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wilmington, delaware

SELLS your product in a

prosperous, free-spending market

WDEL is located in Wilmington, Delaware—the chemical capital of
America. This city includes among its principal industries: E. I. du Pont
de Nemours & Co. (Inc.), Hercules Powder Co., Atlas Powder Co.,

Co., National Vulcanized Fibre Co., Bond

Pusey & Jones Corp., Joseph Bancroft & Sons ——————
\ PENNS‘\_“JP\“\P\_,” . JZ

....... - & _
[ - \ i

Crown & Cork Co., Amalgamated Leather Co., ‘?‘\
Inc., Allied Kid Co., etc. The city’s strategic 117‘9?» ‘\\:7
location, transportation facilities and wide %

industrial diversification assure it a great, stable
and prosperous future. WDEL covers this area
effectively—profitably for many advertisers.

Your advertising dollars are wisely and econ-

omically spent on this business-getting station.




Aunother addition Lo

" YANKEE NETWORK News Service

The WIRE RECORDER

for on-the-spot reporting

Yankee wire recordings of headliners in the news;
Governor Maurice J. Tobin, Massachusetts; Dr. Stoyan Gavrilovic,
Chairman UN Site Committee; John Quinn, General Manager, Boston Braves

of headline news

From fires and sports to politics and courts,
news as it happens is being caught by Yankee’s
wire recorder.

More accurately than a reporter’s notebook,
it gets the factual eye-witness account of the
news — the scene, the action, the exact words
of the headline personalities participating.

Yankee established one of the country’s
first independent radio news services. The
wire recorder is the latest addition to
facilities which have made Yankee New
England’s largest radio news service — with
complete AP wires, International wires, direct
Woashington wire, Reuter’s Service and a large
local and regional staff of trained newsmen.
Yankee has a distinguished list of commentators
including Cedric Foster, Bill Cunningham and
Nelson Churchill with his “Nine O’Clock News'’;
plus play-by-play sportcasters such as Jim Britt,
Tom Hussey and Lester Smith.

Yankee “NewsWhile it is News” is on the air,
on the hour, four times daily (since 1934), in
addition to news flashes around the clock. The
Yankee newsroom never closes.

The great range of its news sources and
mechanical facilities explain why Yankee has a
long and impressive list of news beats to its
credit — and why Yankee's “News While it is
News” is first with the New England audience.

events

Recent headliners in the
News via
Yankee Wire Recorder

*

Dean James M. Landis
Harvard Law School

Father Danief Linehan, S.J.
Weston College Seismologist

Irving Berlin

Rudolph King,
Mass. Registrar of Motor
Yehicles

Jake Lindsey
Winner Congressional Medal of
Honor

Stanley Kyriakides
1946 B.A.A. Marathon Winner

Joseph P. Kennedy
Former Ambassador to Great
Britain

Joe Cronin
Manager, Red Sox

Billy Southworth
Manager, Boston Braves

Dr. Kirtley Mather
Harvard University

Denny Meyers
Head Coach, Boston College

Art Ross
General Manager, Boston Bruins

General Jonathan Wainwright
Hero of Bataan

Dick Harlow
Harvard Football Coach

Don Budge
Pro Tennis Star

Dr. Karl T. Compton
President, M.I.T.

THE YANKEE NETWORK, INC

Member of the Mutual Broadcasting System

21 BROOKLINE AVENUE, BOSTON 15, MASS.

EDWARD PETRY & CO., INC., Exclusive National Sales Representative

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS,

INc., 870 National Press Building, Washington 4, D. C.

Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.



Closed Circuit

SOME FOLKS in New York are reported on
pins and needles over WOV sale’s complica-
tions. Now that Mester Bros. transaction for
purchase of station for $300,000 is headed for
courts by virtue of FCC refusal to approve
sale, Arde Bulova and Harry Henshel, WOV
principal owners, are forestalled from nego-
tiating with others. Latest proposal, already
in writing, understood to be $1,000,000 offer
of David Dubinsky’s International Ladies’
GarIlent Workers Union.

YOU CAN take it or leave it because there’s
no c¢onfirmation, but Washington’s vaunted
graﬂevine has OPA Administrator Paul A.
Porter returning to FCC soon—irrespective of
what happens to pending legislation for exten-
sion of beleaguered price control agency. It
would entail new presidential nomination and
Senate confirmation, with Acting Chairman
Denny moving over. President Truman has kept
chairmanship vacant as promised since Porter
was idrafted for arduous OPA task last March.
FOOD-DRUG-COSMETICS field, representing
subsLantially one third of network revenue, is
being advised by experts to snap up network
periods available because of return of summer
doldrums. One of network newcomers expected
to be Plough Inc. of Memphis, which has been
looking for choice time to buttress its spot
campaigns for some months,

NEGOTIATIONS looking to sale of WPTZ,
Philco’s television station in Philadelphia, may
be concluded by time this issue reaches you.
Convinced manufacturing provides sufficiently
wide| scope to occupy its energies, Philco hav-
ing conversations with Philadelphia Inquirer
(WﬂIL) and Philadelphia Bulletin (WPEN)
to relieve it of programming burdens. Deal
probably would cover arrangements to permit
continuation of experimentation in television
relays.

WHAT’S destined to be important book on
radio now is in drafting stage. Author is J.
Leonard Reinsch, managing director of Cox
radio stations and radio adviser to President.
Titled Broadcast Station Management, volume
will trace station operation from filing of ap-
plication to filing of renewal and is designed
as textbook as well as handbook for stations.
Publisher is Harper & Bros. with first printing
scheduled next year.

THE MARITIME Commission earmarking
about $1,000,000 for advertising surplus prop-
erty. Agency to be selected. But thus far, plans
are for newspapers and trade magazines be-
cause no one has come up with appealing
radio idea. In fact, radio has made very little
effort, it is understood.

NOW THAT FCC has proposed denial of sale
of KQW by Bruntons to CBS for $950,000, look
for other negotiations for acquisition of station
probably at more substantial figure. Sale to
others, however, unlikely until legal remedies

(Continued on page 94)
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June 5: Meeting of Public Advisory Committee
of the Advertising Council, Waldorf-
Astoria, New York.

June 5-7: NAB Sales Managers Executive
Committee, Statler Hotel, Washington.

(For other Upcomings, see page 52.)

Bulletins

EXTENSION of waiver of Rule 3.407 per-
mitting Mutual to broadcast on delayed basis
without usual identifying announcements un-
til end of daylight saving time granted Friday
by FCC. Commission earlier granted similar
waiver to ABC.

TO DETERMINE whether Radio Station
WOW Inc., Omaha, can justify $3,500,000
rental for WOW from Woodmen of the World
over 25-year period and still operate ‘in public
interest,” FCC Friday ordered station’s license
renewal set for hearing. WOW leased to pre-
sent lessee, headed by John J. Gillin Jr., WOW
general manager, last August [ BROADCASTING,
Aug. 2T].

Business Briefly

GENERAL FOODS SHIFT @ Part of General
Foods reshuffling of its fall shows starts with
Adventures of the Thin Man, 7-7:30 p. m.,
moving into Baby Snooks time 6:30-7 p. m.
on CBS, effective Aug. 8. New time not set
for Baby Snooks. Agency, Young & Rubicam,
New York. (Another GF story, page 89.)

SPORTS SPONSOR ® Willoughby Machine &
Tool Co., Willoughby, O., today, starts for 13
weeks The Sports Parade on KDKA Pitts-
burgh, Mon. through Sat., 11:15-11:25 p. m.
Agency, Gregory Adv. Inc., Cleveland.

CPA TO CUT APPROVALS

APPROVAL of building authorizations by local
offices of Civilian Production Administration
to be cut two-thirds in dollar volume for at
least next 45 days. Drastic order announced
by CPA Administrator John D. Small ascribed
to impact of strikes on output of building
materials and to large volume of construc-
tion now under way (earlier story on page
73). New building projects will be allowed only
if vital to public health and safety, essential
to increased food supply, urgently needed for
new residential areas, or without impact on
housing program. Order construed as tempo-
rary body blow at new radio buildings.

FCC Would Deny Sale of KQW to CBS

“CHARACTER?” of stations—their frequencies
and powers, not numbers alone—is determining
factor in judging “concentration of control,”
FCC ruled in late Friday decision proposing
denial of $950,000 sale of KQW San Francisco
by Brunton brothers and C. L. McCarthy
to CBS [CLoseEp CirculT, May 27].

Comrs. E. K. Jett and Ray C. Wakefield dis-
sented, disputing majority’s arguments that
CBS present ownership of six 50 kw clear
channe] stations and one 5-kw regional rep-
resents concentration of control in AM which
should not be extended. They contended pub-
lic interest would benefit by approval of sale.

Majority proposed opinion cited FCC 1941
“Report on Chain Broadcasting,” said since
then Commission policy has been toward les-
sening of concentration of control by networks
or others. Similar policy against concentration
of control follows in FM and television, major-
ity continued, noting FM ownership is limited
to six stations while television tops is five.
Said majority opinion:

“The Commission is of the opinion that in
AM, as in FM, it is against the public interest
to permit a concentration of control of broad-
casting facilities in any single person or organ-
ization. Such concentration of control—par-
ticularly in AM—is not a factor of the ab-
solute number of stations alone but depends
also upon the character of the facilities in-
volved, e.g., the powers and the frequencies
of the stations. [Obviously, one well-located
50,000 w clear channel station may be the equiv-
alent of many local or regional channel sta-
tions]. As has been pointed out, CBS already
owns directly seven AM stations, six of which
are 50,000 w clear channel stations, and the

seventh, a 5,000 w regional station. In the
Commission’s opinion, the ownership of these
stations already represents such a concentra-
tion of control of AM facilities that it should
not be extended.”

Commissioner Jett argued that CBS owner-
ship of KQW would better assure network
transmission of programs from “the important
San Francisco Bay area” and that, since NBC
and ABC own one station each out of 11 in that
area, transfer would improve network com-
petitive situation.

“There is nothing in the record to support
a finding that the seven stations (of CBS) ...
constitute a concentration of control,” he de-
clared. “Furthermore, such a finding is con-
trary to the Commission’s views expressed in
its ‘Report on Chain Broadecasting’,” in which
FCC held it inadvisable to prohibit network
from owning station in “key’ cities, including
San Francisco.

“Moreover,” he said, “in my opinion, the
doctrine of free enterprise and competition
does not lend itself to a policy which seems to
set an arbitrary limit on the ownership of
stations.” Rather, he said, each case should
be considered separately. While common control
of six stations “in a small section” might be
against public interest, he said, twice that
number over widely separated areas might
cause no opposition.

Commissioner Wakefield, "agreeing “in gen-
eral” with Commissioner Jett, said majority
opinion “ignores completely such essential fac-
tors” as number of stations in San Francisco
Bay area, distance from other CBS-owned sta-
tions, and importance of owned stations in San

(Continued on page 94)
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Young Jack rubbed his dazzled eyes when he be-
held the Giant Beanstalk—looking, perhaps, much
like advertisers who discover the power of spot
radio. Just sending a modest budget into the air

and reaping a rich harvest seems like magic!

But there is no magic to spot radio—the medium
that covers specific markets or the entire country.
It's intensive sales effect, where you want it—when

you want it.

Advertisers using the stations listed here know the
success of spot radio—the medium that can force
distribution; fit distribution or sell an institutional

idea.

