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CR E A T IV E  5A L.ES ID EA  { A r t  Holt» G e n e r a l  M a n a g e r , W YSL i

T h ru  w a y  P la z a  o f  B u ffa lo  h a s  O K ’d a  v a r i a t i o n  o n  t h e  "W alk ing  Man"

w h ic h  W Y SL i s  |  n a tu r a lly  ) c a l l in g  " M y s te r y  W h is t le r " . D u rin g  th e  s a l e ,  v a r io u s

s t a f f  m e m b e r s  w i l l  b e  w a lk in g  th r o u g h  th e  p la z a  s o f t ly  w h is t l in g  v a r io u s  tu n e s .  C u s to m e r s
v

id e n t ify in g  th e  w h is t le r  w i l l  r e c e iv e  s m a l l  p r i s e s  fr o m  th e  p la z a .  T h en  W YSL s w it c h e s  

to  a  n ew  s ta f f  m e m b e r  and  c o n tin u e  w h is t l in g  t i l l  e v e r y o n e  i s  f r o z e n  to  th e  g ro u n d .

it #  it

P U B L IC  S E R V IC E  ID E A  ( A rt H o lt, G e n e r a l M a n a g e r , W YSL )

A r t s u g g e s t s  d o n a tin g  to y s  to  th e  F ir e  D e p a r tm en t fo r  C h r is tm a s  g i f t s  fo r  

u n d e r p r iv i le g e d  c h ild r e n .

9

N E W S P A P E R  A D  ( B i l l  P efek , C o p y w r ite r , W -N U S  )

ro u g h  id e a  fo r  a  n e w s p a p e r  ad  d u r in g  s e a s o n ’s f i r s t  sn ow :

" W -N U S  H A N D S CH ICAG O  A SN O W -JO B "

T h e l a t e s t  m o s t  a c c u r a te  sn o w  r e p o r t s  fr o m  
th e  U . S . G ovt, a r e  y o u r s  2 4 -h o u r s  a  d a y  at
1390

#  #  i

P R O M O T IO N  ( B U I P e c k ,  C o p y w r ite r , W -N U S  )

"Snow  S c u lp tu r e "  - -  In v ite  p e o p le  to  c r e a t e  sn o w  s c u lp tu r e s  on  th e ir

la w n  ( in s t e a d  o f  m e r e  s n o w m e n  ) an d  s e n d  in  p ic tu r e s  to  th e  s ta t io n . B e s t  sn o w  s c u lp tu r e

w in s  e l e c t r i c  i c e  s h a v e r ,  i c e  cu b e  t r a y s ,  e t c ,  fo r  m a k in g  m in ia tu r e  sn o w m en ,

#  i t  #

H O T C O M ER S

$  X L IF

N o r e p o r t



-  1 0  -

C R E A T IV E  S A L E S  ID E A  { A r t  H o lt , G e n e r a l M a n a g e r , W YSL )

T h ru w a y  P la z a  o f  B u ffa lo  h a s  O K 'd  a  v a r ia t io n  on  th e  "W alk ing  Man" 

w h ic h  W YSL is  { n a tu r a lly  ) c a l l in g  " M y s te r y  W h is t le r " . D u r in g  th e  s a l e ,  v a r io u s  

s t a f f  m e m b e r s  w i l l  b e  w a lk in g  th ro u g h  th e  p la z a  s o f t ly  w h is t l in g  v a r io u s  tu n e s .  C u s to m e r s  

id e n t ify in g  th e  w h is t le r  w i l l  r e c e iv e  s m a l l  p r i z e s  fr o m  th e  p la z a .  T h en  W YSL s w it c h e s  

to  a  n ew  s ta f f  m e m b e r  and  c o n tin u e  w h is t l in g  t i l l  e v e r y o n e  i s  f r o z e n  to  th e  g ro u n d .

#  #  §

P U B L IC  S E R V IC E  I P S A  ( A r t  H o lt, G e n e r a l M a n a g e r , W YSL )

A r t s u g g e s t s  d o n a tin g  to y s  to  th e  F ir e  D e p a r tm e n t fo r  C h r is tm a s  g i f t s  fo r  

u n d e r p r iv i le g e d  c h i ld r e n .

#  #  #

N EW S P A P E R  A D  { B i l l  P e c k ,  C o p y w r ite r , W -N U S  )

B i l l  s u g g e s t s  th is  ro u g h  id e a  fo r  a  n e w s p a p e r  ad  d u r in g  s e a s o n ' s  f i r s t  sn ow :

* " W -N U S  H A N D S CH ICAG O  A SN O W -JO B "

T h e  l a t e s t  m o s t  a c c u r a te  sn o w  r e p o r t s  fr o m  
th e  U . S„ G o v t, a r e  y o u r s  2 4 -h o u r s  a  d a y  at 
1390

#  #  #

P R O M O T IO N  { B i l l  P e c k ,  C o p y w r ite r , W -N U S  )

"S n ow  S cu lp tu re "  - -  In v ite  p e o p le  to  c r e a t e  sn o w  s c u lp tu r e s  on th e ir  

la w n  ( in s t e a d  o f  m e r e  sn o w m e n  ) and s e n d  in  p ic tu r e s  to  th e  s ta t io n . B e s t  sn o w  s c u lp tu r e  

w in s  e l e c t r i c  i c e  s h a v e r ,  i c e  cu b e  t r a y s ,  e t c ,  fo r  m a k in g  m in ia tu r e  sn o w m e n . . .

#  #  #

H O T C O M E R S  

K L IF

No r e p o r t



V A L E N T IN E  PR O M O T IO N  ( J , T y le r  D unn, P r o g r a m  D ir e c to r ,  W YSL ) vJ

W YSL l i s t e n e r s  a r e  in v it e d  to  s e n d  a  v a le n t in e  to  th e ir  fa v o r it e  W YSL  

a n n o u n c e r . A n n o u n cer  w h o r e c e iv e s  th e  m o s t  v a le n t in e s  s e l e c t s  o n e  o f  h is  at 

ra n d o m  and t r e a t s  th a t fa m ily  to  an  e v e n in g  on  th e  to w n .

#  #  #

S P E C  S P O T  ( A r t  H o lt , G e n e r a l M a n a g er , W YSL } .

I n te r v ie w -ty p a  s e q u e n c e  o f  c o m m e r c ia ls  in  w h ic h  an n ou n cer fo l lo w s  

c o u p le  fr o m  p ick u p  o f  h o m e  r e m o d e lin g  b o o k le t  th r o u g h  in -h o m e  d is c u s s io n ,  b a ck  

to  lo a n  o f f ic e r  a t bank , and th ro u g h  s u c c e s s f u l  c o m p le t io n  o f  th e  h o m e  im p r o v e m e n t .

#  #  #

P R O M O T IO N  ( A r t H o lt, G e n e r a l  M a n a g er , VrY SL  )

A r t r e p o r t s  th a t th e  w in n e r  o f  W Y S L 's " S ta m p  Out W YSL" ( D ig e s t  o f  

1 / 2 0 / 6 5  ) had p r o d u c e d  l e t t e r s  a p p r o x im a te ly  f if ty  f e e t  h ig h  and tw o  h u n d red  f e e t  

in  w id th . A s u c c e s s f u l  p r o m o t io n  in  e v e r y  w a y .

#  # #

P R O M O T IO N  ( B r u c e  H a th a w a y , P r o g r a m  D ir e c to r ,  K T SA  )

"O ur A p o lo g ie s "  - -  E n c lo s e d  y o u  w i l l  f in d  a  co p y  o f an a r t ic le  th a t ran  in  

a l l  t h r e e  San  A n to n io  n e w s p a p e r s  at th e  s a m e  t im e .  On th e  a ir  d u r in g  th e  d a y s  th e  

a r t ic l e  a p p e a r e d  in  th e  p a p e r s ,K T S A  ra n  th is  s ta te m e n t:  " A p p ea r in g  in  a l l  th r e e  

S a n  A n to n io  p a p e r s  to d a y , i s  o u r  a p o lo g y  f o r  w hat h a s  h a p p en ed . Vre h op e y o u  w il l  

u n d e r s ta n d  o u r  p o s it io n .  T h an k  y o u . " T h is  s ta te m e n t  not o n ly  ra n  o n c e  p e r  h our  

o n  th e  d a y s  o f  th e  a r t ic l e ,  but K TSA a l s o  h ad  s e v e r a l  T , V . s p o ts  u s in g  th e  s a m e  

s ta te m e n t .  T h e p h o n e r e s p o n s e  w a s  f a n ta s t ic ,  a lo n g  w ith  on  th e  s t r e e t  c o m m e n t .

# # if



' V A L E N T IN E P R O M O T IO N  { J . T y le r  D unn, P r o g r a m  D ir e c to r ,  W YSL )
>

W YSL l i s t e n e r s  a r e  in v it e d  to  s e n d  a  v a le n t in e  to  th e ir  fa v o r it e  W YSL  

a n n o u n c e r . A n n o u n ce r  w h o r e c e i v e s  th e  m o s t  v a le n t in e s  s e l e c t s  o n e  o f  h is  at 

ra n d o m  and t r e a t s  th a t fa m ily  to  an  e v e n in g  on  th e  to w n .

#  i¥ #

S P E C  S P O T  { A r t H o lt , G e n e r a l  M a n a g e r , W YSL ) .

I n te r v ie w - ty p e  s e q u e n c e  o f  c o m m e r c ia ls  in  w h ic h  a n n ou n cer fo l lo w s  

c o u p le  fr o m  p ic k u p  o f  h o m e  r e m o d e lin g  b o o k le t  th ro u g h  in -h o m e  d is c u s s io n ,  b a ck  

to  lo a n  o f f ic e r  a t bank , and  th r o u g h  s u c c e s s f u l  c o m p le t io n  o f  th e  h o m e  im p r o v e m e n t ,

t? #  #

P R O M O T IO N  ( A r t  H o lt, G e n e r a l  M a n a g er , W YSL J

A r t  r e p o r t s  th a t th e  w in n e r  o f  W Y S L 's " S ta m p  Out W YSL" { D ig e s t  o f  

1 / 2 0 / 6 5  ) had p r o d u c e d  l e t t e r s  a p p r o x im a te ly  f if ty  f e e t  h ig h  an d  tw o  h u n d red  fe e t  

in  w id th , A s u c c e s s f u l  p r o m o t io n  in  e v e r y  w a y .

#  #  #

P R O M O T IO N  ( B r u c e  H a th a w a y , P r o g r a m  D ir e c to r ,  K TSA )

"O ur A p o lo g ie s "  ~~ E n c lo s e d  y o u  w i l l  f in d  a  c o p y  o f an  a r t ic l e  th a t ra n  in  

a l l  t h r e e  S an  A n to n io  n e w s p a p e r s  a t th e  s a m e  t im e .  On th e  a ir  d u r in g  th e  d a y s  th e  

a r t ic l e  a p p e a r e d  in  th e  p a p e r s ,K T S A  ra n  th is  s ta te m e n t:  " A p p e a r in g  in  a l l  th r e e  

S an  A n to n io  p a p e r s  to d a y , i s  o u r -a p o lo g y  f o r  w h at h a s  h a p p en ed . We h o p e y o u  w il l  

u n d e r s ta n d  o u r  p o s it io n .  T h an k  y o u . " T h is  s ta te m e n t  not o n ly  r a n  o n c e  p e r  h our  

o n  th e  d a y s  o f  th e  a r t i c l e ,  but K T SA  a l s o  h ad  s e v e r a l  T . V . s p o ts  u s in g  th e  s a m e  

s ta t e m e n t .  T h e  p h o n e r e s p o n s e  w a s  fa n ta s t ic ,  a lo n g  w ith  on  th e  s t r e e t  c o m m e n t.

9 9 #



We apologize. Because if you are among the few San Antonians who are not already daily 
IiTSA listeners, it’s our fault, not yours!

I f  you're not a daily IiTSA listener it’s because we’ve failed. It’s because we've failed to 
let you know about the outstanding features you cam hear daily on IiTSA. Let’s take 
KTSA’S “DUAL-NEWS" for example. “DUAL-NEWS” is heard at five minutes to each 
hour Monday through Friday. “DUAL-NEWS” combines the talents and knowledge 
two experienced reporters on each newscast. On “DUAL-NEWS” you’ll hear latest ne.r$ 
first, more accurately, and you’ll hear news in the most listenable, easy to understand ana, 
interesting -manner ever devised by radio.

Particular about your music? Just for the fun of it switch your radio right now to IiTSA  
at 550 on your radio dial. Leave. it there for just a few minutes. Hear such hits as Dean 
Martin’s "You’re Nobody 'Til Somebody Loves You,” “Dear Heart" by Andy Williams, 
Connie Francis singing “Whose Heart Are You Breaking Tonight,” plus outstanding Juts 
from Country and Western such as Buck Oivens’ “I've Got A Tiger By The Tail." Music! 
There’s music for everyone of every age on IiTSA!

When you get behind the wheel of your car each morning and afternoon push that but
ton to 55 for “IiTSA SAFETY BIRD REPORTS." Hear accurate and official traffic 
reports direct from over-tlic-scene reported in a personable and interesting manner by San 
Antonio Police Officers Sheldon Iiosharek and Jesse Clements. You may even get as much 
fun out of these fine officers razzing the IiTSA DJ’s as we do. After all, Police Officers 
are human, too, aren’t they? You’ll enjoy KTSA Safety Bird Reports more and what’s more 
you’ll get to where you’re going easier, quicker and safer by listening to KTSA, 550.

I f  you like the fun of quick and easy contests for plenty of cash and prizes, you’ll love 
IITSA! Just now, for example, IiTSA is offering $55.00 per hour just for listening and an
swering with the secret word announced each hour’when KTSA's Special Operator ¡55 
calls you! And there’ll be plenty of other contests and games coming along for fun and 
prizes for YOU!

We think you’ll like the IiTSA DJ’s, too. George Lester and Bruce Hathaway in the morn
ing, Bill Atkins and Ricci Ware in the afternoon and Bob (The Cynic) Sinclair each eve
ning. These gentlemen have been with us a long time, lived in San Antonio much of their 
lives. They know San Antonio and San Antonians. They know what you like to hear best! 
Entertaining you and keeping you informed on ivhat’s going on is their job. They like it. 
We think you’ll like them.

Nope, we aren’t frantic and screaming at you every minute like some. I guess perhaps 
we’ve melloived a bit with age. After all, KTSA has been at this business just a little bit 
longer with 42 years of service on 550. We ought to be just a bit better than most, don’t, 
you think?

It all adds up to this— we don’t care if you’re 8 or 80. rich or poor, or just average citizens 
like us, roe think you’ll have more fun, enjoy better listening, stay better and more accu
rately informed when yoiir dial is on 550-IiTSA, dependable now for 42 years!

KTSA 550 ON Y O U R  DIAL

U 1AL



We apologize. Because i f  you are among the few San Antonians who are not already daily 
K TSA  listeners, i t ’s our fault, not yours!

I f  you’re not a daily KTSA listener it’s because we've failed. I t ’s because we’ve failed to 
let you know about the outstanding features you can hear daily on K TSA . L et’s take 
K TSA ’S “DUAL-NEWS” for example. “DUAL-NEW S” is heard at five m inutes to each 
hour Monday through Friday. "DUAL-NEWS” combines the talents and knowledge of 
tivo experienced reporters on each newscast. On “D U AL-N EW S” you’ll hear latest news 
first, more accurately, and you’ll hear news in the most listenable, easy to understand and 
interesting manner ever devised, by radio.

Particular about your music? Just for the fun of it switch your radio right now to K TSA  
at 550 on your radio dial. Leave it there for just a few  minutes. Hear such hits as Dean 
Martin’s “You’re Nobody ’Til Somebody Loves You,” “Dear Heart” by A ndy Williams, 
Connie Francis singing “Whose Heart Are You Breaking Tonight,” plus outstanding hits 
from Country and Western such as Buck Oivens’ " I’ve Got A  Tiger By The Tail." Music? 
There’s music for everyone of every age on K TSA !

When you get behind the wheel of your car each morning and afternoon push that but
ton to 55 for “KTSA SA F E T Y  BIRD REPORTS.” Hear accurate and official tra ffic  
reports direct from over-the-scene reported in a personable and interesting manner by San 
Antonio Police Officers Sheldon Kosharek and Jesse Clements. You may even get as much 
fun out of these fine officers razzing the K TSA  DJ’s as tve do. A fte r  all, Police Officers 
are human, too, aren’t they? You’ll enjoy K TSA Safety Bird Reports more and ivhat’s more 
you’ll get to where you’re going easier, quicker and safer by listening to K TSA , 550.

I f  you like the fun  of quick and easy contests for plenty of cash and prizes, you’ll love 
K TSA! Just now, for example, KTSA is offering $55.00 per hour ju st for listening and an- 
swenng with the secret word announced each hour ivhen K T S A ’s Special Operator 55 
calls you! And there’ll be plenty of other contests and games coming along for fu n  and 
prizes for YOU!

We think you’ll like the KTSA DJ’s, too. George Lester and Bruce Hathaioay in  the morn
ing, Bill A tkins and Ricci Ware in the afternoon and Bob (The Cynic) Sinclair each eve
ning. These gentlemen have been with us a long time, lived in San Antonio much of their 
lives. They know San Antonio and San Antonians. They know what you like to hear best! 
Entertaining you and keeping you informed on what’s going on is their job. They like it. 
We think you’ll like them.

Nope, ive aren’t frantic and screaming at you every minute like some. I guess perhaps 
we’ve melloived a bit w ith age. A fter all, KTSA has been at this business ju st a little bit 
longer with 12 years of service on 550. We ought to be ju st a bit better than most, don’t 
you think?

It all adds up to this— we don’t care if  you’re 8 or 80, rich or poor, or just average citizens 
like us, we think you’ll have more fun, enjoy better listening, stay better and more accu
rately informed when your dial is on 550-KTSA, dependable now for 12 years'

KTSA 550 ON YOUR DIAL
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W-NUS TAKES A PAGE FROM THE NEWSPAPERS

As C h ic a g o ' s  new spaper o f  the  a i r ,  W-NUS t a k e s  o f f  
i t s  h a t  to  the Sunday n e w sp a p e r s .  N ext to  u s  they 
have the l a r g e s t  Sunday c i r c u l a t i o n  ih  Chicago.'" '

For  y e a r s  they  have p r o v id e d  C h icago  r e t a i l  s t o r e s  
w ith  a d v e r t i s i n g  sp a c e  which h as  h e lp e d  b o o s t  Monday 
s a l e s ,  o f t e n  s u c c e s s f u l l y .

Why change a  good t h in g t

On the o th e r  hand, why c l o s e  your e y e s  to  ways o f  
m o d i fy in g  i t  s l i g h t l y  to  g e t  even BETTER RESULTS? 
Here a r e  some i n t e r e s t i n g  new f a c t s ;

The a v e r a g e  c o s t  o f  a  page in  a  C hicago  Sunday p a p e r
i s ___________in c l u d i n g  a r t ,  e n g r a v in g ,  e t c .  A verage
c i r c u l a t i o n  i s C o st  p e r  th o u san d  i s

That same amount o f  money w i l l  buy s p o t s  on
W-NUS on Sunday AND Monday w ith  the new SUNDAY PUNCH p la n ,
Or, a s  l i t t l e  a s  _________ buys____________ s p o t s  on Sunday
o n ly .  For  t h a t  f i r s t  amount you w i l l  r e a c h ___________
a d u l t  b u y e r s Y o u r  c o s t  p e r  th o u san d  i s __________

So tak e  a  p age  from  the Sunday p a p e r s .  Put i t  on W-NUS.
We d o n ' t  su p p ly  t e a r  s h e e t s  b u t  we do su p p ly  the cu s to m e rs

-::-(CITE SRO RATING FIGURES HERE)

(NOTE: THIS
D IR É

SHOULD BE A LARGE FULL—NH2 SBAPER- 
CT-MAIL PIECE PRINTED ON A NEWSPAP

FfAGE SIZE
FACSIMILIE)
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NEW S IN DEPTH -  5 TO 7 PM
AH the news you can use: Dull news. World news. Dog-bites-man i x  f  \  ^r\ 
news. National news. Exciting news. Local news. Man-bites-dog 
news. Sports news. Good news. Bad news. Serious news. Silly F \ / \ D I O  
news. Old news. New news. _____________________

8 1

¿■^Starring Ray Tannehilf & a Cast of 11 (formerly the world's 8th dullest radio station)

2 SOLID HOURS OF THE STUFF





INTRODUCING
A POPULAR NEW RADIO PERSONALITY 
J. P. MCCARTHY

<*r

Who's J. P. McCarthy? Simply the 
most engaging radio personality this 
side of Murphy’s Slough! Where's 
Murphy's Slough?

Anyway, join his 6 or 10 fans,every 
morning from 6 to 10 AM. You'll hear 
cheerful chatter! You'll hear Chicken 
Forty Music (another KGO exclu- 

| sive)! You'll hear Commuter Reports

direct from a helicopter (it actually 
flies)! You'll hear important news
and things!
Read what the critics say about J . P. 
McCarthy!
"J.P. Me Who?"
■'! once had an aunt by that name."
"I think he's the most engaging radio person
ality this side of Murphy’s Slough."
listen to J. P. McCarthy, Monday through Satur- 
day,6to10AM.

f f l l t l l lB lI ll lS B N
.................... .......  ........  1 :sk.j

J. P. McCarthy. For reproduction of the 
above, suitable for framing, send Ten 
Dollars In stamps to KGO Radio,
277 Golden Gate Ave.,S.F.Thankyou.

KGO 0 1RADIO
(formerly the world's 8th dullest redio stem/



JIM DUNBAR ENTERTAINS LADIES...3 TO 5 PM
AH right, ladies, turn the dial to 
81, settle back—and thrill to the 
thrilling voice of Jim Dunbar. 
Two hours later you'll awake 
rested and refreshed. And ready 
to fry again tomorrow.
If you like talk, it may even be 
worth it. Jim talks. Guests talk. 
Experts talk. Ladies talk. You call

up on the phone (M A 1-9432) 
and talk. About anything. 
Juvenile delinquency.
World peace.
Your husband.
Green peas.
It's informative! It's fun! And 
afternoons do drag on so.
3 -5  PM. Monday thru Saturday.

RADIO
K G O
(formerly the world's 8th dullest radio station)

Jim  Dunbar. Look into those eyes. 
Now do you understand why radio 
doesn't have pictures?
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M ar c h  10, 1959

U n iv e r s a l  P u b l i c i z e r s ,  In c .
936 N orth M ic h ig a n  A v en u e  
C h ic a g o  11, I l l in o is

G e n tle m e n :

V, h a v e  y o u r  c o p y  a b o u t a d v e r t is in g  o u r  s ta t io n , and in  
c o n n e c t io n  w ith  p a te n te d  d is p la y s ,  c a n  you  q u o te  to  u s  a  
p r i c e  fo r  th e  u n its  w ith  r a d io s  th a t a r e  lo c k e d  to  ou r  
k i l o c y c l e s .

T h an k  yo u  v e r y  m u c h .

S in c e r e ly ,

G o r d o n  M c L e n d o n

G M /jp
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business by as m udi »  100% in the first S t -lays 
A ls o  w o n d e r f u l  f o r  fr o z e n  fo o d s ,  ju ic e s  . a n \  v  t 
t h a t  s ta y s  in  h o m e  r e fr ig e r a to r  o r  fr e e z e r ,  t in  m o s t  le
s to ra g e  '¡race  o f  a ll.

IN HARRISONBURG, VIRGINIA Hamilton SI« 
WSVA n  -1 tvmendous success . . draws an aversv 
3,000 catch a week, with a peak week ot 6.000 
IN TU I OKI \IIO M  V, over two year« .1 * 0  th e  
lionth case oi Pt pd-Coltt rolled out of the »lain a! V. »¿ id 
Capps. Then Ronald was twin« the Silva D >11 ■ 
nearly three years later he is still leaning 
to m aintain hit high sale* volume , . wHai
mendation could -<e give? IN COLUMBJ i LN 
Dr. Pepper Bottl.-t find- th v h e r  Doll- ; 
has stimulating Gleet on d o  through»'* 
according to Co-owner M . •' Cook. i>
SOUTH CAROLINA. "Ca • ida Dry titles !
1 9 5 4  Were increased 290 twci »ales tor the - 
during the previous year."

Nm onh 1 ■ jghtt to the SH < ■- HOI
L.AR MAN program . : acators g u * * * * i t h a t  u
c a n t  ever t b e  im i ta t e d .  ' <'* •> have u p  • •*» ” •*!>'
right and .«he? pis «lectio« • - "  This •
because « É n  wilt want ■ «e tliis at 
lui program

Simple lirai easy v , u  bu G- >1«# to ■ 
produce it iMf pw  artd

your station We »..mm n ;X ^  ‘
this iron-clad y»,i. a tte

f o r  f u u  n t m s  w kv,« oc

n

l l ' '

.
l l

.n.Nv.-'v w £5>V?-?>Y *r-’ ?  . • -• -- :-y ’■ w. V-i-a___

R A, Perroi

■



a D O U B L E  or N O T H IN G  

offer to S T A T IO N S  

to A G E N C IE S

Here’s a simple, practical, down-to-earth way to double a 
bottling company’s sales (or better) in 30 days, regardless 
of the weather, competition or price. It's the SILVER 
DOLLAR MAN PROGRAM . . . now being made avail
able through radio and television stations and agencies to 
local bottlers . . . and other distributors of home ice-box 
products.

how to D O U B L E  a bottler's home
business in 30 days . . .
with a money back guarantee!

It’s an unrehearsed, spontaneous, “continuous commercial” 
show, guaranteed to make its sponsor the top-selling bott
ler in his area, through a virtually certain top-listenership 
program, with sure response. It’s exclusive . . . and you 
pay us nothing if we don’t increase your home refrigerator 
business by as much as 100% in the first 30 days.
A l s o  w o n d e r f u l  f o r  f r o z e n  f o o d s ,  j u i c e s  . . . a n y  p r o d u c t  

t h a t  s t a y s  i n  h o m e  r e f r i g e r a t o r  o r  f r e e z e r ,  t h e  m o s t  v a l u a b l e  
s t o r a g e  s p a c e  o f  a l l .

] }

The
Silver Dollar Man 

Program
guarantees results!

IN HARRISONBURG, VIRGINIA, Hamilton Shea of 
WSVA-TV: “Tremendous success . . . draws an average of 
3,000 cards a week, with a peak week of 6,000 cards.” 
IN TULSA, OKLALIOMA, over two years ago the mil
lionth case of Pepsi Cola rolled out of the plant of Ronald 
Capps. Then Ronald was using the Silver Dollar Man and 
nearly three years later he is still leaning on this program 
to maintain his high sales volume . . . what better recom
mendation could we give? IN COLUMBIA, TENNESSEE, 
Dr. Pepper Bottler finds the Silver Dollar Man program 
has stimulating effect on sales throughout his territory 
according to Co-owner Harry Cook. IN COLUMBIA, 
SOUTH CAROLINA, “Canada Dry sales for September 
1954 were increased 290% over sales for the same month 
during the previous year."

exclusive in your area . . . 
protected against imitation!

Not only do you get exclusive rights to the SILVER DOL
LAR MAN program . . . the creators g u a r a n t e e  t h a t  i t  

c a n ’t  e v e n  b e  i m i t a t e d .  The courts have upheld the copy
right and other protection it enjoys. This is important . . . 
because others will want to imitate this amazingly success
ful program.

D O U B L E S  home S A L E S  
of any volume produ ct. . . 
or B E T T E R , regardless of 
weather, competition, price!

"The Silver

Simple and easy: you buy the rights to the show . . .  we 
produce it for you and guarantee it . . .  we offer exclusive 
merchandising service to get it started in your area, on 
your station. We know it never fails. That’s why we offer 
Lin's iron-clad guarantee.

FOR FULL DETAILS, WRITE OR WIRE:

R. A. (Bob) Perrott

Dollar Man”
Brunswick, Georgia

As seen in B R O A D C A ST IN G , December 23, 1957



RANCH MARKET

FOR GOOD COLOR PICTURESThe right combination

Always had with Kodak cok. Jim 
and let ns handle the processing...

Use this envelope to 
order extra prints 
and enlargements.
It is not intended 
for permanent s to ra g e  
of negatives 
or transparencies.

HOLLYWOOD RANCH J W ® !
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Fabulous Forty Survey
F OR W E E K  E N D I N G  J U N E 2 5 ,  I 9 6 0  « O l *

S A N  F R A N C I S C 0  - 0  A K L A N D

Th is W eek Last W eek T h is  W eek Last W eek
* 1. A L L E Y  OOP Hollywood Argyles— Lute i *2 1 . YO U N G  EM O TIO NS Ricky Nelson— Imperial 11
* 2 . . I 'M  SO RRY Brenda Lee— Decca 7 22 . BA N JO  BOY Jan & Kjeld— Kapp 14

3 . M U LE  SK IN N ER  BLUES The Fendermen— Soma 4 *2 3 . D O N 'T CO M E KN O C K IN ' Fats Domino— Imperial 35
4 . BEC A U SE T H E Y 'R E  Y O U N G  Duane Eddy— Jam ie 2 24. B IL L  B A IL E Y Bobby Darin— Ateo 28
5. EV ER Y B O D Y  IS SO M EBO DY'S FOOL *2 5 . HO LD  O U T YO U R  H A N D  A rt August— T R C 40

Connie Francis— MGM 3 *2 6 . A N O TH ER  SLEEPLESS N IG H T  Jim m y Clanton— Ace 32
* 6. LO O K FOR A  S TA R Dean Hawley— Dore 5 27 . R IV E R  S T A Y  'W A Y  FROM  M Y  DOOR

7. H A P P Y  GO L U C K Y  M E Paul Evans— Guaranteed 6 Frank Sinatra— Capitol 37
* 8. C A T H Y 'S  CLO W N Everly Bros.— W arner Bros. 8 28 . W H ER E  A R E  YO U Frankie Avalon— Chancellor New
* 9. IM A G E OF A  G IR L Th e  Safaris— Eldo 21 29 . FO UND LO VE Jim m y Reed— Vee-Jay 20

10. PA PER  ROSES Anita Bryant— Carlton 9 30. PLEA SE H ELP  M E, I'M  FA L L IN G
*1 1 . M Y  HOM E TO W N Paul A nka— A B C 15 Hânk Locklin— RCA New

12. W H EN  W IL L  1 BE LO V ED  Everly Bros.— Cadence 25 *3 1 . H EY  L IT T L E  O NE Dorsey Burnette— Era 29
13. SW IN G IN ' SC H O O L/D IN G -A -LIN G 32 . DO YO U  M IN D? Andy W illiam s— Cadence New

Bobby Rydell— Cameo 13 33 . T H IS  B IT T E R  EA R TH Dinah Washington— Mercury New
*1 4 . JO SEP H IN E B ill B lack Combo— Hi 31 34 . K ID S Kirby Stone Four— Columbia New
*1 5 . H E A R T B R E A K Little  W illie  John— King 27 35 . Q UESTIO N Lloyd Price— A BC New
*1 6 . B A D  M AN  BLU N D ER Kingston Trio— Capitol 35 *3 6 . S P U N K Y  O NIONS B illy  Davis— Peacock 23
*1 7 . N IG H T Jack ie  W ilson— Brunswick 12 37 . O N LY  T H E  LO N E LY Roy Orbison— Monument New
*1 8 . M Y  T A N I Brothers Four— Columbia 22 38. M ISSIO N B ELL Donnie Brooks— Era New
*1 9 . A D V E N T U R E S  IN P A R A D ISE  Je rry  Byrd— Monument 33 *3 9 . DOW N YO N D ER
*2 0 . R O C K IN ' GOOD W A Y Johnny & The Hurricanes— Big Top 30

Dinah W ashington/Brook Benton— M ercury 10 40 . IS A  B LU EB IR D  BLU E Conway Tw itty— MGM New
* Records Heard F IR S T  on KEW B

9 1

IS
FU N

9 1  s  k E W * .r  is
^  r imThis survey is compiled each week by radio station KEWB from O ^ l l r a  

reports of record sales gathered from all leading retail outlets in ■ vi 
'-he Bay area. This survey is a true, accurate and unbiased account.

K a t l u f  a n d

" V an

V an  Jio-nn, le a a l:  *1
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S A V E  N O W
Have your cake and eat it too! Everytime you make 
a purchase at a grocery store, SAVE TH E CASH 
REGISTER RECEIPT. Then on the back of the re
ceipt, put the name and address of the store at 
which you made the purchase, plus your name, 
address and phone number, and send to KEW B, 
BOX 91, SAN FRANCISCO. YOUR groceries could 
be paid for by KEW B. No matter how many times, 
or at how many different places you buy groceries, 
SAVE THE CASH REGISTER RECEIPTS . . . Start 
Now . . . Send 'Em All.