REPRESENTED NATIONALLY BY

NEW YORK - CHICAGO - LOS ANGELES
DETROIT - ST. LOUIS - SAN FRANCISCO

*

*

SPOT RADIO LISTY

WSB .
WBAL
WNAC
WICC
WBEN
WGAR
WFAA
WBAP
KGKO
KARM
WIJR
WONS
KPRC
WDAF
KFOR
KARK
KFI
WHAS
WLLH
WTMJ
KSTP
WSM
WSMB
WTAR
KOIL
KGW
WEAN
WRNL
KSL
WOAI
KQwW
KOMO
KTBS
KGA
WMAS
WAGE
KVOO
KFH

WAAB

Atlanta
Baltimore
Boston
Bridgeport
Buffalo
Cleveland
Dallas

Fort Worth

Ft. Worth, Dallas
Fresno

Detroit
Hartford
Houston
Kansas City
Lincoln

Little Rock
Los Angeles
Louisville
Lowell-Lawrence
Milwaukee
Mpls.-St. Paul
Nashville
New Orleans
Norfolk
Omaha
Portland, Ore.
Providence
Richmond

Salt Lake Clty
San Antonio
San Francisco
Seattle
Shreveport
Spokane
Springfield
Syracuse
Tulsa

Wichita
Worcester

NBC
NBC
MBS
MBS
NBC
CBS

NBC
NBC
ABC
CBS

CBS

MBS
NBC
NBC
ABC
NBC
NBC
CBS

MBS
NBC
NBC
NBC
NBC
NBC
ABC
NBC
MBS
ABC
CBS

NBC
CBS

NBC
NBC
ABC
CBS

ABC
NBC
CBS

MBS

THE YANKEE AND TEXAS
QUALITY NETWORKS
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At Washington Headquarters

SOL TAISHOFF
Editor and Publisher

EDITORIAL

ROBERT K. RICHARDS, Editorial Director
Art King, Managing Editor; J. Frank Beatty,
Bill Bailey, Associate Editors; Fred Fitzgerald,
Asst. to the Managing Editor. STAFF: Jack Levy,
Rufus Crater, Lawrence Christopher, Mary
Zurhorst, Adele Porter, Margaret Elliott, Eleanor

Mt. Rainier in Washington Brumbaugh, Irving Kipnes.
Over three-quarters of a million visitors will spend over $14,000,000 BUSINESS
0 Q MAURY LONG, Business Manager
in Secﬁle n ]946' Bob Breslau, Adv. Production Manager; Harry
] This picturesque city of lakes and hills is ideally situated for year 'round iorir o el e S
sports, which include, boating, skiing, hunting and fishing. M”dréfgc}ffﬁ?f?;, SN REABERE SERVICE
Evergreen fairways make golf an all year sport, and the owners of AL e T
over 30,000 small boats in Puget Sound and nearby lakes enjoy the rany’ Ticaliol Hrelit, Baniime Avwemiy o o
thrill of boating, winter and summer, because of the pleasant and PROMOTION
mild climate in this majestic country. _ WINFIELD R. LEVI, Manager
Mt. Rainer . . . Mt. Baker . . . the San Juan Islands . . . literally hun- -
dreds of fishable lakes and streams . . . all these and more are within 260 Berk hoe. Plone. 5.5855
a three-hour drive of Seattle. EDITORIAL: Edyin X James, Now York Pt
KIRO, with 50,000 watts at 710 KC, delivers the finest radio service to ﬂ:\is rich market IZ;‘;;RTII’;I’;:E’:' Ssje’?."rpjji"c;;‘;:fv E}‘};t:;: Adver-
.. . it brings Columbia programs to Seattle, Tacoma and the rich Pacific Northwest. tiging Manager; Martin Davidson.
CHICAGO BUREAU

THE PACIFIC NORTHWEST'S 360 N. Michigan Ave. CENtral 4115

Fred W. Sample, Manager; Jean Eldridge.

MOST POWERFUL STATION HOLLYWOOD BUREAD

6000 Sunset Boulevard, HEmpstead 8181

50 ooo wai'fs David Glickman, Manager; Ralph G. Tuchman,
SEATTLE ’ Helen Jean Tobias.
. ! . 710 kc TORONTO BUREAU
TACOMA | 417 Harbour Commission Bldg. ELgin 0775
A c B S James Montagnes, Manager.

BROADCASTING Magazine was founded in 1931 by

, ‘ Broadecasting Publications Inc., using the title:
%E ; Wdé% SW Represem‘ed by BROADCASTING—The News Magazine of the Fdifth
Estate. Broadcast Advertising * was acquired in
: FREE and PETERS, lnCo 1932 and Broadcast Reporter in 1933.
SEATTLE, WASH. “Rer. U. § Pat. Offes

Copyright 1946 by Broadcasting Publications, Inc.

| SUBSCRIPTION. PRICE: $5.00 PER YEAR, 15¢ PER COPY
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FOOD

top industry of
the NASHVILLE area

Foods of every kind, from flour to ice cream, are processed
here—adding over 22 million dollars yearly to the enormous
value of industrial products made in the Nashville area. . . .
Workers in the food industry are part of more than one
million prosperous people in this market area whose annual
income is over 800 million dollars. . . . In retail stores alone
each person spends more than 356 dollars every year—making
a rich territory for steady sale of your product. . . . Get your
share of the Nashville market with an advertising message
broadcast at reasonable listener cost over WSIX.

WSIX gives you all three:
Market, Coverage, Economy

5,000 WATTS
980 K. C.

AMERICAN
MUTUAL

fHanmnu|RE nnnnlj

LRI gy
SHHHER R i Represented Nationally by THE KATZ AGENCY, INC.
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Born William Abbott under a circus tent in Asbury Park,

New Jersey, he was the son of a circus advance man and a
bareback rider. His first job was in Coney Island’s

Dreamland Park where he did a kid-prank in the Crystal Maze
When the customers would get lost in the maze, Abbott

would appear and lisp: “Are you lost, mister? I'll take

you outside for a dime.”

At sixteen Abbott occupied the box office of a Brooklyn
burlesque theater. He had just got this job when he walked
into a waterfront café and woke up to find himself stoking
coal on a Norwegian freighter bound for its home port.
Back in Brooklyn he re-entered the box office field,

and later with his brother operated theaters in six cities.

One night in a Pennsylvania town he was rushed on stage
to replace an ailing comic. He never left the stage.
In 1936 he joined a sad-faced little clown named Lou Costello

in a Minsky burlesque unit in Chicago.

» In January, 1938, Bud Abbott and Lou Costello were
doing a five-a-day act at Loew’s State Theater on Broad-
way. Ted Collins, Kate Smith’s business manager, was in
the audience and spotted them. They appeared on the
Kate Smith Hour. Soon they were regularly engaged on
this show. In July, 1940, they moved to NBC as a summer
replacement for Fred Allen. The following April they began
a regular spot on the Edgar Bergen-Charlie McCarthy

show. In October, 1942, under the sponsorship of Camel

Cigarettes, they began their own show on NBC. It im-
mediately became one of the top Hooper-rated shows.
Back of their fun-facade, Abbott and Costello take life
seriously. They pride themselves that in all their years in
burlesque they never used a profane word. Concerned with
the growing juvenile delinquency problem, they have es-
tablished a national youth-serving agency to promote the

AMERICA’S NO. | NETWORK



(The Story of Abbott and Costello) ~o. 12 or 4 serres

Born Louis Cristillo in Paterson, New Jersey, his first
love was basketball. He attended high school only during
the basketball season. When his teacher made him write
on the blackboard 100 times, “I'm a bad boy,” he never
forgot it. Years later it became a trade mark known

22

to millions —“I'm a Ba-a-a-d boy!

Lou hitchhiked to Hollywood, arriving with 65¢ in his
pocket. During his first six months in the film capital
he was constantly on the verge of starvation. Helene
Costello, starring in an early talkie, “Trail of ’98,”

was required to dive out of the second floor window of
a Klondike hotel. Dressed in a flowing black wig and a
can-can dress, Lou took the dive. Later he also took her

name—out of gratitude when she saved his job for him.

After two years of stunting and bit parts he hitchhiked
back east and landed a job in burlesque in St. Joseph,
Missouri. Then he was off to Minsky’s and a fateful
rendezvous with Bud Abbott.

health and good citizenship of boys and girls. Known as stars or burlesque comedians, concert singers or boogie
the Lou Costello, Jr. Youth Foundation—named in mem- woogie idols—it makes no difference. Given that indefin-
ory of Costello’s infant son who died in 1943—its head- able something known as showmanship, backed by genuine
quarters will be a building costing more than $200,000, talent, they achieve their greatest success on NBC. For
financed entirely by Abbott and Costello. NBC impartially opens to showmanship and talent of all
Abbott and Costello would be the first to tell you that kinds its superlative facilities which lead to the world’s
their real success came with radio. Once on NBC they sky- greatest audience and the association of other great pro-
rocketed to fame and fortune. Itis a familiar story. Opera grams heard on NBC.
& XU

... the National Broadcasting Company

Service of Radio
oration of America



Only ONE radio station is
programmed for Nebraska’s
Second Market—LINCOLN
—the State Capital, the home
of the State University, and
trading center for Nebraska’s
richest farming district.

Listeners make a habit of
dialing KFOR because they
have found KFOR serves
their theirs
alone.

interests and

Lincoln is a high-income
market and KFOR delivers
it thoroughly and more eco-
nomically than any other
station.

Worite today for the attrac-
tive booklet showing how
KFOR’s alert, aggressive staff
can produce results for you.

Represented by

EDWARD PETRY CO., INC.

Station Manage

_ GORDON GRAY,

- lotte:
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We #Had Oux " Lost Weekend'

Dear Subscriber:
You wouldn't think railroad strikes would have
much to do with publishing a magazine. But they do.
Many BROADCASTING subscribers in principal cen-
ters of circulation are still wondering how they got
thelr May 27th issue on time. For the strike, though

settled May 25, set back delivery schedules at least |

two days. We've printed a 1ot of wordage lately about
public service. Perhaps we can be forgiven for re-
viewing briefly a little of our own.

On May 23, when the rail strike was underway and
there was no sign of relief, we began wondering what
we were going to do about distribution of the 108-page
issue with which we were wrestling.

This is what we did:

We printed, between 12 midnight and 3 a. m. Satur-
day, a special supplement to subscribers. It was in
the form of a newsletter. We could get this through
(and did) because the Post Office was accepting first
classairmailers. It was sent to the entire individual
subscription list. This newsletter was a digest of the
upcoming magazine.

On Saturday morning, we wrote a digest of the digest
---a 1,000-word report. This was delivered to Associ-
ated Press, International News Service and the United
Press. They were good enough to file it to all radio
clients. Alowbow to the gentlemen of those enterpris-
én% organizations for cooperation beyond the call of
uty.

Well, when the magazines started rolling off the
presses Saturday morning, the strike had not abated
and the gloom was as thick as soup.

We figured that the least we could do was try to get
service to the largest centers of circulation. The
Post Office had informed us they would give us written
authority for distribution of the 1list if we could
get the magazines to the terminal offices.

Here's how we did it:

We sent two automobile loads to New York, Philadel-
phia and Baltimore. One auto was piloted by a BROAD-
CASTING staffer, the other by one of our print shop
foremen.

We sent several mail bags full to Chicago by air
express (17 cents per copy). We love the West Coast,
and we would have done the same for Los Angeles, San
Francisco and Seattle---but we have to eat (about 70
cents per copy) .

Late Saturday we learned that a friend of ours, Bob
Deigert---a Washington radio architect---was driving
to Detroit Sunday morning. So we loaded up his convey-
ance with as many magazines as it would hold.

You know, we're glad we went to all the trouble---

because we have been getting (unsolicited) letters and |

telegrams and phone calls ever since. That sort of
thing reaches us where we live. Letters like the fol-
lowing (we quote excerpts, because there have been
too many to go into detail):

From Lee Little, general manager, KTUC Tucson: (a
telegram) "Thanks for UP summary. Nobody but BROAD-
CASTING could originate and execute such good idea.
Congratulations.™

Eugenia Price, Chicago producer: "Thank you es-
pecially for your letter which you troubled to make up

. I look forward to years of good reading from your
excellent publication."

John J. Kelly, KYW Philadelphia: "I wish to con-
gratulate you on your ingenuity, foresight and consid-
eration for the readers' interest. The news letter was
a great idea, also the summary on the Press Association
wire-—-both typical of BROADCASTING!"

Charles H. Crutchfield, general manager, WBT Char-
"Just read your condensation of this week's

(Continued on page 88)

LA ]

BASIC
STATION

WILMINGTON, DELAWARE

- o v "

Outstanding listener loyalty in the
rich industrial and agricultural area
it covers—Delaware, Southern New
Jersey, parts of Pennsylvania,
Maryland and Virginia —is your
assurance of sales results.

2000 WATTS

DAY AND
NIGHT

BROADCASTING o Telecasting



Since September 1944, without interrup-
tion, the famous slogan “Bulova, Master-
piece of Fine Watchmaking’’ has reminded
listeners in America’s Fourth Largest Mar-
ket* of its distinguished timepieces. Yes,
84 times each week Bulova Time Signals
are broadcast over New Jersey’s First Sta-

tion, because Bulova knows— ‘ A Lo
WAAT delivers ' N

more listeners per dollar
in America’s 4™ Largest Market™

than any other station-

including all 50,000 watters!

*Do you realize this market
970 KC contains over 3% million
NEWARK, people; more than these 14

N.J. cities combined: Kansas
City, Indianapolis, Roches-
ter, Denver, Atlanta, Toledo,
Omaha, Syracuse, Rich-

mond, Hartford, Des Moines,

Spokane,Fort Wayne, Dallas.

“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY"

BROADCASTING e Telecasting June 3, 1946 o Page 11



CHICAGO: 180 N. Michigan NEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg.

A LITTLE EXTRA EFFORT

FREE & PETERNS. Ivc.

Pioneer Radio Station Representatives TULSA

Franklin 6373

Page | 12
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OFTEN GETS A BIG

@ Irom where we sit, it seems to us that nine out of ten

close decisions go to the man who tries hardest, the man

who puts out the most effort.

If you have high ambitions for selecting the best programs,
the best times and the best stations in any of the markets
listed at the right, call F&P! We'll dig in and give you a
complete presentation of availabilities, ratings and costs—
we’ll turn ourselves inside out to help you secure the finest

package your money can buy, regardless of how much

work it requires. Ready? Set? Go!

Plaza 5-4130

Since May, 1932

Cadillac 1880

Sutter 4353

RESULT!?

EXCLUSIVE REPRESENTATIVES:
ALBUQUERQUE KOB
BALTIMORE WCBM
BROWNSVILLE KVAL
BUFFALO WGR-WKBW
CHARLESTON, S. C. WCSC
CINCINNATI WCKY
COLUMBIA, S. C: wis
CORPUS CHRIST! KRIS
DAVENPORT woc
DES MOINES WHO
DULUTH KDAL
FARGO WDAY
HOUSTON KXYZ
INDIANAPOLIS WISH
KANSAS CITY KMBC
LOUISVILLE WAVE
MINNEAPOLIS-ST. PAUL WTCN
OKLAHOMA CITY KOMA
PEORIA-TUSCOLA WMBD-wD2Z
PORTLAND KOIN
RALEIGH WPTF
ROANOKE WDBJ
ST.LOUIS KsD
SEATTLE KIiRO
SHENANDOAH KMA
SYRACUSE WFBL

KTUL

and WRIGHT-SONOVOX, Inc.

Hollywood 2151
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Petrillo Seeks Lea Act Test; Assails Congress

’rosecution Seen;
Clark Studies
Complaint

FACING THE BIGGEST test of
his tempestuous ecareer as music
czar, James Caesar Petrillo con-
venes his American Federation of
Musicians in annual convention in
St. Petersburg, Fla. today (June
3) after having hurled defiance at
Congress and the courts to do
something about his admitted and
willful violation of the Lea Act pro-
hibiting featherbedding in radio.
Last Tuesday he “pulled the plug”
on WAAF Chicago, a “news and
music”’ station, because it refused
to hire three additional “musicians”
to perform the funections of libra-
rians, thereby precipitating what
he hoped would be a Supreme Court
test of the Lea Act. This set the
FBI on his trail to determine
whether the strike against WAATF
should be prosecuted by the U. S.
attorney in Chicago, J. Albert Woll.

Test of New Law

George R. McSwain, chief Chi-
cago FBI field agent, made his
investigation, transmitted his find-
ings to Washington and Attorney
General Tom C. Clark was study-
ig the report. Because it is a test
of a new law, it was indicated Fri-
day that a few days might elapse
before judgment as to prosecution
is reached. The best guess was that
the Attorney General will order
proceedings against Mr. Petrillo
and his Chicago AFM.

Meanwhile, it was apparent that
the case with WAAF would key-
note the Petrillo campaign for re-
election as AFM head. Already the
AFM Executive Board has wired
President Truman urging him to
veto the Congress-passed Case Bill
(see page 84). At his news con-
ference Friday President Truman
said he wanted to study the meas-
ure before making his decision.

Should the Case Bill become law,
it would, like the Lea Act, affect
Petrillo’s featherbedding practices,
in that it prohibits any employer
from contributing to any welfare
funds administered wholly by
unions. It also bans secondary boy-
cotts, one of Petrillo’s chief weap-
ons in dealing with the networks.
Neither bill affects present con-
tracts, however.

Mr. Petrillo disclosed in Florida
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last Thursday that his “welfare
fund” from royalties assessed man-
ufacturers on records had reached
approximately $1,000,000 since he
began collecting in November 1944.
He added the income, should it
continue, was expected to reach
$2,500,000 a year. This compares to
the original estimate of $4,000,000
annually. The “welfare fund” has

been kept in a separate account, he

said. The 1400 AFM delegates at
the Florida convention will decide
this week, he explained, how it is
to be disbursed.

Admits Violation

In his news conference Thursday
Mr. Petrillo said: “We are violat-
ing the laws of the United States
if the Lea Act is a constitutional
law. If I have violated a Federal
law, it is only because I feel it is
unconstitutional.”

Mr. Petrillo’s action came after
he had gone through the motions of
negotiating with NAB President
Justin Miller on amicable settle-
ment of radio’s music problems.
But Petrillo tacitly admitted in
his public statement and at a news
conference that this was no time
to negotiate. He hurled invective
at the NAB which he described as
“big business and Wall Street.”

WAAPF, operated by the Drovers
Journal, headed by Ward Neft, has
no staff orchestra. It has used three
AFM members as “pancake turn-
ers” and librarians. Mr. Petrillo de-
manded it double the number to

“Okay, boys. Shake and
come out fighting .. .”

This picture of Justin Miller (1)

and James C. Petrillo, cordially

shaking hands, was taken Jan. 18

in Chicago when the NAB presi-

dent and the AFM chief were talk-

ing truce. The grins became grim
last week, :
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six at the standard wage of be-
tween $60 and $70 weekly. When
the station sought to bargain, the
AFM head, who is also president
of the Chicago Federation, called
the strike.

In both his public statement, ob-
viously written with the advice of
his lawyers, and his oral comments,
the AFM head made it abundantly
clear that he was defying the Lea
Act, which became law April 16
after overwhelming votes in both
Senate and House. The measure
makes it a misdemeanor, punishable
by $1,000 fine, one year in jail or
both, to force broadcasters to hire
more persons than they need. It
was the first anti-featherbedding
bill to be passed by Congress and
aroused heated opposition in ex-
treme left labor circles.

Petrillo Strategem

Timing of the WAAF strike to
precede the AFM annual conven-
tion was another obvious Petrillo
strategem. He had been ducking
NAB President Miller for several
weeks on resumption of their con-
versations looking toward adjust-
ment of AFM differences with radio
pertaining not only to standard
station contracts but to use of
music on FM stations and for tele-
vision. The entente cordiale be-
tween the two association heads ap-
peared headed for the rocks last
week, when Judge Miller wrote the
AFM head seeking reopening of
talks [BROADCASTING, May 27].

Mr. Petrillo declared Tuesday,
before departing for St. Peters-
burg, that he thought the strike
might last 10 days or two weeks.

The extent to which the NAB
might participate in the proceed-
ings was not evident last week.
Pursuant to the Lea Act, the United
States Attorney in the district in
which the alleged violation is com-
mitted proceeds against the union.

Conferences were held last Tues-
day and Wednesday by District At-
torney Woll in Chicago, with Wil-
liam J. Friedman, Charles K.
Schwartz and Harry Schulman,
WAAF attorneys who presented a
written complaint and reasons for
contending that the Lea Act was
violated.

Mr. Woll, son of Matthew Woll,
second vice president of the Ameri-
can Federation of Labor, with
which AFM is affiliated, emphasized
“the tremendous public importance”
of the case.

Developments

May 11—Petrillo ordered WAAF
Chicago to double ‘“musicians” staff
to six; refused to negotiate.

May 28—Ordered strike against
WAAF; at news conference said
he had violated Lea Act, ready to
“face music.”

May 29—J. Albert Woll, U. S.
District Attorney, met with WAAF
counsel, who filed written com-
plaint.

May 30—In Florida Petrillo said
his record “welfare fund” had
grown to $1,000,000; expected to
make WAAPF case keynote for cam-
paign to be reelected AFM head.

May 31—Attorney General Clark
studying WAAF case; Federal
prosecution appeared likely.

Chief counsel for AFM is Joseph
A. Padway, general counsel of the
parent federation. Mr. Padway had
left Washington last Wednesday
for the Florida §essions of AFM.
At AFL headquarters in Washing-
ton it was stated that the Petrillo
suit was an AFM affair.

A.D. (Jess) Willard, NAB execu-
tive vice president, said last Tues-
day before leaving Washington for
the week, that the NAB position
is that “enforcement of this law
is in the hands of the United States
attorneys. Our suggestion to sta-
tions has been that if they think
the Lea Act is being violated, they
should take the matter up with the
Federal prosecutors.”

NAB President Miller was en
route to the West Coast last Wed-
nesday and made no formal com-
ment. There were reactions, how-
ever, in Congressional quarters.
Rep. J. Percy Priest (D-Tenn),
member of the House Interstate
and Foreign Commerce Committee
which drafted the bill, asserted
the WAATF matter would bring a
quick test of the law’s constitu-
tionality. “The sooner the better,”
he said.

Taylor’s Views

Senator Glenn Taylor (D-
Idaho), ex-cowboy yodeler, pub-
licly and privately has lambasted
his colleagues for passage of the
Lea Bill. It was reported that he
had observed that some stations

(Continued on page 14)
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Move Over, John L., Whitney, etc.; Jimmy’s Here .. 4n Editorial

MAYBE BECAUSE he once played a trum-
pet (‘“very soft”) Jimmy Petrillo knows his
fanfares. Maybe that’s why he chose to call the
strike against WAAF, Chicago daytime sta-
tion, on the eve of the AFM convention in St.
Petersburg. Musicians, you know, can hold
annual conventions in resort cities.