ENTER OUR KEW B CASH REGISTER CONTEST

TODAY!

k e w - b

¡h ÿ

NUMBER 1 in the BIG BAY AREA

K EN  W IL L IA M S  
SA T . 6 p.m . - Mid

uruuuul

K E W v D

M A R K  FO STER 
3 - 6  p.m.

J IM  W A Y N E  
M idnight - 6 a.m .

B IL L  W OOD i '  
9 p.m . - M idnight

B U C K  H ER RIN G  
6 - 9  p.m.

G A R Y  O W EN S 
6 - 9  a.m .

C H R IS  BORDEN 
Noon - 3 p.m.

T E D  R A N D A L  
9 a .m . - Noon

K a t h y  a a A

" V an

V an  JloJinr *1ex a l: "VJhesie. *7



FISHING POX
___  VERY CONTAGIOUS TO ADULT MALES
SYMPTOMS—Continual complaint as to need for fresh air, sunshine and re
laxation. Patient has blank expression, sometimes deaf to wife and kids. Has 
no taste for work of any kind. Frequent checking of tackle catalogs. Hangs 
out in Sporting Goods Stores longer than usual. Secret night phone calls to 
fishing pals. Mumbles to self. Lies to everyone. NO KNOWN CURE.
TREATMENT—Medication is useless. Disease is not fatal. Victim should go 
fishing as often as possible. Victim can go fishing more often by eating a t . . .

a n d t t y t i a t t k * l  S t e a k  J i a u i e ,

" V an  J iv in '6 lie d "

V an  J losin , 'le.xa l: "VJltesie ^Ute VJeòÀ 96.!" tJiUjiuucuf, SO fyj& d

D
f C a t lu f ,
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____________________________FOR THE RECORD
STATION AUTHORIZATIONS, APPLICATIONS
As compared by B r o a d c a s t i n g : Dec. 8 
through Dec. 14. Includes data on new 
stations, changes in existing stations, 
ownership changes, hearing cases, rules 
& standards changes, routine roundup.
A b b rev ia tion s: D A —d irectio n a l a n ten n a , cp— 
co n stru ctio n  p erm it. ER P—effe c t iv e  rad ia ted  
p ow er v h f—v er y  h ig h  freq u en cy , u h f— 
u ltra  h ig h  freq u en cy , an t.—a n ten n a , aur.—  
au ral, v is .—v isu a l, k w —k ilo w a tts , w —w a tts  
m e—m eg a cy c le s . D —d ay. N —n ig h t. LS—  
lo ca l su n set, m od .—m od ifica tion , tran s.— 
tran sm itter , u n i.—u n lim ited  h ou rs, k c—k ilo 
c y c le s . SCA—su b sid ia ry  com m u n ication s
a u th or iza tion . S SA —sp e c ia l s erv ice  au th or i
zation . ST A—sp e c ia l tem p orary  au th or iza 
tion . SH —sp ecified  h ou rs. *—ed u cation a l. 
A nn .—A n n ou n ced .

New tv stations
A C TIO N S BY  FCC

F resn o , C alif.—B . L . G olden , E lb ert R. 
D ean  & L . W. F aw n s. G ranted  u h f ch . 53 
(704-710 m e ) ; ER P 25.2 k w  v is ., 13.8 k w  aur.; 
an t. h e ig h t  a b o v e  avera g e  terra in  222 ft ., 
ab o v e  grou n d  235 f t . E stim ated  con stru ction  
co st $57,900, first y ea r  o p era tin g  cost $77,200 
re v en u e  $88,500. P.O . a d d ress 5226 N . T e il-  
m an A v e ., F resno , C alif. S tu d io  and  tran s. 
lo ca tio n  1401 F u lton  S t., F resn o . G eograp hic  
coord in a te s  36° 44' 36" N . L at., 119° 47' 37" 
W. L ong. T rans. RCA T T U -1B , an t. T F U -  
27DH. Mr. G olden  is  fo rm er  o w n er  o f  K E A P  
F resno , Mr. D ean  is  rad io  en g in ee r , e m 
p lo y ed  b y  K A R M -A M -FM  F resn o . Mr. 
F aw n  is  p h y sic ia n . E ach  h o ld s  Vz in ter est. 
A nn. D ec. 8.

■ C om m ission  gran ted  In tern a tion a l T e le 
m eter  Co. co n stru ctio n  p erm it for  n e w  e x 
p erim en ta l tv  sta tio n  a t L os A n g e le s  to  field  
test n e w  su b scr ip tio n -tv  sy ste m  b e in g  d e 
velop ed  b y  T elem eter . I t  w ill  op era te  on  
ch . 5 b e tw e e n  1:30 A.M . an d  8 A .M . w h en  
K TLA , to w h ic h  th a t ch . is  a ssign ed , is  n ot  
on air. T h ere  w ill  b e  n o  p u b lic  p a rtic ip a 
tion . A nn . D ec. 8.

Existing tv stations
A C TIO N S B Y  FCC

W PSD -T V  P ad u cah , K y.— G ranted  ap p li
ca tion  to  ch an ge tran s. loca tio n  to s ite  n ear  
M on k eys E yeb row , K y., ap p ro x im a te ly  23 
m iles  n o r th w e st o f P ad u cah , m a k e  ch an ges  
in  an t. sy ste m , and  in crease  an t. h e ig h t  
from  630 i t .  to  1,600 ft.; en g in ee r in g  c o n d i
tion . A nn. D ec. 8.

T R A N SLA TO R S
H aw aiian  B cstg . S y ste m  L td . W aim ea, 

K auai, H aw aii—G ranted  a p p lica tion  fo r  n ew  
u h f tv  tran sla tor  s ta tion  on  ch. 82 to tra n s
la te  program s o f  K G M B -T V  (ch . 9 ) , H on o
lu lu .

G allup  A ssn . G allup, N . M.—G ranted  cp  
for  n e w  u h f tv  tran sla tor  s ta tio n  on  ch . 78 
to  tran sla te  p rogram s o f K O A T -T V  (ch . 7 ), 
A lb u q u erq u e. A nn . D ec. 8.

C ity  o f T ru th  or C onseq u en ces, T ru th  or 
C onseq u en ces, N . M.—G ranted  cp  for  n e w  
u h f tv  tran sla tor  sta tio n  on  ch . 76 to  tra n s
la te  program s o f  K O A T -T V  (ch . 7 ) , A lb u 
querq ue.

New am stations
ACTIONS BY  FCC

C herok ee C ounty R adio S ta tion  C entre, 
A la .—D esig n a ted  for  h ear in g  ap p lica tion  for  
n ew  am  sta tion  to op era te  on  990 k c , 250 w , 
D; b y  le tter , d en ied  req u est b y  S cripps- 
H ow ard  R adio Inc. (W N O X ) K n oxv ille , 
T en n ., to  be m ad e p arty  to p roceed in g . A nn. 
D ec. 8.

T w en ty -N in e  P a lm s, C alif. — H i-D esert  
B cstg . Corp. G ranted  1250 k c , 1 k w  D. P . O. 
ad dress 2183 D esert P a lm s D r., P alm  S prings, 
C alif. E stim ated  co n stru ction  cost $27,798, 
first y ear  op eration  co st $55,000, reven u e  
$65,000. P r in cip a ls  in c lu d e  A rthur E. S ipherd  
Jr. 90%, F rank  and C harles F ar in ella , 5% 
each . Mr. S ip herd  is  em p lo y e  o f K D ES  
P alm  S prin gs. F rank  F ar in e lla  is  b u ild in g  
con tractor . C harles F arin ella  is  m ed ica l d oc
tor. A nn . D ec. 8.

B lack sh ear, Ga.—C ollins Corp. o f G eorgia. 
G ranted  1350 kc, 500 w  D . P.O . ad dress B o x  
454, V idalia , Ga. E stim ated  con stru ction  cost 
$16,241, first y ea r  op era tin g  cost $36,000, 
r e v en u e  $40,000. A p p lican ts  are F. K. G raham  
(53% ), R ich ard  C. Jam es Jr. (30%), M. F. 
B rice  (2.6%) and  sev en  o th ers . Mr. G raham  
is  h a lf-o w n e r  W YTH M adison, G a., Mr. 
B rice  is  h a lf-o w n e r  W VOP V id a lia , Ga. and 
Mr. Jam es is  w h o le sa le  grocer. A nn. D ec. 8.

H arry L le w e lly n  B o w y er  Jr., D ix ie  R adio  
In c ., B ru n sw ick , Ga.—D esig n a ted  for  con 
so lid a ted  h earin g  ap p lica tion s for  n e w  am  
s ta tion s to  op era te  on  790 kc, 500 w , D, 
D ix ie  R adio  w ith  DA; m ad e W W BD B a m 
berg, S. C., and  W LBE L eesburg, F la ., p ar
t ie s  to  p roceed in g . A nn. D ec. 8.

S a w n ee  B cstg . Co. C um m ing, Ga.—D esig 
n a ted  fo r  h ear in g  ap p lica tion  for  n e w  am  
s ta tio n  to  op era te  on  1410 k c , 1 kw , D A -D . 
C om rs. C ross and  K in g  d issen ted . A nn. D ec. 
8.

W TW B A u b u rn d a le , F la . Sugarland  B cstg . 
Co. O k eech ob ee, F la.—D esign a ted  for  co n 
so lid a ted  h ea r in g  ap p lica tion  o f  W TW B to  
in cr ea se  p o w e r  from  1 k w  to 5 k w , co n 
t in u ed  op era tion  on  1570 k c, D, and S ugar- 
lan d  for  n e w  am  sta tion  to  op era te  on 
1570 k c , 1 k w , D. Comr. Cross d issen ted . 
A nn . D ec. 8.

A rth u r A . D eters G reenfield , M ass.; C ol
le g e  R adio A m h erst, M ass.—D esig n a ted  for  
co n so lid a ted  h ear in g  ap p lica tion s for  n ew  
d a y tim e am  sta tio n s  to op erate on 1430 k c— 
D eters  w ith  500 w  an d  C ollege R adio w ith  
5 k w , DA; m ad e W HIL M edford, M ass., 
p a rty  to p roceed in g . A nn . D ec. 8.

C olum bia, M iss.— F orten b erry  E n terp rises. 
G ranted  1600 k c, 500 w  D. P.O . ad dress B o x  
308. E stim ated  co n stru ction  co st $13,949, first 
y ear op era tin g  co st $39,600, rev en u e  $47,000. 
C o-ap p lican ts are Jerry  A . F orten b erry  and 
W illiam  L. F orten b erry , 50% ea ch . J. A. 
F orten b erry  is  p h ysic ian . W. L. F orten b erry  
is  d ru gg ist. A nn . D ec. 8.

H am m on ton , N . J.—H am m onton  B cstg . Co. 
G ranted  1580 kc, 250 w  D. P.O . ad dress P.O. 
B o x  351, C oa tesv ille , Pa. E stim ated  co n stru c
tio n  co st $22,000, first year  op era tin g  cost  
$50,000, r e v e n u e  $60,000. Equal p artn ers W il
liam  S. H alpern  and  L ouis N . S eltzer co -ow n  
W COJ C oa tesv ille , Pa. A nn. D ec. 8.

R en sselaer, N . Y.—F airv iew  B cstrs. G ranted  
1300 k c, 5 k w  D . P .O . address F rank  Short, 
234 W. M ain S t., E p h rata , Pa. E stim ated  con 
s tru ctio n  co st $39,200, first y ear  op era tin g  
co s t  $72,000, re v en u e  $80,000. O w ners are W.

Frank Short, 75%, and H. C lay E sbenshadc, 
25%. Mr. S hort is sa les m an ager WGSA  
E phrata, Pa. Mr. E sbensh ad e is  h ou sin g  site  
d ev e lo p er  and farm er. A nn. D ec. 14.

E u gen e B cstrs. W. Gordon A llen  Eugene. 
Ore.—D esign a ted  for  con so lid ated  h earing  
ap p lication s for  n ew  am  sta tion s to  operate  
on  1320 kc, 1 k w , D. A nn. D ec. 8.

Y auco, P . R.—P on ce B cstg . Corp. G ranted  
1550 kc, 250 k w . P.O. address B o x  1526. 
P on ce , P . R. E stim ated  con stru ction  cost 
$17,990, first y ear  op eratin g  co st $30,000, 
rev en u e  $42,000. P rin cip a ls in clu d e Luis F. 
Sala, C atalina Scarno, Jenaro Scarano, 
C harles C ordero, J. H. Conesa, 20% each. 
D rs. Sala, Scarano, and Scarano h a v e  p r i
va te  practices. M essrs. Cordero and C onesa  
h a v e  in terest in  WLEO P on ce. A nn. D ec. 8.

W innsboro, S. C.—Fairfield B cstg . Co. 
G ranted 1250 kc, 500 k  D. P.O. address B ox  
298, W innsboro. E stim ated  con stru ction  cost 
$15,521, first y ear  operating  co st $24,000, 
rev en u e  $28,000. P r in cip a ls are Dr. A lb ert E. 
C rem er, Harold K line, Sol S. K lin e, M orris 
A . K line and P au l H. M eyer (each  18%) and  
John  A . M artin (10%). M essrs. K lin e  have  
in terests  in  K lin e Iron & S tee l Co. Mr. 
M eyer is  em p loye o f K lin e  Iron & S teel. 
Dr. Crem er is surgeon  and Mr. M artin is 
attorn ey. A nn. D ec. 8.

W innsboro, S. C.—R obert H. Epperson. 
G ranted 980 kc, 500 w  D A -D . P.O. address  
B o x  209, Mt. A iry , N . C. E stim ated  con stru c
tion  cost $7,500, first year  op erating  cost $19,- 
500, reven u e $28,000. Mr. Epperson has m in 
ority  in terest in  W SYD M t. A iry , N . C. Ann. 
D ec. 8.

W atertow n, S. D. — Pau l D. Bernards.
G ranted  1480 k c, 1 k w  D. P.O . address 408 
F irst A ve., N.E., W atertow n, S . D. E sti
m ated  con stru ction  cost $19,502, first year  
op eratin g  cost $34,380, rev en u e  $42,000. P r in 
cipal is  Mr. B ernards, so le  ow ner. H e is an 
em p loye o f K D LO -TV  G arden C ity, S. D. 
A nn. D ec. 8.

Laredo. T ex .— S outh w estern  O perating Co. 
G ranted 1300 kc. 1 k w  D. P.O . address 820 
C onvent A ve. E stim ated  con stru ction  cost 
$26,515, first y ear  op eratin g  cost $40,000, r e v e 
n u e $50,000. S o le  ow n er is D onald  W. R ey 
nolds w h o  h as con tro llin g  in terest in KORK  
Las V egas, K LR J-TV  H enderson , KO LO-AM - 
TV R eno, a ll N evada; K BR S S pringdale. 
K FSA , K N A C -TV  Fort S m ith , both  A rk an 
sas; K H BG  O km ulgee , O kla., and K G N S-TV  
Laredo, T ex . A n n . D ec. 8.

M orton, T ex .—M orton B cstg . Co. Granted  
1280 kc, 500 w  D . P.O. address M orton, T ex . 
E stim ated  con stru ction  cost $20,677, first year  
op eratin g  co st $28,800, rev en u e  $36,000. A p 
p licant is  M ike A llen  B arrett. Mr. B arrett 
ow n s K TFY  B row n field , T ex ., and has m i
n ority  in terest in  KI-IOB H obbs, N. M. Ann. 
D ec. 14.

Ogden, U tah—E xecu tive  B cstg . Co. G ranted  
1250 kc, 1 k w  D. P.O. address 155 M ont
gom ery  St., San F rancisco , C alif. E stim ated  
con stru ction  cost $27,300, first year op erating  
co st $60,000, reven u e $72,000. John  L. B radley, 
so le  ow ner, is  a ttorn ey . A nn. D ec. 8.

Joh n  L aurino, M usic P rodu ctions Inc.. 
Jam es J. W illiam s, W aynesboro, Va., B lue  
R idge B cstrs., L uray, Va., W DTI, D anville . 
Va.—D esign ated  for  con so lid ated  hearing  
ap plications o f Laurino, M usic P roductions. 
W illiam s and B lu e R idge B cstrs. for  n ew  am 
station s to operate on 970 kc, 500 w , D and 
W DTI to increase pow er from  500 w  to 1 kw , 
con tin u ed  operation  on 970 k c, D; m ade  
W DBJ R oanoke, Va., party  to p roceed in g  
w ith  resp ect to its  ex istin g  operation , and  
W PET G reensboro, N. C.. party w ith  r e 
spect to  its  proposed operation. A nn. D ec. 8.

Port A ngeles. W ash.—Port A n geles  Radio 
Inc. G ranted 1260 kc, 1 kw  D A -D . P.O . ad
dress 890 R osem ont, B e llevu e , W ash. E sti
m ated  con stru ction  cost $12,535. first year  
op erating  cost $39,600, reven u e $48,000. John  
W. M ow bray, so le  ow ner, is 50% partner in  
KASY A uburn, W ash. A nn. D ec. 8.

Spencer B cstg. Co. C om m unity R adio Inc. 
Spencer, W. Va. WBOY C larksburg, W. Va. 
—D esign ated  for  consolidated  h earing  ap p li
cations o f S pencer and C om m unity for  n ew  
uni. tim e station s on 1400 kc. S p encer w ith  
250 w  and C om m unity w ith  250 w -N , 1 k w -  
LS, and WBOY to increase d ay tim e pow er  
on 1400 kc from  250 w  to 1 k w , continued  
n igh ttim e operation  w ith  250 w; m ade  
WBOY party  to proceed in g w ith  resp ect to 
its ex istin g  operation; m ade WKWK W h eel
ing, W. Va., and WJAC Joh nstow n , P a., par
tie s  to  proceed ing. A nn. D ec. 8.

APPLICATIONS
E dw ardsville, 111.—Leader B cstg . Co. 1350 

kc, 500 w  D. P.O. address c /o  N ed  W ebber. 
108 South  Capital, Mt. S terlin g . E stim ated  
con stru ction  cost $38,988, first year operation  
cost $30,000, reven u e $40,000. Prin cip als in 
c lu d e D onald E. C ondee and N ed  M. W ebber, 
eq u al partners. A nn. D ec. 9.

V alparaiso, Ind.—Porter C ounty B cstg . Co.
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W hile the East shivered and shoveled
This scene might have been viewed 

anywhere along the eastern seaboard 
last week, socked in as it was with 
up to 20 inches of snow. But the 
actual locale was a Montgomery 
Ward parking lot in sun-drenched 
Bakersfield, Calif. A commercial ice 
company produced the “snow”— 
eight inches of it—after KERO-TV

Bakersfield conceived the “Snow 
Party” for Montgomery Ward’s 
sponsorship. With a helicopter- 
borne Santa Claus as the featured 
guest, the party attracted some 5,000 
children and parents, and was pre
sented to viewers throughout the 
southern San Joaquin Valley by re
mote telecast.

was Sonny Fox, and Sandy Becker 
served in 1958.
Walking on money ■/ WAOK Atlanta 
has launched a succp«ful promotion 
that has its audience convinced it is 
walking on money. Using shoe serial 
numbers, the station read sequence of 
three figures every half hour until some
one brought in the winning shoe and 
claimed the money jackpot. The first 
three jackpots were won within three 
hours at which time WAOK increased 
the figure from three to four (described 
as a 10,000-1 shot). That jackpot was 
claimed by noon. The promotion 
brought so much response that the 
station has continued it—but has added 
a couple more figures, of course.
Santa postmark ■ WFBM Indianapolis 
is offering its listeners a Santa Claus 
postmark for those who mail their

In the Radio-TV Publishing Field 
only BRO ADCASTIN G qualifies 
for membership in Audit Bureau 

of Circulations and Associated 
Business Publications

Christmas cards at the station’s mail
box. WFBM ships the cards twice 
weekly to Santa Claus, Ind., where they 
are postmarked and sent to their des
tinations.
From tv to books ■ J. B. Lippincott 
Co., N. Y., has signed authors John 
Pfeiffer and John Ely Burchard to write 
books based on two recent CBS News 
and Public Affairs programs which have 
been seen in CBS-TV’s T o m o r r o w  se
ries. Both set for publication in 1961, 
Mr. Pfeiffer’s book will be based on 
“The Thinking Machine,” a program 
about the TX-0 digital computer; while 
Mr. Burchard’s book will be based on 
“Big City—-1980,” a program that cited 
the cities of Brasilia and Philadelphia 
as examples of how large population 
centers are planning for future growth.
Hail to the queen ■ WOOD-TV Grand 
Rapids, Mich., went all out to cover 
the homecoming parade of Miss Amer
ica, nee Miss Michigan, in Montague, 
Mich., some 50 miles from Grand 
Rapids. The parade was covered live 
by remote and WOOD-TV reports that 
is the greatest distance it has ever at
tempted a remote. An 80-foot tower 
in Montague, a 90-foot tower in Twin 
Lakes and a 40-foot tower in Conklin 
were required to send the microwave 
to the WOOD-TV transmitter. Oldsmo- 
bile, Pepsi Cola and Peter Eckrich & 
Son Meat Co. were sponsors of the 
telecast.

I T A . . .
WORLD LEADER 
IN FM BROADCAST
TRANSMITTERS 
OFFERS Y O U ...

ITA FM  1000 B w

■ A FULL LINE OF EQUIPMENT 
transmitters from 10 W to 50  KW are available.

■ ON SITE INSTALLATION SERVICE
on a “ no charge”  basis our project engineers 
supervise the installation and tune-up of each ITA 
transmitter at the site of the installation.

■ PROMPT DELIVERY
shipment of any ITA-FM transmitter can be made 
in 30 days or less.

■ OUTSTANDING VALUE
while priced competitively ITA transmitters are 
made with the finest quality standard components 
and offer these “ extras"—
• Remote control • Self Neutralization
• Multiplexing • Accessibility
• Modern Ceramic Tubes • Simplicity
• Reserve RF Drive • RF Power Cutback

For detailed information on any of our FM trans* 
mitters call collect or write us.

A  INDUSTRIAL TRANSMITTERS 
AND ANTENNAS, INC.

LANSDOWNE, PA. PHONE: CL 9-8200
BROADCASTING, DECEMBER 19, 1960 95
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you tell the name of the advertiser 
Of the 119 queried, 91% said they’< 
seen the disks, and every interviewei 
except one identified the station as th( 
advertiser.

Not only did the station win in
creased listenership with the promotion, 
but local advertisers were quick to 
realize that WBUD was attracting at
tention. Result was that old advertisers 
increased their schedules and new ad
vertisers requested radio time. Two 
months after the disks appeared, sta
tion’s availabilities were nonexistent. 
WBUD found it necessary to stay on 
the air an additional hour several nights 
to service the demands of local busi
nessmen. ^

-v/111 I l iC  t lU V C lU S C l cl 1J

F ly in g  s a u c e rs  — 
a d v e r t is in g  s ty le

F l o a t i n g  s a u c e r s  t u r n e d  o u t  to  b e  a 

d o u b le - b a r r e l e d  s u c c e s s  f o r  i n d e p e n d e n t

disks, designed to fit on the front 
wheels of automobiles and small trucks, 
appear like huge hub caps. But when 
the vehicle moves in traffic, the disks i 
remain stationary no matter how fast 
the vehicle moves.

The station equipped 20 Trenton 
taxicabs, 13 company vehicles and 17 
panel trucks operated by a local lunch 
box company. The disks were silk 
screened in orange Day-Glo with black 
letters, calling attention to the station’s 
disk jockeys and radio personalities.
To sample public reaction, a week after 
the disks appeared people were inter
viewed and were asked two questions:

Have you seen the disks? and: Can



TOP TV  PERSONALITIES

effectively from the 
- DURHAM  

AREA
Here you see just six of the many good reasons why WRAL-TV has an 
unequalled rating record in the Raleigh-Durham area.
The best of the NBC network shows are supported in stellar style by 
popular WRAL-TV personalities and programs.
"Sports by Reeve” is one of Tarheel television’s best-known features, with 
the "Dean of Southern Sportscasters”. (Remember, too, Raleigh is the 
Sports Capital of the South, having the nationally known athletic teams of 
three large universities within 30 miles.) "Stateline” brings the Capital area 
news by Bill Armstrong to the urban and rural viewers. Weather shows and 
sales-sizzling commercials are the specialty of Bob Knapp .. . puppeteer and 
host of the popular Cap’n Five "Popeye” show is Herb Marks . . . pert and 
pretty Jo Ann Federspiel conducts the "Romper Room School" . . . stepping 
into the MC role in the variety show "Tempus Fugit” is veteran Fred 
Fletcher . . . and so it goes, through a long line-up of capable folks who 
make WRAL-TV tops for viewing— tops for buying!
Are you on?

4-C A M ERA  M O B ILE  U N IT  •  V ID E O T A P E  R EC O RD ER  •  LA RG E N EW  STUD IO S

WRAL-TV Serving the area from 
Greensboro to the coast, from 
Virginia to the South 
Carolina line—a total of more 
than 2 million population

CARO LIN A'S  C olorfu l CAPITAL STATION

FULL POWER CHANNEL 5 
NBC AND LOCAL COLOR

Fred Fletcher,
Vice Pres. & Gen. Mgr. 
Raleigh, North Carolina
REPRESENTED BY 
H-R, INC.

K D K A -T V  Exposes 'P ub lic  E n em y '
In  P ro g ram  fo r  H e a lth  Service

The story of the U. S. government’s fight 
against lung cancer and other diseases 
attributed to industrial smoke is told in a 
new documentary. P u b l i c  E n e m y ,  produced 
by KDKA-TV Pittsburgh.

This 30-minute public service program, 
produced at the request of Dr. Leroy E. 
Burney, U.S. surgeon general, was broad
cast live in Pittsburgh Nov. 10. KDKA- 
TV’s previous production for the U.S. Pub
lic Health Service, T h e  S i l e n t  I n v a d e r  (deal
ing with Asian flu), received more than 300 
nationwide telecasts. The National Confer
ence on Air Pollution in Washington last 
Tuesday through Thursday (Nov. 18-20) 
saw a kinescope of P u b l i c  E n e m y  before 
copies were made for distribution to stations 
by the Public Health Service.
COMPETITIVE COOPERA TION • CFCF. 
CBM and CKVL Montreal pooled time and 
talent to stage a seven-hour marathon radio 
campaign for the Springhill Relief Fund. 
Hundreds of professional performers from 
all phases of Montreal show business per
formed, while a fleet of cars circulated 
through the city collecting telephone pledges. 
The bi-lingual show, in English and French, 
produced $13,000.
THANKSGIVING AID • WCUE Akron, 
Ohio is conducting a campaign to help a 
needy family at Thanksgiving. The “Dimes 
and Dollars for Dave” project is collecting 
money for the family of a 17-year-old boy 
who has had 17 major operations in his 
life so far. The family has been denied help 
by local relief agencies reportedly because 
it has not lived in Akron a full year.
HOT RODS • WHB Kansas City, Mo., is 
putting local car thieves on the spot through 
a new feature called H o t  C a r  R e p o r t  on 
Eddie Clarke’s morning show. Mr. Clarke 
broadcasts information, provided by the 
local police department, on stolen vehicles. 
The first broadcast brought fast results as an 
elert listener heard the report, spotted the 
car, and called the police department as di
rected. Police picked up the car and re
turned it to its owner within an hour after 
the broadcast.
PHONY CHECKS • WDGY Minneapolis- 
St. Paul has inaugurated C h e c k  A l e r t ,  a 
new method of combating bogus checks 
and forgers. Twin Cities’ police officials 
have expressed gratitude for the new feature 
calling it a quick and effective way to warn 
and educate the public against worthless 
checks.
CHILDREN’S CRUSADE • WHAS Louis
ville, Ky., reports its “1958 Crusade for 
Children” set a record high of $188,751.37 
for collections, with a record low of only 
I V i  %  for expenses. The funds will be made 
available for use by handicapped children’s 
agencies in Kentucky and southern Indi
ana.
BEHIND GLASS • WJBK Detroit con
ducted an entire day’s programming from 
the show window of a downtown store to 
stimulate interest in the local United Foun
dation fund drive.



rHAT RAB-ID PITCH FOR RADIO
Sweeney, Hardesty lay ’em in the aisles 
with breezy, but hard-hitting, radio session
The team of Sweeney & Hardesty 

chose St. Patrick’s Day to drive the 
snakes out of broadcasting.

They performed at a Radio Advertis
ing Bureau session during the NAB con
vention in Chicago March 17.

Kevin Sweeney, RAB president, had 
named it “The Meeting You Won’t 
Enjoy but Don’t Dare Miss If You 
Want to Stay in the Radio Business.”

Assisted by RAB Vice President John 
F. Hardesty, Mr. Sweeney traced ra
dio’s inability to keep up with the 
growth of all advertising. Example: 
newspapers and tv each have added 
$1.3 billions in billings since 1948, 
while radio’s annual income increased 
a scant $54 million in the same period. 
RAB declared that radio bags only 
9% of the $6.8  billion dollars annually 
spent for consumer advertising.

Radio last year, according to Mr. 
Sweeney, experienced a .6 % drop in 
billings (local, national spot, network 
combined) whereas newspaper was off 
5% and magazines 5.5%.

Messrs. Sweeney and Hardesty 
turned to paradoxical evidence of ra
dio’s growing strength. Three new 
RAB presentations were capsuled to 
demonstrate radio growth in numbers, 
listening habits of actual customers in 
product studies, the influence of radio 
on consumers making purchases, and 
the heavy concentration of adult listen
ers in summertime as opposed to tele
vision viewers.

The Unexpected •  Any complacency 
that might have set in in the radio audi
ence was doused by the ensuing Sweeney 
question:

“If radio’s so damned good, why 
ain’t it rich?”

The RAB president answered his own 
question. First, he belittled some of 
radio’s selling habits. He took to task 
(1) the independent sales argument of 
“Yaaaa, your mother’s in the numbers 
racket and your father is a network 
affiliate”; and (2) the affiliates counter 
sales pitch, “Help stamp out rock-and- 
roll stations.”

Mr. Sweeney charged that “radio can 
shoot ahead 10% in 1959 if radio ends 
its own civil war.” To emphasize the 
point, Mr. Hardesty reappeared on the 
platform in a Confederate uniform to 
the tune of “Dixie.” Shortly thereafter, 
it was the “Battle Hymn of The Re
public” with Union General Kevin 
Sweeney attired in the blue.

The RAB head labeled radio as “a 
good medium badly sold,” and to docu-

82 (NAB CONVENTION)

ment the charge offered three just- 
completed studies among advertisers.

Study No. 1 is a monitored survey of 
advertising in two cities. In one (in the 
East) there were a total of 1,459 ad
vertisers in all three media (radio, tv, 
newspapers) with only 224 using radio. 
In the other city (Midwest) there were 
982 advertisers with just 165 using 
radio only.

To further understand this, RAB re
searched the selling personnel of the 
three media and found the number of 
salesmen in each media was propor
tionate to the use of each media.

Study No. 2 is based on depth inter
views with local advertisers to ascertain 
how good a selling job each media does. 
Eight cities were studied where radio 
stations outnumber newspaper 5.5 to 1,

and outnumber tv station 3.5 to 1. 
Nevertheless, when asked which medium 
called on them most frequently with 
a presentation of new facts, newspapers 
were picked 2 to 1 over television, and 
tv led radio by 10%. An even greater 
margin was reported to the question on 
which medium makes the most “inter
esting and informative” presentations.

Mr. Sweeney added that the study 
revealed nearly one-third of the local 
advertisers interviewed are never called 
on by radio stations; and that two- 
thirds see less than two radio presenta
tions a month.

The RAB head quoted two adver
tisers’ comments on the radio-against- 
radio selling: “You boys must have a 
friendship pact with the newspapers;” 
and “All radio stations have to say is 
they’ll sell it cheaper than their com
petitor."

Study No. 3 of RAB pointed to

equally low standards in selling national 
advertisers. Like the local study, it 
touched on number of presentations, 
content of presentations and promo
tional mailing pieces—in which radio 
and outdoor advertising proved strong 
competitors for bottom ranking.

Then Some Prescriptions • Following 
the statistical report, Mr. Sweeney sug
gested ways for solving radio’s selling 
problems. In quest of national business, 
stations should:

(1) Go to the national advertisers 
with specific plans for specific amounts 
of dollars to be spent in their area.

(2) Sell the local manager or broker 
of the national advertiser.

Mr. Sweeney emphasized these two 
steps were all-important to supplement 
RAB's current stepped-up national sell
ing effort.

In the quest for local business, sta
tions were urged to (1) call on the local 
advertiser direct at a high level if the 
agency refuses to consider radio; (2) 
insist that station salesmen know and 
use the arguments for radio on each

and start telling customers that all radio 
stations are better than other media.

The RAB presentation pointed out 
that the association locally is intensify
ing efforts to remove roadblocks in the 
way of use of radio for co-op plans 
among the big categories of co-op ad
vertisers; and that ’ factual reports on 
local advertiser use of radio plus re
search and promotional aids are being 
offered.