James Caesar Petrillo, who recently offered
$106,000 for a ‘“public relations” adviser, and
was told it was “too late,” will make his grand
entrance today, Monday, June 3 at the AFM
annual meeting. He comes fresh from his
Chicago conquest. For hadn’t he jerked three
platter-turner “librarians” from WAAF?
Hadn’t he damned Congress for its passage of
the Lea Bill? Hadn’t he gotten his “relief and
welfare” fund from the record manufacturers
which brings in an estimated $4,000,000 a year ?

And, the neatest trick of the labor circuit,
hadn’t he stood up NAB President Justin
Miller? Here Judge Miller had met with him
three times on a note of peace and harmony,
had appointed a special music committee. And
up pops little Jimmy with a lawsuit and an
epithet. The NAB he described as “big business
and Wall Street.” ’

Judge Miller, upon assuming the NAB presi-
dency last October, said he felt fair-minded
men should be able to solve their problems on
the “dotted line instead of the picket line.”
With deference to Judge Miller, we questioned
the approach. We had seen Jimmy perform
for a decade.

Jimmy was in character in announcing the
WAAF strike. He even had the press release
set up. There was a blank space for the call
letters. The same strike could have been called
almost anywhere, just so it came before that
AFM convention. Jimmy probably had reasons
for filing in Chicago, his home town. He’s also
president of the Chicago Federation of Musi-
cians, you know, from which he draws a sepa-
rate salary. The Chicago local also gives him
a summer home, paid for and everything. All
those sustaining programs from Chicago over
the networks come to you “through courtesy
of James C. Petrillo, president of the,” etc.

The WAAF strike means little except as a
token. The station is operating. It can get
along well enough without its three platter-
turner-“librarians,” paid $60 to $70 per week.
Not one of them is a fugitive from the New

York Philharmonic. The station doesn’t want
to hire the three additional “experts” Jimmy
insists upon. It is a clear cut test of the
Lea Bill, commonly called the anti-Petrillo

- Bill, which swept through House and Senate

by virtually unanimous vote in April. Jimmy
says he ‘“‘expected prosecution” and is pre-
pared to go to jail if the courts uphold the
discriminatory law.

Jimmy, for once, is right. This is a clear-cut
test of labor union featherbedding. The U. S.
Attorney, J. Albert Woll, must first determine
that there is featherbedding. Then he can
proceed in the Federal courts.

Ward A. Neff, owner of the Drovers Journal,
which owns WAAF, is the publisher of several
important publications. He is a leader in jour-
nalism.

We hope Mr. Neff and his WAAF will follow
through vigorously. We hope the NAB will
pitch in full force. We hope all members of
Congress read Jimmy Petrillo’s latest out-
bursts.

And Jimmy might oil his trusty trumpet and
warm up on: If I Had the Wings of an Angel."

Petrillo
(Continued from page 13)

and networks are more fearful of
the effect of the bill than the mu-
sicians. Senator Taylor sought to
block passage of the bill last April
in the Senate, and was the spear-
head of the AFRA lobbying cam-
paign against it. Last week while
debating the Case Labor Bill, Sena-
tor Taylor was ordered to take
his seat by the pgesident pro tem
after he charged the Senate acted
like “jackasses’ in passing the Lea
Bill. ‘

WAAPF, one of Chicago’s oldest
stations, has a staff of 15 em-
ployes, three of whom are AFM
members performing the platter-
turner and record-filing functions.
A station official, who declined to
be " identified, said none of the
three could play instruments. The
station continued on the air after
the Petrillo-ordered strike last
Tuesday. Bradley R. Eidmann, sta-
tion manager, said WAAF can get
along readily’ without musicians,
since it uses no live music. Other
employes were filling in, carrying
records from the library to turn-
tables and playing them.

Mr. Petrillo said he insisted that
WAAF hire three additional mu-
sicians because ‘“they need six
men to turn the platters and play
music; they should have an organ-
ist, a piano player and a fiddler.
We want them to play music.”

WAAPF has operated without an
AFM contract since February 1944,
On May 11 it was notified by the
union that it had to hire three ad-
ditional “musicians.” On one oc-
casion the station proposed to com-
promise by hiring one extra AFM
member but Mr. Petrillo, obviously
preparing for his test case, was
quoted as having retorted on each
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occasion: “Hire three men, or else.”

At his Chicago news conference
Tuesday the AFM head said he
knew he was probably violating the
law and that he was ready to “face
the music—and I don’t mean ama-
teur music or foreign music, gentle-
men.” He charged that WAATF
makes “more than $200,000 a year
profit,” and shouted: “If they’re
going to grow, we’re going to grow
with them.”

Mr. Eidmann said he was curi-
ous to know where Mr. Petrillo got
his figures, but declined to com-
ment on the station’s income or
profits, stating “that’s no business
of Petrillo’s; it’s only the concern
of the Treasury and I'm happy to
say we get along very well with
the Treasury and they have no com-

plaint.”

[EpiTor’s NOTE: It is understood
WAATF grosses in the neighbor-
hood of $200,000 and that its net
before taxes is about half that
figure.]

Assails Congress

At his sumptuous office, the AFM
head blasted Congress for adoption
of the Lea Bill. “What does Con-
gress know about our business?”
he asked. “What do they know
about the labor movement? The
way they’re going today they’re
showing that they don’t know any-
thing about the labor movement.”

In the course of the conference,
he pounded his desk, grimaced,
posed for a picture, and asked:
“How am I doin’ boys ?’/" He

Drawn for BROADCASTING by Sid Hix

“Senator, the networks are demanding equal time!”

charged also that Congress was
working for ‘“special interests.”
These he identified as: “The Na-
tional Association of Broadcasters
—big business and Wall Street.”

Alluding to WAAF as a “canned
music station,” Mr. Petrillo insisted
that music had helped the radio
industry to make radio a 895-mil-
lion-dollar business. “We helped
put it there, we want our share.”

In his prepared statements, Mr.
Petrillo had said that he “expected
prosecution’ and that he was pre-
pared to go to jail if the courts up-
held “the un-American discrimina-
tory provisions of the law.”

An indication that AFM was
prepared to proceed against some
station was given with the release
of the formal statement by Mr. Pe-
trillo, prepared by his attorneys.
The call letters “WAAF” were
typed in a blank space. This might,
mean also that the AFM union
proposes to move against other
stations.

Test by Television

A. E. RITTENHOUSE Co. Hec.
neoye Falls, N. Y. (electric door
chimes), will sponsor a new video
series, Chime Time, to be pro-
duced by ABC on the Du Mont sta-
tion, WABD New York, for four
consecutive Thursdays starting
June 6, 8-8:15 p.m. Featuring
Jean Tighe, former vocalist with
Guy Lombardo, in a format de-
signed to utilize the musical qual-
ity of the company’s chimes, video
series will test four program styles
with the most successful to be used
as the basis for a radio series now
being planned for this sponsor.
Series was arranged by Donovan
and Thomas, New York, agency for
Rittenhouse.
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Power of 1 kw Proposed for Community FM

Facsimile Fostered
In Recommended

Rule Changes

NEW DESIGNATIONS for the
various classes of FM stations and
higher power for the community
type outlet were among changes
proposed by the FCC last Tuesday
to take effect June 15 unless re-
quests are filed for oral argument.

The suggested changes, incorpo-
rated in proposed amendments to
the FCC Rules and Regulations and
Standards of Good ZEngineering
Practice Concerning FM Broad-
casting, were designed to simplify
the allocation and assignment of
FM facilities. They provide that:

1. There shall be two classes
of FM commercial stations—
Class A (now known as com-
munity) and Class B (including
metropolitan and rural).

2. Community stations, now
limited to 250 w effective radi-
ated power with 250 ft. antenna
height, shall be provided a mini-
mum of 100 w and a maximum of
1 kw effective radiated power
"with same antenna height.

3. The tentative allocation
plan adopted last December for
metropolitan and rural stations
[BROADCASTING, Dec. 24] will
stand. No allocation plan is pro-
posed for community stations.

4. Facsimile transmission will
be authorized on any commu-
nity, metropolitan or rural chan-
nel in Area I or Area II.

5. There would be 20 Class A
channels provided in both Area
I and Area II but none would be
specifically reserved for fac-
simile.

6. All of the 20 Class A chan-
nels are available for assignment
in cities which are not the cen-
tral city or cities of a metropoli-
tan district, ten of which are
also available for central cities
of metropolitan districts having
fewer than six Class B stations.
However, until more FM stations
are authorized the Commission
will not grant community stations
in central cities of metropolitan
districts having four or more
standard stations.

7. The Commission will pro-
vide a range of power and an-
tenna heights for metropolitan
and rural stations in Area II
within which applicants may
make selections.

Desirable Change

The proposed reclassification of sta-
tions was regarded in broadcasting
circles as a highly desirable change
which should be of general benefit
to FM. The designation of Class A
for the community station, it was
believed, would eliminate the
stigma from the term ‘“community”
and stimulate greater interest in
this type of outlet. Commission of-
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DESIGNATION of Class A for the
community type FM station and a
relaxation of the Ilimitation on
power, permitting 1 kw, are among
significant amendments to the FM
rules and standards proposed by
the FCC. Barring requests for oral
argument, the changes will take
effect June 15.

ficials have pointed out on numer-
ous occasions that there has been
a lack of appreciation of the com-
munity station, which has a service
area substantially in excess of the
local standard station and some-
times equal to that of a regional
station,

By raising the 250 w effective
radiated power limitation to 1
kw, the Commission would give
further impetus to the community
station while retaining the 50-mile
separation on the same channel
and the 35-mile separation on adja-
cent channels. The principal fac-
tor in advocating the higher power,
it was learned, was to provide a
stronger signal from the commun-
ity station which would be re-
ceived by the smaller as well as
the larger FM sets without the use
of an outside antenna.

In proposing facsimile transmis-
sion on any channel, it is under-

stood the Commission was taking

cognizance of expected rapid de-
velopments in this service and at
the same time making possible the
fullest utilization of frequencies
which, until FM sets are in wide
use, will be used for only part of
the day.

The Commission would also pro-

vide more community channels in
Area II, which includes all the
United States except Massachu-
setts, Rhode Island, Connecticut,
New Jersey, Delaware, District of
Columbia, and parts of New York,
Pennsylvania, Maryland, and New
Hampshire. At present only 10 of
the 20 channels assigned for com-
munity stations are available in
Area II. It is proposed that all
20 channels be available in both
Area I and Area II, none to he
reserved specifically for facsimile.

Leave Door Open

In proposing to make available
10 community channels for assign-
ment in central cities of metropoli-
tan districts which have fewer than
six Class B stations, the Commis-
sion was believed to be leaving the
door open for Class A stations in
cities which have not taken up the
number of metropolitan FM chan-
nels available. A footnote to the
proposed amendment explained that
this expansion would not be per-
mitted in cities having four or more
standard stations until more FM
stations are authorized.

Simplification of the problem of
assigning coverage areas for met-
ropolitan stations in Area II was
made possible through a proposal
to provide a range of power and
antenna heights from which appli-
cants can draw in filing for sta-
tions. Under the present rules, the
Commission must designate the
service areas for metropolitan sta-
tions in Area II.