Throughout the entire Tuesday ses
sion, Messrs. Sweeney and Hardesty 
dramatized their points by unrolling a 
50-foot “crying towel” from the balcony, 
by having pretty models pass out 
handkerchiefs to those whose emotions 
reach the point of eye-dabbing, and 
also by calling on the same ladies to 
distribute bandaids in the audience to 
delegates whose feelings might be 
bruised or cut by the frank report.

Hardesty ( I )  and Sweeney in Civil W ar uniforms invite radio to Appomattox
sales call; and (3) stop the “Civil War”

BROADCASTING, March 23, 1959
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T UL S A' S  F I N E S T  P A R T I C I P A T I O N S  AND 
A D J A C E N C I E S  ARE ON K T U L - T V !

V  KTUL-TV's prim e view ing tim e, 5 :0 0  p.m . to m idnight (M ond ay  through
F riday), tops a ll channels in first p lace qu arter hours.

V  KTUL-TV's M G M  Theatre captures the largest late evening movie audience.

V  KTUL-TV's News outrâtes a ll other news strips — netw ork or local.

~\J KTUL-TV's W e a th e r outrâtes a ll other w eather strips.

V  KTUL-TV's Popeye Theatre  tops a ll locally-produced strips fo r kids.

pen
dre\
miss
tenth

\
6 0

You'll find your Avery-Knodel representative 
and Jim Black, our national sales manager, 
mightily agreeable too — when it comes to 
pin-pointing the schedule that works best 
for you!

T U L S A - C H A N N E L  8

P. O. BOX 9697 •  TULSA, OKLAHOMA 
BILL SWANSON, GENERAL MANAGER
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the din quieted. School Superintendent's 
Assistant Francis McKeag told the sum
mer-happy youngsters that school would 
help them find a career and a mate.

Whatever the campaign's effect on Chi
cago schoolchildren (about 300 a day 
wrote in for a chance at $10 daily prizes 
and a $100 grand prize), it should draw 
from their parents large'quantities of good 
will for WIND. Last week, while patting 
his station warmly on the back, WIND'S 
Miller indicated that he is well aware of 
this: “In this day of lip service to the FCC 
policy of public service by radio station's,

\

y ?

> 2 -

Try School Today
With accompanying gusts of self-con

gratulation. Chicago's high-velocity radio 
station WIND was noisily blowing good 
toward an unaccustomed quadrant—the 
city's high schools. Teen-agers got a daily 
earful of such airborne blasts as: “Want 
to hear about a contest that's fantabulous? 
Then, guys and gals, listen! Just write, in 
50 words or less, a statement saying ‘I 
am going back to school because.’ Enter 
today—that sawbuck will look pretty 
sharp in your pocketbook! The grand

W IN D  B lo w s  G ood 
Now they won't turn off that junk.

Loren J. Kelly

prize winner will win $100 in loot. Take 
part in all these kicks!” Sample promo
tion tagline: “The little red school house 
is—well—like wow!”

The problem attacked by WIND and 
three other Westinghouse stations is real 
enough: 4 0% of ninth-graders in Chicago 
—and in the rest of the U.S.—do not go 
on to graduate from high school. But 
WIND, puffing a popular cause, peddles 
education with an announcer’s No-Cal' 
heartiness. The push began three weeks 
ago, winds up this week as school starts. 
Says the station’s Program Manager David 
Croninger: “We put on a saturation cam
paign much like an ad agency would 
schedule to sell cigarettes.'’ Hard-selling its 
product, the station each day broadcast a 
windbag of “Hi, kids” spot announce
ments by such notables as White Sox 
Manager AI Lopez. Singer Tommy Sands 
and Inland Steel President Joseph Block. 
At a monster rally last week (17 cops 
and a turn-away crowd of a.500 teeners). 
Deejav Howard Miller paraded an in- 
person menagerie of teen-rage songbirds, 
drew from Singer Eddy Arnold the ad
mission that he quit high school in the 
tenth grade and wishes he had not. When

it is refreshing to see a station do a dynam
ic, positive good for a community. Of 
course if it gets the kids back to school, 
that’s wonderful. What I think is interest
ing is that we prove the station has an 
adult appeal. A parent might be disgusted 
because of a station’s playing Elvis Pres
ley or Ricky Nelson. She’ll say, ‘Go out 
and play. Turn off the damn radio. Stop 
listening to that junk.’ Now she hears 
that station telling that kid to go back 
to school. She says, ‘Listen.’ ”
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IN PUBLIC IN TER EST
WILS A irs Election Debates

CANDIDATES for city elections in Lan
sing, Mich., were given the opportunity 
to debate the issues on WILS that city in 
the recent local elections. The station, to 
spur public interest, produced a series of 
of debates, along with active news coverage. 
This year’s city elections brought the larg
est vote in the history of Lansing, the 
station said.

Cancer Forum on W JAR-TV
WHEN the American Cancer Society pre
sented an hour-long C a n c e r  F a c t s  F o r u m  on 
WJAR-TV Providence April 23, viewers 
had the opportunity to telephone questions 
which were answered by the forum partici
pants. Besides information presented by the 
four doctors on the forum, the audience was 
shown the “seven danger signals” of cancer.

KXOL N ew s Dept, on D isplay
KXOL Fort Worth participated in the an
nual Scoutarama held by Fort Worth Boy 
Scouts March 29-30 by setting up a display 
based on radio and public speaking. The 
station supplied typical news room equip
ment, which was operated by the Scouts 
under the supervision of the KXOL news 
staff.

KBIF Aids Cerebral Palsy
KB1F Fresno turned over its unsold news-
M c t ,  H n r in o M a rc h  an d  A n r i l  tn  th e  TTn ited
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IN PUBLIC IN T E R E S T - - - - - - - - - - - - - - - - - - - - -
WILS Airs Election Debates

CANDIDATES for city elections in Lan
sing, Mich., were given the opportunity 
to debate the issues on WILS that city in 
the recent local elections. The station, to 
spur public interest, produced a series of 
of debates, along with active news coverage. 
This year’s city elections brought the larg
est vote in the history of Lansing, the 
station said.

Cancer Forum on WJAR-TV
WHEN the American Cancer Society pre
sented an hour-long C a n c e r  F a d s  F o r u m  on 
WJAR-TV Providence April 23, viewers 
had the opportunity to telephone questions 
which were answered by the forum partici
pants. Besides information presented by the 
four doctors on the forum, the audience was 
shown the “seven danger signals” of cancer.

KXOL News Dept, on Display
KXOL Fort Worth participated in the an
nual Scoutarama held by Fort Worth Boy 
Scouts March 29-30 by setting up a display 
based on radio and public speaking. The 
station supplied typical news room equip
ment, which was operated by the Scouts 
under the supervision of the KXOL news 
staff.

KBIF Aids Cerebral Palsy
KBIF Fresno turned over its unsold news
casts during March and April to the United 
Cerebral Palsy Assn, and its Training Center 
for the Handicapped. The director of the 
association said numerous inquiries were re
ceived concerning possible jobs for the 
handicapped as a result of the broadcasts.

3 0  P A R K  A V E N U E , N EW  Y O R K  16, N.Y.

W  S I X - T V
C H A N N E L 8

small

N A S H V I L L E ,  T E N N E S S E E  
Louis R. Draughon, Pres.

R. D, Stanford, Gen. Mgr.

KMPC EXTENDS LAW
“THE long arm of the law” literally 
has been extended by KMPC Los An
geles through its broadcasting of police 
alert calls to aid the California High
way Patrol.

Holdup men in getaway cars and 
hit-and-run drivers are finding it 
tougher to elude the highway patrol 
with KMPC’s direct broadcasting of 
police calls to alert the general public 
with descriptions of the fleeing autos.

Three recent cases, two involving 
hit-and-run accidents and the other 
theft, were solved as a result of tips 
from citizens who heard these broad
casts over KM PC, noted Mark Haas, 
the station’s broadcasting director.

As a public service, KMPC now 
has a working arrangement with the 
Los Angeles City Police and the 
highway patrol whereby the police 
will notify the station of all incidents 
in which an all-out alert might help 
them and protect the public. The sta
tion interrupts its regular programs to 
broadcast such information.

Page 28 •  M a y  1 3 ,  1 9 5 7 B r o a d c a s t i n g  •  T e l e c a s t i n g
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This is-your Silver Dollar Bonus Club Lucky Number Card
A  | / \ You'll want to be listening to KBOX every minute.

(IN UP TO

O
$ 5 9 ,0 0 0

in Cash 
and Prizes

ROUND TRIPS TO EUROPE ON 
KLM-ROYAL DUTCH AIRLINES —
luxury Air Service at Its best to 
Rome, Paris and London.

MILLIONAIRE’S HOLIDAY. Fifty- 
four fun filled days in Europe . . .  
travel Luxury Liner . . . visit 
England, Holland, Italy, Paris and 
the French Riviera.

BUCKETS OF SILVER DOLLARS!
Thousands already given away— 
more each day.

T H IS  C A R D

RETURN

THIS
^ A RD

PLU S— Fab u lo u s p rize s , U .S . Sav in g s  Bonds, Sunbeam  M ixe rs , Zen ith  
T e le v is io n  Sets and R a d io s , Lan v in  Perfum e , O s te r iz e r  B lend ers . 
O n e  H un d red  R eco rd  A lb u m s , Buckets o f S ilv e r  D o lla rs  and 
m any o th e r p rize s.

W o n d e r f u l
K B O X  R A D I O  
9900 Mc C R E E  RD.  
D A L L A S .  TEXAS

C o p y r ig h t  I 95 8 —  
The B a lab an  S ta tio n KBOX - - -1480 . . . the Voice of DALLAS . .
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p m a u  t u i n m u m u e



f f
dows, a guest room with private en
trance, shelves stocked with dog food, 
a satin lined double bed and wall-to-wall 
carpeting. The best dog will also receive 
a custom-made wardrobe including 
W -; ' weaters, a rain coat, sunglasses 
(1. beatnik pup) and a 24-carat 
goia collar.

To hang in his (or her) living room, 
the winning dog will receive a full- 
length portrait.

KING has been reaching the dogs in 
its audience via Spot—a soft-spoken 
canine with a southern accent—who 
makes regular “Spot” announcements.

Cleveland stations 'battle'
Two Cleveland stations staged a 

“friendly battle” recently.
While KYW d.j. Big Wilson aired 

his show from the top of a mobile unit, 
WHK models picketed him with signs 
reading “The new WHK is unfair to 
other stations because it sounds so 
good.” Later in the morning, KYW 
retaliated with signs saying “KYW wel
comes Cleveland’s No. 2 station. Glad 
you were listening to KYW.”

VISK away your troubles
The transition of WISK Minneapolis 

‘o KDWB (matching sister Crowell-Col- 
er stations KFWB Los Angeles and 
£WB San Francisco) took place 

■ept. 19. It was preceded by a week of 
" -!e promotion for “Formula 63”

ire relief for boredom, fatigue, 
ritation and other ills.
Promotion included outdoor posters 

and transcribed spots voiced by Dudley 
LeBlanc. famed promoter of Hadacol. 
The spots played “Formula 63” as a 
proprietary cure-all, and were placed on 
seven local radio stations and one tv 

■ station.
Revelation that “Formula 63” actual

ly stands for the new programming on 
630 kc came when the public was sent 
to a local drug store for free samples. 
They received attractively wrapped 
boxes containing a list of KDWB’s top 
40 tunes plus invitations to attend ral
lies at the civic auditoriums of Minne
apolis and St. Paul. Hollywood and New 
York guest stars for the rallies were 

1 shuttled by helicopter between the two 
auditoriums.

TvB target— retail stores
Television Bureau of Advertising is 

helping member stations zero-in on 
stores with a new file-folder presenta
tion. “Retailing is the most rapidly ex
panding area in television today, with 
retailers in ever-increasing numbers 
i^:r  'he medium as their advertising 
fcy , _ Ji , ” Howard P. Abrahams, TvB 
vice “president for retail sales, said an
nouncing the new sales aid.

The new printed kit, with space for
BROADCASTING, October 5, 1959

A M C I . . .
•  Omnidirectional TV

Transmitting Antennas
•  Directional TV

Transmitting Antennas
•  Tower-mounted TV

Transmitting Antennas
•  Standby TV

Transmitting Antennas
•  Diplexers
•  Coaxial Switches
. . .  have been proven 

in service.

Write for information 
and catalog.

ALFORD
Manufacturing Company
299 ATLANTIC AVE., BOSTON, MASS.

W A S H I N G T O N  S T A T E — 2 5 0  w a t t  f u l l t i m e r  in  scen ic- 
s in g l e  s t a t i o n  m a r k e t  w i th  t r a d i n g  a r e a  p o p u l a t i o n  o v e r  
4 0 ,0 0 0 .  W i l l  g r o s s  $ 4 5 ,0 0 0 .0 0  th i s  y e a r .  P r i c e  $ 6 5 ,0 0 0 .0 0  
w i th  $ 2 5 ,0 0 0 .0 0  d o w n .  L ib e r a l  t e r m s  o n  b a l a n c e .

M I D W E S T  V H F  T E L E V I S I O N — I n  f i r s t  75  m a r k e t -  
2 5 0 ,0 0 0  T V  h o m e s .  P r o f i t  b e tw e e n  $ 2 7 5 ,0 0 0 .0 0  a n d  
$ 3 0 0 ,0 0 0 .0 0  a n n u a l l y .  P r i c e  $ 1 .8 0 0 ,0 0 0 — $ 7 0 0 ,0 0 0  d o w n  w ill 
h a n d l e .  I t  i s  e s t i m a t e d  t h a t  e x p e r i e n c e d  T V  o p e r a t o r  
c a n  c a s h  in  f o r  o v e r  $ 1 ,0 0 0 ,0 0 0 .0 0  p r o f i t  in  th r e e  y e a r  
p e r io d .

HAMILT0N-LAND1S S, ASSOCIATES. Inc.
BROKERS •  RADIO AND TELEVISION STATIONS NEWSPAPERS

WASHINGTON, D. C. CHICAGO DALLAS SAN FRANCISCO
Ray V . Hamilton Richard A. Shaheen DeWitt 'Judge' Landis John F. Hardesty 

1737 DeSales St. N.W. 1714 Tribune Tower 1511 Bryan Street 111 Sutter Street 
Executive 3-3456 DEIaware 7-2754 Riverside 8-1175 EXbrook 2-5671

NATIONWIDE NEGOTIATIONS •  FINANCING •  APPRAISALS
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THEY KNOW WDBJ RADIO 
HAS REAL SALES POWER

PAXTON C. JUDGE 
Vice-President,
Roanoke Division 
THE KROGER COMPANY
" W e’ve used W D B J  Radio  
fo r  tw enty years and  have  
fo u n d  it to be a produc-
tive m ed ium ”.

R. E. FOUTZ 
Secretary-T reasurer 
and Manager 
Roanoke Grocers, Inc.

" O u r  quarter-hour m o rn 
ing  program  has pa id  
handsom e dividends over 
a  6-year period— reaches 
hom em akers we w ant to  
sell”.

F. W. JOSEPH
District Superintendent
COLONIAL STORES, INC.
" W D B J  R adio has done  a 
fine job  he lp in g  us to build  
custom er acceptance since 
our en try  in to  R oanoke’s 
com petitive  m arke t 5 years 
ago.”

WDBJ C B S  R A D IO
R o a n o k e , V irg in ia

AM • 960 Kç. • 5000  w atts
¿T) FM • 94 .9  Me. • 14 ,000 w atts

PETERS, GRIFFIN, WOODWARD. INC.
N ationa l Representatives j

In Indiana, 
your budget goes

1 0 %
FARTHER
w ith  th e  d is c o u n t  

y o u  g e t  fo r  th is  

c o m b in a tio n  b u y !

SOUTH BEND-ELKHART

Call your h - r  
man for facts!

w  k  J  g

ÊE3
FORT W AYN E

individual call letters, is designed to sell 
individual customer needs in these cate
gories: special sale events, items all 
year long, new store openings, ware
house sales, storewide events, home fur
nishings events and brand names. Suc
cess stories and how-to information are 
included in each section.

• Drumbeats
Teachers' meet • KFSD-TV San 
Diego, Calif., came to the aid of the 
local school superintendent when it 
came time for his annual pre-school 
address to teachers. As there was no 
auditorium capable of seating the 
city’s 6,000  teachers, the speech was 
telecast by KFSD-TV and watched on 
tv sets installed in more than 120 
schools.
Drums & bugles • A Wheeling, W. Va., 
high school band is regaling football 
audiences with the theme songs of 
NBC-TV programs. The action is a 
part of the fall program promotion ef
fort of WTRF-TV Wheeling.
'Deep roofs' • WHBF - AM - FM - TV 
Rock Island, 111., has prepared an im
pressive brochure—“The deeper the 
roots . . . the stronger the tree”—in 
which it lists its staff’s participation in 
community civic and service organiza
tions. The brochure states that partici
pation in community affairs is equally 
important with ratings, cost-per-thou- 
sand, power and network affiliation in 
making a time-buying decision.

BMI book • A book based on the BMI 
recorded series about Lincoln, T h e  
A m e r i c a n  S t o r y ,  will be published by 
Doubleday next year, BMI has an
nounced. The radio series, written by 
distinguished guest contributors, has 
been edited into book form by historian 
Ralphi Newman and titled L i n c o l n ,  U n 
f o r g e t t a b l e  A m e r i c a n :  H i s  F i r s t  1 5 0  

Y e a r s .

WOR critics • WOR-TV New York in 
connection with its movie show, S n e a k  
P r e v i e w ,  is enlisting viewers as a “Guest 
Critic Panel.” More than 1,000 wrote 
in asking to serve after the show debut, 
although no material incentive was of
fered. The station is rotating member
ship on the critic panel and providing 
a mail ballot for individual reactions to 
the films. From results, WOR-TV ex
pects to develop a study to use in future 
programming.
Prizes from the skies • Ping pong balls, 
dropped from a low-flying helicopter, 
heralded the opening of WCGO Chi
cago Heights, 111. The table tennis balls 
were redeemed for prizes and cash dis
counts from local merchants. To pro
mote its slogan, “Serving the heart of 
industrial America,” the station also

Captive audience
The Southern Baptist Radio & 

Television Convention is round
ing up a “captive audience"’- ,ui 
millions for its television 
gram. A 13-week “Televan'gehsm 
project inaugurated last year and 
to be repeated the first quarter of 
1960, is directed this time specifi
cally to teenagers.

To implement the Televang- 
elism promotion, viewers of some 
200  stations are being asked by 
the church to hold viewing par
ties for youngsters in their homes, 
holding informal discussions of 
the programs at conclusion. The 
convention’s half hour film pro
gram is carried weekly year-round 
on a public service basis by sta
tions across the country. Starting 
next year the show name changes 
from T h i s  is  t h e  A n s w e r  to T h e  
A n s w e r  and the format switches 
to emphasis on juvenile problems.

Production is being stepped up, 
with a budget for 1960 of more 
than $1.5 million. This covers 
separate prints furnished each 
station carrying the program, giv
ing roughly simultaneous showing 
of each episode. A n s w e r  is sched
uled by most outlets on Sunday. 
It has been on the air since 1956.
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Lost audience7J°Ln̂ m«i*
A tv station manager usually 

can count any outside audience 
promotion among his blessings, 
but that planned by the Southern 
Baptist Radio & Television Con
vention is mixed at best. For T h e  
A n s w e r ,  carried in public-service 
time by some 200  stations, the 
church is asking members to 
stage viewing parties. The pro
motion aspect calculated to strain 
a broadcaster’s charity: the con
vention suggests the host turn the 
set off for post-show discussions.
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S. R. will shine • “Yes Detroit, there 
is a Slippery Rock.” Detroiters who -J  
had always shown amusement and 
doubt when informed of the latest foot
ball fates and fortunes of Slippery Rock 
College had all doubt, at least, removed 
recently when WQTE Detroit broadcast 
a play-by-play of the S.R.-Carnegie 
Tech of Pittsburgh football game 
WQTE arranged a pre-game footbal1 
rally to promote the event. It a t
t e n d e d  by several Detroit a re a___ (ni
of ol’ Slippery Rock. (Slippery Rock 
College is located in western Pennsyl
vania.)
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Small Radio Stations
Rush to Get on Air
As Ad Revenues Rise

•  •  •

They Thrive With Programs 
Featuring Lost Dogs, Local 
Names and Lots of Music

By M ic h a e l  Creed  m as- 
BlaJJ Rovorier of T u *  W a l l  Strkm t  Jo u r n a l  

I COLUMBIA, Pa.—In an air-conditioned room !
: of a modest, one-story building in this eastern i 
! Pennsylvania town of 12,000, a dark-haired ;
j youth reads Into a microphone dangling over i I ij a control panel. As he strives for a mellow j
tone he keeps one eye on the clock and with ! 
one hand holds a rock-’n'-roll record, ready to J 
send its blare onto the airways the instant l 
he’s finished.

"The time is 12:48," the youth intones, | 
and adds proudly, "This is Sam Rineer here, ! 
spinning the platters."

At the moment 17-year-old Mr. Rineer, who 
j is filling in for the vacationing regular an- 
i cer. is in charge of Radio Station W C O Y . j 
L-<act. except for a grey-haired woman busily 
addressing envelopes in another room, he i s , 
the only person in the building. Station W C O Y , 
like a growing number of stations around the j 
country, consists mainly of a couple of turn- j 
tables for records and transcriptions, a micro- : 
pLose. a small transmitter and antenna sys-1 

I and a  simple control panel. The whole ; 
j works can be operated by one man. 
i Radio Comes Back

In many respects two-year-old, 500-watt! 
| WCOY is an example of the resurgence o f:
I radio. While the major radio networks strug- ; 
j gle for profits, local radio stations do iqcreas-1 
j ingly well. Last year advertisers spent some 
»519 million on radio time, and only $46 million 

I of this went to the networks. In 1952, only $469 !
I million advertising dollars went into radio; the 
¡networks took almost a quarter of this, 
j The desire to cash in on this growth is caus-,
I ing antennas to sprout all over the country. 1 
| According to the Federal Communications |
I Commission, there were 3,888 standard broad- 
| casting stations in operation in the U S. onj 
! July 81, 135 more than a year earlier and I 
nearly three times the number on the air in ; 
1947. Jn  addition, the F.C.C. has on file ap- 
plications for #45 new stations. And most o f1 
this growth has been in small stations—1,000 | 
watts or less—In communities with populations I 
of less than 25.000, according to Dr. Hyman \

! Goldin, chief economist of the regulatory: 
j a"" -cy, who predicts there will be 5,500 stand- 
k . r a d i o  stations by 1970.

Big stations—those with revenue in excess I 
j of $500,000 a year and 25 to 100 or more em- 
j ployes—aren't growing in number because they 
require frequencies in big urban cantera and ! 
these were taken years ago. Almost all of 
the available locations for stations now are in 
small communities.

A Small Investment
One attraction of the small station is tha t, 

it can get on the air for a relatively small \ 
investment. A typical small station can be j 
built for less than $30.000, estimates Parker S. 
Gates, president of Gates Radio Co. of Quincy, I 
111 , a subsidiary of Harris-Intertype Corp. and' 
a maker of broadcast equipment. By contrast, 
says Mr. Gates, it takes upwards of $250.000 
to start a small television station. In the first 
six months this year Gates Radio sold 55 radio 
transmitters in the 250-watt to to.000-watt 
range, more than all those sold in 1949 and up 
from 44 in the first half of 1958.

Radio Corp. of America, a major broadcast 
equipment manufacturer, will install, in an 
average situation, a complete 1,000-watt sta
tion. including transmitter, antenna, all studio 
equipment, spare parts—even the clock on the 
wall —for less than $15,000, according to 
Charles Colledge. manager of R.C.A.'s broad
cast equipment division. The customer sup
plies the buildings, land and furniture. This 
installation is adequate for efficient operation 
at most locations, Mr. Colledge says.

“We get a couple of thousand inquiries 
every year from people thinking of starting 
a radio station," he adds.

"Stations are not only sprouting up rapidly," 
says George A. Koehler, president of the Penn
sylvania State Broadcasters Association, "but 
they're doing very well for those who own 
them. With a comparatively small investment, 
a small station operator can own his own sta
tion after five or 10 years and be receiving a 
respectable income while he s at it."

Probably typical of this new generation of 
radio stations is a 250-watt station in a town in j 
western Oregon. Although the town has only 
a population of about 9,000, the station claims \ 
a potential audience about 10 times that large j 
in its broadcast area.

About two years ago an experienced radio j 
man and two friends pooled $10,000 in cash to j 
finance the legal and engineering services to I 
get a license to build. After the license was i 
granted, they borrowed another $10.000 to pay 
for furniture and second-hand equipment and j 
took a $11.000 mortgage on a small building

housing the studio and offices. Total cost to 
get on the air: About $31,000.

In its first full year of operation th# station \ 
took in about $35,000 in advertising revenue, 
some $8.000 short of meeting ail lta obligations. 
The partners made this up themselves. The 
second year the station just about broke even 
on revenue of $50,000.

But this year operating Income Is expected 
to hit $85,000, of which $15,000 will be deer 
profit The station operates with a staff of only 
five people-an announcer, who when he’s not 
on the air does some news reporting by tele
phone, an announcer-engineer, a secretary who 
also writes commercials, an advartlalng sales
man, and the manage!-, who Is one of the part
ners and spends most of his time selling com
mercials and gathering news.

These new stations, like the ones that have ( 
been operating since the crystal set days, de
pend upon advertising for their income. But • 
the National Association of Broadcasters says 
about 95% of the total ad revenue email stations 
receive comes from local rather than national 
advertisers. To win local support, these stations 
beam at their listeners a heavy diet of local 
news with plenty of local names, music of all 
variety, and of course, commercials from local 
firms.

'"‘You're here to make a buck," says Fred 
Wood, of WMVC in Millville, N.J., "but tbs only 
way to do it is to do something for the people 
who listen.'' Samples; Lost dog announcements, 
high school basketball games, and a never- 
ending stream of anniversary and birthday 
greetings.

Other small stations have their own format 
for success. Columbia’s WCOY, for lnstanoe, 
gives away a birthday cake every weekday 
morning. WBCB in Levittown, Pa., features 
daily "gripe sessions" in which residents air 
their complaints via directly-broadcast tele
phone chats with an announcer. WCOJ tn 
Coaleaville. Pa., each summer broadcasts a 
three-hour program of the annual "Fiddler’s 
Day Picnic.”

Not all these stations ere financial suc
cesses, of course. After three years ct trying 
to make his small station pay off, Jack Gsiger, 
83-year-old owner of station WONG la Oasida. 
N.Y.. Is selling out.

"We never had the money to ojftrata fight 
and I think it's a shame." he complain*. And 
he asks: "You know where I can get a jsh T”



Three days of ‘warning,’ no music
A new “modern radio” station 

began in Los Angeles last week, her
alded by three days in which it 
broadcast call letters, no programs, 
no news, no music—only continual 
stream of announcements. Thursday 
morning, “Radio Eleven-Ten” was 
identified as KRLA and regular 
programming began with “KRLA’s 
top 50” tunes, R o c k e t  N e w s  (chiefly 
one-sentence bulletins, delivered in 
high-pitched staccato and separated 
by wailing whistles) and “electronic 
time” signals.

Contests included cash for answer
ing telephone by saying “Eleven- 
Ten”, respondents names read on 
air, an all-out search for location of 
“Golden Key,” with $50,000 prize 
offered to finder. (Police intervention 
was required to prevent damage to 
station transmitter, plus other sites 
in city, by seekers of prize.) After 
station identified itself, new contest

offering $10,000  to person identi
fying the KRLA man-in-street was 
started.

Purport of all this sound and fury 
was that KXLA Pasadena had been 
acquired by Eleven-Ten Broadcast
ing Corp. Headed by station repre
sentative Donald R. Cooke, call was 
changed to KRLA, its daytime 
power upped from 10 kw to 50 kw 
(nighttime power remains at 10 kw) 
and rates boosted by better than 
40%

How Los Angeles will receive 
KRLA’s new sound remains to be 
answered. KFWB, whose President 
Robert Purcell brought the first 
“contemporary radio” to Los An
geles on New Year’s Day, 1958, has 
been phenomenally successful. 
KLAC, which also tried “top 40” 
programming, abandoned it after 
few months as dismal failure.

29
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-  the coverage picture of Twin Cities radio!
BROADCAST MILEAGE AS DETERMINED BY POWER AND FREQUENCY'

------------------------------------------------- FR E Q U E N C Y  IN  K ILO CYCLES ------------------------------ ----------------------
650 750 850 950________ 1050 11 SO 1250 1350 1450

T T T
These curves show the distance to the i/2 millivolt contour as a function of 
frequency and power. The information was taken from the F.C.C. ground 
wave field intensity charts. An average good antenna was assumed, giving 
200 millivolts per meter per kilowatt at one mile. Average ground con
ductivity for the populated areas of the West Coast of 5x10"'^ EMU was 
used. This was taken from the F.C.C. ground conductivity map of the 
United States.
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2 S o

T h e  d is ta n c e  to  w h ic h  a n y  ra d io  s ta tio n  can  
b ro a d c a s t a s a t is fa c to ry  s ig n a l is a fu n c tio n  o f  
p o w e r  A N D  F R E Q U E N C Y  c o m b in e d  w ith  o th e r  
v a r ia b le  fa c to rs , such as g ro u n d  c o n d u c tiv ity ,  
d ir e c t io n a liz a t io n , in te r fe re n c e  a n d  e f f ic ie n c y  o f  
fa c i l i t ie s .  T H IS  C H A R T  D E M O N S T R A T E S  T H E  
F A L L A C Y  O F  C O M P A R I N G  S T A T IO N S  O R  
N E T W O R K S  on th e  B A S IS  O F  P O W E R  A L O N E . FOSHAY TOWER 

MINNEAPOLIS 2, MINNESOTA

24 Hours a Day...7 Days aWeek !
R e p re s e n te d  n a t io n a lly  b y  T h e  B o ll in g  C o .

36 (BROADCAST ADVERTISING)
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The appointment of

ROBERT E. EASTMAN & COMPANY, Inc.
as

National Representative 

for

KLAC
570 —  Los Angeles

Offices: New York 
Chicago 
San Francisco 
St. Louis 
Dallas 
Los Angeles
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M E D I A  A G E N C I E S  C L I E N T S

August 17, 1959

There are many advertising mo
tives, but no advertiser complains 
about getting r e s u l t s .

The Wall Street Journal has a 
tremendous file of result case-his
tories, covering every field of in
dustry. What makes these “success 
stories” particularly outstanding is 
the d e g r e e  of success. Journal ad
vertisers are happy advertisers 
because through this unique me
dium they get the m o s t  inquiries, 
at the l o w e s t  inquiry cost, with the 
g r e a t e s t  conversion to sales.

How come? Well, just look at 
only a few of The Journal’s many 
unique advantages:

“ C l a s s - i n - m a s s ”  n a t i o n a l  c o v e r 

a g e — top-caliber circulation e v e r y 

w h e r e .  S h o r t  c l o s i n g  d a t e s  —  get 
your message across f i r s t .  R e g i o n a l -  

e d i t i o n  f l e x i b i l i t y — sell the logical 
product to the logical market at 
the logical time. B e t t e r  v i s i b i l i t y  

— 6 wide columns to a page help 
ads of every size act bigger.

And mind you, these are only a 
f e w  of The Journal’s advantages. 
Why not call a Wall Street Journal 
sales office right now for a more 
complete picture? You’ll be happy 
you did.

THE WALL STREET JOURNAL

CURRENT LIST OF 
WESTERN ACCOUNTS 
IN CONSUMER MAGAZINES

A survey of several national consumer 
magazines finds the following firms, whose 
advertising originates in the West, buying 
advertising space in these current issues.

Magazines which publish Western editions 
or offer split runs are indicated by asterisks.

* AMERICAN WEEKLY (Aug. 16, 1959)
C arn atio n  (Evap o rated )
Kip
Lady Ellen 
Sleep-Eze

FAMILY WEEKLY (Aug. 9, 1959)
C arn atio n  (Frisk ies)
S iro il

*LIFE (Aug. 10, 1959)
NoDoz 
Richfield  
Union O il

H O O K (Aug. 18, 1959)
Adolph 's
C a lifo rn ia  Packing 
Douglas A irc ra ft

*NATION'S BUSINESS (Aug, 1959)
Friden
Listo
Pacific  Northern A irlines 

*NEWSWEEK (Aug. 10, 1959)
Cap ito l Records 
Continenta l A irlines 
F ide lity  Federal S&L 
Ja p a n  A ir  Lines 
Union O il 
W estern Pacific

DREADER'S DIGEST (August, 1959)
A m erican  President Lines 
Bank o f Am erica 
C & H Cane  Sugar 
C ro w n Zellerbach 
Farm ers Insurance G roup  
Fu ller Pa int 
M atson N avigatio n  

*TV GUIDE (Aug. 15, 1959)
M etropolitan School o f Law  Enforcem ent 
N o rthw est Schools 
Pasca l Co.
Union Pacific  Railroad  

*TIME (Aug. 10, 1959)
C o n va ir
Friden
M ytinger & Casse lbe rry  
W estern Pacific

U. S. NEWS & WORLD REPORT (Aug. 10, 1959) 
Bank o f Am erica 
Boeing

*WALL STREET JOURNAL NATIONAL EDITION
(w ee k  o f Aug. 3, 1959)
A rizo n a  A irc ra ft  Storage Board 
Boeing A irc ra ft  
C o p ley  N ew sp apers 
F ide lity  Sav ing s & Loan 
M arsha ll & Stevens 
M atson N avigatio n  
Pacific  Finance 
Puget Sound Pow er & Light 
Rosicrucian O rder

Warwick Ad Photo Studio Bows
-  H O L L Y W O O D  -

Mark Warwick has opened an advertis
ing photography studio at 5400 Flemish 
Lane, Hollywood 29. Telephone number is 
Hollywood 6-2661. Warwick has served 
with Alex Hovsepian Photography and 
Latta & Co., both in Los Angeles.