Under the allocation plan for FM
adopted by the Commission in De-
cember, provision was made for
more than 1,500 metropolitan and
rural stations. The plan provided

that the number of FM channels
should be 50% to 100% greater
than the number of standard sta-
tions in each city or market area.
There were no specific allocations
for community channels, the Com-
mission stating that it would not
be practical to set up a pattern for
these stations, several thousand of
which might be provided from the
20 available channels.

As of May 22, the Commission
had made 441 conditional grants,
had 126 applications in hearing, 261
applications awaiting action, and
53 stations in operation or author-
ized prior to wartime restrictions.
Were all applications for which
there are channels granted, there
would be a total of aproximately
800 FM stations put into opera-
tion or about half the number of
metropolitan channels provided.

The bulk of FM grants issued
have been for metropolitan stations
but recent applications have re-
vealed a greater proportion of
community channel requests.

President’s Ratings

PRESIDENT TRUMAN’s two
weekend speeches on the railroad
strike were heard by a national au-
dience of 39,000,000. adult Ameri-
cans listening on all networks, ac-
cording to a survey made for CBS
by C. E. Hooper Inc. The Presi-
dent’s address Friday night, May
24, was heard by 25,217,000. His
Hooperating was 34.4; his share of
the listening audience was 95%.
The Saturday afternoon address
was heard by 14,040,000 adults.
His Hooperating was 27.8, and his
share of the listening audience
95.19%,.

Text of Proposed Standards for FM

May 28, 1946.

AMENDMENT OF RULES AND
ENGINEERING STANDARDS
CONCERNING FM BROAD-
CASTING PROPOSED

THE FEDERAL Communications
Commission today announced adop-
tion of an order proposing to
amend certain of its Rules and
Standards concerning FM Broad-
casting. The proposed changes are
designed to simplify the allocation
and assignment of facilities in this
service. In absence of protests on
or before June 15, 1946, it is not
contemplated that Oral Argument
will be held thereon.

The three previous classes of FM
Broadcast stations would be re-
duced to two: Class A (formerly
designated as Community) and
Class B (including the former Met-
ropolitan and Rural Classes). The
20 Class A channels are designed
to render service primarily to a
Community or to a city or town
other than the principal city of an

Telecasting

area, and surrounding rural area.
The 60 Class B channels are de-
signed to render service primarily
to metropolitan districts or prin-
cipal cities and surrounding rural
area, or to rural areas removed
from large centers of population.

Stations in the Community class
are now limited to 250 watts of
effective radiated power with 250
feet antenna height; the proposed
rule for Class A stations provides
a coverage equivalent to a minimum
of 0.1 kw and a maximum of 1.0
kw effective radiated power with
the same antenna height. The mini-
mum mileage separation specified
for Class A stations would be the
same as now specified for Commu-
nity stations.

The present rule states that serv-
ice areas will be designated by the
Commission for Metropolitan sta-
tions in Area II and appropriate
power and antenna height will be
authorized. Under the proposed
rule, a range of power and antenna
heights are provided for Class B

stations within which the appro-
priate values may be requested by
applicants.

For the purpose of allocation, the
proposed rules divide the United
States into two areas as at pres-
ent (Sec. 3.202) ; however, the foot-
note appended to this rule would be
modified to reflect present condi-
tions.

It is contemplated that the tenta-
tive allocation plan for Metropoli-
tan (and Rural) FM stations an-
nounced in December 1945, would
continue to be followed in the as-
signment of Class B stations. No
allocation plan is being proposed
at this time for Class ‘A stations.

Ten channels (from 106.1 to
107.9 mc) are not now available
for Community stations in Area
II. The proposed rules provide for
20 Class A channels in both Area
I and Area II, and no channels
would be specifically reserved for
facsimile. However, it is proposed

(Continued on page 44)
June 3, 1946 o Page 15



AFA Convention Stresses Peace Role

Over 1,000 Are Present
In Spite of Rail
Tieup

KEYNOTED by dedication of ad-
vertising to a win-the-peace role,
Advertising Federation of America
held its 42d annual convention May
26-29 in Milwaukee. The four-day
meeting was strictly non-radio in
character, NAB President Justin
Miller being unable to deliver a
scheduled address because of busi-
ness pressure and transportation
trouble.

Over 1,000 advertising men at-
tended despite the rail tieup. Sole
broadcast speaker was Gardner
Cowles Jr., president of Register
& Tribune Co., and Cowles Broad-
casting Co., who described his im-
pressions of Europe gleaned from
a recent inspection trip.

Mr. Cowles called on advertising
as an industry to cooperate with
the Government in fostering good-
will and understanding among na-
tions| and to lend creative talent
to ideas that will encourage assist-
ance|to millions of war victims.

Allan T. Preyer, Morse Inter-
national, was elected AFA board
chair!man. He has just completed
a term as president of the Adver-
tising Club of New York. AFA
president, a three-year post, is Elon
G. Borton. Robert S. Peare, Gen-
eral Electric Co., was reelected
treasurer. Mrs. Elizabeth Bj Kidd,
N. W. Ayer & Son, winner of the
1945 Josephine Snapp award
[BROADCASTING, May 27], was
elected secretary and Charles E.
Murphy was reelected general
counsel.

}

Board Reelections

Reelected to the board of direc-
tors for two-year terms were Joe
M. Dawson, Geyer, Cornell & New-
ell, AFA board chairman for the
past year; Paul Garrett, General
Motors Corp., and John H. Platt,
Kraft Foods Corp. New directors
elected were Fairfax M. Cone,
Foote, Cone & Belding; George S.
McMillen, Bristol-Myers Co.; Gra-
ham Patterson, Pathfinder; Robert
Copeland, past president Adcraft
Club of Detroit; Charles Allen,
Connecticut Light & Power Co.;
Palmer Hoyt, Denver Post. AFA
executive officers were elected by
the new board.

Advertising has overcome its
“sins of omission” of the past
decade to win new confidence and
respect from those it serves, Comr.
Robert E. Freer, of the Federal
Trade Commission, said at the
closing session Wednesday. He de-
clared the association’s platform
of “truth in advertising” has
had far-reaching effects and has
lightened the load of the FTC's
work.

Commissioner Freer said work
of the AFA, combined with ef-
forts of “determined men from the
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nation’s advertising clubs,” was an
inspiration to members of the FTC
who must administer legal sanc-
tions against public deception.

Labor Secretary Speaks

Secretary of Labor Lewis B.
Schwellenbach, guest of honor at
the Monday meeting, took an opti-
mistic view of the future, foreseeing
a new era of prosperity with wage
levels of the average family ma-
terially increased. He cited the 65-
cent minimum wage legislation now
in Congress. This alone, he said,
would give advertising men a great
incentive to meet the rising demand
for consumer goods. Through ad-
vertising and the competitive sys-
tem, he added, American industry
can produce goods which will not
only improve the national welfare
but have an “unlimited effect” on
international business.

Special exhibits and meetings
were devoted to retail, transpor-
tation, direct, industrial and out-
door advertising. No radio exhibits
were on display. WT'MJ and WISN,
Milwaukee, were hosts at recep-

tions to the delegates. Only a
dozen broadcasters were registered
at the AFA meeting.

- Awards for outstanding achieve-
ment by an advertising club were
made at the Monday banquet. They
were divided into three categories
—cities over 300,000; cities under
300,000; women’s advertising clubs
— and were based on planning,
publicizing and promoting projects
in the interest of advertising, the
public or the community.

Campaign to sell the nation on
advertising’s value was arranged by
the AFA, using the techniques that
promoted Government programs so
effectively during the war. Presi-
dent Borton said the drive will be-
gin this fall. AFA seeks to impress
on the average consumer the fact
that advertising, by selling prod-
ucts in quantity and keeping the
wheels of industry turning, makes
his job secure.

Nationwide network of ad clubs
will be utilized, along with radio
stations and newspapers. Campaign
will be much more extensive than
the 300-station, 8,000-newspaper

drive of a similar nature conducted
before the war.
First award in the first class

went to Milwaukee Ad Club, with
second award to the St. Louis Club
and honorable mention to Colum-
bus C. of C. Ad Club, Adcraft
Club of Detroit and Ad Club of
Boston. First award in second class
was given to the Birmingham club
with second award to Syracuse and
honorable mention to Springfield
(I1l.), Peoria, and Lynchburg
(Va.) clubs. First award in third
class was given Advertising Wo-
men of New York. Second award
went to Women’s Advertising Club,
St. Louis, and honorable mention
to women’s clubs in Cleveland, Los
Angeles and Chicago.

Young Elected

Lewis D. Young, Indianapolis
Times, was elected chairman of
the Council on Men’s Advertising
Clubs. Other officers elected to the
council were J. Rex Huguley, Okla-
homa Paper Co.; Karl T. Finn,
Cincinnati Times-Star; Mrs. Pru-
dence Allured, Manufacturing Con-
fectioner. All council members
automatically become vice-presi-
dents of the AFA.

L. A. Video Hearings Resume June 20

Engineering Testimony
To Be Presented

At Sessions

ENGINEERING testimony on Los
Angeles television applications will
be taken starting June 20 in Wash-
ington, and it appeared likely last
week that evidence on the “fifth
issue”—Paramount Pictures Inc.’s
interests in seven firms seeking
video stations in nine cities—would
be heard in the same sessions.

With consent of applicants and
counsel upon completion of the Los
Angeles phase of the hearings last
Tuesday, Harry M. Plotkin, FCC
assistant general counsel, who pre-
sided, set June 20 as date for re-
sumption to consider engineering
data. While no official announce-
ment was made regarding evidence
on the multiple ownership issue
involving Paramount, executives of
the motion picture firm said it was
their understanding that this phase,
too, would be considered in the pro-
ceedings starting June 20.

Multiple Ownership

The multiple ownership question
was added to the issues for the
Los Angeles hearings only a few
days before the sessions opened,
with; an order that this testimony be
taken later and made a part of the
record [ BROADCASTING, May 20, 27].
The issue involves Paramount in-
terests in the following applicants
for television stations: Television
Productions Inc.,, Los Angeles;
Allen B. Du Mont Labs., Cleveland,
Pittsburgh, and Cincinnati; United
Theatres Corp., Detroit; New Eng-
land Theatres Inc., Boston; Comer-
ford Publix Theatres Corp., Scran-

ton, Pa.; Interstate Circuit Inec.,
Dallas; Maison Blanche Co., New
Orleans.

Of the eight applicants for seven
channels, the Los Angeles hearings
revealed Hughes Tool Co. as con-
templating the largest financial in-
vestment in television. Hughes’
estimate was an initial cost of
$1,850,000. Earle C. Anthony Inc.
(KFI) said it would equal that
amount ““if necessary” [ BROADCAST-
ING, May 27].

Times-Mirror Co. outlined plans
for a $4,300,000 investment but
said $3,000,000 of this sum was
earmarked for construction of a
10-story office building in which
radio and television facilities would
be housed. NBC also contemplated
a starting investment of $1,300,-
000.

Don Lee Broadcasting System
(KHJ) and Television Productions
Inc.,, a Paramount Pictures sub-
sidiary, based their proposed pro-
gram plans on experience in oper-
ating experimental television sta-
tions in Los Angeles (Don Lee
operates W6XAO and formerly
held, but abandoned, a construction
permit for a commercial video sta-
tion, KTSL Hollywood; Television
Productions operates W6XYZ).
NBC (WNBT New York) and
ABC projected program plans on
the basis of experience in New
York and other eastern points. The
remaining applicants—Dorothy S.
Thackrey (KLAC KYA WLIB),
Hughes, Times Mirror, and KFI
—said they based their program-
ming estimates on studies and
conferences with consultants in
the video field.