U.S. TV Set Count 
Approaches Saturatic*

-  N E W  Y O R K  -

Six of every 7 United States households 
(86.3%) had at least one television set in 
May 1959, according to a report released 
by the Advertising Research Foundation.

The report, “National Survey of Televi
sion Sets in U. S. Households—May 1959,” 
is the sixth in a continuing series started in 
June 1955. It is based on data obtained in 
conjunction with the Current Population 
Survey made by the Bureau of the Census.

The May 1959 report found 44.4 Million 
households with television sets. This is an 
increase of over 12 Million television house
holds since June 1955, when 2 of every 3 
households had sets.

Total number of households with 2 or 
more sets has also increased. In May 1959 
there were 4.4 Million multiple-set house
holds, nearly as many as the total number 
of television households found by the U. S. 
Census of Housing in 1950.

The number of television sets in house
holds was 49.3 Million in May 1959, com
pared with 33.3 Million in June 1955, a net 
increase of 16 Million sets in the 4 years 
since the survey series was started.

In May 1959, nearly 154 Million persons 
were members of television households.

MacLatchie Moves East, 
Leaves Avery-Knodel Post

-  L O S  A N G E L E S  -

Douglas MacLatchie has resigned as 'i 
Manager of Avery-Knodel’s L.A. office ef
fective Sept. 1.

MacLatchie will become Advertising & 
Sales Manager of PlanPrint Inc., design 
engineers for industry. He will move to 
Chalfont (Pa.) for a period of about 6 to 
8 months, during which time he will set up 
several regional sales offices. MacLatchie 
expects to return to the West Coast at that 
time and headquarter in Los Angeles.

Before joining Avery-Knodel 3 years ago. 
MacLatchie was in the New York office 
of Edward Petry & Co. for I V 2 years. No 
successor has been named by the radio- 
TV station rep firm.

Arden, Simca Back KSF0 Sports
-  S A N  F R A N C I S C O  -

Arden Farms (out of H. E. Johnson & 
Assoc.) and Simca (Richard N. Meltzer) 
have signed for sponsorship of 2 quarter- 
hour programs immediately preceding and 
following KSFO’s broadcasts of the San 
Francisco 49er grid games.

Arden bought the pre-game broadcast 
while Simca purchased the post-game show 
on KSFO.

Arro, Leon to Wenger-Michael
-  S A N  F R A N C I S C O  -

Wenger-Michael has added James Arro as 
an Account Executive, and Mitchell Leon 
Traffic-Production Manager.

Arro was formerly with the advertisi 
department of the San Jose M e r c u r y  and 
N e w s  and was once with the Richmond 
I n d e p e n d e n t .  Leon was previously with the 
advertising department of the Emporium 
Dept. Store.
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TVB DISSECTS PAPER CIRCULATION’
Claims advertisers mislead in comparing data with tv ratings

Newspaper advertisers who accept 
blanket comparisons of newspaper cir
culation with tv’s delivered circulation 
are being misled.

This is part of what the Television 
Bureau of Advertising is trying to get 
across in a current crusade to shake 
out more facts about newspapers.

TvB reminds there’s a whale of a dif
ference between a newspaper’s circula
tion and the percentage of the "page 
observation” readership.

To drive home an understanding of 
the differences, the bureau today (Aug. 
24) is taking steps to prime its mem
bers on what all the hoopala is about. 
Obvious reason: so that TvB’s mem
bers will be informed when they talk 
to potential and regular advertisers.

Package and Peaks • The physical 
phase of this TvB drive is a “package” 
of material which the bureau is getting 
into the hands of its members. This 
contains a wall chart that covers more 
than 12 sq. ft. and a pocket-sized 
replica (see illustration). With these are 
explanatory material.

The graph shows peaks of circula
tion, page ob-

the advertiser faces in placing his ad on 
any given page.”

With this material, says TvB, the 
bureau’s members can show an ex
ample “of the information that could 
be available in your market if the 
newspapers followed the lead of tele
casters by providing ‘ratings.’ ”

The More They Know • The bureau 
is doing this because it is “firm in the 
belief that the more advertisers know 
about all media the more television 
they will use.

“The television industry has long 
provided detailed measures of tv’s de
livered audience. Too often, however, 
the advertiser had had no similar in
formation about newspapers. This news
paper lack has led to unfair delivered 
audience vs. circulation comparisons.”

TvB says that in 1958 only 41 news
paper issues in the country were rated 
by Daniel Starch & Staff despite the 
fact that this is the “only regular read
ership rating available by which news
paper advertisers can see the relation

of a paper’s circulation to page ob
servation and . . .  to ad readership.” 
The chart, in fact, shows the reader- 
ship of one of these 41 issues rated 
during the entire year.

Another point made: there is a total 
this year of only four cities in which 
some newspapers are Starch-rated. In 
addition to the T r a v e l e r  in Boston 
whose Sept. 4, 1958, rated issue forms 
the basis of the chart, the other news
papers mentioned are T r i b u n e  and 
D a i l y  N e w s  in Chicago; the W o r l d  

T e l e g r a m ,  D a i l y  M i r r o r  and D a i l y  

N e w s  in New York and the I n q u i r e r  

in Philadelphia.
The intriguing material supplied by 

TvB, however, is the wall graph. It 
visually (and clearly) pegs page read
ership. A photograph of each of the 
newspaper's pages studied by Starch 
has been reduced in scale and repro
duced under the chart and put in its 
correct place. In effect, the chart shows 
that no single page of the paper except

j servation, “not
ed” and “read 
most” advertise
ments c h a rted  
on the basis of 
a Daniel Starch 
& Staff reader- 
ship rating taken 
last September 
of an issue of 
t h e  B o s t o n  
T r a v e l e r .  In
c luded  in the 
chart is a rendi
tion of the per
centages show 
ing up per page 
study, using  a 
1 0 0 % circu la
tion base.

W ith  th is 
charting, the bu
reau  c re a te s  
what it calls the 
grey area exist
ing between cir
c u la tio n  and 
page ob serv a
tion. TvB notes 
the lack of re- 

ijportable reader- 
- ship above the 

levels o f page 
observation in
dicates the risk

% Where’s your newspaper ad readership rating?

B oston -T raveler , Sept. 4, 1958 /  source: D aniel Starch & Staff

How the Starch surveys work • The service 
interviews 300 people, 150 men and 150 women. 
The person interviewed is shown the issue under 
study. If the respondent saw the issue, he is classi
fied as a “reader” of the paper.

The “reader” is then taken through the issue 
page by page and is asked, as the interviewer turns 
to each page, if he saw anything on it. This is 
“page observation.”

The interviewer points to an ad on the page and 
asks the reader if he remembers seeing the ad—

the paper is always kept open—and if the reader 
answers in the affirmative, he becomes an ad ss 
“noter.” If the “noter” read 50% or more of th e ~  
reading matter in the advertisement, this actior _  
contributes to the “read most” rating.

This is what the Television Bureau of Advert z 
ing has to say about the Starch rating: TvB 
plains that it’s “the only regular readership ra -J 
available by which newspaper advertisers can 9
the relation of a paper’s circulation to page ob: _^
vation and, most importantly, to ad readersh 46
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NHUNT
S T A R R IN G

VICTOR JORY
C O -S T A R R IN G

PATRICK MCVEY

ALREADY SOLD IN 96 M ARKETS 
TO  MAJOR ADVERTISERS IN CLUDING ..

ALKA-SELTZER
Los Angeles 
San Francisco 
San Diego 
Tucson

GENESEE BEER
Buffalo
Syracuse
Utica
Rochester
Erie
Schenectady
Watertown
Binghamton
Plattsburg

COORS BEER

SYNDICATED BUY of the Year!
Denver
Colorado Springs
Yuma
Roswell

DREWRY'S BEER
Chicago
Detroit
Indianapolis
Lansing
Davenport
Toledo
Grand Rapids 
Bay City

KROGER STORES

Rank

1. Gur,.
2. Have
3. Wago.
4. I've G,
5. Riflema
6. Peter Gu 

77 Sunse
8. Millionaire 
9- Best of Gre 

10. Wanted, Dea

L
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FOR DETAILS, CONTACT

IN C .S C R E E N  W  G EM S,
T E L E V IS IO N  S U B S ID IA R Y  OF C O L U M B IA  P IC T U R E S  CORP.. 
NEW YORK • DETROIT • CHICAGO • HOUSTON . HOLLYWOOD . ATLANTA • TORONTO

Atlanta
Birmingham
Chattanooga

TAX BEER
New Orleans 
Dallas —  Fort Worth 
Houston 
Oklahoma City 
Baton Rouge 
Shreveport 
Amarillo 
Austin
Beaumont —  Port Arthur 
Corpus Christi 
Midland —  Odessa 
San Antonio 
Alexandria 
Mobile

AND TOP STATIONS INCLUDING.
WCKT
WBTV
WTVI
WLW-D
WLW-C
WLW-T

— Miami
— Charlotte
— St. Louis
— Dayton
— Columbus
— Cincinnati 

WATE-TV -  Knoxville 
WCSC-TV -  Charleston 
KERO-TV -  Bakersfie ld  
W FLA-TV -  Tampa 
KING-TV -  Seattle  
WTAR-TV -  Norfolk

DCASTING, August 24, 1959



page one has 100% “circulation” and 
even the latter was below several other 
pages in the percentage or share of 
“observation.”

Printed on this chart are some TvB 
omments which serve to elbow news

paper ad people in the ribs. For ex
ample: “The Boston T r a v e l e r  regular
ly runs ads on page one. While this is 
the only page with 100% observation, 
the two-color ad (360 lines) received 
only 35% noting.”

Again: “The best noted ad in the 
entire issue was 1,400 lines for the 
anniversary sale of a local department 
store. It was also the ad read most. 
Even though reaching less than half 
the readers (and a third read most), 
this indicates the advantages of posi
tion and men and women appeal.”

In another instance, the bureau 
takes cognizance of a peak in page 
observation (page 21) with this cryptic 
remark: “Photo page. No ads.”

TvB in commenting on a dip in the 
“highest noted” chart line: 'A large 
space automobile ad—the only ad on 
the page—in the sports section rates 
among the lowest on the chart.” A page 
with a fairly high peak in observation 
has this TvB explanation:

“Comics.”

RCA, SYLVANIA SWAP AGENCIES
JWT surprises, picks up RCA;
Sylvania places account with Kudner

A major agency switch by electronics 
firms RCA and Sylvania Electric 
Products Inc. topped the news along 
Madison Avenue last week. RCA’s un
coupling was with Kenyon & Eckhardt, 
while Sylvania leaves J. Walter Thomp
son.

Both companies bill well into the 
millions. RCA is a $12 million account 
and last year invested an estimated $9 
million (including time, talent and pro
duction) in network tv alone.

The annual advertising expenditure 
at Sylvania comes to some $5 million. 
Sylvania has been in network advertiser 
ranks, through not committed to a 
schedule at present:

RCA, a day after it had announced 
the K&E termination, formally an
nounced IWT would be its new agency 
starting at the first of the year, thus 
renewing an old association. Sylvania 
already had named Kudner Agency as 
its servicer (Sylvania had been with 
JWT for five years). This brings the 
“score” among the agencies to a theo

retical $7 million billing gain for J. 
Walter Thompson, a $5 million boost 
for Kudner and a $12 million drop 
for Kenyon & Eckhardt. These sum
mations are in theory only because 
the changes become effective at the 
end of the year. Ad budgets of course 
may change and any one of the three 
agencies’ account strengths modified by 
then.

Surprise Switch • Account switches 
of this magnitude usually catch the ad
vertising fratenity by surprise. Last 
week’s developments were no excep
tion.

The RCA action in particular was 
puzzling. RCA and K&E officially 
attributed the termination to “differ
ences of opinion on marketing phil
osophy.” The actual RCA business that 
shifts from K&E includes tv and radio 
shows, the TV Receiver Division, Radio 
and Victrola Division, merchandising, 
international and corporate (Grey Adv. 
handles other RCA business).

About six years ago, all of the RCA

S is-

pn
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NIELSEN

TOP 10 NETWORK PROGRAMS
Tv report for 2 weeks ending July 26

TOTAL AUDIENCE
Rank No. homes 

(000)
1. Gunsmoke 14,552
2. Wagon Train 14,374
3. Have Gun, Will Travel 12,282
4. 77 Sunset Strip 11,882
5. I've Got a Secret 11,303
6. Rifleman 10,369
7. Peter Gunn 10,280
8. Millionaire 9,968
9. Desilu Playhouse 9,790

10. Walt Disney 9,746

Rank %  homes*

1. Gunsmoke 33.3
2. Wagon Train 32.9
3. 77 Sunset Strip 28.3
4. Have Gun, Will Travel 28.2
5. I've Got a Secret 25.8
6. Rifleman 24.1
7. Peter Gunn 23.4
8. Desilu Playhouse 23.3
9. Millionaire 23.0

10. U. S. Steel Hour 22.7

AVERAGE AUDIENCE t

Rank %  homes* 
(000)

1. Gunsmoke 13,528
2. Have Gun, Will Travel 11,481
3. Wagon Train 10,636
4. I've Got a Secret 10,057
5. Rifleman 9,390
6. Peter Gunn 9,256
7. 77 Sunset Strip 9,078
8. Millionaire 8,856
9. Best of Groucho 8,455

10. Wanted, Dead or Alive 8,322

Rank %  homes*
1. Gunsmoke 31.0
2. Have Gun, Will Travel 26.3
3. Wagon Train 24.3
4. I've Got a Secret 22.9
5. Rifleman 21.9
6. 77 Sunset Strip 21.7
7. Peter Gunn 21.1
8. Millionaire 20.4
9. Desilu Playhouse 19.5

10. Best of Groucho 19.3
C o p y r i g h t  1 9 5 9  A .  C .  N i e l s e n  C o .

t  Homes reached by all or any part of the 
program, except for homes viewing only 
1 to 5 minutes.

* Percented ratings are based on tv homes 
within reach of station facilities used by 
each program.

t Homes reached during the average minute 
of the program.

Best of Groucho (NBC-178): Lever (BBD0), 
Toni Co. (North), alternate Thur. 10-10:30 
p.m.

Desllu Playhouse (CBS-121): Westinghouse
(M-E), Mon. 10-11 p.m.

Walt Disney (ABC-173): Hills Bros. Coffee 
(Ayer), Hudson Pulp & Paper (NC&K), Rey-

nolds Metal Co. (L&N and Clinton Frank) 
Fri. 8-9 p.m.

Peter Gunn (N B C -182): Bristol Myers
(DCS&S), Mon. 9-9:30 p.m.

Gunsmoke (CBS - 194): Liggett & Myers
(D-F-S), Remington Rand (Y&R), Sat. 
10-10:30 p.m.

Have Gun, Will Travel (CBS-172): Lever
(JWT), American Home Products (Bates), 
Sat. 9:30-10 p.m.

I've Got a Secret (CBS-194): R. J. Reynolds 
(ESTY), Wed. 9:30-10 p.m.

Millionaire (CBS-167): Colgate - Palmolive
(Bates), Wed. 9-9:30 p.m.

Rifleman (ABC-137): Miles Labs (Wade),
Procter & Gamble (B&B), Ralston Purina 
(Gardner). Tues. 9-9:30 p.m.

77 Sunset Strip (ABC-137): American Chicle, 
Whitehall and Carter products (all Bates), 
Harold Ritchie (K&E), Fri. 9:30-10:30 
p.m.

U.S. Steel Hour (CBS-127) U.S. Steel Corp. 
(BBD0), Wed. 10-11.

Wagon Train (NBC-178): R. J. Reynolds
(Esty), National Biscuit Co. (M-E), Ford, 
(JWT), Wed. 7:30-8:30 p.m.

Wanted, Dead or Alive (CBS-187): Brown & 
Williamson (Bates), Bristol Myers (Y&R), 
Sat. 8:30-9 p.m.

ARB
Date

Thur., Aug. 13 
Fri., Aug. 14 
Sat., Aug. 15 
Sun., Aug. 16 
Mon., Aug. 17 
Tue., Aug. 18 
Wed., Aug. 19

ARBITRON'S DAILY CHOICES
Listed below are the highest-ranking television network shows for each 

day of the week August 13-19 as rated by the multi-city Arbitron instant 
ratings of American Research Bureau.
Program and Time 
Masquerade Party (10.30 p.m.)
Line Up (10 p.m.)
Gunsmoke (10 p.m.)
Ransom of Red Chief (10 p.m.)
Peter Gunn (9 p.m.)
Rifleman (9 p.m.)
I've Got a Secret (9:30 p.m.)

C o p y r i g h t  1 9 5 9  A m e r i c a n  R e s e a r c h  B u r e a u

Network Rating_
NBC-TV 15. _
CBS-TV 1? 1
CBS-TV ] 2
NBC-TV • 2
NBC-TV 1 5
ABC-TV 1‘ 13
CBS-TV 9

14

16
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SC REEN  GEM S
is proud to announce 
that this year's
“EMMY” AWARD WINNING

“BEST DRAMATIC SERIES”
(HALF-HOUR OR LESS)

is now available for
local and regional advertisers..

T H E

MICKEY ROONEY
“E d d i e ”

A distinguished series of 39 filmed half-hours telecast on 
the NBC Network as the “ ALCOA-GOODYEAR TH EATR E”

PAUL DOUGLAS i n

“T h e  C h a i n  a n d  t h e  R i v e r ”

v<Type of Ev / ; |  ________

Networks . l ,

Technical .
N  Proqram . .

^ S e llin g  ......................
V  j P  « | ;

Administrative

Expenses
58 (t h e  MEDI EDDIE ALBERT i n

“L a z a r u s  W a l k s  A g a i n ”

,'DCASTING, August 24, 1959
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Only once in many a year is a series of this unusually high caliber 
made available for local and regional sponsorship.
The stars include such favorites as Kim Hunter, Keith Andes, 
James Mason, Nancy Kelly, Gig Young, John Kerr, Edward G. 
Robinson, Keenan Wynn, Cornel Wilde, Tony Randall, Janet 
Blair, Richard Kiley, Gary Merrill, Ray Milland, Lew Ayres.
The roster of writers is equally impressive, including Paul 
Monash, Stirling Silliphant and this year’s “Emmy” winners 
Alfred Brenner and Ken Hughes.
Alcoa and Goodyear were the sponsors of this highly rated NBC 
network series, and both have renewed their sponsorship for the 
coming season.
If you are looking for a prestige series with proven success... 
look no further... t h i s  i s  i t !

FOR DETAILS, CONTACT

IN C .S C R E E N  I P  G EM S,
T E L E V IS IO N  S U B S ID IA R Y  OF C O L U M B IA  P IC T U R E S  CORP. 

NEW  YO RK  • DETRO IT • CHICAGO • HOUSTON • HOLLYWOOD . ATLANTA • TORONTO
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CONTINUEDFacts & figures on leading multi-station markets
DC

TV Markets

Flint— Lansing— Saginaw—
Bay City, Mich.

Fort Wayne, Ind. 
rresno, Calif.
Galveston— Houston, Tex.
Green Bay— Marinette, Wis. 
Greenville— Spartansburg, S.C., 

Asheville, N.C. 
Harrlsburg-Lancaster-York- 

Lebanon, Pa.
Hartford-New Haven-Bristol- 

New Britain, Conn. 
Indianapolis-Bloomington, Ind.
Kansas City, Mo.
Knoxville, Tenn
Las Vegas— Henderson, Nev.
Little Rock-Pine Bluff, Ark.
Los Angeles, Calif.
Madison, WIs.
Memphis, Tenn.
Mlaml-Ft. Lauderdale, Fla. 
Milwaukee, Wis.
Mlnneapolis-St. Paul, Minn.
Mobile, Ala.-Pensacola, Fla. 
Nashville, Tenn.
New Orleans, La.
New York Cltv, N.Y. 
Norfolk-Portsmouth-Newport News- 

Hampton, Va.
Oklahoma Clty-Enid, Okla.
Omaha, Neb.
Orlando-Daytona Beach, Fla.
Peoria, III.
Philadelphia, Pa.
Phoenix-Mesa, Arlz.
Pittsburgh, Pa.
Portland-Poland Springs, Me. 
Portland, Ore.
Richmond— Petersburg, Va. 
Roanoke-Lynchburg, Va.
Rochester, N.Y.
Sacramento-Stockton, Calif.

. Salt Lake City-Provo, Utah 
San Antonio, Tex.
San Franclsco-Oakland, Calif.
Seattle— Tacoma, Wash.
South Bend— Elkhart, Ind.
Spokane, Wash.
Springfield— Decatur— Champaign, III. 
St. Louis. Mo.
Tampa— St. Petersburg, Fla.
Tucson, Ariz.
Tulsa, Okla.
Washington, D.C.
Wichlta-Hutchlnson, Kans. 
Wllkes-Barre-Hazelton-Scranton, Pa 
Youngstown, Ohio-New Castle, Pa. 
Honolulu, Hawaii

No. Re- 
No. of porting 

Stations 525,000 
in or More 

Opera- Time 
tlon Sales Networks

6#

Wailuku, Hawaii 3
*t
1

TOTAL 78 Markets 
Markets less than 3 stations

268 260

TOTAL 191 Markets 254 241
TOTAL 269 Markets 522 501

► Split on expense tab

4 1,277,702
3 628,962
3 739,578
3 1,685,018
3 674,472

3 581,860

5 1,071,165

4 1,075,973
4 1,799,830
3 2,054,657
3 611,612
3 57,950
3 571,337
7 5,087,132
3 427,919
3 1,493,068
3 1,351,143
4 1,813,041
4 2,425,786
3 493,202
3 1,134,659
3 1,231,493
7 10,972,445

3 1,046,963
3 1,320,832
3 1,332,313
3 380,402
3 573,771
3 4,958,435
4 636,638
3 2,864,848
3 601,355
3 1,264,054
3 937,055
3 840,611
3 1,173,849
3 885,464
3 914,616
4 974,723
4 3,314,164
5 1,617,299
3 480,428
3 645,627
3 579,324
3 2,363,634
3 934,146
3 192,808
3 1,032,122
4 2,330,656 

792,049 
769,165 
465,359 
233,492*

260 $113,576,943

BROADCAST EXPEN SES OF 3  TV NETWORKS 
AND 514 TV STATIONS

Networks 
and Their 
Owned and 
Operated Other

Type of Expense Stations Stations Total 
Number of

Networks 
Number of

3 — 3

stations ...... 19 495 514
(S Thousands)

Technical ........ 558,008 $69,696 S127.704
Proqram ........ 312,649 171,419 484,068
Selling ...........
General and

27,020 46,994 74,014

Administrative 42,046 130,252 172,293
Total Broadcast

Expenses .. $439,723 $418,361 $858,084

T[me Sales:

National and 
Regional 

Advertisers 
and Sponsors1

2,479,637
853,341

1.457.154
3.806.012 

926,451

1.013.198

2,202,946

4,135,175
4,510,236
4,206,926

863,991
194,230
876.654 

21,547,996
727,669

2,434,880
3,739,250
4,822,598
4,360,940

798,304
1.271.154
2.749.199 

43,633,896

2,013,988
2.196.012 
2,058,182

873,251
845,440

12,169,328
1,213,501
8,618,156
1,277,015
3,427,829
1,275,493
1,111,893
1,824,415
2,683,765
1,131,844
1,742,904
7,504,311
4,244,478

525,692
1,619,301
1,536,368
5,453,855
2,118,666

361.655 
1,580,509 
5,669,044 
1,541,439 
1,012,718

778,562
858,338

$277,651,461 

$ 67,489,455 

$345,140,916

Local Total Total Total Total
Advertisers Stations Broadcast Broadcast Broadcast

and Sponsors1 Reporting Revenues- Expenses Income1

861,092 4 4,168,424 2,934,067 1,234,357
832,386 3 2,134,866 2,403,248 268.382CR
699,324 3 2,514,805 2,340,645 174,160

2,552,728 3 7,300,257 5,536,133 1,764,124
669,412 3 2,145,080 1,947,757 197,323

664,229 4 2,163,535 1,861,344 302,191

871,662 6 3,541,828 2,942,658 599,170

1,006,814 4 5,542,307 5,873,272 330.965C R
2,243,983 4 8,010,398 6,908,282 1,102,116
1,584,771 3 7,058.769 4,726,355 2,332,414

699,212 3 1,963,877 1,545,582 418,295
741,711 3 1,034,633 1,225,319 190.686CR
724,479 3 2,178,556 2,150,046 28,510

14,677,390 7 36,407,434 32,032,642 4,374,792
559,416 3 1,649,456 1,454,724 194,732
844,122 3 4,349,099 3,177,310 1,171,789

2,394,977 3 7,698,029 6,065,386 1,632,643
1,232,977 4 7,108,581 5,817,748 1,290,833 „
3,169,227 4 9,678,284 7,630,277 2,048,007

896,927 3 2,203,944 2,154,817 49,127 d  a
1,594,663 3 3,698,539 3,261,738 436,801
2,017,300 3 5,465,377 4,870,235 595,142

10,501,296 7 58,862,026 35,306,761 23,555,265 -lowed

1,074,051 4 3,834,869 3,105,418
$5  m i'

729,451
1,381,112 3 4,752,021 3,583,173 1,168,848 statl0 ‘

837,511 3 4,151,506 3,389,423 762,083 stations
659,167 3 1,858,633 1,897,198 38,A65CR llin n i.
797,990 3 2,113,771 2,333,815 220.044CR . ’

4,453,664 3 19,671,590 12,683,129 6,988,461 ions,
1,527,420 4 3,216,041 3,276,971 , 60.930CR .even
2,930,669 3 12,970,856 7,538,181 7^,432,675 , Cn

420,219 3 2,151,112 1,994,325 156,787 ‘'Fila,
1,235,105 3 5,113,373 3,982,838 1,130,535 .rah.

547,942 3 2,816,876 2,385,152 431,724 r. ’
578,764 3 2,375,458 2,183,083 192,375 as_

1,068,885 3 3,740,381 2,833,893 906,488 fu ll
879,462 3 3,872,492 3,448,494 423,998

1,179,469 4 3,231,691 3,047,416 184,275
1,154,615 4 3,460,993 3,068,481 392,512 ations,
4,601,479 4 13,955,409 9,859,346 4,096,0A3 (lion  jr
1,262,712 5 6,492,076 7,193,064 700,9880,

709,837 3 1,684,248 1,786,042 101794‘Vds 30 •
772,098 3 2,647,107 2,346,006 301,101

1,094,449 3 2,903,770 1,775,576 1,128,194:„| ,..hi
2,251,673 3 9,004,497 7,385,435 1,619,062'?' tabl
1,247,914 3 4,057,190 4,374,501 317,31)0.
1,007,373 3 1,527,344 1,384,980 142,36
1,055,425 3 3,491,221 3,073,266 417,95',*
2,222,524 4 9,613,404 8,097,783 1,515,62 t S
1,003,271 3 3,004,219 2,792,450 211,76

904,601 4 2,616,764 2,453,684 163,080
442,020 3 1,626,313 1,464,211 162,102

1,147,651 4 2,100,377 1,852,502 247,875
« 1 * 0 »

$136,686,486 

$ 44,505,333 

$181,191,819

264 $490,340,600

250 $138,991,737 

514 $629,332,337

$374,817,802

$116,541,826

$491,359,628

S115,522,798

$ 22,449,911 

$137,972,709

► Which kind profited - - which kind lost
TV STATIONS CLASSIF IED  BY VOLUME OF TOTAL BROADCAST 

REVENUES SHOWING NUMBER REPORTING PROFIT OR LOSS 

[Stations Operating Full Year 1958 Only]

Total Broadcast Revenues 
Over $8,000,000 

6 ,000,000- 8,000,000
4.000, "00-6,000,000
2.000. 000-4,000,000
1.000. 000-2,000,000 

800,000-1,000,000 
600,000- 800,000
400.000- 600,000
200.000- 400,000
1 0 0  000- 

Less than
200,000
100,000

Total operating full year 1958

Pre-Freeze Post-Freeze Post-Freeze
VHF VHF UHF

Profit Loss Profit Loss Profit Loss

10 1 z z z z9 2 1 ___ ___ ___

47 3 12 2 — —

21 2 44 7 2 1
— 2 32 4 3 2

1 3 30 10 6 2
— 1 41 26 6 5
— — 25 21 7 13
— — 5 22 3 9
— — 1 12 — 14

93 14 191 104 27 46
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Ask yourself, where else in the Carolinas can you find 
so potent a line-up of audience builders? NBC, ABC, 
Paramount, Warner Brothers-plus the best of MGM, all on 
Charlotte’s WSOC-TVI With this latest acquisition your 
choice of stations for selling America's 22nd largest 
tv-homes market becomes clear. Buy WSOC-TV.. .one of 
the great area stations of the nation. CHARLOTTE 9 — NBC and ABC. Represented by H-R

W S O C  and W S O C - T V  are  a s s o c ia te d  with W S B  an d  W S B -T V , Atlanta; W H IO  and W H IO -T V , Dayton  
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TV REVENUE: $1.03 BILLION IN ’58
Income tops ’57, but still ranks below record ’56, FCC says

Tv’s total revenues topped the billion 
dollar mark for the first time in 1958, 
the FCC reported last week in releasing 
1958 financial figures for television.

Income was also up—by almost $12 
million over 1957. but still below the 
all-time high in 1956.

Other highlights of the report:
• Median profits for tv stations went 

up, but so did median losses.
• Three uhf stations grossed $1 mil

lion or more in 1958.
Total broadcast revenues in 1958 

amounted to $1.03 billion. This com
pares with 1957’s $943.2 million and 
1956’s $896.9 million.

Total tv broadcast income, before 
federal taxes, went up in 1958 to $171.9 
million, compared with 1957’s $160.0 
million—but still below 1956’s all-time 
high of $189.6 million.

The 1958 financial figures cover the 
three networks and 514 individual sta
tions.

The 1958 financial report for am and 
fm radio is not expected for another 
several weeks.

Television’s income was split this 
way: $77 million from the three net
works and their 19 owned stations, 
594.9 million from 495 other tv sta
tions.

Total network time sales amounted 
to $424.5 million, national and regional 
advertising $345.2 million, and local 
advertising $181.3 million.

Commissions to agencies, representa
tives, etc., came to $159.3 million.

Further revenues of $172.2 million 
came from talent, of which $161.8 mil
lion was attributed to networks and 
owned stations.

Expenses, amounting to $858.1 mil
lion, were almost evenly split between 
the networks and their owned stations 
($439.7 million) and the 495 other sta
tions ($418.4 million).

A profit was reported by 311 stations 
operating throughout the 1958 year. In
cluded in these were 27 uhf stations. A 
loss was reported by 164 stations.

Of the 32 stations operating part of 
the year, four listed profits, 23 losses 
and data was not available on five.

Included in the loss column were 14 
pre-freeze vhf stations, 104 post-freeze 
vhf staions and 50 post-freeze uhf sta
tions.

Of the stations reporting total broad
cast revenues of $1 million or more, 
149 vhfs showed profits, 9 vhf losses. 
Two uhf stations whose gross revenues 
were over $1 million reported profits, 
while one uhf in this category showed 
a loss.

Only seven out of the 107 pre-freeze 
tv stations had total revenues of less 
than $1 million.

There were five tv stations—all pre
freeze vhf and all in the profit column 
—which had total broadcast revenues 
of over $8  million each in 1958.

The median profits before federal 
taxes for all tv stations on the air for 
the full 1958 year was $162,000, com
pared with 1957's $150,000. Highest 
median profits went to pre-freeze vhf 
stations— $930,000, compared to $906,- 
000 in 1958. Median losses for all 1958 
stations was $77,000. compared to 
1957’s $72,000.

The value of tangible property of the 
514 individual tv stations was given as 
$522,774,000 at original cost and at 
$293,767,000 at depreciated cost.

There was a total of 39,382 em
ployes in tv in 1958. This was broken 
down as follows: fulltime, 34.265; part- 
time, 5,117. The networks employed a 
total of 12,760 people.