Final presentation of the hear-
ing was for Mrs. Thackrey’s appli-
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cation. Witnesses included Mrs.
Thackrey; her husband, Ted
Thackrey; Don Fedderson, vice

president and general manager of
KYA-KLAC, and Paul Schulz,
chief engineer. The public service
records of Mrs. Thackrey’s New
York Post, with emphasis on its
San Francisco (UN) Conference
edition, and of all three of Mrs.
Thackrey’s stations were stressed.

Mutual Assistance

Times-Mirror’s testimony, pre-
sented Monday, disclosed an ex-
clusive arrangement between the
company and Pasadena Community
Playhouse calling for mutual as-
sistance in dramatic production.
Charles F. Prickett, Playhouse
general manager, said the news-
paper had agreed to loan the non-
profit Playhouse $200,000 to con-
struct a television building, and
that the newspaper would use these
facilities for two hours weekly.
Rental charges would amortize the
cbligation, he explained.

Times-Mirror President Norman
Chandler sketched plans for a
$4,300,000 building, said he antic-
ipated $40,000 monthly operating
expenses for the contemplated sta-
tion, and estimated it would be
four or five years before the prop-
erty would break even.

Other Times-Mirror witnesses
were David M. Crandell, who
would manage the proposed tele-
vision station, and Ray A. Mon-
fort, who would be chief engineer.

Paul Raibourn, vice president of

(Continued on page 84)
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CAB to Fight Government Encroachment

Blue Book Cited
As Example
Of Trend

By JAMES MONTAGNES

THREATENED with curtailment
because of the announced Canadian
Government policy to shift clear
channels for the benefit of new 50
kw Canadian Broadecasting Corp.
stations, the Canadian Assn. of
Broadecasters, in 12th annual con-
vention at Chateau Frontenac,
Quebec, last week marshalled forces
to fight further Government en-
croachment on private industry.

The U. S. FCC Blue Book and
Charles A. Siepmann’s Radio’s Sec-
ond Chance were cited as examples
showing the trend towards more
bureaucratic regulation of broad-
casting on this Continent. Cana-
dian broadcasters were warned to
fight further Government encroach-
ment through public opinion.

Regulatory . Body

CAB membership authorized its
Board of Directors to appoint a
new chief executive and arrange
for a public relations campaign.
The convention adopted resolutions
to the effect (1) that it is not in
the public interest for CBC to be
permitted to interfere with or take
over frequencies now assigned to
independently-owned stations, and
that CAB vigorously oppose such
interference; (2) that a new and
impartial body should take over
regulatory powers from CBC as
long as CBC is engaged in com-
mercial broadcasting in competition
with private enterprise, and that
the new body regulate all Canadian
stations,

A resolution called on the Parlia-
mentary Committee on Broadcast-
ing, Ottawa, to set up such a regu-
latory body. Ralph Maybank, Win-
nipeg Liberal, was elected Parlia-
mentary Committee chairman.

A five-man Music Committee was
authorized to discuss union prob-
lems with CBC and Walter Mur-
doch, James Caesar Petrillo’s Ca-
nadian counterpart, and to facili-
tate harmonious relations between
individual stations and local unions.

Next CAB meeting is planned for
Banff, late next May.

U. S. Delegations

Despite the short-lived railway
strike, a large number of U. S.
network, agency, advertiser and
BMB officials helped swell the first
postwar convention to an attend-
ance of more than 300. Representa-
tives from all phases of the broad-
casting industry ‘in Canada at-
tended the four-day meeting held
May 27-30.

Directors elected for the 1946-47
term were: G. R. A. Rice, CFRN
Edmonton; A. M. Cairns, CFAC

Calgary; Lloyd Moffatt, CKBI
Prince Albert; F. H. Elphicke,
CKWX Vancouver; Harry Sedg-

H

ST S il

AMERICAN, Canadian, British and Australian broadcasters meeting at Quebec: (1 to r) A. C. Paddison,

Australian Federation of Commercial Broadcasting Stations; Bob Swezey, MBS; Michael Barkway, BBC;

Frank White, CBS; Otto P. Brandt, ABC; Art Evans, CAB; George Young, CBC; Harry T. Tedman, J.
J. Gibbons Ltd.; Easton Woolley, NBC; Johnny Giliin, WOW; and H. Beckjordan, AAA.

wick, CFRB Toronto; Xen. D.
Soble, CHML Hamilton; Jack
Beardall, CFCO Chatham; A
Gauthier, CHLT Sherbrooke; N.
Thivierge, CHRC Quebec; Col.
Keith Rogers, CFCY Charlotte-
town; and Maj. William C. Borrett,
CHNS Halifax.

Most Important Year

Declaring that 1946 is the most
important year in Canadian radio,
Harry Sedgwick, CAB Board of
Directors chairman, opened the ses-
sions on Monday morning. Appoint-
ment of a Royal Commission to in-
vestigate copyright fees for music
and a Parliamentary committee to
Investigate broadcasting were high-
lights of the 1946 radio year, he
stated. Reviewing 1945 and the first
five months of 1946 since the last
CAB meeting in February 1945,
Mr. Sedgwick pointed to the estab-
lishment of an engineering depart-
ment by the CAB and reported that
a number of member stations al-
ready were using the department
to advantage.

A lengthy report on commer-
cial continuity prepared by Bob
Jones, Colgate-Palmolive-Peet, To-
ronto, chairman of the CAB Com-

mercial  Continuity Committee,
stated that “too many advertisers
judge the effect of their radio pro-
grams by the ratings and lose sight
of the sales effect of the commer-
cials.” The report was the result
of four listener surveys made in
the past year by Canadian Facts,
Toronto, for the committee. As a
result of these surveys the commit-
tee summed up its findings with
the observations that (1) commer-
cials which are most acceptable to
the public are those which are sin-
cere, believable, interesting, infor-
mative, product newsworthy, and
provide entertainment; (2) that
advertisers who have been most
successful with their commercials
treat listeners with respect, develop
commercials as skillfully as they
do programs;' (3) that commer-
cials with objectionable features
lose selling value if used over a
long period; (4) that most objec-
tionable features in radio crmmer-
cials can be corrected without suc-
rificing sales effect; (5) that prob-
ably most dangerous feature of
commercial broadcasting today is
poor programming created by
crowded periods of spot announce-
ments over some stations; (6) that

BBM and BMB EXECUTIVES at CAB convention at Quebec: Standing (1

to r) Walter Elliott, Elliott-Haynes; Bill Cranston, CKOC Hamilton;

Sam Barton, Industrial Surveys; John Churchill, BMB; Athol Me-

Quarrie, BBM. Seated (I to r) Hector Fontaine, Canadian Adv. Agency;

E. A. Weir, CBC; Lou Phenner, Canadian Cellucotton, and BBM presi-

dent; Adrian Head, J. Walter Thompson, Toronto; Harold Stephenson,
Canada Starch Co.
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radio advertising can be made
more effective if greater study is
given to the preparation and de-
livery of commercials; (7) that
station managers’ experience «an
be very helpful in planning and
placing spot announcements suv as
to overcome objectionable features.
The commercial continuity re-
port was read by Lloyd Moore,
manager of CFRB Toronto, in ab-
sence of Mr. Jones. CAB unani-
mously voted that committee con-
tinue another year’s research, CAB
underwriting expenses.

Rate Card Delay

CAB will continue to issue the
standardized rate forms of member
stations, the CAB Committee on
Rate Standardization reported
through its chairman, John Tre-
gale, All-Canada Radio Facilities,
Toronto. Some delay in issuing re-
vised rate cards for 1946 at July 1
is expected, due to numerous sta-
tions awaiting new transmitting
equipment for power increases.

New members presented at the
opening morning session included
CJAV Port Alberni, B. C.; CJBQ
Belleville, Ont.; CJCJ Calgary;
CHAT Medicine Hat, Alta.; CHEF
Granby, Que.; CJOB Winnipeg;
CFBC St. John, N. B. There are
now 81 members in the CAB, which
is almost full representation of
Canadian private broadcasting sta-
tions.

Monday Afternoon Session

Afternoon session of the first
day was turned over to Bureau of
Broadcast Measurement, with Lou
Phenner, Canadian Cellucotton,
Toronto, and BBM president, as
chairman. Mr. Phenner reported
that 47 of 81 CAB members were
BBM members. He reviewed work
done in the two years since BBM
inception and reported on progress
of the second survey being made
on the same basis as that of BMB
in the U. S. The second BBM sur-
vey is expected to be available for

(Continued on page 82)

June 3, 1946 o Page 17



WHBQ SALE NOTICE
IS ISSUED BY FcCC

PUBLIC NOTICE on the proposed
sale of WHBQ Memphis to Hard-
ing College, Searcy, Ark., was be-
ing prepared late last week by
FCC, which reported it would de-
fer action for 60 days from May
20 to permit the filing of applica-
tions matching the college’s $300,-
000 bid for the station.

The application [BROADCASTING,
May 20] calls for the college, owned
by Church of Christ, to buy 50%
from Mrs. Stella H. Thompson,
widow of Thomas Thompson, sta-
tion founder and 25% each from S.
D. Wooten Jr., chief engineer of
WREC Memphis, and Mrs. Emily
P. Alburty, wife of E. A. (Bob)
Alburty, WHBQ general manager.
WHBQ operates fulltime with 250
w on 1400 ke. FCC’s notice was
to be published in Federal Regis-
ter in compliance with the Avco
“auction” plan. Applicants started
advertising the projected transfer
May 20 in the Memphis Commercial
Appeal.

Koste Named

JACK KOSTE, formerly with Wil-
liam | Estey & Co. and Spot Sales
Inc., has been named New York
sales| manager of Forjoe & Co.,
station representative. Mr. Koste
served overseas with the armed
forces.

G. I. “CASEYS”’
Were Set to Take Over Controls

That Eventful Day——*

SATURDAY, May 25, was a hec-
tic day for radio, but it could have
- been worse. The Army was posed
to take over the railroads until
President Truman ad libbed that
line about the capitulation of the
railroads.

Now it can be told. The Army
Radio Branch, unbeknownst to the
networks, was poised to ask for
half-an-hour Saturday night on all
networks and stations. Either Sec-
retary of War Patterson, or Gen-
eral Eisenhower, chief of staff,
would have gone on to explain just
how the Army proposed to take
over operation of the roads and
guarantee protection for returning
railroaders.

At the Army Radio Branch, pre-
pared to act upon orders, was Lieut.
Edgar M. (Casey) Jones, formerly
assistant information officer of the
FCC, who had been through most
of the Pacific campaign. No inkling
had been given the networks, but
the Army’s radio room in the Penta-
gon, from which direct pickups are
made, had been cleared for action
—all except actual fixing of mikes
which is handled by network tech-
nicians.

In Army tradition, the radio ar-
rangements were to wait until they
could see the “whites of their eyes.”
The elaborate radio plan, after the
President’s epochal utterance, was
relegated for File 13, as good as
new.
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‘LIBERTY’ FREE OF LaGUARDIA

Tart Commentaries Too Much for Magazine;

By EDWIN H. JAMES

FIORELLO H. LAGUARDIA’s
hyperacidity at last proved too
much for his sponsor to stomach.
With the air of a man with morn-
ing-after indigestion Liberty mag-
azine last week swore off the Lit-
tle Flower.

Liberty took the pledge in a per-
emptory notification to ABC that
it was cancelling, “effective immedi-
ately,” its contract for sponsorship
of Mr. LaGuardia’s Sunday com-
mentaries (9:30-9:45 p. m.).

One of the magazine’s executives
was quoted as explaining that Mr.
LaGuardia had become “too con-
troversial”’ and that public interest
in his broadcasts had lately waned.

Hooperating

There could be little dispute on
the executive’s first allegation.
Within the past fortnight the
bumptious ex-mayor of New York
had hopped hard on the National
Assn. of Manufacturers and the
management of American rail-
roads. To a magazine which, like
radio, depends upon advertising
for its life, the Little Flower’s
diatribes against these two groups
could hardly prove soothing.

There was reason to believe, how-
ever, that the second charge by the
magazine was ill-founded. Mr. La-
Guardia’s latest Hooperating was
6.2, a measurable improvement over
his previous score of 5.3. In the
same period that his rating in-
creased, those of most other com-
mentators declined considerably.

ABC announced it would keep
Mr. LaGuardia on the air at the
usual time on a sustaining basis.
The network also announced that
Liberty had “purchased a time
period” Mondays 10-10:15 p.m., be-
ginning today, for a new program.

The new show will feature, as a
news commentator, Edward Ma-
her, who as editor of Liberty maga-
zine, will presumably prove less ir-
ritating to the management than
Mr. LaGuardia. The new program
will continue until July 1 when the
magazine’s ‘contract expires.

Mr. LaGuardia, no man to keep
silent, was quick to raise his voice
after Liberty disowned him. Said
he: “I don’t think Liberty maga-

General Mills Adds

GENERAL MILLS, Minneapolis,
expands sponsorship of the Lomne
Ranger on ABC to include the net-
work’s Pacific Coast stations effect-
ive June 24 on Mon.-Wed. 7-7:30
p. m. (PST) and Sat. 8:30-9 p. m.
(DST). Contract, placed through
Dancer, Fitzgerald and Sample,
Chicago, is for 52 weeks. Milling
company recently renewed spon-
sorship of four ABC programs:
Betty Crocker, Hymns of All
Churches, Jack Armstrong, over
the full network and Lone Ranger
on 55 stations.

ABC Continues Him Sustaining

zine and I were very happy to-
gether.”

He had notified ABC of this him-
self, he said, last April 28. As to
the magazine’s termination of its
contract, Mr. LaGuardia said: “It’s
all right with me. I have no con-
tract with Liberty. My contract is
with American Broadcasting Co.”

Mr. LaGuardia said he had been
“informed” that his erstwhile
sponsor had been displeased with
statements he made in his broadecast
May 26. At that time, in a rage
against U. S. railroad management,
he declared that the companies
were ‘“out to starve their workers
into submission.”

The former mayor’s 12-12:15
p. m. Sunday news commentary on
WJZ New York for June Dairy
Products Co. is not affected by the
ruckus with Liberty.

Mitchell to Agency

JACK MITCHELL has been ap-
pointed by The Frederick-Clinton
Co., New York, to head newly
formed radio department of the
agency. Mr. Mitchell is a former
account executive
of MBS. In his
new post he will
be a member of
the firm’s plans
board in addition
to directing radio
activities. Mr.
Mitchell saw com-
bat duty with the
Navy, being with
that service 2%
years. Staley
Goodman, former sales and adver-
tising manager of Superb Glove
Co., becomes merchandising direc-
tor of Frederic-Clinton and Adria
Aldrich, formerly with Best Foods
and Verne Burnett, is named di-
rector of publicity for the agency.

Mr. Mitchell

Succeeds Sinatra

THE “Sad Sack,” every soldier’s
other self, who was famed for his
eloquent silence in George Baker’s
Yank magazine cartoons, will be
given a voice and put on the radio
as a summer replacement for
Frank Sinatra, Wed. 9-9:30 p. m.,
effective June 12. Show is spon-
sored by P. Lorillard Co. (0Old
Golds) through Lennen & Mitchell.

Video News Service

ABC HAS made arrangements
with its 205 affiliate stations to
send to network headquarters in
New York films of important events
in their communities, thus supply-
ing the network’s video department
with a nationwide news service for
television release, via WABD New
York, WRGB Schenectady or
WPTZ Philadelphia, video stations
with whom ABC has arrangements
for televising programs created by
the network.
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PORT HURON OUTLET
SOLD FOR $300.000

ACQUISITION of WHLS Port
Huron, Michigan, by Roy C. Kelley,
president, and Ray Veenstra, sec-
retary-treasurer of Liberty Broad-
casting System of Grand Rapids,
for $300,000, was announced last
week subject to FCC approval.
Harmon L. Stevens, manager and
partner, plans to make his home
in California and enter the theat-
rical field.

Included is the three-story office
building in Port Huron, which
houses the studios and offices of
WHLS, as well as the transmitter
land and ten acres adjacent for
proposed expansion, which in-
cludes FM. No changes in person-
nel are contemplated. WHLS op-
erates on 1450 ke with 250 w full-
time and is a Mutual outlet. Mr.
Harmon Stevens and his father,
Herman L. Stevens, local attorney,
are co-licensees and established the
station in 1938, originally as a day-
time outlet,

Mr. Veenstra has been connected
with ownership and management
of the Fox Jewelry Stores in Michi-
gan. Mr. Kelley, owner and presi-
dent of the Wolverine Network, a
regional in Michigan, is a partner
in International Advertisers, an
agency, and has applied for a new
station in Muskegon. He was for-
merly executive vice president of
the Associated Broadcasting Sys-
tem. ‘

New Burns Sponsor

AMERICAN HOME PRODUCTS
Corp., Jersey City, anxious to ex-
pand nighttime programming, and
for an unnamed product, is re-
portedly undertaking sponsorship
of Bob Burns Show on NBC in the
fall. Current NBC Bob Burns show,
sponsored by Lever Bros. (Life-
buoy soap), terminates June 27.
Ruthrauff & Ryan, New York, is
agency for both accounts.

Swift on ABC

SWIFT & Co., Chicago, through J.
Walter Thompson Co. and McCann-
Erickson, Chicago, June 1 began
sponsorship of the 8:15-8:30 a. m.
(CDT) ABC Breakfast Club, in
addition to its currently sponsored
8:30-8:45 a. m. (CDT) Monday
through Friday portion. Last
quarter-hour of Breakfast Club is
sponsored by Philco Corp. through
Hutchins Adv.

Replacement Set

SUMMER sustaining replacement
for the Fresh Up Show sponsored
on MBS Wed. 8:30-9 p.m. by the
Seven-Up Bottling Co., St. Louis,
which is taking a hiatus until Sep-
tember, will be the Beatrice Kaye
program, currently on MBS as a
sustainer, Thurs. 10-10:30 p.m.
Show will move into the Wednesday
evening spot July 3. Agency for
Seven-Up Co. is J. Walter Thomp-
son Co., Chicago.

Telecasting
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IOWA IS FIRST
IN CASH FARM INCOME—BECAUSE
IOWA CONTAINS 25% OF ALL
GRADE “A” FARM LAND IN AMERICA

Towa is America’s first agricultural State largely
because it contains one-quarter of all Grade A farm

land in the U. S.

Good top-soil is one of America’s greatest assets—
yet nearly one-half of all land in the U. S. has
been damaged, or actually ruined, by lack of Soil

Conservation.

To help guard the vital top-soil resources of Iowa
and the Middle West, WHO is promoting Soil
Conservation with all the skill and know-how at its
command. Our famous Farm Department has al-
ready earned the commendation of State and Fed-
eral Agricultural experts—will continue to exert
its maximum efforts in this matter of greatest public

interest,

BROADCASTING e Telecasting

Advertisers on WHO do more than reach a large
and attentive audience. They share in the benefits
accruing from top-notch Public Service of an ex-
cellent clear-channel station, strategically located
at the center of America’s first agricultural State.

WHO

Des Moines 50,000 Watts

B. J. Palmer, Pres. J. O. Maland, Mgr.
FREE & PETERS, Inc., National Representatives
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Luckman Elected
To Top Lever Post

Succeeds Francis Countway

As Soap Firm Head

CHARLES LUCKMAN, who in
the depression year of 1931 took a
job selling soap as a stop-gap
until he could get a start in his
chosen profession of architecture,
last | week was
elected president,
at the age of 37,
of Lever Bros,,
one of the biggest
soap making com-
panies in the na-
tion.

~ Mr. Luckman

takes office July 1,
succeeding Fran-
cis A. Countway,
who is retiring
after 48 years of service with the
company, including 33 years as
its head.

Election of Mr. Luckman to the
top post in Lever Bros. (Lux, Lux
Toilet Soap, Lifebuoy, Swan, Spry
shortening, Rinso and Pepsodent)
came after a skyrocket career. In
1931, after his graduation from
the U. of Illinois as an architect,
Mr. Luckman became a soap sales-
man for Colgate-Palmolive-Peet in
Chicaé‘o.

He was rising fast in Colgate
when Pepsodent Co. hired him as
sales manager. By 1936 he was
vice president in charge of sales.
He was made president in 1943,
and last January became, in addi-
tion to the head of Pepsodent, the
executive vice president of Lever
Bros., one of radio’s biggest adver-
tisers.

A super-salesman and crack ad-
vertising man, Mr. Luckman was
largely responsible for the swift
rise of another young man whose
name also has grown with that of
Pepsodent—Bob Hope. In 1938
Pepsodent began the association
with Bob Hope that led to the lat-
ter’s becoming one of the top radio
stars and to increased Pepsodent
sales volume.

Mr. Luckman

Socony Change

SOCONY-VACUUM OIL Co., New
York, June 24 discontinues Infor-
mation Please on NBC Mon. 9:30-
10 p.m. and on July 1 starts Benny
Goodman and His Band, which will
originate from New York through
Sept. 2. On Sept. 9 the Good-
man show will be expanded, with
Victor Borge joining program
and a guest to appear each week.
This program  will continue
through the 1946-47 season from
Hollywood. Agency is Compton
Adv., New York.

Walker Sees Truman

PAUL A. WALKER, FCC Com-
missioner nominated recently for a
third term, was a White House
caller at 12:30 p.m. Thursday. The
call was purely personal, according
to Comr. Walker, who explained
he had called to pay his respects.
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Applications for Four Station
Sales Total Nearly $500,000

APPLICATIONS looking to sales
involving four local stations, at
prices totaling almost $500,000,
were reported by FCC last week.

Seeking Commission consent,
they propose sale of KVIC Vie-
toria, Tex., by Morris Roberts to
John G. Long for $192,500; half
interest in WGKV Charleston, W.
Va., by E. R. Custer and Floyd E.
Price to R. M. Venable, owner of
the remaining 50%, for $100,000;
one-fourth interest in KVOP Plain-
view, Tex., by J. C. Rothwell to
W. J. Harpole, 75% owner, for
$21,875; and WBLK Clarksburg,
W. Va., by Capt. John A. Kennedy,
USNR, and associates to News
Publishing Co. of Wheeling for
$177,500.

FCC also reported an applica-
tion for consent to reorganization
of stock ownership of F. B. Clem-
ents & Co,,
Mankato, Minn., and engaged in
real estate, automobile, automo-
tive supply and other businesses, to
provide for issuance of approxi-
mately 13% interests to a son and
two sons-in-law of Mr. and Mrs.
F. B. Clements, two of the prin-
cipal owners. A conditional FM
grant also is involved.