The following tv markets showed 
total broadcast income of over $5 mi' 
lion in 1958: Boston, three statio. 
$7.6 million; Chicago, four stations
$8.4 million; Cleveland, three stations,
$5.5 million; Detroit, three stations,
$7.2 million; New York City, seven
stations, $23.5 million; Philadelphia, 
three stations, $6.9 millior . Pittsburgh, 
three stations, $5.4 million tnot all Pitts
burgh tv stations operated for the full 
1958 year).

Los Angeles, with seven stations, 
slipped in 1958 — to $4.3 million P 
total broadcast income. It was $5. 
million in 1957.

Official 1958 FCC financial tabl 
are given below pages 58 & 60.

^  Facts and figures on televisions leading multi-station markets
No. Re- 

No. of porting 
Stations $25,000

IND IV IDUAL TV M ARKET DATA— 1958

Time Sales:

National and

TV Markets

Albany-Schenectady-Troy, N.Y. 
Albuquerque, N.M. 
Altoona-Johnstown, Pa.
Amarillo, Tex.
Atlanta, Ga.
Austin, Rochester, Minn.,

Mason City, Iowa 
Baltimore, Md.
Boston, Mass.
Buffalo— Niagara Falls, N.Y.
Cape Girardeau, Mo., Paducah, Ky. 

Harrisburg, III.
Cedar Rapids— Waterloo, Iowa 
Charleston-Oak Hill-Huntington, 

W.Va., Ashland, Ky. 
Chattanooga, Tenn.
Chicago, III.
Cincinnati, Ohio
Cleveland, Ohio
Colorado Springs-Pueblo, Colo.
Columbus, Ohio
Dallas— Fort Worth, Tex.
Denver, Colo.

?s Moines— Ames, Iowa 
etroit, Mich.

El Paso, Tex.
Evansville, Ind.-Henderson, Ky.

in or More Regional Local Total Total Total Total
Opera Time Advertisers Advertisers Stations Broadcast Broadcast Broadcast

tion Sales Networks and Sponsors1 and Sponsors1 Reporting Revenues5 Expenses Income“
3 3 $ 1,276,755 $ 2,903,186 $ 930,543 3 S 4,607,364 $ 3,208,894 $ 1,398,470
3 3 346,907 405,831 829,693 3 1,525,488 1,644,677 119,189CR
3 3 925,455 1,753,191 627,316 3 3,057,464 2,351,648 705,816
3 3 363,859 532,081 873,151 3 1,736,794 1,876,236 139.442CR
3 3 1,668,531 3,116,536 1,520,627 3 5,850,179 3,982,817 1,867,362

3 3 279,158 471,982 611,695 3 1,377,971 1,108,794 269,177
3 3 2,130,080 4,192,395 2,280,870 3 7,806,468 5,668,458 2,138,010
3 3 3,859,079 10,081,360 5,462,429 3 17,797,805 10,140,338 7,657,467
4 # 4 1,629,381 3,810,010 2,866,859 4 7,563,662 4,986,372 2,577,290

3 3 433,547 801,368 310,572 3 1,400,356 932,326 468,030
3 3 686,301 1,282,058 356,340 3 2,282,995 2,185,876 97,119

4 4 1,059,146 1,465,708 1,069,364 4 3,607,081 3,599,811 7,270
3 3 547,310 627,308 604,167 3 1,661,036 1,812,018 150,982CR
4 4 5,930,469 19,852,448 6,648,600 4 32,856,267 24,418,588 8,437,679
3 3 1,836,291 4,336,947 2,200,672 3 8,376,399 5,608,055 2,768,344
3 3 3,505,129 7,328,300 3,075,011 3 13,833,908 8,277,622 5,556,286
3 3 188,218 306,666 657,097 3 1,318,349 1,161,390 156,959
3 3 1,551,697 3,457,999 1,701,632 3 6,372,445 4,915,911 1,456,534
4 4 2,095,245 3,607,315 2,934,456 4 8,175,805 6,609,658 1,566,147
4 4 1,107,898 2,758,745 2,469,310 4 6,104,085 4,671,827 1,432,258
3 3 1,539,682 1,793,169 561,280 3 3,024,135 2,901,498 122,637
3 3 4,159,148 8,729,106 4,262,891 3 15,897,967 8,673,495 7,224,472
3 3 300,269 617,262 790,978 3 1,700,086 1,750,841 50,755CR
3 3 422,132 539,875 540,297 3 1,425,156 1,508,241 
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To Thousands of Americans:

THANKS FOR 
YOUR W -

\ /

By a 20
our

- f f F w \

Shortly after the steel strike began, we published a state
ment in a number of newspapers across the country. It was 
headed “Steel Union on Strike for More Inflation.”

We told you about the highly inflationary demands of 
the Steelworkers Union. We told about our unsuccessful 

fforts to avert a strike, and the various offers and 
proposals we made during the course of negotiations.

At the very end of the statement we asked for your 
comments.

Thousands of you took the time and trouble to reply. 
We very much appreciate your views.

B y  a  2 0  . o  1  m a r g i n  y o u  s u p p o r t e d  o u r  s t a n d  a g a i n s t  

i n f l a t i o n .

A few excerpts from typical telegrams, letters, and post
cards are shown in the columns below. They came from 
union members, housewives, retired people, businessmen, 
professional men, farmers—Americans from coast to coast.

To all of you we pledge that we will continue to reflect 
the earnest hopes of this broad section of Americans that 
inflation be halted.

You have already told us how you feel. Why not tell 
Mr. David J. McDonald, president, United Steelworkers 
of America. His address is 1500 Commonwealth Building, 
Pittsburgh 22, Pa.

THE STEEL COMPANIES COORDINATING COMMITTEE
375  Lexington Ave., N ew  York 17, N .Y.

T h i s  a d v e r t is e m e n t  s p o n s o r e d  b y

R E P U B L IC  ST E E L
a  m e m b e r  o f  th e  c o m m it te e

Republic Steel serves the m issile and rocket industry from nose cone to 
launching equipment. Republic is the world’s largest producer of alloy 
and stainless steels, and is a major producer of titanium. Republic Steel 
also produces many of the basic materials and steel products needed 
at launching sites.

am a skilled machinist with a great dislike for 
riting letters. But I think every American should 

mswer your call . . . Hold that line.
C h ic a g o , I II .

. . for the first time in my life, I  am going to 
itop and write a letter expressing my opinion . . . 
C on gra tu la tion s . . . don’t let us down in this 
situation. H a r t fo r d ,  C o n n .

Please hold the line even if I get laid off.
N e e d h a m ,  M a s s .  

I have never ga in ed  a n y th in g  from any of the 
former steel strikes. L e b a n o n , P a .

Wish the day would come soon when we can vote 
on management’s proposals. H o m e s te a d  P a r k ,  P a .

Although I am a member of the carpenters’union, 
you are 100 percent correct. B u t l e r ,  P a .

For the sake o f our cou n try  . . .  do not sign 
another inflationary contract.

S o u th  M ilw a u k e e ,  W is .

. . . rather than further raises, why not consider 
a reduction in steel costs. . .  F o r t  L a u d e r d a le ,  F la .  

Your decision to take a firm stand against infla
tion is the best news we have had for a long time.

S e a t t le ,  W a s h .

Please stick to your guns —we cannot endure  
much more inflation. S a n  D ie g o , C a li f .

Stick to it . . .  I am a working man, too.
F o r t  W a y n e ,  I n d .

Thlking to the boys in the plant I have not found 
anyone who favors a strike. M a s s i l lo n ,  O h io

M y brother-in-law a USW  member in Gary, Ind., 
agrees (w ith  th e com p an ies) and he says the 
majority of his fellow workers agree.

S t .  P a u l ,  M in n .

Is your definition of in f la t io n  m ore and m ore 
profits with fewer and fewer benefits?

In d ia n a p o l is ,  I n d .

I su p p ort you r v iew s even though a prolonged 
strike will leave me without a job. J o l i e t ,  I I I .

I am a laboring man . . .  I am convinced that this 
is the time to stand pat and let the labor bosses 
know they are not the only individuals to be con
sidered. C o v in g to n ,  O h io

As a member of the arm ed forces I represent 
over a million who are seriously hurt by inflation.

C h e n a u l t  A F B ,  L a .  

I am a small b u sin ess  m an w hose b u sin ess  is  
adversely and directly affected by this strike . . . 
I am ready to endure whatever inconvenience or 
hardship necessary, to bring about a return of the 
principle of honest and fair collective bargaining.

J o h n s o n  C i t y ,  T e n n .

I am a farmer and the cost of labor and material 
has increased to the point where I can no longer 
keep my buildings, fences, etc., in repair.

M a n i to u  B e a c h , M ic h .

Use of the word inflation as a m otive  to refuse 
higher wages is wrong. N e w  Y o r k ,  N .  Y .

I think you have been m ore than fa ir  in  th is  
proposal. W a te r lo o , la .

Your stand on steel strike impresses me as being 
only in te l l ig e n t  answ er to best interest of not 
only our country but of the world.

C h a r lo t te ,  N .  C a r . 

Finally you have done w hat shou ld  have tran
spired long before to check inflation and its ulti
mate evils. L o s  A n g e le s ,  C a l i f .

I would like to see and be a part of some action 
that would curb the power of a handful of union 
officials who are able to and do upset the econ
omy. D o w n e r s  G ro v e , I II .

I am a Union man . . .  I  do heartily agree with 
your stand. M ilw a u k e e ,W is .

N ot one of our neighbors or friends is in favor of 
this present strike. G a r y , I n d .

Inflation today is a serious business.
W e s tb u r y ,  N .  Y .  

Inflation must be halted. S a l t  L a k e  C i t y ,  U ta h  

I am against anything that will add fuel to the 
fires of inflation. L o s  A n g e le s ,  C a li f .

It is perhaps u nfair to ask you, the steel com
panies, to suffer a strike for the good of all of us, 
but then I think we and you prefer this stand 
rather than further government controls.

M ilw a u k e e , W is .  

Ask your grocer if more millions of dollars for the 
steel workers wouldn’t make business better? Well, 
I have asked them. The answer? Not if it ’s taken 
out of the pockets of other customers. Not if it 
means inflation. C a n to n , O h io

I am a m em ber o f the U tility Workers Union 
but do not agree with everything that is suggested 
by a union leader. W a rre n , O h io

Inflation is just as disastrous as war.
A k r o n ,  O h io

You will become unpopular in some circles, but 
the A m erican w orking man will have cause to 
thank you in the long run. S t .  L o u is ,  M o .

I t’s  high time the ordinary citizen was given a 
little consideration. C o m s to c k , Wis.
I am a working man and satisfied with wages pro
vided living costs can be kept where they are.

C h ic a g o , II I .

Inflation is eating the very heart out of most of 
the old people. My social security was increased 
$78 per year, but my home taxes went up $84.66.

C in c in n a ti ,  O h io  

I strongly urge a stand against wage increasesu 
E a s t  A u r o r a , N .

Stop . . . before we use a wheelbarrow of montiy 
to buy a loaf of bread. R o c k fo r d , II I .

I have great ad m iration  for your courage and 
wisdom. D e e r fie ld , I II .
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Just ask for the moon, and we'll g ift wrap 

it  for Christmas. W ith every g ift bond,

S.00 or more, we ll include a quitclaim deed 

to an acre of land on the moon, and for right 

now, all Neiman-Marcus from which to choose more 

out-of-this world gifts. In our free Christmas 

folder, or one of N-M's famous g ift wraps .50.

A t Preston C enter, or G ift Bond Booth, 

second floor, downtown



A ll A b o u t

WCCK

A  M a n u a l o f P o lic ie s  

and B e n e fits  in E ffe c t 

a t W C C K  A M -F M -T V .





W E L C O M E  T O  W C C K

W CCK  h as  been in th e  business of e n te r ta in 
ing  an d  in fo rm in g  th e  people of C en ter City, 
an d  of p ro v id in g  a serv ice fo r  a d v e rtise rs , since 
1933. Since th e n  w e’ve covered fires, floods and 
to rn a d o e s ; w e’ve b ro ad cas t m usic to su it  all 
ta s te s , g r e a t  sp o rts  con tests  and  d r a m a s ; w e’ve 
in tro d u ced  people to  th e ir  ne ighbors, and  told 
th em  a b o u t th e ir  c ity  and  s t a t e ; w e’ve b ro u g h t 
th e  w orld  in to  th e  liv ing  room s of th e  th o u san d s 
of people w ho live and  w ork  in  ou r coverage 
a rea .

W e a t  W CCK  th in k  th a t  b ro ad cas tin g  is a 
s a tis fy in g  business to  be in. Some people who 
s ta r te d  w ith  us in  1933 a re  still w ith  us. They 
have fo u n d  W CC K  a p lea san t place to  w ork, 
as have  a g re a t  m an y  o th e rs  over th e  years. 
T h is  has been tru e  n o t ju s t  because of policies 
an d  benefits described  in  th is  booklet. I t  is 
because of th e  a tm o sp h ere  a t  W CCK — an a tm o s
p h e re  of coopera tion  an d  frien d lin ess  w hich  
p roduces an  effective team . W e a re  p roud  of 
th e  w ork  w e do and  of th e  en th u siasm  and  
loyalty  we have a t  W CC K -A M -FM -TV . W e 
th in k  th a t  in  a  v ery  sh o rt tim e you, too, will 
sh a re  th is  p ride .

R o b ert T. S m ith  
President, W CCK
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A  S H O R T  H IS T O R Y

RADIO

A lthough  th e re  h ad  been ex p erim en ta l rad io  
b ro ad cas ts  as ea rly  as 1892, re g u la r  b ro ad casts  
d id  n o t beg in  u n til a f te r  W orld  W a r I. D u rin g  
th e  w a r  th e  new  “w ire less” had  been used fo r  
sh ip -to -sh ip  an d  ship-co-shore as well as fo r  
g ro u n d -to -a irc ra f t  com m unication . T he g re a t 
en th u s ia sm  of a m a te u rs  aroused  a p o p u la r in 
te re s t  in  rad io .

B y 1921 th e re  w ere ab o u t a  dozen s ta tio n s  
on th e  a i r  an d  th ese  w ere  jo ined  by  m any  m ore 
in  th e  fo llow ing  y ea r. A s ea rly  as 1922 an 
ex p e rim en ta l n e tw o rk  of tw o s ta tio n s  b ro ad cast 
th e  W orld  S eries. In  1926 th e  N atio n a l B ro ad 
ca s tin g  C om pany s ta r te d  th e  firs t re g u la r  n e t
w o rk  w ith  tw e n ty -fo u r  s ta tio n s  linked to g e th er. 
I ts  f irs t  coast-to -coast hookun in  1927 b ro ad 
ca s t a  foo tba ll gam e. In  th e  la t te r  y e a r  th e  
C olum bia B ro ad cas tin g  S ystem  w as organized . 
B y 1930 th e  f irs t round-the-w orld  b ro ad cast 
w as m ade.

A F ed era l R adio A ct w as passed  in  1912, 
b u t a f te r  th e  f irs t W orld  W ar, rad io  s ta tio n s  of 
all ty p es  and  pow er took to  th e  a ir  in  such la rg e  
n u m b ers  th a t  th e  A ct w as n o t sufficient to  b r in g  
o rd e r  o u t of th e  chaos th a t  occurred  and  in 
1927 a F ed e ra l R adio  Com m ission w as c rea ted , 
w hich  had  re g u la to ry  pow ers over rad io  g en e r
ally, inc lud ing  th e  issuance of s ta tio n  licenses, 
allocation  of freq u en cy  b an d s to  v a rio u s  se rv 
ices, a ss ig n m en t of freq u en cy  to  ind iv idual 
s ta tio n s  and  con tro l over s ta tio n  pow er. The 
A ct also  gave th e  S e c re ta ry  of C om m erce 
a u th o r ity  to  in spec t rad io  s ta tio n s , exam ine and 
license o p e ra to rs  and  a ss ig n  rad io  call signals.

T he C om m unications A ct of 1934 consolidated  
re g u la to ry  pow ers in  one body, th e  F ed e ra l 
C om m unications Com m ission. T he a c t also 
em bodied th e  ph ilosophy  th a t  rad io  frequenc ies  
and  te lev ision  channels a re  lim ited  in  n u m b er 
and  a re  p a r t  of th e  public dom ain. B ro ad cas t 
s ta tio n s , th e re fo re , w ere to  be licensed in th e  
public  in te re s t. H ow ever, th e  A ct specifically

^ - ' T d i t L M . O L

ja t fè t f c k  a k o u i

1&ju iivwlautî
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fo rb a d e  th e  com m ission  to  exercise  censorship  
pow ers.

B y in te rn a tio n a l ag reem en t, v a rio u s  nations 
a re  a ss ig n ed  id en tifica tio n  call le tte rs . In  com
m erc ia l b ro a d c a s tin g , th e  U n ited  S ta tes  is 
a sss ig n ed  “K ” an d  “W ” as in itia l le tte rs . G ener
a lly  sp eak in g , th e  le t te r  “W ” is reserved  fo r 
s ta tio n s  o p e ra tin g  e a s t  of th e  M ississipp i R iver 
an d  “K ” fo r  th o se  o p e ra tin g  w est of it.

R ad io  h a s  been  one of th e  m ost phenom enal 
A m erican  g ro w th  businesses  and  i t  is still 
g ro w in g . W hen  W orld  W a r  I I  began , th ere  
w ere ab o u t 900 s ta tio n s  on th e  a ir . By 1947 th is  
n u m b er h ad  in c reased  to  1,500. By 1957 th e re  
w ere well over 3,000 s ta tio n s  in operation  and 
v ir tu a lly  ev e ry  house h ad  one o r m ore radios. 
A d v e r tis in g  rev en u e  h ad  soared  well p a s t the  
h a lf  b illion  m ark . In  one g en era tio n , rad io  be
cam e a p o w erfu l influence in business, govern
m e n t an d  th e  lives of all A m ericans.

T e lev ision  is  o ld er th a n  m ost people realize. 
E le c tro n ic  d iscoveries  of th e  la te  19th and early  
2 0 th  c e n tu r ie s  opened th e  w ay  fo r  m odern tele
v ision  b ro a d c a s tin g . In  1884, N ipkow, a  Ger-

J e n k in s  beg an  h is  s tu d y  of th e  sub jec t a few 
y e a rs  la te r . R ig n o u x  an d  G o u rn ie r conducted 
“ te lev is io n ” e x p e rim e n ts  in  F ra n c e  ju s t  a fte r 
th e  tu r n  o f th e  c e n tu ry . In  1915, M arconi 
p red ic ted  “v isib le  te lep h o n e” . S ho rtly  a fte r 
W orld  W a r  I , Zw o^kin  app lied  fo r  a p a ten t on 
th e  iconoscope (T V  cam era  tu b e ) , and two 
y e a rs  la te r  J e n k in s  d em o n stra ted  a m echanical 
T V  a p p a ra tu s . A n ex p e rim en ta l TV  program  
w as  s e n t b y  w ire  fro m  N ew  Y ork  to  W ashing
to n  in  a  p u b lic  d e m o n s tra tio n  in  1927.

T en  y e a rs  la te r ,  seven teen  experim en ta l TV 
s ta t io n s  w e re  in  o p e ra tio n . T he opening of the 
N ew  Y o rk  W o rld ’s  F a i r  w as  televised in 1939, 
a s  w e re  th e  f ir s t  te le c a s ts  o f  m a jo r  league base
ball. college fo o tb a ll an d  a  p rofessional boxing 
m a tch . B o th  th e  R ep u b lican  an d  Dem ocratic 
co n v en tio n s  w e re  te lev ised  in  1940.

T h e  b i r th  d a te  o f  com m ercial television is

T E L E V IS IO N

m an , p a te n te d  a scan n in g  disc fo r  tra n sm ittin g  
p ic tu re s  b y  "wireless. In  o u r  own country,
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g en era lly  se t in  th e  y ea r 1946. In  th a t  y ear 
th e re  w ere a  h an d fu l of s ta tio n s  on th e  a ir , 
w ith  a d v e r tise rs  spen d in g  less th a n  $1 m illion 
on th e  m edium . By 1950, th e  n um ber of s ta tio n s  
had  increased  to  over 100. They w ere served 
by fo u r  n a tio n a l ne tw orks. T o tal a d v e rtis in g  
ex p en d itu re s  am ounted  to  a little  over $170 
m illion. Ten y ea rs  a f te r  its  com m ercial beg in 
n in g  th e re  w ere  over 480 s ta tio n s  on th e  a ir , 
37,500,000 se ts  in use, and  over $1 billion w as 
sp e n t by a d v e r tise rs  to  d isp lay  th e ir  w ares in 
th e  liv in g  room s of A m erica. By 1957, th e re  
w ere  over 500 s ta tio n s  on th e  a ir , 44.5 m illion 
se ts  in  use and  a d v e rtise rs  w ere spend ing  abou t 
$1.3 billion.



T H E  C O M P A N Y  — A  FEW  FA C TS

W C C K  R ad io  an d  T elevision  offices and 
s tu d io s  a re  located  in  th e  A pex B uilding, Third  
A venue an d  M ain  S tre e t, C en te r  C ity, K ansas. 
T h e  rad io  a n d  te lev isio n  tra n sm itte rs  are 
located  on S ig n a l H ill, th re e  m iles to  the  north  
o f C e n te r  C ity .

O u r te lep h o n e  n u m b er is A D am s 4500.
T h e  s ta tio n s  a re  ow ned by  th e  Apex Cor

p o ra tio n , w hose s to ck  is p rin c ip a lly  owned 
b y  a n u m b e r  o f local c itizen s  inc lud ing  W illiam 
P h illip s , E sq u ire , p ro m in e n t C en ter City a t
to rn e y ;  H a ro ld  S ta rk , P re s id e n t of th e  F irs t  
N a tio n a l B an k  of C e n te r  C ity ; Johnson  Bishop, 
w ell-know n C e n te r  C ity  d o c to r; and  R obert T. 
S m ith , p re s id e n t a n d  g e n e ra l m an ag e r of the 
s ta tio n s . T h e  rad io  s ta tio n  w en t on th e  a ir  on 
J u ly  15, 1933. O u r te lev isio n  serv ice  w as added 
on A u g u s t 1, 1949.

W C C K -A M  (a m p litu d e  m o d u la tion ) is dialed 
a t  1260. W C C K -F M  (fre q u e n c y  m odulation) is 
d ia led  a t  96.9 m egacycles. W CCK-TV is 
C hanne l 3. W C C K -A M  a n d  TV  a re  a  p a r t of 
th e  n e tw o rk  o f th e  N a tio n a l B ro ad cas tin g  Com
p an y .

T h e  AM  s ta t io n  is  in  o p e ra tio n  seven days a 
w eek f ro m  M onday  th ro u g h  S a tu rd a y , 6 :00 in 
th e  m o rn in g  u n til  1 :0 0  A .M ., an d  on Sunday 
f ro m  8 :00 in  th e  m o rn in g  u n til m idn igh t. The 
F M  s ta t io n  d u p lic a te s  o u r  AM  schedule w ith 
som e a d d itio n s . T h e  T V  s ta tio n  opera tes Mon
d a y  th ro u g h  S a tu rd a y  7 :0 0  A.M. to  m idnight, 
a n d  on  S u n d a y s  f ro m  1 0 :0 0  A.M . un til m id
n ig h t.



O U R  C O V E R A G E  A R E A

C en te r C ity , th e  coun ty  sea t of Lom a County, 
h as  a p o p u la tion  of 34,000 people. I t  is a t r a d 
in g  cen te r  fo r  th e  su rro u n d in g  a rea , w hich 
co n ta in s  som e of th e  finest w h ea t and  corn 
p ro d u c in g  land  in  th e  U n ited  S ta tes.

W C C K ’s rad io  s ig n a l is h ea rd  in  a rad iu s  of 
a b o u t 60 m iles fro m  ou r tra n s m itte r .  O ur te le
v ision  s ig n a l covers a  s lig h tly  sm aller a rea . In  
th is  a re a , w h ich  includes th e  tow ns of A rdm ore, 
R iv e r  B end an d  W estv ille  as well as C en ter 
C ity , th e re  a re  ap p ro x im a te ly  108,000 people.

i/ jd J i l/ w t ' ^
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W C C K  — H O W  IT R U N S

B asic  policy  decisions fo r  bo th  rad io  and 
te lev isio n  a re  m ade by  a  B o ard  of D irecto rs of 
th e  C o rp o ra tio n . T he o p e ra tin g  head of both 
s ta tio n s  is th e  G en era l M anager. R eporting  to 
h im  a re  a  S ta tio n  M an ag er fo r  Radio and a 
S ta tio n  M an a g e r  fo r  Television . The Station 
M an ag e rs  a re  resp o n sib le  fo r  p rogram m ing
an d  sa les  in  th e i r  re sp ec tiv e  a reas. The en-
g in e e r in g  d e p a r tm e n t is headed  by a D irector 
of E n g in e e rin g , w ho re p o r ts  to  the  General 
M an a g e r  a n d  w hose  d e p a r tm e n t provides tech
n ica l se rv ices  fo r  b o th  rad io  and  television.

A lth o u g h  fu n c tio n s  an d  jo b  du ties m ay be 
re a r r a n g e d  f ro m  tim e  to  tim e, th e  following 
in d ica te s  th e  p re se n t p a t te rn  of operation at 
o u r  s ta t io n s :
R adio  S ta tio n  M an a g e r: re p o rts  to  th e  General 
M an ag e r, su p e rv ise s  an d  coo rd inates  all activ
itie s  o f th e  rad io  s ta tio n . R ep o rtin g  to  him  is 
a  R ad io  P ro g ra m  M an a g e r  w hose departm ent 
h an d le s  such  ra d io  p ro g ra m m in g  functions as 
an n o u n c in g , m usic  selection , new s service, 
s c r ip t  w r i t in g  an d  traffic. Also rep o rtin g  to 
th e  R ad io  S ta tio n  M an ag e r  is a  Radio Sales 
M a n ag e r, w hose d e p a r tm e n t is concerned with 
th e  sa le  o f tim e  an d  p ro g ra m  m ate ria l to local 
an d  n a tio n a l a d v e r tis e rs  as well as w ith the 
re la te d  fu n c tio n s  o f copy wrr itin g , sales promo
tio n  a n d  m erch an d is in g .
TV  S ta tio n  M an a g e r: su p erv ises  and coordi
n a te s  T V  a c tiv itie s  su b s ta n tia lly  sim ilar to 
th o se  h an d led  by  th e  R ad io  S ta tio n  M anager.
D irec to r o f E n g in e e rin g : re p o rts  to  th e  General

ra d io  an d  te lev isio n  invo lv ing  operation , m ain
ten a n c e  a n d  r e p a ir  o f t ra n s m itte r ,  studio and 
rem o te  eq u ip m en t.
G enera l A d m in is tra tiv e : vario u s  housekeeping 
an d  c o n tro l fu n c tio n s  a re  handled  by several 
people w ho re p o r t  d ire c tly  to  th e  G eneral Man
a g e r. A m ong  th e m  a re  th e  Office M anager, who 
exerc ises  g e n e ra l su p e rv is io n  over employees

M an ag er, p ro v id es  tech n ica l serv ices fo r both

8
performing clerical work, and the Comptroller 
whose department does the accounting work.



G E T T IN G  S T A R T E D  IN Y O U R  JO B

I t  is a lw ays to u g h  to  s ta r t  a new  job. T h ings 
th a t  a re  new  o ften  seem  m ore difficult th an  
th e y  la te r  tu r n  ou t to  be. F a m ilia r ity  m akes 
m o st jo b s  ea s ie r  fo r  all of us.

To help  you g e t off on th e  r ig h t  foot, every 
one a t  o u r s ta tio n s  w ill be w illing  to  give you 
a  h an d . D on’t  be a f ra id  to  ask  questions. A 
couple of qu estio n s  a t  th e  s ta r t  m ay  save a lot 
o f h ead ach es  la te r  on.

Y o u r im m ed ia te  su p e rv iso r w ill exp lain  your 
jo b  as  w ell as g en e ra l w o rk in g  p rocedures of 
th e  com pany . Look to  h im  fo r  in s tru c tio n  and 
advice. I f  so m eth in g  is b o th e rin g  you s it  down 
an d  ta lk  i t  over w ith  him . H e w an ts  to  help 
you.

P o lic ies an d  p ro ced u res  a t  ou r s ta tio n s  a re  
n o t e lab o ra te . W e don’t  w a n t an y  m ore fixed 
ru le s  th a n  w e need fo r  effective opera tion , b u t 
w e do w a n t policies w hich  w ill p rov ide em 
ployees w ith  w h a t th ey  need to  p e rfo rm  th e ir  
jo b s  easily  an d  well. H ere  a re  some of th e  
m o re  im p o rta n t policies and  p rocedu res which 
w ill a ffec t you as an  em ployee o f ou r s ta t io n s :

L>
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Y O U R  P A Y  C H EC K
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E v e ry  body is in te re s ted  in how much he gets 
paid . A t o u r s ta tio n s  we try  to pay a t  least the 
go ing  ra te  fo r  th e  various types of jobs.

You w ill be paid  on a sem i-m onthly basis . . . 
th a t  is, on th e  15th and on the last day of each 
m onth . W hen payday falls on a Saturday , Sun
day  o r  a  holiday, you will be paid on the last 
p reced in g  w ork ing  day. C ertain  deductions, 
req u ired  by  s ta te  and federal law, will be made 
fro m  y o u r p ay  check.

F ed era l Incom e T ax : The federal governm ent 
req u ire s  th e  com pany to  deduct your tax  a t 
specified ra te s  fro m  your pay. R ates are  d e te r
m ined  by y o u r sa la ry  level and exem ptions to 
w hich  you a re  en titled . I f  th e re  is a change in 
y o u r exem ptions w hile you a re  employed a t 
W CCK, be su re  to  fill out a new  w ithholding 
ta x  fo rm .
S ta te  Incom e Tax
Social S e cn ritv : The sm all box in your pay 
check m arked  “F IC A ” is a deduction m ade each 
m onth  in  o rd e r to  p rovide a  re tire m e n t allow
ance to  you a f te r  you reach  the age of re tire 
m ent. WCCK matches the amount you con
tribute, th e  to ta l being  paid  to  th e  governm ent 
fo r  your re tire m e n t benefit.

U nem ploym ent In su ran ce : This deduction, m ade 
u n d er th e  unem ploym ent com pensation law  of 
th is  s ta te , provides benefits to you in case you 
a re  unem ployed. WCCK also contributes a like 
amount to the fund.
D isab ility  B enefits: This deduction is m ade to 
p rovide you w ith  benefits in case you a re  to tally  
or p a r tia lly  disabled. WCCK also contributes 
to this fund in your behalf.
O vertim e: O vertim e is paid to  em ployees who 
a re  non-exem pt u n d er th e  F a ir  L abor S tandards 
Act. The resp o n sib ilities  and  duties of your 
job  as well as your sa la ry  ra te  determ ine 
w h e th e r you a re  classified as exem pt or non
exem pt in re g a rd  to  overtim e paym ents. WCCK
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n o rm a lly  p ay s  tim e  an d  one-half th e  reg u la r  
r a te  f o r  h o u rs  w orked  in excess of 40 in any 
w orkw eek . Special o v ertim e pay  fo rm u las  m ay 
be used w ith  c e r ta in  classifications of em 
ployees. Y o u r o v ertim e is com puted on a 
q u a r te r -h o u r  b as is  w ith  an y  frac tio n a l p a r t  of 
a q u a r te r  h o u r  be ing  considered  as a fu ll q u a r te r  
h o u r. A ny  o v ertim e  ea rn ed  will be included in 
th e  re g u la r  p ay  check.

P lease  rem em b er th a t  i t  is necessary  to  g e t/  
a p p ro v a l f ro m  y o u r su p e rv iso r to  w ork  over
tim e . T h is  does n o t m ean  th a t  you should no t 
w o rk  o v ertim e  in  em ergencies. T he s ta tio n  
should  n ev e r  be allow ed to  go off th e  a i r ;  no r 
should  a n y  p ro g ra m m in g  fa ilu re  be allow ed to 
occur because o v ertim e  h as  n o t been cleared.

T a le n t F e e s : W hen  a c lien t req u es ts  and pays 
fo r  specified ta le n t  fo r  o u t-o f-s tre tch  w ork, it  is 
W C C K ’s custom  to  p ay  a ta le n t fee. T a len t em 
ployees w ill be adv ised  of th e  d eta ils  of th is  
a r ra n g e m e n t w hen th ey  a re  h ired . W CCK does 
n o t p ay  ta le n t  fees fo r  w ork  inside of s tre tch  
in  a d d itio n  to  re g u la r  sa la rie s  o r w ages.

C h ris tm a s  B onus: In  th e  p a s t few  years, 
W C C K  em ployees have received a C h ris tm as 
bonus. T he g ra n tin g  of th e  bonus depends on 
th e  success of th e  business d u rin g  th e  p reced ing  
12 m o n ths.

.« S t *
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S O M E  W C C K  B EN EFITS

W CCK believes in  p ro v id in g  its  employees 
w ith  as m uch in th e  w ay  of benefits as business 
conditions will allow. W e th in k  th a t  these bene
fits co n trib u te  to  both  th e  happ iness and  the 
secu rity  of ou r em ployees. A t th e  p resen t tim e 
th e  fo llow ing  benefits a re  in effect:

V acations: The norm al vacation  period is from  
A pril 1 to O ctober 31 inclusive. I f  you have

, been em ployed a t  th e  com pany fo r  less than  6 
m onths as of A pril 1, you a re  en titled  to one 
w eek’s vacation. I f  you have been employed 
by W CCK fo r  6 m onths or longer as of A pril 1, 
you a re  en titled  to  2 w eeks’ vacation. Those 
em ployees w ith  10 y ea rs ’ service as of A pril 
1 a re  en titled  to 3 w eeks’ vacation. I f  you a re  
a tem p o ra ry  or p a rt-tim e  employee, your vaca
tion  cred its  w ill be accrued on a p ro -ra ta  basis. 
Because W CCK believes th a t  vacations are  
necessary  fo r  re s t and re laxation , i t  will no t be 
possible to  c a rry  over any portion  of your vaca
tion  in to  th e  n ex t year. S p lit vacations and 
vacations outside th e  reg u la r  vacation period

w ith  your superv iso r. I f  a holiday fa lls  du ring  
y ou r vacation  period, one day  m ay be added to 
y ou r vacation.

ness. T hus i t  is no t possible to sh u t down the

nployees who w ork on the follow ing holi- 
wili be paid a t  tim e and one-half th e ir

la r hourly  ra te  : New Y ears Day, M emorial

e . .„ i g  and C hristm as. W here an employee is
given a holiday off which falls w ith in  h is reg u 
la r  w orkw eek th e re  will be no reduction  in 
w eekly com pensation.

Group L ife In su ran ce : WCCK h as  worked out, 
in con junction  w ith  th e  Acme L ife  Insu rance

m ay be p e rm itted  a f te r  d iscussing th e  m a tte r

s ta tio n s  on generally  recognized holidays, 
a lthough  an effort is m ade to keep holiday w ork 
a t  a m inim um .

H olidavs: B roadcasting  is a 7-day-a-week busi-

Independence Day, Labor Day, Thanks-
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C om pany, an  excellen t g ro u p  life  in su ran ce  plan 
w h ich  h a s  lib e ra l benefits a t  low cost. You will 
rece ive  a  booklet w h ich  exp la in s in detail the  
w o rk in g s  o f th e  p lan .

G roup H o sp ita liza tio n : W CCK pays th e  p re 
m iu m  on a  policy w hich  covers you fo r  ce rta in  
ty p es  o f m edical expenses u n d e r th e  Blue Cross 
an d  B lue S hield  p lans. F am ily  coverage a t
red u ced  ra te s  is ava ilab le  to  em ployees who / 0 /  ¿w  Ciy
d e s ire  it. £ r
Sick L e av e : O ur com pany h as  alw ays tried , as ^
f a r  a s  possib le, to  ta k e  ca re  of em ployees who * i l  *u iaa
a re  o u t because of illness. A t leas t 2 w eeks of ***
sick  leave w ill be g ra n te d  to  all em ployees who
hav e  6 m o n th s  o r  m ore of service. A dd itional . ^  M /' •
sick  leave w ill be g ra n te d  in  special h a rd sh ip  
cases. T h e  com pany  rese rv es  th e  r ig h t  to 
re q u ire  a  p h y s ic ian ’s certifica te  in th e  even t of
sickness.

0
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S O M E  G E N E R A L  
W O R K  R U L E S  A N D  P R A C T IC E S
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Too m an y  inflexible w o rk  ru le s  a re  h a rd  fo r  
em ployees to  ab ide  by  an d  difficult fo r  m an ag e 
m en t to  enfo rce . W e d o n ’t  w a n t a  long  lis t of 
r ig id  req u irem en ts , b u t w e th in k  it is he lp fu l 
fo r  everybody  if  a  few  th in g s  a re  spelled out. 
H e re  a re  som e of th e  m a jo r  p o in ts :
Absence from Work: Should illness  o r  an  
em ergency  m ake  i t  im possib le fo r  you to  re p o r t  
fo r  w o rk  a t  th e  scheduled  tim e, i t  is v e ry  im 
p o r ta n t  th a t  you n o tify  y o u r su p e rv iso r  as soon 
as  possib le. In  o u r  b usiness, w h ere  we a re  r e 
q u ired  to  m ee t rep e a te d  dead lines, th e  absence 
of one perso n  in  th e  ch a in  m ay  cause serious 
p rob lem s fo r  W CCK .
Your Working Schedule: Since W CCK is on th e  
a i r  7 d ays a w eek an d  n e a rly  18 h o u rs  a day, 
n o t everybody  is on th e  sam e w o rk in g  schedule. 
T he w o rk in g  schedule is a r ra n g e d  to  g ive you 
th e  m o st d es irab le  h o u rs  c o n s is ten t w ith  
W C C K ’s o p e ra tin g  req u irem en ts . W hen i t  is 
n ecessa ry  to  change  schedules, w e’ll g ive you 
as m uch advance  no tice  as possib le. O ur re g u la r  
w orkw eek  is 40 h o u rs  and  we do o u r b es t to  give 
o u r em ployees 2 d ays off. L unch  perio d s  a re  
o rd in a rily  one h o u r  in  leng th .
Outside Employment: B ecause b ro ad cas tin g  is 
a b u siness th a t  is v e ry  m uch  in  th e  pub lic  eye, 
som e con tro l over em ployees’ o u tside  ac tiv itie s  
is n ecessary . I f  you w a n t to  w o rk  p a r t- tim e  
som ew here else, p lease d iscuss th e  m a tte r  w ith  
y o u r su p e rv iso r  o r w ith  th e  G enera l M an ag er. 
P e rm iss io n  to  tak e  on such o u tside  em ploym ent 
w ill be g ra n te d  w h en ev er possible.
S m oking : Sm oking  is p e rm itte d  in th e  genera l 
offices of th e  com pany. F o r  sa fe ty  reaso n s , 
sm oking  is p ro h ib ited  in  th e  s tu d io  sec tions an d  
in th e  con tro l room s.
S ta tio n  P ro p e r ty :  U n d er no c ircu m stan ces  tak e  
equ ipm en t, su p p lies  o r a n y  o th e r  p ro p e r ty  be
long ing  to  W CC K  fro m  th e  p rem ises  w ith o u t
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ap p ro v a l f ro m  y o u r su p erv iso r. W e have to  be 
q u ite  s t r ic t  ab o u t th is  ru le .

Housekeeping: Since m an y  v is ito rs  and clients 
com e to  o u r offices and  s tud ios each w ork ing  
day , i t  is im p o r ta n t to  keep W CCK n e a t and  
a t tra c t iv e . B efo re  leav ing , we ask  th a t  you 
c lea r  th e  to p  of y o u r desk, cover all equ ipm en t 
such  a s  ty p e w r ite rs  an d  ca lcu la tin g  m achines, 
lock y o u r  desk  an d  file cab inets , close your 
w indow s, tu r n  off y o u r lig h ts  and  fan s .

Telephone Etiquette: T he public a t  la rg e  a re  
th e  people we do b u sin ess  w ith  every  day. W hen 
w e com e in co n tac t w ith  th em  th ro u g h  the 
te lephone, le t’s be as cou rteous and  co n sid era te  
as  possib le. T h is  is im p o rta n t. R em em ber th a t  
m an y  people do n o t know  o r u n d e rs tan d  th e  
d e ta ils  o f o u r  b u sin ess  and , a t  th e  sam e tim e, 
th e y  a re  v ita lly  in te re s te d  in  w h a t comes in to  
th e i r  liv in g  room s. E v e ry  ca lle r is a p o ten tia l 
l is te n e r  o r v iew er. W hen  you an sw er th e  te le 
phone, you an d  W CC K  a re  speak ing .

Relations, with Clients: F ro m  tim e  to  tim e  you 
w ill com e in to  co n tac t w ith  a  p rospective  ad v e r
t is e r .  Do all t h a t  you can  to  com m and h is 
re sp e c t an d  confidence an d  to  build  a  good re la 
tio n sh ip  betw een  o u r com pany  and  him . P lease 
do n o t a t  a n y  tim e  quote th e  cost of a d v e rtis in g  
o r  s ta te  s ta tio n  policies on co n tro v e rs ia l issues. 
I f  a  p ro sp ec tiv e  a d v e r tis e r  ap p ro ach es  you fo r  
such  in fo rm a tio n , a lw ays tu rn  th e  p ro sp ec t 
over to  th e  Sales M anager, a  S ta tio n  S alesm an, 
o r th e  G enera l M anager.

Studio Areas: W hen it  is necessa ry  fo r  you to 
e n te r  a s tu d io  a re a , p lease do so as qu ie tly  as 
possib le. U nless i t  is abso lu te ly  necessary , never 
e n te r  a  s tu d io  th a t  is on th e  a ir . I t  m ay  upse t 
th e  an n o u n ce rs , p e rfo rm e rs , o r d irec to rs , and 
m ay  c re a te  noise w hich  w ill go o u t over th e  a ir .

0
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L E A V E S  OF A B S E N C E

Leaves of Absence Without Pay: Leave of 
absence without pay may be granted at the 
discretion of the Station Manager after discuss
ing with him the reasons which make it neces
sary.
Leaves of Absence for Military Duty: Em
ployees on the regular payroll who are called 
or volunteer for military service will be granted 
leave of absence without pay for such period 
of service. When an employee is called for 
reserve corps or national guard summer train
ing, WCCK will pay the difference between an 
employee’s regular pay and his pay in the serv
ice after his vacation leave has expired.

(L

Maternity Leave: Maternity leave without pay 
up to six months will be granted to regular 
employees. An employee may not work after 
the seventh month of pregnancy and may not 
return to work within two months after the 
birth of a child.

Ufi Ĵ M/ &
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>m th e  G ra ss ro o ts
that, Mr. Harrison from April 1952 
was national sales manager of WSM 
Nashville. A native of DesArc, Mo., 
the ABN sales vice president gradu
ated from the U. of Florida in 1942. 
One of his first jobs in radio was in 
February 1951 with Brown Radio 
Productions, Nashville, where he was 
sales manager of transcribed shows.

Stephen B. Labunski, vice presi
dent in charge of programming, 
came to New York from WDGY 
Minneapolis, where he was vice 
president and general manager. He 
had been with the station since Jan
uary 1956. Before joining WDGY, 
Mr. Labunski was an account execu
tive at WHB Kansas City from July 
1954. He also served as an account 
executive with KCMO Kansas City 
and as commercial manager of 
KUDL Kansas City.

Edward J. DeGray, vice president 
in charge of stations, is the only

Tho C . Ha Stephen B. Labunski Edward J .  DeGray

member of the top echelon whose 
experience was primarily gained 
from networks. Mr. DeGray was 
named national director of station 
relations for the network in October 
1955 and was elected a vice presi
dent in February 1957. Before that 
most of his business experience was 
with CBS, from 1937 to 1955.

At least two other “new” mem
bers of the ABN team are from the 
station side. Ray Eichmann, direc
tor of sales development and re
search, formerly held a similar post 
with John Blair. And Irv Lichten
stein, director of promotion and ex
ploitation, was formerly vice presi
dent of WWDC-AM-FM Washington.

’ jp ming and sound to harmonize with 
the network’s. To implement this, 
ABN has acquired the services of 
the top musical production team of 
Austen Croom- Johnson and Eric 
Siday. Their primary job is to cre
ate a “distinctive musical identity” 
for the network and its owned sta
tions. They not only assist in the 
presentation of live music program
ming, but also aid in audience pro
motion and network identification.

The services of these musical con
sultants are also available to ABN 
affiliates.

An example of the way ABN sta
tions are blending their program
ming with that of the network’s can 
lie seen at KING Seattle. The sta
tion built a one-hour and five-minute 
news show around the new John 
Daly evening program. It is called 
KING’S Full Report and runs from 
6-7:05 p.m. Featured are local news, 
the sports page, fishing highlights, 
weather, Mr. Daly and other net
work news shows.

As a group, ABN affiliates have 
turned up substantial support for 
the network’s new look. The num
ber of affiliates are down slightly, 
from 330 a year ago to about 305 
today. At the same time, ABN has 
added from 25 to 30 new stations. 
And not one affiliate has dropped 
out since the start of the new pro
gramming in October. There is vir
tually complete coverage in the top 
100 markets, with the possible ex
ception of Salt Lake City.

The problem of station clearance 
is still a knotty one, but is expected 
to be solved with the signing of ad
ditional advertisers.

The ultimate goal of ABN is first 
place—as opposed to its present 
third-place spot. In its drive to 
achieve that mark, the network is 
carrying a vastly increased overhead, 
estimated at more than 50 percent 
over what it was before the program
ming changes took place. In fact, its 
weekly costs are estimated to be run
ning about double that of the first-

jtlace network.
But in addition to advertiser sup

port, the network has been encour
aged by what little evidence it has 
available on audience reaction. In 
many markets, ABN is ahead of its 
prevoius position. In others, it has 
at leasL held its own. Overall, there 
has been a substantial upgrading in 
the network’s status.

One of the criticism’s leveled at 
Bob Eastman in bringing about this 
change is that his programs have a 
certain “sameness.” Significantly 
enough, the ABN president wel
comes this barb. For what he is try
ing to achieve is a certain recogniz
able sound for all his programs and 
his network.

The challenge of re-doing an en
terprise of this scope is as consid
erable as the effort and money in
volved. As Mr. Eastman sees it, 
“The job of liquidating our very 
substantial investment is not an easy 
one, but it is a very exciting one 
since we have so much to offer.” • • •
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A  Quick Glance A t  

People, Places A nd  Events 

Around Radio-Land

W X YZ  DETRO IT PERSO N ALITY, Paul W inter, visits agency 
executives dressed in keeping with his show "Sunday Best." He 
presented them with carnations, and played a special presenta
tion disc of his program. Pictured left to right Paul W inter, 
Theda Meltzer, agency receptionist, W . B. Doner, president of 
W . B. Doner Agency, and Doug Campbell, sales representative.

KYA  SAN FR A N C ISC O 'S  new remote car is 
tested by station's disc ¡ockey, Hawthorne. 
Car is short-wave controlled and equipped 
for direct voice contact with the bay station.

Q UEEN  D IAN E G U Y N A N  greets subjects 
lining Potomac for W TO P Washington W ater 
Thrill Show, promoted by station's Bill W ig 
gins. Pretty girls, acrobats and speed boat1, 
attracted 75,000 persons this past summer.
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LO W  CO N TESTAN T W IN S $100 check from KLZ Denver's 
weatherman, Warren Chandler. Mrs. Gretchen Jones guessed 
the lowest Thanksgiving Day temperature. More than 2,500 
persons participated in the contest. Watching are local mer
chants who sponsored event. Left to right, Murray Kirschman, 
M. B. Savage, Richard Kailey, E. B. Speer and June Thompson.

FAST O N E PULLED by W IP Philadelphia at the Radio and Tele
vision Executives Society annual Christmas luncheon in New 
York. Station hired Santa Claus to parade up and down in front 
of entrance carrying sign which read, "Beware of Imitations — 
buy W IP  radio, Philadelphia." Enjoying stunt are Edward Petry, 
president of Edward Petry Co ., national sales representative 
for W IP ; Mr. Claus, and Benedict Gimbel J r ., W IP's president.

MC S DONATE KISSES to public in celebration oi 
KEX—. ortland, Ore.'s first Independence Anniversary. 
Station's "Solid Seven" disc jockeys adopted girls a 
year after Westinghouse Broadcasting Co.'s station 
changed to music and news. Kisses are candy.

U . S .  R A D I O January 1958
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LA D Y W IN S $600 for identifying 16 sponsors after listening to 
commercials with brand name blanked out. Howard S. Kester, 
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il BRISTOL-M YERS BUYS NBC, making firm largest drug ad
vertiser on network. Discussing deal are (le ft to right) Mat- 
the*' L Culligan, vice president in charge of radio network; 
Dc or*' S. Frost, director of Bristol-Myers’ advertising; Lee 
BrisioT* J r ., firm's public relations director, and William K. 
McDaniel, vice president of NBC radio network sales.
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1

iven community.” An embassy official 
:ated that the Russians feel the same way 
nd that he would see that a series of 

ctop-Tis was produced and sent to WADS 
>r ,g. The shows will be in English and 
'pify community programs as heard in 
.ussia, it was reported. Mr. Byrnes has 
ffered to send locally produced programs 
n public health, housing, highway safety, 
tc.

,'YW-AM-TV 'Party Package' 
eatured as Summer Promotion
KYW-AM-TV Cleveland is integrating 

rogramming, product promotion and pub- 
c service in its summer promotion cam- 
aign, “Party Package.” The idea came 
fter meeting with the Parent-Teachers 
.ssn. and other organizations which 
ointed out there is a need to show parents 
id children how to enjoy themselves as 

family unit at home and away, KYW 
ports.
The Party Package programs will be 

ild at a different shopping center in the 
leveland area throughout the summer and 
ill feature station personalities, leading 
cording artists and music. No admission 
charged to attend the party, but everyone 
asked to contribute food, toys, candy or 

ithes so that “those less fortunate can 
>o enjoy a Party Package.” All of the 
:ms collected will be turned over to 
jphap ’s.
T h e_,i of these summer programs was
•Id this month by KYW-AM-TV and the 
tion reported 7,500 attended the two- 
ur performance. Over 50 cartons of cloth- 

g, toys and food were collected. The 
:ms collected were placed in a large truck 
:corated like a package and were dis
puted to the orphanages. The truck will 
; in the vicinity of each Party Package 
cation one week before the event and 

it the night of the program to collect the 
•ms.
KYW stations encourage people to bring 

advertised products to each party and 
ontest is being held to offer viewers and 
eners an opportunity to win prizes for 
king why each advertised product is 

referred.
In  add ition , the  s ta tions a re  u sing  m er- 

handising  tie-ins, b illboards an d  c a r  cards.

ORE Advertisers Win Contracts
KORE Eugene, Ore., recently concluded 

1 “Do-It-Yourself” advertising campaign 
•ntest with the awarding of seven prizes, 
x prepaid contracts, for excellence in as

A L L  I N Q U I R I E S ,  C O N F I D E N T I A L

TAXMAN'S WINDFALL
Revenue collector Frank G. Knaus 

is wondering how he is going to con
vince his children that money doesn't 
grow on trees. As a faithful follower 
of WDSU-TV New Orleans’ “$1,000 
Treasurer Hunt” clues, he took ad
vantage of a day off to follow a hunch. 
It paid off when he located the $1,000 
certificate tied to a tree in a local 
park.

Questioned as to how he planned 
to spend his prize the man from In
ternal Revenue Service replied: “First 
I'll have to figure the tax and pay 
it. . . .” An item high on the list was 
a new tv set.

many categories, were presented to spon
sors for advertising programs prepared by 
and for themselves. The special grand award, 
an expense paid trip to Hawaii aboard the 
S. S. Leilani, was won by Mr. and Mrs. 
W. R. Hagebush of Figurama Inc.

CBS Tells 'All About Women'
A brochure entitled “All About Women” 

has been issued by CBS Radio Spot Sales 
that details the earning power of women, 
the influence they have on buying, when and 
where they listen to radio and when they 
shop, in addition to other information. The 
study credits women with 92% of all gro
cery purchases, 79% of family auto pur
chases and 75% of all radios. It also states 
that 93.7% of housewives and 94.7% of the 
single working women listen to radio each 
week. The study lists the stations CBS Spot 
Sales represents and the number of radio 
homes in each basic service area.

KJIM Mails Out Rock and Roll
KJIM Fort Worth, Tex., in a move to 

publicize its new music programming mailed 
rock and roll records to advertisers and 
agencies to emphasize that the station is 
through with it. From now on, KJIM re
ports, it is “Music for Adults.” “Only pleas
ant, familiar music that doesn’t jar the 
senses” will be played.

KVAR (TV) Viewers to Sleep More
When KVAR (TV) Phoenix, Ariz., shift

ed the starting time of its late movie to the 
earlier time of 10 p.m., the station placed 
newspaper ads based on tv commercials. 
Viewers responded to messages that read, 
for example, “A Doctor Speaks (A Drama
tization)—The early late show is perscribed 
as a health measure, allowing viewers to see 
a good picture and still get a good night’s 
sleep . .

WAVE Inc. Commissions Opera
WAVE Inc. (WAVE-AM-TV Louisville), 

has commissioned a new opera to be simul
cast when the stations’ new radio and tv 
center is dedicated in 1959. WAVE-AM- 
TV granted $25,000 for the opera and a 
composer vCi! be selected by a committee 
headed by Moritz Bomhard, director of the

A  H A Z A R D  T H A T  
N E V E R  S L E E P S

A daily occurrence —
Radio and TV Stations 

are accused of
LIBEL — SLANDER

PIRACY — PLAGIARISM 
INVASION OF PRIVACY 

COPYRIGHT VIOLATION
through, act of station, 

s t a f f ,  a n n o u n c e r ,  s p e a k e r ,  
t a l e n t ,  c o m m e n t a t o r ,  s p o n s o r .

| THE SPOKEN WORD IS MASTER! 
BU T y o u  c a n  

I N S U R E
against embarrassing loss 

by having our unique
E x c e s s  P o l i c y
at amazingly low cost.

Write for details and rates

E M P L O Y E R S
R E I N S U R A N C E
C O R P O R A T I O N

21 W E S T  T E N T H  S T R E E T  
K A N S A S  C I T Y ,  M O .

New York, Ch icag o  San Francisco ,
107 W illiam  175 W . 100 Bush
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PROMOTIONS CONTINUED

Kentucky Opera Assn. It will be produced 
and recorded by the association and will 
be one of the recording series released by 
the Louisville Philharmonic Society. Con
struction of the radio-tv center will start 
this summer.

Talkative Women Make News, 
Draw Crowds for WTIK Account

An announcement over WTIK Durham, 
N. C., that a woman had talked for 53 
hours, 1 1 minutes, to win a cash prize from 
a Jacksonville, N. C., furniture store, goaded 
the station’s listeners to call in to maintain 
they could do better.

So WTIK arranged for the local branch 
of McMillan’s Furniture Co. to sponsor a 
contest similar to the one its Jacksonville 
branch had run. The company offered 
$1,500 as first prize plus a $500 consolation 
prize to the woman who could break the 
previous record. The first two of the 27 
entries that were received started talking 
at the store at 9 and 9:05 a.m. June 16. 
Two other women who applied were kept 
in reserve. WTIK had permission to switch 
to 24-hour operation to air five-minute 
commentaries every half-hour.

At 2:11 and 2:16 p.m. respectively, last 
Wednesday they had spoken continuously 
for the specified 53 hours, 11 minutes and 
were still going strong. During the promo
tion the station reports the store was con
tinually crowded, newswires telephoned in 
for reports and photographers from NBC- 
TV photographed the contestants for Dave 
Garroway’s Today show.

According to the station’s latest report, 
one of the ladies has established a new 
record—72 hours and 3 minutes of con
tinuous patter.

KDKA Gives Audio for Telethon
KDKA Pittsburgh program manager Guy 

S. Harris worked out a "companion pro
gramming” plan for carrying the audio 
portion of the Variety Club telethon on 
KDKA-TV June 21. KDKA covered the 
event from its own studio adjoining the 
tv center. The am personalities reported 
on the progress of the fund raising drive 
for Camp O'Connell, a summer home for 
handicapped and underprivileged children, 
and interviewed the telethon stars.

WDBJ-TV to Give Russian Course
WDBJ-TV Roanoke, Va., will inaugu

rate its Russian language instruction series 
July 5 at 6 p.m., under the title Russian— 
So to Speak. The half-hour classes will be 
taught by George Solonevich, a local free
lance commercial artist born in Russia and 
a specialist in scientific and space subjects. 
WDBJ is considering a request that the 
series be made available for college credit.

WTVJ (TV) News V. P. Honored
Ralph Renick, vice president in charge of 

news, WTVJ (TV) Miami. Fla., was honored 
for his tv newscasting May 29 when the 
South Beach Men’s Club declared “Ralph 
Renick Day on Miami Beach.” A day-long 
program ended with a testimonial dinner 
meeting for club members.

of a satellite orbit, the earth satellite pro
gram, the generalized orbit of the Explorer, 
a polar map of world affairs, and gives 
relative diameters of the planets with tjie 
sun.

thjjie

WHEN the call letters of WECT-TV 
Wilmington, N.C., were changed 
from WMFD-TV in February, the sta
tion decided to use a Pirate Girl 
trademark to promote its coastal 
coverage area. Martha Rae Williams, 
Myrtle Beach, S. C., was selected 
during an April contest to pick the 
Miss WECT-TV Pirate Girl. The 23- 
year-old, 5 ft.-9 in. (37-24-37 in.) 
title winner now is serving as official 
representative of WECT-TV at fes
tivals and celebrations in the Carolinas. 
The station also uses ID slides show
ing Miss Williams in her pirate suit. 
She was awarded a $500 wardrobe 
and a week’s vacation for two at one 
of the coastal resorts.

Best Letters Win Wedding Music
WHDH Boston has been conducting a 

June promotion, called “Play at Your 
Wedding Contest,” in which couples plan
ning marriage this month may win the 
services of Ray Dorey and the WHDH 
Orchestra. Contestants are required to write 
a letter, stating why they would like the 
orchestra to play at their wedding. The best 
letter each week receives the services free 
of charge. One winning couple, accord
ing to a WHDH spokesman, answered 
the question with a one-word response: 
“poverty.”

WDRC Offers Space Age Map
WDRC Hartford, Conn., is jumping on 

the space-age bandwagon with an offer of 
a Rand, McNally & Co. “Space Age News 
Map.” The map costs a dollar in stores, 
but WDRC is offering it to listeners for 
25<t. The station reports that it will handle 
the map exclusively in its area as a public 
service. The map gives information on new 
weapons for the space age, establishment

Shoe Sponsor Finds Tv Success 
By Making Personal Appearance

Appearances on KVTV (TV) Sioux City, 
Iowa, have made a local celebrity of H. O. 
Rasmussen, manager of the Diamond Shoe 
Store, a sponsor of the weekday program, 
Kids Korner, 4:30-5 p.m. The station reports 
children and grown-ups now go to the 
Diamond store so they can buy their shoes 
from Mr. Rasmussen who appears twice 
weekly on the show as “Mr. Hi, the old 
shoe professor who knows everything about 
shoes.” Program host Jim Henry (Canyon 
Kid) follows up the sales talk by advising 
viewers to visit the store.

Mr. Rasmussen calls the tv advertising 
campaign, “a terrific success.” His success 
story was printed in The Commentator, 
monthly journal published by the Inter
national Shoe Co., St. Louis.

WCKT (TV) Issues Brochure
WCKT (TV) Miami has issued a 37-page 

brochure entitled “In the Public Interest” 
which explains its operations and policies. 
The booklet lists the NBC shows WCKT 
carries; public service programs a1 proj
ects in civic affairs, world affairs, 'agricul
ture, education, government, health, chari
ties and religious series. A chart featured ir 
the brochure credits WCKT with 6,286 pub
lic service announcements last year. In ad
dition, the station lists 154 of the agencies 
that shared in public-service broadcast ef
forts during the year.

KFMB-TV Celebrates Birthday
When KFMB-TV San Diego celebrated 

its ninth birthday May 16, ceremonies or 
the Early Show featured Beverly Jeai 
Shorrs, who was selected “Miss Ch. 8” whe 
she was born a few minutes after the sta. 
tion went on the air in 1949. She was pre
sented with her first watch by Bob Dale, host 
of the show and Monte Hall, station’s west
ern personality, gave her a $100 Savings 
Bond on behalf of KFMB-TV’s staff and 
management. Miss Shorrs has received a 
bond from the station every year since her 
first birthday.

Stamp Cancellation Honors CKCH
The 25th anniversary of CKCH Hull, 

Que., received free advertising this month 
from its competitors. Postal authorities at 
Ottawa, Ont., and Hull, twin cities divided 
by the Ottawa River, used a special c -i 
cellation early in June marking the CR . ' 
1933-58 milestone, and the 45th anniver
sary of the daily newspaper Ottawa Le Droit 
1913-58. The cancellation was used on 
metered mail from the Canadian Broad
casting Corp., which operates CBO, CBOT 
(TV) and CBOFT (TV) all Ottawa and 
covering the Ottawa-Hull area.
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CHANNEL 4'SJCHT

No need for telescopic vision 
to see the results you will reap 
from the use of Channel 4 on 
the great Golden Spread. 
More than 100,000 TV sets 
in a vastly healthy and wealthy 
market.

Power: V isual 100 kw
Aural 50  kw

Antenna Height 83 3  feet 
above the ground

c o l o  :  K a n s a s .

OKiAHOMA
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| K G N C -T V
! C H A N N E L  4

AMARILLO,
TEXAS

C O N T A C T  ' ' ' s .
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Coming 
into full 
bloom!
Sometime during May, the 
folks living in the captive  
m arket of Wenatchee, 
Washington, will witness 
the annual blooming of 
the apple trees. These 
blossoms will result in a 
multi-million dollar crop 
for Wenatchee, making it 
the "Apple Capital of the 
World."

This apple crop helps 
give the Wenatchee area a 
per capita income 16%  
above the national aver
age, and a sales perform
ance figure 160% above 
the national average . . . 
IN A M ARKET NON- 
P EN ETR A B LE  by other sta
tions because of the sur
rounding curtain of 7,000 
to 9,000 foot mountains. 
YOUR SALES RESULTS 

W ILL BLOSSOM, TOO 
. . . WHEN YOU BUY 

STATION KPQ

j

5000 WAIT! 
560 K.C. 
WENATCHEE  
WASHINGTON

REGIONAL REPRESENTATIVES  
Moore and Lund, Sea ttle , W ash.

N ATION AL REPRESENTATIVES
Forjoe and Co., Incorporated
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by Bob Foreman

L e w ’s  t l r e a m  m e d i a  s a l e s m a n

A bunch of the hoys were whooping it up in a Madison Ave. 
saioon and there with the rest was a gent named Lew who had 
been in the media end of the ad business since the days when 
agencies contracted for space as cheapiy as possible and 
brokered it out to advertisers for whatever they could get. 
Lew was a media man who’d been in both print and time 
buying and now was buying tv programs as well. So he was 
on familiar ground when he started to talk about the varied 
sales approaches he’d been exposed to and the myriad per
sonalities who had made the pitches.

This is a rather commonplace tour de force for folks on 
the agency side of the fence and might lead you to suppose 
Lew was sitting there, in his great wisdom, tearing down those 
folks who must face up to the terrifying proposition of pre
senting their wares to that flip, glib, cocky group which buys 
what-have-you in an agency.

Far from it. Upon even the slightest amount of reflection, 
even the dullest or most hardened among us was aware that 
he, too, is a salesman, whether it be of ideas, film, time spots 
or merely himself. Thus, let me assure you, Lew was in a 
sympathetic frame of mind when he started to paint a por
trait of his favorite salesman.

Lew’s top boy calls for an appointment rather that appear 
(Please turn to page 64)

H o w  t h e  t l r e a m  m e d i a  s a l e s m a n  o p e r a t e s :

1 . He makes an appointment and arrives on time for it or |  
even a little early. Never pops in unannounced.

2 .  He keeps his sales pitch short and relevant. He speaks |  
from the buyer’s point of view as much as possible.

3 . He never reads the presentation verbatim, but gives the ' 
prospect credit for a brain of his own and let’s him read it.

4 . He presents his point of view without knocking others oi 
bullying the prospective buyer with any kind of threat.



THE FRANK LUTHER FUN SHOW . . . Frank 
Luther, nationally popular entertainer, brings 
enjoyment to children from 6 to 96 . . . fully 
recorded with songs—many created specially 
for this show, plus jokes, limericks, "mail
pulling" ideas and guest stars.

GREAT DAYS WE HONOR . . .  15 minute, 
fully recorded show for 39 important holi
days during the year. 10 Catholic holidays, 
10 Jewish, 10 Protestant and 9 Patriotic holi
days. Ideal for institutional type advertisers. 
Ray Middleton, Henry Hull, other well known 
personalities. u- ; v

It's our Platinum Anniversary . . . we're 20  years old,
and to celebrate we're adding 8 new sponsor-selling, platinum-studded
features to our service.
For the past 20 years our Library Service has been growing bigger, better, 
and more profitable for our subscribers. The broad range of 25 different 
shows, complete continuity service, sponsor-selling recorded sell-effects, 
voice tracks, sales clinching brochures, new big local time selling 
merchandising plan, other s e l l in g  aids, and 52 new releases each and every 
month . . .  all this gives RCA Thesaurus subscribers the most profitable 
program service in the industry. For example, due to tremendous success 
of two of our shows, we are increasing the popular Freddy Martin 
and Sammy Kaye programs from 3 broadcasts a week to 5.
Stake your claim to the lion's share of your local advertisers' dollars 
by using the one Library Service that's king of them all! W rite, wire or 
call, t o d a y  your nearest Recorded Program Services office.

SHOP AT THE STORE WITH THE MIKE ON 
THE DOOR . . .  a great new local radio time 
selling merchandising plan. Builds sales and 
listeners.

PRESENTING THE STATESMEN QUARTET . . .
A popular, talented group brings favorite gos
pel type singing to your listeners. Vi hour, 
once a week.

CONCERT ON THE MALL . . . This rich, lush 
sounding band p lays everything . . . from 
"South Pacific" medleys and traditional 
marches to symphonic and popular types of 
music. V2 hour, once a week.

WEEKEND SHOPPERS' SPECIAL. . .  This new 
show was designed to give stations a pro
gram with strong appeal to sponsors who 
want to sell to weekend shoppers. Ideal for 
participations. Once a week, 30 minutes.

630 Fifth Avenue, New York 20, N. Y .-JU d so n  2-501 1 522 Forsyth Building, Atlanta 3, G a .-L A m a r 7703
1 01 6 N. Sycamore Ave., Hollywood 38, Cal. — HOIlywood 4-51 71 445 N. Lake Shore Drive, Chicago 1 1, III. — WHitehall 4-3530

1907 McKinney Avenue, Dallas 1, Tex. — Riverside 1371
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W XLW  se lls because 
>;Hoosiers are sold on W XLW ! ; 

And now, with an all new 
5000 watts of power, 

the finest sound transmis
sion in the state, and a 

new location on Indiana 
radio dials, W XLW  

saturates the state's 
multi-million dollar 

central and southern 
markets. Dawn-to- 
du:k W XLW  gives 
listeners what they 
want: music all day 
long and news every 

half hour. Yes, 
Indiana's top per

sonalities and mike 
salesmen keep 'em  
buying. More than 

a million new 
Hoosier clients 
are listening!
TELL THEM  
ABOUT IT  

—  ON 
W XLW !

,*}
v ' •

"A S K  YOUR 
r  JO H N  PEARSON M A N I" '

_
INDIANAPOLIS I

THE HOOSIER STATE'S 
fc “ GOOD-TIME DAY-TIME STATIOH".jd

(Continued jrom page 10)

suddenly in the lobby and when be calls, it is because he has 
something of specific interest.

When he makes an appointment for a certain time he ap
pears on time. In fact, sometimes he’s even three or four 
minutes in advance. This alone puts him in a class by him
self.

Lew’s favorite salesman has no repertoire of jokes and he’s 
completely inept at long-winded and irrelevant prefaces.

According to Lew, when this salesman is in the office with 
him, Lew feels that the fellow gives him credit for having 
half a brain or even better. This is as pleasant as it is un
usual.

He has the habit of speaking from your point of view, not 
from his own.

Every word he utters is strictly relevant. If he happens to 
be working from a canned presentation all nicely printed up 
and handed to each salesman, Lew’s pal eliminates the ir- 
relevancies as he goes through the pitch. This shows he knows 
what it’s about and to whom he’s talking. A novel tack indeed!

He never reads what’s on the presentation verbatim. In 
other words, he assumes the prospect can read. He uses the 
printed word as a point of departure and elucidates there
upon. As a result, Lew says, his favorite guy never sounds 
as if he had been handed the presentation at 9:30 a.m., 
pushed out the door and had to deliver it at 9:32—seeing it 
for the first time as he did so.

Lew’s dream man avoids artifice, sham and cornball 
whimsy. He doesn’t employ the Stanislavsky method of ap
pearing smooth, saccharine and friendly. He’s all business.

Brevity is the essence of every presentation he makes. He 
know that where there is intrest and more time is needed, he’ll 
be asked to stay and take more time.

And here are the final clinchers:
This man, said Lew, never, never says to you he’s covered 

the boss who was highly in favor of the idea already. (This 
implies with all the subtlety of a meat cleaver that you, you 
jerk, will lose your job if you don’t agree.)

He never says: all the other agencies, or stations, or what- 
have-you, are dying to buy this so you’d better hurry. And 
Lew’s boy always avoids knocking what is presently being 
done.

This is quite a guy Lew had in mind. We all wished he 
would get around more. * * *
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Now there’s a fourth Flying A 
champion, too: Buffalo Bill, Jr., 
starring Dick Jones of Range Rider 
fame. Here’s a brand-new series 
of 26 half-hour adventures of a 
heroic young son of the Old West.. 
produced to the same standards 
which have made Gene Autry, The 
Range Rider and Annie Oakley 
the hottest Westerns in television 
year after year. Buffalo Bill, Jr. 
has already been sold in more than 
100 markets to Milky Way.

Act fast while Buffalo Bill, Jr. 
is still available in some markets.■■v.
Get details on this fast-selling 
new series — or on any of the other 
films in this Flying A foursome 
—by calling or wiring...

CBS Television Film Sales, Inc.
Offices in New York, Chicago,
Los Angeles, San Francisco, 
Dallas, Atlanta, Boston, Detroit 
and St. Louis. Distributor in 
Canada: S. W. Caldwell, Ltd.



Eleven ways in which radio and tv 
stations can get more national business 
are outlined in a brochure written by 
Don L. Chapin, New York sales direc
tor for the Tri-State Network. Here is 
the essence of Chapin’s recommenda
tions :

1. Develop more station informa
tion. Get success stories down on pa
per. Offer substantiated engineering 
data. Have up-to-date program infor
mation available at all times. Know 
your market; also know your local 
competitors and be able to defend your 
position.

2. Supply more information to your 
representatives. Feed them fresh pro
gram information, station facts, sales 
aids. Give them encouragement, sup
port.

3. Maintain an efficient traffic sys
tem for speeding up time clearances on 
national sales. System should be su
pervised by someone familiar with na
tional field. Give rep immediate in
formation on all changes in schedules, 
programs.

4. Set fair rates—and stick to them.
They should reflect a factual appraisal 
of your station’s sales potential.

5. Keep in constant contact with lo-

One n et tv  an n o u n cem en t se l ls  4 0 ,3 5 .
Many a mail-order advertiser—be-' 

lieves he must stick to printed media 
(where he can use a coupon or order 
blank) to get good results from his 
ad. But the Florida Citrus Commis
sion has found that network television 
—without the advantage of an easy- 
to-fill-out coupon—can pull well, too.

A few weeks ago the Commission 
offered a grapefruit knife on its Twen
ty Questions program on ABC-TV,
8:30-9:00 p.m. Tuesdays. The com
mercial consisted of a filmed demon
stration of the speedy way the knife 
prepares a halved grapefruit and a 
30-second tag at the end of the com
mercial telling viewers where to send 
35c for the labor-saving device.

Within four days after the first com
mercial, the Citrus Commission’s

yet m o re  n a tio n a l b u sin ess
cal manufacturers’ representatives or 
brokers. They’re often asked for their 
opinions of certain local media.

6. Offer merchandising, promotion
al assistance.

7. Maintain effective sales sendee; 
deliver everything that you promised.

8. Utilize national trade publica
tions. Set up an annual budget to use 
for advertising your station in trade 
magazines read by ad agencies and 
sponsors. Even a small budget can be 
effective when used consistently. Also 
send out interesting, informative sto
ries about station to national trade 
magazines. Many press releases won’t 
be used but some are bound to reach 
the printed page, can be a definite plus 
to your advertising.

9. Correct errors in scheduling com
mercials immediately; don’t wait for 
the sponsor’s local representative to 
write or call his boss so the informa
tion gets to the agency through the 
back door.

10. Encourage agency personnel and 
sponsors—as well as your representa
tives—to visit your station.

11. Cover ad agencies in national
markets with your own station execu
tives regularly. ------ - *  ★  *

ih iv e s fo r  sp o n so r

H ere 's  35c knife th at tv  sold to 172,000 people

agency, J. Walter Thompson Co., re
ceived 40,358 requests for the knife 
(that’s S14,125.30 in orders). Since 
the original commercial was aired, 
three more similar commercials have 
been telecast on Twenty Questions; the 
four commercials have pulled a total 
of 164,996 orders. In addition, one 
commercial on NBC TV’s Today
b ro u g h t in  7,083 requests . *  *  *

S e e s  m itom ation  o p era tin g  
the tv stu d io s in  fu tu re

A glimpse into the television studio 
of the future was given to s p o n s o r  
recently by Sol Cornberg, NBC direc
tor of studio and plant planning.

The most noticeable change to the 
/layman will be the lack of clutter in 
studios,” Cornberg says. “Studio au
diences will be able to see a show in 
the studio without peering through a 
maze of equipment and technicians 
that are the usual accouterment of to
day’s tv theatres.”

It’ll all be possible through space 
control and automation.

Cornberg explained that most of the 
technical equipment will be operated 
automatically by remote control. Cam
eras, lights and microphones will be 
suspended from the ceiling in such a 
way that they’ll be out of the actual 
“creative” operating area. In addition, 
Cornberg said, walls, floors and ceil
ings will be movable. Directors will 
be able to choose any size work area 
they desire for their productions.

How soon will the tv studio of the 
luture be here? Cornberg says that 
ush button and space control devices 
lready are being incorporated into 

¡xisting facilities. And he said plans 
’are being made for building this type 
[of equipment into studios now on the 
drawing boards. * * *

B r ie f ly  . . .

The 35 television news cameramen 
Who cover five New England states for 
WBZ-TV, Boston, were honored by the 
station recently at a dinner in Boston. 
“We wanted to give full recognition to 
a group of men who are representa
tive of a truly new profession, televi
sion news photography,” W. C. (Bill) 
Swartley, general manager of the West- 
inghouse station, said.

* # *
After several months of operation, 

the satellite station operated by WATR- 
TV, Waterbury, Conn., has added a 
substantial number of viewers who 
could not otherwise receive the station. 
And there has been no apparent inter
ference between the satellite and the 
main station in areas where both could 
be received. The Adler Communica
tions Laboratories, which has super
vised operation of the satellite (or 
booster) station, said it added about 
50,000 viewers to WATR-TV, a uhf 
station. Sponsors or others who are 
in te re ste d  in h ow  the sa te ll ite  s ta tio n
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Television programs are even now 
badly cluttered with credits, most of 
which are completely meaningless to 
the viewing public.

Whether an agency produces an en
tire program or just the commercials 
within the show, it would be no more 
proper for the advertising agency to 
take production credit than it would 
to stamp its letterhead on magazine or 
newspaper advertising which it pre
pares for its clients. That’s what we 
are paid 15% for.

In general, credits are for the trade 
and in many instances are foisted on 
the advertiser by labor organizations 
with which the advertiser has no con
nection whatever. I doubt if any ad
vertising agency, mindful of its clients’ 
investments in television, would be in
clined to add to this abuse. After all, 
the sponsor buys 30 minutes of time 
at a gross card rate of approximately 
$48,000 per broadcast. He doesn’t 
even get that to start with, but 29:20. 
He shouldn’t be asked to divert any 
more of these precious seconds from 
his main purpose, not at these prices— 
$1,640 per minute, excluding talent!

CREDITS SHORTEN SHOW
By Storrs Haynes 

V .P . C h a rg e  R a d io -T v  P r o g r a m in g  D e p t.
C o m p to n  A d v . ,  -\ . y .

I don’t think so. 
In the first place, 
c red its  of any 
kind are not the 
most a ttrac tive  
things in a pro
gram; they are 
t h e r e  for  the 
viewer’s benefit 
in so far as cast, 

but otherwise only because of con
tractual requirements or conditions of 
employment. A long list of credits 
serves to shorten the entertainment por
tion of the show and dilute the com
mercial impact. I can hardly see an 
agency, enchanted with its own work 
though it may have every right to be, 
adding to this ever-increasing program 
problem.

Then, too, it doesn’t seem to me that 
the relationship between agent and 
client is such that it would be permis
sible for the agency to use a client’s 
show to do some piggy-back advertis
ing of its own. And with the client’s 
money at that. Gad, you don’t sup
pose some agencies would have the 
nerve to bill the client for the artwork 
and the telop, too?

in Memphis 
because.FM*

1« 1088-foot tower
1335 feet above sea level, WMCT’s 
“topper” tower assures the highest 

grade signal service delivered 
from Memphis, Tennessee

preferred "low band” 
Channel 5

WMCT, on preferred 
low band Channel 5, serves a larger 

area with a clearer picture than 
any other Memphis television station.

3 *  program preference 2 to 1
According to the ARB Report 

of October, 1954, between 6 P.M.
and 10:30 P.M., of the total of 

126 quarter-hours, WMCT had 87 
top-rated periods.

ask your regional 
distributor or district sales 
manager in Memphis . . .

. . what television station he recommends 
to cover most effectively the more than 
335,000 TV homes in the five-state area 

that makes up the Memphis market. 
We know (from experience) the answer 

will be WMCT

WMC • WMCF • WMCT

MEMPHIS 
W CHANNEL 5

Memphis' First T. V. Station

NOW 1 0 0 ,0 0 0  WATTS
I

N ATIO N AL REPRESENTATIVES 
THE BRANHAM C O .

AFFILIA TED  W ITH NBC •  A LSO  f l r m u r r e  w i r o

Owned and operated by
THE COMMERCIAL APPEAL
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S o ld  out on  t r a f f ic ,  tim e  j in g le s ,  H VliH in v en ts new  ty p e s
WNEW, New York, one of the first 

radio stations that turned the public 
service jingle into a profitable en
deavor, has had to seek new types of 
jingle packages because they were sold 
out on long-established weather, base
ball, traffic and time signal jingles. 
Program Director Jack Grogan and 
Copy Chief Milton Robertson, collabo
rated to produce new service jingles 
for (1) “good taste” and (2) “fact or 
fancy.”

Good taste jingles have been sold 
to Arnold Bakeries and G. Wash
ington Coffee, and cover such fields as

S ta t io n s  se ll  m erc h an ts  
on sp e c ia l  d a y  p ro m o tio n s

With summer hiatus staring them in 
the face, four West Palm Beach, Fla., 
radio stations took the bull by the 
horns and organized “Radio Rodeo 
Days,” a special announcement pack
age which they sold to the Merchants 
Division of the local Chamber of Com
merce. Their plan resulted in the sale 
of a total of 1,048 announcements, 262 
on each station—the largest saturation 
schedule ever to run in the market in 
a concentrated three-day period.

Here’s how this promotion came 
about: The sales managers of the four 
stations—Rome Hartman of WIRK, 
Bob Monroe of WJNO, Cliff Glick of 
WE AT, Bob Davis of WWPG—de
cided that they were tired of seeing the 
local merchants pour thousands of 
dollars into one local newspaper to 
promote “Dollar Day” sales five times 
each year. The radio stations tradi
tionally got what was left over from 
the budget, and never enough for the 
medium to prove itself.

The four stations decided to give 
radio its chance, organized a group 
called the Radio Stations of The Palm 
Beaches. They offered a single rate 
which would buy one announcement on 
each station, a single salesman for 
merchants to deal with on this plan. 
For a three-day period they made every 
available announcement on each sta-

why a man should alight from a public 
conveyance before his lady companion 
and how to answer a wedding invita
tion. After this good taste item, the 
sponsor is introduced with a line like 
“G. Washington Coffee is also good 
taste . . .”

Fact or fancy jingles cover subjects 
like the origin of barbecues with the 
line “Is it fact or fancy that barbecue 
is a modern American invention?” 
After answering, the announcer leads 
into the product with “And it’s fact not 
fancy that so-and-so is a good product 
etc.” * * *

tion part of this plan. To spark the 
deal, the station group made up a 
musical pitch to the merchants.

The result: “Radio Rodeo Days” on 
27, 28 and 29 June. The stations pro
moted the days with a week of teaser 
announcements, supplied streamers for 
store windows, dressed an announcer 
in a cowboy outfit to fit into the theme 
and had him interview shoppers in the 
business section. Participating mer
chants provided one-dollar certificates 
for distribution among passersby.

Within a few days most of the 40 
participating merchants told the sta
tions that their sales had approached, 
equalled or surpassed similar sales 
promoted only by newspaper— and at 
half the advertising budget normally 
put into print. Many of these retailers 
added that their future promotions 
would be at least half radio and half 
newspaper. ★  * ★

sales. “But only where they can see 
an excellent chance for sales return. 
Dorothy and Dick is such a program. 
“One announcement on this show,” 
Unger said, “sold 5,000 candy bars in 
two days. Two announcements brought 
1,200 people to a jewelry store. Six 
announcements brought 1,500 inquiries 
for a $150 item.”

Small advertisers will be able to buy 
small segments of this husband-and- 
wife chatter series. The program will 
be packaged in five half-hour shows a 
week. It can be sold with six one- 
minute commercials plus the opening 
and closing I.D. ★  * ★

R u ss ¡ lo d g e s  s t a r s  in  film  
c o m m e rc ia l fo r  S h ir tc r a ft

The Shirtcraft Co. is planning a spot 
tv drive to sell their fall and winter 
line of Shirtcraft Shirts and Airman 
Jackets. Russ Hodges, Giant Baseball 
broadcaster stars in the four filmed 
commercials used in the campaign, and 
will tie the products into a story of a 
famous sports event.

The series was prepared by Friend- 
Reiss Advertising and produced by Mel 
Gould Productions. The film commer
cials show the ease with which the line

J

Ziv p u ts  “ D oroth y  an d  D ick ”  
show  in  n a tio n a l sy n d ica tio n

Dorothy and Dick, long established 
on WOR, New York, is now being syn
dicated nationally by Frederic W. Ziv 
Co. The show’s man and wife duo are 
Hearst papers’ columnist Dorothy Kil- 
gallen and her actor husband Dick 
Kollmar.

“National advertisers are spending 
money for radio advertising today,” 
said Alvin Unger, v.p. in charge of

□

N

Hard-wearing sportswear shown in spot film

of sportswear can be laundered, and in 
addition stresses their long life and 
light weight. * * ★

B r ie f ly  . . .
When KFAB, Omaha, changed its 

affiliation from CBS to NBC, they used 
the theme “Changing Partners” to tell 
the story to their listeners and to agen
cies concerned. Three weeks before the 
change was to occur, KFAB started an 
on-the-air campaign playing square 
dance music six to 12 times daily on 
the station breaks and beginning the 
copy with the “change your partner” 
message.

They carried the same theme for
ward in mailings to agencies and cli-
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(Continued ¡rom page 22)

duced its 45 rpm speed phonograph players and records. 
In my own limited business experience I had never seen a 
new product, introduced by a reputable manufacturer, meet 
with more universal, vicious opposition.

But at no point during those early days of the life of 45, 
did Frank Folsom, nor his right hand man, the late Joe Wil
son ever falter. Frank poured money, his mind, heart and 
whole being into the battle to prove to the industry and the 
American public that the 45 rpm phonograph and record 
was a good product. That he was right is now history.

I recall a trip down to Princeton, N. J., on the day, a 
number of years ago, when the name of the RCA Research 
Laboratories was being changed to The David Sarnoff Re
search Laboratories. The General made a speech in which 
he asked the corporation’s engineers to develop a couple of 
new products, which sounded like the imaginings of a science 
fiction writer.

Coming back on the train I talked with the General alone 
about some of these visions, and came away with the com
plete conviction that color tv shows on tape for home use, 
electronic stoves and other such scientific marvels would be
come standard equipment in our lifetime.

It is taking nothing away from the many other men and 
organizations who made a contribution to say that without 
the General’s personal vision, faith, courage, physical and 
mental stamina television would be nowhere near the over
whelmingly dominant medium it is today.

On that same Princeton trip I had a conversation witli 
Pat Weaver. Pat had just kicked off the rotating Comedy 
Hour shows.

That, as we have all come to see, was only the beginning. 
Pat has upset more show business and advertising business 
tradition than all other practitioners put together. He’ll 
(as he himself readily admits) lay his quota of eggs, but 
when the final scores are in, it’s my guess that he will have 
created more and greater programing, achieving more and 
better results for advertisers than any individual has ever 
created before. Like I say: That Sarnoff-Folsom vision plus 
guts combination is hard to hold down. And it’s nice to see 
Pat bringing it to programing and sales.

I might conclude by saying that a considerable batch of 
this is rubbing off on a young man named Bobby Sarnoff. 
I have a hunch he’s coming back from Europe with a Winston 
Churchill program. * * *
2 5  J U L Y  1 9 5 5

SALT LAKE CITY

K N A K  » F IR S T

KNAK's Wayne Logan (left) interviews the 
nation's number one band leader, Ray An
thony. Wayne is the DJ of 2 popular music 
shows each day. "Waxin' with Wayne" and 
"Club 1280." Max. share of audience 42.2 
Mon. thru Fri., 45.5 on Sat.

24 HOURS A  DAY

MUSIC
NEWS

SPORTS

5000 WATTS)NOW  GRANTED
V.

LOWEST
COST

PER USTENER IN

S A L T  L A K E  C I T Y

K N A K  27.8 Independent 
Station "A "  27.2 Network
Station "B " 14.6 Network
Station " C "  13.7 Network
Station "D " 7.2 Network

(Hooper Feb. 19SS 12 noon to 6 p.m.)

R e p r e s e n t e d  N a t i o n a l l y  b y  
FORJOE & CO., INC.
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E a r ly  ‘C an to r  T h e a tre ’ sp o n so rs  s ig n ed  fo r  75  m a rk e ts
Ziv Television Programs Eddie Can

tor Theatre, probably the most expen
sive syndicated film show to date, got 
off to a quick sales start. By 26 Novem
ber sponsors had signed for the series 
in more than 75 markets.

Highly priced Cantor comedy wins acceptance
Some of the earliest sponsors bought 

the show in multiple markets: Drewry’s

Ltd. signed for 14 Midwestern markets, 
including Chicago; San Francisco 
Brewing Co. bought it in 12 markets; 
Blatz Beer will sponsor it in seven Wis
consin markets.

Ziv’s salesmen are using a unique 
presenation in pitching the half-hour 
show to prospects—a four-color spiral- 
bound presentation measuring almost 
a foot and a half high by three feet 
wide. Presentation explains the show, 
cites facts like “Cantor’s average Niel
sen rating on the network: 40.” It 
points out that the show will feature 
comedy, stories two out of three weeks 
with Cantor as host; every third week 
a musical revue starring Cantor. Pres
entation also gives prospect a glimpse 
of the merchandising and promotion 
he gets from Ziv.

1 W F H  g e ts  h igh -brow  sp o n so rs : d iam o n d s, y aeh ts, fu r s
New York’s WNEW has long been 

noted for its list of sponsors selling 
mass-consumer items—toothpaste, for 
example. But listeners were surprised 
to hear commercials last week for 
things costing from $22,000 to $49,- 
000 each.

The items being advertised are dia
mond-studded jewelry, mink coats and 
yachts. The sponsors offering these 
wares are Van Cleef & Arpels, well- 
known jewelry emporium; Gunther 
Jaeckel, exclusive women’s clothier; 
Chris-Craft motor yachts.

Jerry Marshall, who conducts 
WNEW’s Make Believe Ballroom, ad
vertises the luxury articles on his show. 
And also in person. For listeners are 
invited to write Marshall for more in
formation—if they’re contemplating 
purchase of, say, the $49,000 53-foot 
Chris-Craft. Marshall then personally 
assists in closing the sale.

“At first sight, selling of furs, yachts 
and jewels by a disk-jockey may seem 
ridiculous,” Richard D. Buckley, own
er-manager of WNEW, said. “But you 
don’t have to sell a lot of diamond 
necklaces, Labrador minks or cruisers 
to satisfy a sponsor. We’re betting

that among the millions who listen 
there is a group infinitesimal in num
bers, but tremendous in influence, who 
will make this sort of thing pay.” 

Typical commercial on Marshall’s 
5:35 to 7:30 p.m. show goes like this: 

“Are you one of the select few whip
ping along the highway heading for 
your country residence? Are you rid
ing elegantly in an imported Jaguar, 
a fine Alfa Romeo [pronounced ‘ro- 
mayo’], or a classic Rolls Royce? To 
those who like the best, there is just 
one more level of traveling in which 
you may be interested—sea level. 
And the Chris-Craft 53-foot Con
stellation. Chris-Craft, master of ma
rine architecture, has shaped a queen 
of the seaways that is the ultimate in 
luxurious travel anywhere on the sea
ways of the world. This resplendent 
53-foot Constellation, powered by 
three 200-horsepower marine engines, 
is priced at 49 thousand dollars. You 
can be sure that whether you dock at 
the Riviera or Port-au-Prince, your 
yacht—your Chris-Craft Constellation 
—is the focus for all eyes that recog
nize seaworthiness and marine aris
tocracy. . . . ” * * *

A fte r  c iv ic  gro u p s fa i l  
WFEA d raw s p len ty  o f b lood

Time after time various civic groups 
in Manchester, N. H., had sponsored 
blood donation drives, but each time 
they fell behind the quotas set by the 
American Red Cross. Then, a few 
weeks ago, WFEA sponsored a blood 
drive—and the quota was exceeded by 
more than 100 pints.

WFEA began promoting the blood 
drive a week before the day it was 
scheduled. Every member of the staff 
—personalities, engineers, office work
ers, salesmen—went on the air appeal
ing for help in obtaining blood. And 
transcriptions made by persons who 
had received free Red Cross blood 
were aired every hour day and night 
for the entire week. WFEA News Ed- 
itor'Al Rock had a pint of blood drawn 
while he read a newscast on the air 
to show that there was no pain or af
ter effect. ★  ★  *

S i r i e  f l y  . , .

| The official thermome
ter for the United 

| Good Neighbor Drive 
Seattle and King 

| County is the KING- 
| TV transmitting tower. 

The KING-TV tower 
thermometer shows the 
daily (and nightly 1 
progress of the drive. 
Several hundred lights 

| were strung Up through 
the middle of the sta
tion’s tower by the 

| KING-TV engineering 
staff, headed by James 
L. Middlebrooks, en- 

I gineering director foi 
the station. The KING- 
TV tower, situated atop 
Queen Anne Hill, ex
tends 1,000 feet above 
sea level. The station 

| says it’s the highest 
point in central Seat
tle and that the illumi
nated tower is visible 

I throughout the city.
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The Red 

River Valley's 
rich black 
top soil is
16 deep!

WDAY
F A R G O , N . D.

N BC • 5000 W A T T S  • 970 K IL O C Y C LE S

FREE & PETERS, INC.
Exclusive National "Representatives

HERE'S a story you ought to know  about the Red 
River V a lle y — a story that e xp la in s  w h y peo
ple here are  among the N ation's top b u yers!

Don’t take our word for it. Here’s wliat the Encyclopedia 
Britannica says:
“This valley (the Red River Valley) was once the bed of a great 
glacial lake. Its floor is covered by the rich, silty lake deposits, 
coloured black by decayed vegetation, which makes it one of the 
most fertile tracts of the continent. Being free from rocks, trees 
and hills, its wide areas were quickly brought under cultivation 
by the pioneer, and the valley has continued to be one of the 
most famous grain-producing regions of the United States.”
But the Britannica fails to add that grain accounts for only 30% 
of the Valley’s farm income — and that hogs, lambs, dairy 
products, beef cattle and other crops account for the other 70%.
Fargo is on the hanks of the Red River, the center of the old 
Valley. Our deep, deep top-soil makes deep, deep pocketbooks. 
The twenty-six counties in the Fargo Trading Area have a 
population of 483,700 people. The average per-family sales of 
these people is $4164, annually, as against $3584 for the rest of 
the nation.
The average farm in this area produces a gross income of $9518 
as compared with the average national farm income of $6687.
You avaricious advertisers grasped the situation a long time ago, 
and started pouring money into Red River Valley media. And 
you poured it right!

HERE'S a story you ought to know  about how  
and w h y you ad vertise rs  choose W DAY a l
m ost unanim ously (and now W DAY-TV, too)!

From its very first day, in 1928, WDAY set out to run the 
goldemedest radio station in America.
Out in the farms and hamlets where the Pierce-Arrows, Cadillacs 
and Studebakers often got mired down in the winter barnyards, 
people began at once to listen to WDAY.
Also in the prosperous towns. Also in roaring Fargo itself.
Years later, other stations, and all the networks, came into the 
area — but WDAY was miles and miles ahead and still is. Year 
in and year out, WDAY racks up some of the most amazing 
mail-order stories you ever heard of! . . Fan mail pours into 
WDAY at the rate of 400 letters a day, including Sundays and 
holidays! . . More than 10,000 families have taken paid sub
scriptions to “Mike Notes”, WDAY’s monthly newspaper.
Let your Free & Peters Colonels give you the whole WDAY 
story. I t’s really something'.
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Conductor Erich Leinsdorf 
Signs Capitol Contract

HOLLYWOOD —  The w orld-re
nowned conductor, E rich  Leinsdorf, 
has signed a  long te rm  recording  con
tra c t  w ith  Capitol Records, i t  was 
announced la s t w eek by Glenn E. 
W allichs, President. The ag reem en t 
w as concluded by F ranc is  Scott of th e  
label’s A lbum  D epartm ent, and  in itia l 
p lans call fo r  L einsdorf to  conduct the  
Los A ngeles Philharm onic and Con
ce rt A rts  o rchestras in album s to  be 
recorded in Hollywood.

L einsdorf received h is f irs t im port
a n t engagem ent as  a ss is tan t to  Bruno 
W alter in Salzburg  a t  th e -ag e  of 22, 
and subsequently  worked inYEuropean
m usic cent« 
th e  1! 
w as 
by  thi 
in  Ne' 
one ye 
to  ter^i! 
Olevel; 
Roches 
C enter

under D r. VWplter and 
Toscanini.' 

a ss is tan t 
opolitan

iductq 
additioi

d irec to r o f the\ 
ty O r c h e ^ a ,  the  

e r PH ^harm onicAand tnje City 
¡ompa^iy

he hasfm ade  a*ppear^ 
a lly  every  m a jo r syr 
and opera  com pany)
S ta te s , as  w ell as  witlft 
operas and orchestras

W allichs, com m enting on th e  new- 
association, said : “Mr. L einsdorf’s
m usical activ ities  a t  home and  abroad 
have b ro u g h t him  an  in te rn a tio n a l 
repu ta tion . W e th e re fo re  tak e  p a rticu 
la r  p leasu re  in  w elcom ing him  to 
C apitol, itse lf  a  p a r t  o f th e  w orld’s 
la rg e s t in te rn a tio n a l record  fam ily , 
Elej an d /M u sica l In d u strie s .”

w it 
o rchestra  
e United 

im p o rtan t 
Europe.

“ Junior Miss”  Set 
For TV Musical

N EW  YORK—“Ju n io r M iss,” the 
long-running Broadw ay h it and screen 
success, has been scheduled as one 
of th e  m usicals in CBS Television’s 
series  of special, hour-and-one-half 
color p rog ram s to  be p resented  next 
season under the  sponsorship of The 
D u P on t Company. “Ju n io r M iss” is 
slated  fo r  p resen ta tion  in December, 
1957.

D orothy  F ields has been signed to 
w rite  the  lyrics and B urton  Lane will 
c reate  th e  music. The book is being 
w ritten  by W ill G lickman and Joe 
Jtein, w rite rs  of “P lain  And Fancy,” 

id “Mr. W onde$\ul,” based on M ax
owardirdon’s s tag e  

E rsk ing  w ill prodi 
D orothy  Fielqs 

and screen’s m< 
is best remei 
coll; 
ber1 
Gun?
“ L et’sLi’ace I t . :

stage  
'busts. 

worK in 
brother,

of “A nnie G et Y our 
C en tra l P a rk ”
She w rote  th^ -iy rics  

'B roadw ay’s “A T rgo^G row s in 
Irooklyn” and w o m ^ M o tio n  P ic tu re  
‘.cademy A v m ja i 'io r  h e r lyrics to 

Jerom e Kgprf's melody, “The W ay You 
Look/Pfm ight.”

B urton  Lane the  com poser of such 
song h its  as  “How About Y o u ?” , 
“E very th in g  I H ave Is  Y ours” and 
“T he L ady’s in  Love w ith  You,” lias  
w ritten  th e  scores fo r  such -ipusicals^ 
as “F in ian ’s Rainbow,” “T h ree ^ v A  
Crowd” and  “E a r l C arro ll’s Vanities: 

No cas t announcem ent w as ma<

M iss ion  Accom plished

PLYM QUTH, MASS.— F ran k  Chacksfield, (r ig h t)  London Records’ m aestro  
whose „latest release “Voyage of the  M ayflower” w as introduced as a  trib u te  
t o s a i l i n g  of the  M ayflower II, flew to Plym outh, M ass., from  England to 

reet the  sh ip’s C aptain, A lan V illiers (center) upon his arriva l. The C aptain  
is holding a  copy of Chacksfield’s recording  which he asked th a t  the  London 
a r t is t  au tog raph . On le ft is a  rep resen ta tive  of the  BBC.

Baltimore D .J . Stages 
Drive-In R&R Show

Twin Drive-In Studios
7

M ILW A U K EE, W IS.— “If  one is 
good, tw o have to be b e tte r.” T h a t’s 
the  logic th a t  Joe C lark, ow ner of the 
F ie s ta  “ C ar-F e te ria s” in M ilwaukee 
used w hen he planned h is new F ies ta  
rad io  studios. In  addition to  having 
a  drive-in eatery , C lark  has added 
w ha t he th inks  in the  only tw o studio- 
tw o s ta tio n  drive-in  operation  in the  
country. As C lark says, “ I t ’s a  fiesta 
of en te rta inm en t, interv iew s, music, 
record personalities, a ll w*hile our 
gu ests  a re  enjoying  F ie s ta ’s out of 
th is  w orld food.”

The tw o M ilwaukee radio stations 
o rig in a tin g  th e ir  b roadcasts  from  the 
F ie s ta  drive-in a re  W FOX and W RIT 
(show n above). W FOX is a  popular 
M ilwaukee day tim er th a t  has dee jay

Pau l B arte ll doing his “F ox  Club” 
show from  th e  studios every  a f te r 
noon. A t 6 PM, W FO X ’ new person
a lity  Ricky Fox takes  over w ith a 
rock and ro ll show. W FOX broadcasts 
from  th e  F ie s ta  studio from  2:00 PM 
to  sign-off tim e, 8:30.

B roadcasting  is a t  its  peak  from  the 
F ies ta  Studios a t  6:00 AM w hen both 
W FOX and W RIT a re  on th e  air. 
W RIT is a  24 hour s ta tio n  and fe a 
tu re s  dee jay s  “K ing R ichard” and 
Jack  Raym ond.

Both s ta tions  a re  runn ing  a  contest 
to  nam e the  studios. The firs t prize 
is a  w eek’s vacation  fo r  tw o a t  D eer 
P a rk  Lodge in M anitowish W aters, 
W isconsin. Several record album s will 
be aw arded a s  additional prizes.

bo/

BALTIM ORE—Disk Jockey Buddy 
D eane (W IT H ) of th is  c ity  completed 
an unusual s tag e  show prom otion re 
cently. The show w as p resented  on 

riday  and S a tu rday  evenings a t  the  
iondson and Bengies D rive-in 

heh^res.
’la y i n g  b e fo re  a n  e s tim a te d  12,000  

,4,001k custom ers over the  two 
;he show w as staged  on a spe

cialty  constructed  p la tfo rm  located in 
a postaoA so th a t  “drive in” custom ers 
could w atch from  th e ir  autom oblies; 
and h ear w ith  th e ir  “in c a r” speakers, 
or g a th e r  around the  stand  to w atch 
th e  show a t  close range . Deane 
charged  on a  p e r car basis ra th e r 
th a n  on a  per person basis. Price of 
adm ission was five dollars per au to 
mobile, w ith th e  ticke t good fo r  six 
ad u lt adm issions.

Billed as the  m ost “g igan tic  rock 
and roll s tag e  show ever assem bled 
in B altim ore,” Deane plugged on his 
daily  radio  show the  fa c t th a t  one 
dozen leading recording  s ta rs  would 
appear to perfo rm  th e ir  h its  in person. 
All acts  on th e  show had a ir  play on 
th e ir  records before th e ir  appearance, 
and all had a  locally known record 
w ith which they  w ere associated. Sev
e ra l recording  com panies w ere re 
presented.

F rom  Sun label w ere C arl Perk ins 
and W arren  Sm ith, both  of whom have 
had B altim ore h its  in th e  p a s t couple 
of m onths. J im m y Bowen, A lfy 
W eatherbee, and Addie Lee rep re 
sented R oulette Records. From  Ram a 
Records, Johnny  Cardell, Rock La Rue 
and th e  Three Pals. Johnny  B urnette , 
whose “T rain  K ept A ’ Rollin’ ” was 
a  recen t B altim ore best seller, rep re s 
ented  Coral. The Tyrones o f M ercury 
perform ed th e ir  “Pink  C ham pagne.” 
Johnny Dee of Colonial records, w ith 
th e  J o l ly ^ a x  of^Teenage rounded out 
ttyePpbgraimWith help from  B altim ore 

m an ,/A l “M ad M an” Baitch.

ON TOP EVERYW H ERE

THE EVERLY BROS.

B Y E  B Y E  
L O V E

CADENCE # 1 3 1 5

c a d e n c e
40'lASÏÏÙ'ÏH Sf NtW V’ÓMTÜ, Kt.'

TH E HO TTEST IN S T R U M E h ^ p i

M A N TO V A N I

“ AROUND THE 
WORLD’179

1746

JO N D O N

BEST B ET !

DAVID SEVILLE

‘GOTTA GET TO 
YOUR HOUSE”

R E C O R D S , I N C .

“It’s W hat’s in THE Ca INTERNATIONALLY”
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A BO U T TH E BLUES
JULIE LONDON

(Liberty LRP-3043)
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N EW  G IR L  IN TO W N
BROADWAY CAST

(RCA Victor LOC-1027)

The Drums Are Beating For
A Rousing New Song H it.1

JOHNNY HEB
" ¡ T  a n r

B iL L Y  Y A N K
From the famous Sunday comic page 
syndicated by the New York Herald Tribune

Recorded by

GENE AUTRY on Columbia 
THE COUNTRY SINGERS on Vik

ROBBIN S M USIC CO RPORATION

I  7 I “S' T
5 HITS » V

Newport Jazz Festival Set
NEW PORT, R.I. —  Program m ing 

of th e  fo u rth  annual N ew port (R .I.) 
Jazz  F estiva l has been completed, i t  
w as announced by George W ein, m u
sical d irecto r of the non-profit cor
poration  sponsoring the  event. Over 
125 of the  w orld’s fo rem ost jazz m u
sicians and singers will appear over 
the F o u rth  of Ju ly  weekend.

All concerts will be held in F ree- 
body Park . Evening concerts begin 
a t  8:30, a fternoon perform ances a t 
2:30. The p rogram  lis ts  the  following 
a r tis ts  : N

THURSDAY (evening) JU L Y  4— 
“Louis A rm strong  B irthday  Celebra- 
b ra tio n ”— Louis A rm strong  (trum pet) 
A ll-S tars, Sidney Bechet (soprano 
sax ) , E lla  F itzg e ra ld  (voca lis t), Jack  
T eagarden  (trom bone), Cozy Cole 
(d rum s), J . C. H igginbotham  (trom 
bone), Red Allen ( tru m p e t), Kid Ory 
(trom bone), A rvell Shaw  (bass), 
C laude H opkins (p iano), B uster B ail
ey (c la rin e t) , George Lewis (c larinet) 
Band.

FR ID A Y  (afte rnoon) JU L Y  5 — 
Ju lian  “ Cannonball” A dderly (a lto ) 
sax) Q uintet, Gigi Gryce and Donald 
B yrd (th e  Jazz  L ab o ra to ry ), B ernard  
Peiffer (p iano) Trio,* Ruby B raff 
(tru m p e t) Octet, Pee W ee Russell 
(c la rin e t) , Toshiko Akiyoshi (piano) 
Trio, M at M atthew s (accordion), Leon 
»ash (accordion) Q uarte t.

“ SO YOUNG”
CLYD E STA C Y  # 1 0 1 5

EASY MY LOVE”
SAM M Y LOWE #  1014

BRUADWAŶ* 
(Phon«: Circle 7-59471

'mJ1

The Gash Box
Award o’ the Week

NAPPY BROWN
“ BYE-BYE BABY” #  1514

GOODY, G00PY GUM PROP”
Another BIG one!

THE JIVE BOMBERS
“ CHERRY”“ YOU TOOK MY LOVE”

#  1515

SAVOY RECORD C O .,In c. 
NEW ARK, N .J.

FR ID A Y  (evening) JU L Y  5—E r-
ro Y l G a r n e r  p i a n o )  T r i o ,  Q o o r g o

¡hearing (p iano) Q uintet, Bobby
ack e tt (tru m p e t) Sextet, Roy El- 

d ridge (tru m p e t) , S tan  K enton (p i
ano) O rchestra, Coleman H aw kins 
(ten o r sax ) , S tan  Getz (teno r sax ), 
Jo Jones (d rum s), Tony Scott (c la ri
n e t) , O scar P e ttifo rd  (b ass), Pete  
Brow n (alto  sax ) , Carm en McRae 
(vocalist).

SATURDAY (afte rnoon) JU L Y  6 
— Don E llio t (m ellophone) Q uarte t, 
H orace Silver (piano) Q uintet, Jim m y 
Sm ith (o rgan ) Trio, K ai W inding 
(trom bone) Septet, 28-piece F arm ing - 
dale H igh School Band, Bobby H en
derson (p iano ), Jack ie  P a ris  (vocal
is t) ,  Eddie Costa (p iano), Rolf Kuhn 
(c la rin e t) , O scar P e ttifo rd  (bass).

SATURDAY (evening) JU L Y  6— 
Dizzy Gillespie (tru m p e t) O rchestra, 
Dave B rubeck (piano) Q uarte t, Billie 
H oliday (vocalis t), C hris Connor (vo
ca lis t) , G erry  M ulligan (baritone 
sax) Q uarte t, T u rk  M urphy (trom 
bone), Sonny S ti t t  (a lto  and teno r 
sax ) , M ary Lou W illiam s (p iano).

SUNDAY (afte rnoon) JU L Y  7— 
Gospel M usic: M ahalia Jackson, C lara 
W ard  and H er W ard  S ingers.

SUNDAY (evening) JU L Y  7 — 
Count B asie (piano) O rchestra, S ar
ah  V aughan (voca lis t), O scar P e te r
son (piano) Trio, W ilber De P a ris  
(trom bone), J im m y Giuffre (c la rine t) 
Trio, Teddy W ilson (piano) Trio, 
Stuff Sm ith (v io lin), J im m y Rushing 
(vocalist).

T icket prices fo r  concerts a re : 
Evening  (se rie s), .$12-16-20; evening

(per perform ance), $3-4-5; afternoon 
(per perform ance) $1.50.

In addition to the  concerts, two 
panel discussions a re  scheduled, both 
a t  11:00 a.m . The subject of the  first, 
on F riday , Ju ly  5th, will be “W ork
ing  Conditions of Jazz  M usicians, 
P resen t and Possible.” P a rtic ipa ting  
w ill be G erry M ulligan, saxophonist 
and band leader; John Levy, m anager 
of jazz a r tis ts ; B ert Block of the  
A ssociated Booking C orporation; and 
George A vakian, A rtis ts  and R eper
to ire  head of Columbia Records’ pop
u la r and jazz album  division.

On S aturday, Ju ly  6th, the  panel 
discussion will be on “Music and the  
Use of H ab itua ting  and Addict
ing D rugs.” P anelis ts  will be Dr. Paul 
Diamond, p sy ch ia tris t; John  H am 
mond, jazz  critic  and one of th e  F es
tiv a l’s d irectors; M axwell T. Cohen, 
a tto rn ey  and business m anager fo r 
jazz a r tis ts ; p ian ist Billy Taylor; 
and F a th e r  N orm an O’Connor, jazz 
au th o rity  and chaplain  a t  Boston 
U niversity .

Both panels will be m oderated by 
N a t H entoff who organized the  dis
cussions. They a re  free  to th e  public.

The F es tiv a l’s 68-page jou rna l will 
contain, in  addition to  the  F estiva l’s 
official program , biographies of the  
m usicians appearing , in fo rm ation  of 
w ha t to do in N ew port, a sea ting  
plan of Freebody P ark , a  “H appy 
B irthday” section honoring V>uis 
A rm strong , a  run-down of t  J r i n -  
te re s tin g  people” in jazz  one is liable 
to m eet in N ew port and m any o ther 
valuable fe a tu re s . B

T ran sp o rta tio n  to N ewporir v ia 
Providence is offered by A m erican, 
E aste rn , N ational and U nited A ir
lines as  well as  the  New York, New 
H aven and H a rtfo rd  Railroad. Busses, 
tax is  and an  a ir  tax i service operate  
betw een Providence and N ewport.

Officers of the  non-profit co rpora
tion sponsoring  the  F estiva l a re : 
Louis L. Lorillard , p residen t; George 
W ein, vice-president; R ichard S hef
field, sec re ta ry ; and Jerem iah  P. M a
loney, tre a su rer . D irectors a re  th e  
officers and Irv in g  Beck, Charles 
Bourgeois, W illis Conover, John H am 
mond, Mrs. Louis L. Lorillard , C lai
borne Pell, Prof. M arshall S tearns 
and M iss T erri T urner.

A dvisory m em bers to  th e  N ew port 
Jazz  F estiva l a re : N elson A ldrich, 
Cleveland A m ory, Louis A rm strong , 
George A vakian, Count Basie, R ich
ard  D yer-B ennet, Leonard  B ernstein , 
P rof. Donald Born, D ean R obert 
Choate, A aron Copland, Bill Coss, 
H enry  Cowell, D ean Dixon, Cyrus 
D urgin, Rudolph Elie, J r .,  R alph E l
lison, Duke E llington, Leonard F ea 
th e r, A rth u r Fiedler, A rnold Gin
grich , Benny Goodman, N orm an 
Granz, J a y  H arrison , M axim K arolik , 
S tan  Kenton, Sylvia Marlowe, John 
Maxon, A llan M orrisson, Irene Mu- 
lick, F a th e r  N orm an O’Connor, John  
B arry  Ryan, J r .,  G unther Schuller, 
George Simon, P e te r  Temple, B arry  
U lanov and George H enry  W arren.

“O nly those records best su ited  fo r com m ercial use are review ed b y  THE CASH BO X”



IX— AUTOMOTIVE
90N- ■Automobiles— New

ro r  a k c a l  d u t  in a new car 
. . .a  1957 Chevrolet...see Smith. You get FA C TS ...you 
get LOW  PRICE...you get an honest and sincere trade. 
And you get the finest service in the South...PLUS a 
3 0 ,0 0 0-mile auarantee-at no extra cost-and N O YAKJ

S A N  AN TO N IO ’S ONLY H O M E-O W N ED  C H EV RO LET  DEALER

^Thanks to KONO Radio 
860 on your dio9

1 2 0 0  B L O C K  BROADWAY • SMITH SQ U A RE CA 3-4281

CHEVROLET

ñ
tv i ™I m oJill
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I X — A U T O M O T IV E IX — A U T O M O T IV E
90N— Automobiles— New I90N— Automobiles— NewSEE US LAST!

*500.000 STOCK
OF NEW 1957 IMPERIALS •  CHRYSLERS 

AND PLYMOUTHS •  MUST BE SOLD
To Clear the May for '58 Models

W e mean what we say when we say 
we will not be undersold!

ALL NEW CARS IN STOCK WILL 
BE SOLD AT TERRIFIC DISCOUNT 
PRICES, WITH HIGHEST TRADE-IN 

ALLOWANCE ON YOUR PRESENT CAR!
For The Best Deal in Town—See

Rieger

1 W a n t  A d s  C A 5 -1 6 1 1 6th Express-N ews C lassified  ra g e  W ednesday ,Septem ber 18.1957
I X — A U T O M O T I V E IX — A U T O M O T IV E  i IX — A U T O M O T IV E  I IX — A U T O M O T IV E IX — A U T O M O T IV E
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CHRYSLER-PLYMOUTH

900 Broadway
"Right with Rieger" 

Open Sunday CA 6-9354(20

BUY THE

1958 EDSEL
AND BE MODERN!
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Jv sa g h - o f course:avana

If you name the three top men in ,any fie ld, two 

of them most likely wear Cavanagh Hats. Do you?



W A R M F R  T0DAV -  Fair- warmer, m i T l  l j l l  more humid, high upper
80s, lower near lake. TONIGHT—Partly cloudj’, 
low upper 60s. SUNDAY—Partly cloudy, warm, 
humid, chance of thundershower by night, high 
near 90. Sunrise 5:40; sunset 8:15.
8 p.m....78 2 a.m....70 i 6a.m....67 9 a.m..*76

10 p.m....75 4 a.m....69 I 7a.m..*68
Midn’t....72 5a.m....68 | 8a.m..‘72 *Unoffic’l.
Friday: High «3; low SB; mean 75. (U.S. official weather report.)

DAILY NEWS WEATHER GAME
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TEENAGERS GET NEW NIGHTSPOT
To give high school students an op

portunity to dance to music they like 
in a “grown-up, sophisticated atmo
sphere,” WTTM Trenton, N. J., opened 
a teenage night club Friday. Luxuri
ously appointed and styled “after Broad
way’s finest,” the Castle Roc, as it 
will be known, is opening exclusively for 
students Tuesday, Wednesday and Thurs
day 3-10 p.m., Friday 3-midnight ad
mission: 25 cents before 6 p.m., 50 cents 
after. The project grew out of WTTM’s 
broadcasts from its studios at Seaside

Heights, N. J. The station will originate 
its Dance Party from the high school 
nighterie and a live entertainment policy 
will be scheduled for Friday and Saturday 
evenings. Such cities as Detroit, Chicago, 
Indianapolis and Buffalo have teenage 
night clubs and, in following the pattern, 
it is WTTM’s plan to, “help cut down 
juvenile delinquency by giving teenagers 
a respectable place to go for dancing 
after school and after the weekend movie 
date.”



WINS Airs 'Voice in the Night'
WINS New York has begun programming 

readings of horror tales at midnight after 
an audience response of “over 3,000 cards 
and letters praising a test broadcast” in 
January.

Titled Voice in the Night, the program 
is heard Friday, Saturday and Sunday, be
ginning at midnight and running until the 
entire story has been read without inter
ruption. Reading is done by Sydney Gross/



HOW TO ASK FOR FARI-MUTUEL TICKETS
Please call the NUMBER of the horse FIRST then the 

quantity of tickets desired.
Example: "Number Seven. Two Tickets."

----------------- o-----------------

NOTICE
While every effort is made to avoid mistakes in the 

makeup or printing of the program, Fair Grounds Cor
poration assumes no liability to anyone for program 
errors or omissions.

PHOTO FINISH
The Camera is used as an assistance to the Judges 

arriving at a decision. However, in all races, the deci
sion of the Judges is final.

------------ o------------
WHEN A FOUL IS CLAIMED

In the event a foul is claimed the Neon Light IN- 
UIRY will flash on the Centerfield Board.
The numbers on saddlecloths correspond with 

horse's number on program.
------------ o------------

SPECIAL NOTICE
The Association will not be responsible for lost or 

destroyed "TOTE" tickets and reserves the right to re
fuse payment of those which may have been torn or 
mutilated.
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. . . OR, as Abraham Lincoln said, 
"YOU CAN FOOL SOME OF THE •  

PEOPLE SOME OF THE TIME"



Here are some little-known facts about the daily operation 
of The Houston Chronicle:

Edition Press Time Net Press

1st 9:40 AM 47,455
2nd 11:39 AM 106,910
3rd 2:008 PM 44,740
4th 3:50 PM 8,820
Predate 4:12 PM 13,625

The second edition, in bold face above, is The Houston 
Chronicle's home edition, as indicated by the larger press 
run. Note the time it went to press on Tuesday, Sept. 10, 
1957: 11:39 AM.

Today's News Today? How con you print a full day's news 
by 11:39 in the morning? But that's the claim The Chronicle 
makes. Today's News Today. Yet six days each week, the 
Chronicle's home-delivered circulation goes to press be- 
before noon.



This is not guesswork. These figures were filed by the 

Chronicle with The Audit Bureau of Circulations.

They reveal clearly a fact that's well known inside the 

newspaper business:

By the very nature of its deadline limitations, an afternoon 

paper can cover but a small portion of each day's events,, 

that day.

"Today's News Today" is, as a matter of hard fact, only 

a selling gimmick. It bears no relationship whatever to the 

value a newspaper may have to you. There are good morn

ing newspapers and good evening ones.

However, these things should be remembered:



The Post, as a morning newspaper, has a distinct time ad

vantage over Houston's afternoon newspapers —  which 

must go to press long before much of the day's news has 

«even happened.

The Post is now the state's largest newspaper with a total 

circulation of over 213,000 daily. It reaches its readers 

the first thing each morning with fresh news. It follows a 

policy of honesty and accuracy in publishing a newspaper 

and in dealing with the public. The Post makes no claims it 

cannot back up.

T h e  H o u s t o n  P o s t
Written And Edited To Merit Your Confidence



STARRING

pulse interne»'1*
:££-*** 11He is see" 

tindinis "audience o

. . . IN STORIES OF A DANGER-LOVING MAN WHO 
LIVES ON CANNED OXYGEN AND RAW COURAGE

NO RATING GIB



IN T V . £ PUBLIC SERVICE OF Gl ÎATER DETROIT

“ THE

WKMH TRAFFIC 
COMMUNICATOR

a WKMH origination

W

Throughout the peak travel hours of the day the Traffic 

Communicator, a uniformed policeman broadcasting directly from 

Detroit Police Headquarters, supplies "The Man on Wheels” 

with up-to-the-second reports on traffic conditions— accidents, 

tie-ups, routes to avoid. Special bulletins are rushed on the air

seconds after news reaches Police Headquarters. In the City on 

Wheels, where over 81%  of the families own cars—where over 
65%  use those cars as their principal means of transportation 

to and from work — this information is a MUST! Here is news 

broadcasting at its highest level — true public service!

W K M H
D E T R O I T  • D E A R B O R N

John C arro ll, M anag ing  Director

K N O R R  B R O A D C A S T IN G  CO R P. F R E D  A.  K N O R R ,  PRES. 
Represented by H EA O U r__ V

P a g e  27
B r o a d c a s t i n g November 18, 19S7



.ie eight prize-winning radio com- 
chosen by Radio Advertising Bu- 

i its radio clinic [L ead  St o r y , Oct. 
i'he eight: Beech-Nut Gum, Ford, Bud- 

,er, Dodge, Marlboro, Pepsodent, Win- 
.1 and Texaco.

jilver Barrel Spins for 60
ABN will give away a total of 60 Moto

rola portable radios in its “Spin the Silver 
Barrel” contest. Listeners are invited to send 
post cards containing name, address and age 

’ to the network’s Johnny Pearson Show, Merv 
“ Griffin Show and Bill Kemp Show. Starting 
n Nov. 16, names will be drawn on each show 

from the spinning silver barrel to decide the
e" 60 winners.

te-
ìat
>ed KITE Baby-Sitter Aid

KITE San Antonio, Tex., is sending to 
parent-listeners an “Instructions for Baby- 
Sitter” blackboard, complete with chalk. 
The board is marked: We are at . . . We ex- 

vTJN pect to be home by . . . and other pertinent 
icor- information to the baby-sitter. This is, as

it says on the board, “Another thoughtful 
service from KITE.”

CHCH-TV Starts Talent Hunt
CHCH-TV Hamilton, Ont., has started 

a national co-operative talent hunt program 
in conjunction with other Canadian inde
pendent tv stations. CHCH-TV pays ex
penses of entrants in the contest while they 
are in Hamilton, and other stations are 
being asked to supply acts and arrange re
turn transportation. Weekly cash prizes are 
offered with grand prizes for winners at 
the season’s end.

'Gray Ghost Special' Sets Tour
CBS-TV Film Sales is planning a tour 

with an authentic Baltimore & Ohio Civil 
War train. Complete with engine, tender 
and two cars, it will stop at New York, 
Philadelphia and Washington as part of a 
promotion for The Gray Ghost, a syndicated 
film show. The train, officially named the 
“William Mason,” has been re-dubbed “The 
Gray Ghost Special” by CBS-TV Film 
Sales for the tour.

November 11, 1957 •  Page 117



Cornhuskers Nearly Upset 'Em
A seven-foot telegram, sent by KBON 

Omaha to the U. of Nebraska Cornhuskers 
football team, contributed to a near upset 
of the highly favored Missouri Tigers Oct. 
26. For two days prior to the game, the 
station aired a series of announcements 
asking Cornhusker fans to add their names 
to a morale-boosting telegram that KBON 
was sending. All listeners had to do was 
to call Western Union— the station paid all 
charges. When delivered the telegram car
ried the names of more than 400 Nebraska 
U. football well-wishers. Before the game 
Missouri was a two-touchdown favorite; 
final score, Missouri 14, Nebraska 13.



NEY. TRIPLE PARLAY 
TO PROFITS 

FOR RADIO STATIONS
Build a
captive audience

Here’ s a proven promotional deal for radio stations promis
ing such rich rewards that i t  sounds like  the old chain 
letter. But th is  chain, once you start it, can’ t be broken.

The gimmick in the plan is the new re-engineered, restyled 
Newsette Pocket T ransistor Radio, but bu ilt for one-station

Sell your 
unsold time

Sign up those hard- 
to-close advertisers

0
reception--your station. The ca ll letters of your station are 
gold-stamped conspicuously on the case.

F irs t the plan se lls your sustaining time through an irresis- 
table new approach to present or prospective sponsors. 
How? As a special or introductory deal, you offer an ad
vertiser $100 worth of Newsette radios (5) for every 
$100 worth of time he buys. This nets you $30.00 profit 
per $100 since the single channel radios re ta il at $19.95 
but cost you only $13.95 each in lots of 10.

Your advertiser can sell these radios at an attractive 
special price (regularly $19.95, including battery) or he 
can give them as premiums w ith the sale of larger items.

You build a captive audience using radios that can pick 
up only your station and w ith your call letters emblazoned 
on the case.

This plan is not a dream. I t ’ s not a new idea off the tops 
of our heads. I t ’ s been done and proved in c itie s  from 
New York to Seattle. In our f irs t test market, C incinnati, 
WKRC has put out more than 8,500 sets during the past 
year. That's equivalent to more than $200,000 in time sales 
on our T rip le  Parlay Plan. WKRC has also gained steadily 
in Pulse ratings since starting our plan.

SIZE

HERE'S THE G IM M IC K :
N ew sette V es t-P o ck e t T ran s is to r Radio. Shown 
actual s ize  — no b igger than a k in g -s ize  c ig are tte  
package. W eight 7Vz ozs . Com plete transistor  
superhetrodyne c ircu it d ip-soldered w ith  trouble- 
free printed ch ass is . Combined on-off and volume 
contro l. Feath er-w eig h t earphone w ith  ad justab le  
ear c lip  e x c lu s iv e ly  for personal recep tio n . 
Econom ical lo n g -life  tran s is to r 9 -v o lt ba tte ry .

h igh-im pact Styron case.

BE FIRST IN YOUR AREA . . .
Write, w ire or phone for de ta ils . Better s t i l l ,  send your 
check for $15.00 to expedite de livery of a sample 
radio for your approval. f  V  MANUFACTURING CO.

7 8 3 e . M c M i l l a n  s t r e e t C I N C I N N A T I  6,  O H I O



Oay of Intercom 
otiflistic Missile

By BEM PRICE
WASHINGTON (M—The day of the ballistic missile whi 

has both intercontinental range and near pinpoint accuracy L 
Just about here. j

To reach this development stage scientists have duplicated 
the principles of the universe and created temperatures one 
and a half times hotter than the!
sun.

They have built machines 
which can reproduce the flight 
conditions encountered at 25 

; times the speed of sound— 
roughly 18,000 miles per hour,

They have developed guidance 
' instruments w h i c h  navigate 

without reference to any point 
on earth, instruments so sen
sitive that the weight of a lint! 

. speck from a polishing cloth 
will spin them off course by 
several degrees.
Right on Target

There apparently are well- 
founded reports that the Sperry 

f Gyroscope Co. of Great Neck, 
N. Y., has produced a device 
known as the Accelerometer 
which can detect—and correct—

'* Ration in the flight path
n. missile of one hundredth 

; of one degree.
; This means that a missile 
fired at the moon some 238,000 

. miles away would hit a target 
no longer than a football field.

Further, t h e s e  instruments 
are sturdy enough to be packed 
inside a missile which acceley-j 
ates at nine times the force of 
gravity.
Two Major Problems

From the military standpoint | 
two major problems have had 
to be mastered:

1. How to guide a missile 
from Point A to Point B 5000 
miles or more distant with

. near pinpoint accuracy.
2. Bow to bring back an ob

ject ranging 600 to 1000 miles 
in space without having it 
burned to a cinder by at
mospheric friction.
To solve the first problem— 

at least theoretically—scientists 
. have taken the gyroscope, which 
employs the principles of the 
universe, and incorporated it 

.into the navigation s y s t e m  
known as “inertial guidance.” 
Navigation to Destination 

4 With this system a missile, 
iirplane, a ship or subma-

_,.d can be directed to its des-
•tination without compass, radio 
*‘or radar and without a glimpse 
of earth, sun or stars.

The solution to the second 
problem involved an almost in- 

"credible search for a material 
-¡rr-and how to shape that ma
te r ia l  once found—which had

scope was first announced las* 
April 18 by the Massachusetts 
Institute of Technology. It was 
largely the work of Dr. Charles 
S. Draper and Dr. Walter Wrig- 
ley.

They began work in 1939 on 
the problem under the sponsor
ship of Sperry and the U.S. 
Navy Bureau of Ordinance. 
Free-Floating

The heart of the system is 
a completely free-floating gyro
scope sealed in a four-inch cy
linder about the size of a tomato 
can. It spins in a fluid at 12, 
000 revolutions per minute sup
ported by practically friction
less sapphire bearings.

By angling the axis, of the 
gyroscope to an imaginary star 
any object which moves and 
can be controlled can be direct
ed to a predetermined target.

Further, no natural phenome
na such as weather, sunspots or 
magnetic influences will cause 
it to deviate from its path. Once 
the gyroscope has been set and 
the missile launched no enemy 
can interfere with radio or ra
dar.
Re-entry Work

The problem of re-entry has 
been tackled by nearly 20 pri
vate concerns. One of the pio
neers in the field is AVCO 
Manufacturing Corp. at EveV 
ett, Mass.

AVCO is under a $111 million 
contract to the air force to build 
the nose cone for the Inter
continental Ballistic M i s s i l e  
(ICBM) Titan, now being made 
by the Martin Co. of Balti
more.

At the Massachusetts labora
tories of AVCO a 55-year-old 
invention known as the shock 
tube Was refined by Dr. Arthur 
Kantrowitz, one of the nation’s 
top scientists in gas dynamics.

Kantrowitz’ shock tube is a 
large, cannonlike a s s e m b l y  
which, when fired, produces a 
shock wave so fast that its 
travel time is measured in mil
lionths of a second.
15,000-Degrce Heat 

The tube is fired by the hign 
compression of a combination of 
gases or the explosion of oxy
gen and hydrogen tempered by 
helium and nitrogen,

As the gases flow over- any 
object placed in the chamber| 

r,J. of the tube conditions result
......a p p ro x im a te  th a t o t  a

— ...------ ■wVthout\rn issUe n ose  cone t r a v e l in g  at.
. c ra c k in g . T o  w ith stan d  te m p c r a -1 ^ '"® ' m ile s  p e r  h ou r. T h e  ro- 
tu re s  o f  15,000 d eg re e s  Fahren -\s is tan ce  o f  the  o b je c t  to  the

flow of g a se s  p ro d u c e s  te m p e r
a tu r e s  of 15,000 d eg rees  
more.

h eit--~ i%  tim es  h o tte r  than  th e '
sun’s surface—without burning!
•up.
Secret Compound, Shape

arriving at a solution, the,
^ ■ re n tis ts  developed a highly- 

^ e c r e t  ceramic and metallic 
dust compound and an equally I 
secret shape.

; Navigation by gyroscope long, ......-o -
has been known. In fact Sperry, mendous speed, 
which pioneered in this field.’ Week in and week out since 
was experimenting with droneW55 the AVCO researchers de
planes for use as aerial torpe- s,gned and redesigned “fami- 

..does back in 1915. The planes Iies” °f shapes. One family 
Were guided by a gyroscope, would involve as many as 40 

In essence the principle of f  uck shapes, all closely related 
the gyroscope is as old as the but vvith slightly different tech- 
world. Indeed, the world is a n,caI Properties, 
gyroscope. | Nobody but AVCO now knows

Involved in the selection of 
a material for a piissile nose 
cone w a s  consideration of 
'shape. The scientist a t AVCO 
were seeking a  form which 
would dissipate heat as it 
moved through the air a t tre-

The world spins on its axis 
with an equatorial speed of 1000i 
miles per hour plus. This cen-| 
trifugal force keeps its axis 
pointed to within one degree ofj 
the north star.
Force of Spin jj

| One property of the gyroscope 
Is that called precision. I t oc
curs when a force tries to 
change the direction of the spin
ning axis. In the case of the 
earth, precision is caused by 
the off-center pull of the sun’s 
gravity. T h e  force of the 
earth’s spin, however, keeps 
the axis eternally in line.

In brief, a  Gyroscope can be 
given spin to keep its axis in 

fixed position. If you "want 
o change the direction of an 

object, you simply change the 
axis of the gyroscope.

The new inertial guidance 
system employing the gyro-

how many such families haw 
. e.e n *este(i- The number runs 
into the hundreds.

In any case, AVCO has an
nounced that it finally does 
have a  cone which will meet 

military s requirements