Two Transfer Proceedings

The WGKV application, attor-
neys pointed out, makes two trans-
fer proceedings involving the
Charleston station which are now
pending before the Commission.
In 1943 an application was filed for
relinquishment of control by Worth
Kramer, then president, to Messrs.
Venable and Custer.

Later FCC was petitioned for
permission to amend the applica-
tion to show Mr. Kramer selling
his remaining stock for $20,000,
with Mr. Venable then holding
50% and Messrs. Custer and Price
25% each. The application went
into hearing with an application
for license renewal and has not
been decided. WGKV is now on
temporary license. Under the new
application, Mr. Venable would ac-
quire sole ownership. Applicants
asked that the Avco advertising
procedure be waived since positive
control is not involved. WGKYV is
assigned 1490 ke with 250 w full-
time.

Plans for the WBLK sale were
announced in April [ BROADCASTING,
April 8]. Capt. and Mrs. Kennedy
also have pending an application
for sale of WPAR Parkersburg to
the same newspaper interests for
$307,500. Both stations are mem-
bers of West Virginia Network,
which includes WCHS Charleston,
also owned by the Kennedys, and
WSAZ Huntington, in which they
have 48% interest. WBLK is on
1400 ke with 250 w fulltime.

John G. Long, theatre owner
and a partner in Bay City (Tex.)
Broadcasting Co. which holds an
AM grant there, proposes to buy

licensee of KYSM

KVIC and also KSAM Huntsville,
Tex., according to plans outlined in
the KVIC transfer application. In
addition to his contemplated pur-
chase of the Victoria station from
Mr. Roberts, the application pointed
out, he plans to acquire KSAM
from Messrs. Harpole and Roth-
well, principals in the proposed
KVOP transfer. The KVIC sale
presumably would follow the Avco
plan of awaiting competitive bids
for 60 days before FCC acts. KVIC
is on 1340 ke, 250 w full time.

In the KVOP transaction, Mr.
Harpole, general manager as well
as 75% stockholder, would become
sole owner through acquisition of
Mr. Rothwell’s 25% interest. Mr.
Harpole is partner in a firm seek-
ing a new station at Borger, Tex.
KVOP is assigned 1400 kc with
250 w fulltime.

The KYSM assignment applica-
tion provides for a reorganization
of ownership interests in the
licensee company to divide about
40% of stock equally among three
ather members of the F. B. Clem-
ents family. Control would be re-
tained by the three present owners,
Mr. and Mrs. F. B. Clements and
C. C. Clements. No money is in-
volved. Applicants maintain Avco
should not apply.

New stockholders, all World War
II veterans, would be Durand F.
Clements, son of Mr. and Mrs. F.
B. Clements, and Charles R. Butler
Jr., and James F. Madden Jr., their
sons-in-law. Xach would have
$150,000 interests, or about 13%-
plus. Stock issued to them would
be provided by Mr. and Mrs. Clem-
ents, the former reducing his hold-
ings from about 489% to about 21%

and Mrs. Clements cutting hers:

from about 28% to about 13%. C.
C. Clements, the other original
partner, would retain his present
interest of approximately 23%.
KYSM operates on 1230 ke with
250 w fulltime.

Coca-Cola Switch
COCA COLA CO., Atlanta, today
(June 3) starts new format on
Songs by Morton Downey, MBS,
Monday through Friday 12:15-
12:30 p. m., and changes name to
The Coke Club With Morton Dow-
ney. New Coke Club Quartet be-

comes regular feature of the show.
Agency is D’Arcy Adv., New York.

Barr Sponsors ‘Shadow’
G. BARR & Co., Chicago (Balm-
Barr Creme hand lotion), will turn
to network radio for advertising
effective September 8 when it starts
sponsorship of The Shadow, 5-5:30
p.m. (EST) on 87 Mutual sta-
tions. Contract, placed by Arthur
Meyerhoff & Co., Chicago, is for
52 weeks and will be expanded to
include additional stations. Present
sponsor is Carey Labs. through Mec-
Junkin Adv., Chicago.

BROADCASTING o

DYKE WILL RETURN
TO UNITED STATES

BRIG. GEN Ken R. Dyke, on leave
as advertising and sales promotion
director of NBC, last week upon
his request was relieved as infor-
mation and education officer on Gen-
eral MacArthur’s
staff in Tokyo
and shortly will
return to the
United States. He
will be processed
out of the Army
about July 1.

While Gen.
Dyke, who served
in the Pacific vir-
tually throughout
the campaign, has
not announced his plans, it is pre-
sumed he will return to NBC, prob-
ably at New York headquarters.
Gen. MacArthur had sought to have
Gen. Dyke remain with his com-
mand in a civilian capacity, carry-
ing on the same functions in con-
nection with information and edu-
cation, which includes radio, news-
papers, motion pictures and other
mass communications media, as
well as educational and religious
control functions.

Gen. Dyke

NET TIME SHUFFLE
FOR LEVER AND P&G

RESCHEDULING of one Lever
Bros. show and three sponsored by
Procter & Gamble last week re-
sulted from the acquisition by
Procter & . Gamble of Big Sister,
which had been dropped by Lever
and the dropping in the latter part
of June of the NBC serial Women
of America sponsored by Procter &
Gamble [BROADCASTING, May 27].

Lever Bros., sponsor of Aunt
Jenny’s Real Life Stories on CBS
for Spry, will switch that program
from its present CBS period, 11:45
am.-12 noon to 12:15-12:30 p.m.,
the time formerly occupied by Big
Sister, which moves to the 1-1:15
p.m. period on CBS formerly oc-
cupied by Life Can Be Beautiful,
sponsored by Procter & Gamble for
Ivory soap. Latter program moves
to NBC in the 3-3:15 p.m. spot,
replacing Women of America, be-
ing dropped by P&G. The 11:45
a.m.-12 noon period on CBS va-
cated by Aunt Jenny, will be filled
by Rosemary, moving from the
2:30-2:45 p.m. period on CBS spon-
sored by Procter & Gamble for
Ivory Snow.

Agency for Lever Bros. is Ruth-
rauff & Ryan, New York, while
Compton Adv., New York, handles
Life Can Be Beautiful and Big
Sister for Procter & Gamble.
Agency for the P&G Rosemary
show is Benton & Bowles, New
York.

To Observe Atom Tests

A. J. MOSBY, president of KGVO
Missoula, Mont., will observe the
Bikini atom bomb tests as special
events and news director for KGVO.

Telecasting



Decoy

If you're a duck hunter that’s a familiar and, some
say, essential piece of equipment. Some men are even
past-master craftsmen at turning out the lures that fool

the high flyers into plumping down in front of your blind.

Fortunately, down here in Baltimore radio we don’t
need any trick to get our story across to buyers of radio

time. Our facts are as clear cut as this:

W-I-T-H, the successful independent, produces the

greatest number of listeners-per-dollar-spent. There’s

BROADCASTING o Telecasting

no trick coloring, no lifeless lure in that statement. It’s
the kind of fact that puts W-I-T-H on budget lists that
are planned to create sales. How about you? [s W-1-T-H

W-1'1"H

and the FM Station W3XMB
BALTIMORE 3, MD.

on that list of yours’

S~

Tom Tinsley, President Headley-Reed, National Representatives
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1920 Loop \gltenna/for 400-500
meter ship-to-shore tadio -telephone

receivers. Its design enabled earliest

~.measurements of. fiel

g.l strength.

\\

""‘*r-e..

~— in?*Gu_l;g__qin antennas d\o\%_l,oped for\
\b?aming_ sho‘\rﬁwcy@"iadio to_l‘,iptggn. \\

. R A b .
~.___ Messages to Europe\and Sou'h_‘l_\\morlcq%

T e - . . .
.. improved commercial service. - i
"\,’i\

1934 One of the first directional
antenna arrays for broadcasting. De-
signed for WOR to concentrate signals
in service area, eliminate radiation
over ocean.

1938 Coaxial antenna for vitra high
frequency communications, designed
by Bell Laboratories, gave increased
signal strength. Widely used in police
radio systems.

1946 New 54A CLOVER-LEAF FM broadcast
antenna has high efficiency and a circular
azimuth pattern; is simple to install and main-

tain. May be used for any power level up to
and including 50 KW.
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1941 Polyrod radar antenna was an
important war contribution .., helped
sink many Jap ships, Its exceptionally
narrow beam and rapid scanning
gave high accuracy to big Navy guns.



ON ANTENNAS

As_pﬁ))‘g_f_:ers and leaders in radio, Bell Telephone Laboratories
gnd-We_ﬁ'érp Electric have been vitally concerned with the
development of improved antennas for more than 30 years.

From the long-wave days of radio’s youth, right through to
today with its nucrowaves, this team has been responsible for
much of the 7 progress imantenna design.

Progress based on Research
Following their 'long-establisiigd_ method of attack, Bell Lab-
oratories scientists are continually observing, investigating and
measuring the action of radm wayes in space. Their research
=Rk y has covered wave lengths rangmg ggm hundreds of meters to

B
e —afraction of a centimeter. In over a quarter-century of intensive

S Mreny,

e study, they ‘have_learned how radio waves behave, day and
i ‘.
it e - night, under all sorts of‘weather condl ons.
I - 4"\
" /__.4-—/" 3
1930j Rhombic (diamond-shaped) Out of thls fundamental research hav ome such outstanding
——"antenna for 14-60 meters. It covers developmenj;s-as the rhombic antenn ‘,.N 1usa antenna, vertical
. . i e ——— N 3 '
Wide freqvency’ Fafgs Without] [d: | —— ‘half-wave| radiator, curtain antenna, ‘directional array, the

e 1
e g

justment. Still standard for-this band.

polyrod and other improved radar antennas, the metal lens for
microwaves and the new CLOVER-LEAF antenna for FM
broadcasting.

| What this means to YOU
Whether you are interested in AM {or/F M —equipment for

1br0adcast‘ing, point-to-point, aviatien, mobile or marine use—
here’s the thing to rememb’g/E/ery item of radio apparatus
des1gned /by Bell@wt’ones and made by Western Electric
__is backed by just'such thorough scientific research as has been
—given to antennas. It’s designed right and made right to give
you years of high quality, efficient, trouble-free service.

1944 Metal lenses, another Bell Lab-
oratories development, focus micro-
waves like light. One type has a beam
width of only 0.1°—or less than that
of a big seurchhght. 5
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More Analytical Program Study Urged

Funectional Research
Technique Cited

By Dichter

THE APPLICATION of a new
type of program research which
migljlt be described as “functional”
or ‘“creative” research, to creative
program problems was described
by Dr. Ernest Dichter, CBS con-
sulting psychologist on programs,
May 24 in a talk before the field
research panel of the American
Marketing Assn. in New York.
Normal programming procedure,
he said, is to make decisions on the
basis of hunches, rather than re-
search, with “a few top people get-
ting together and deciding on the
basis of personal opinions, practi-
cal business reasons and available
talent, what show to put on. They
can get little advice from the re-
search department, except that

certain programs are usually bet-
ter than others, or, as rating serv-
ices tell them, that certain hours
attract more listeners than others.”

Dr. Dichter compared functional
radio research to the procedure a
physician follows in making a diag-
nosis, which is based on his knowl-
edge of the human anatomy and
the physiological relationship of its
parts that enables him to treat the
source of the ailment rather than
its surface symptom. “In the func-
tional research approach,” he
stated, “we concentrate our efforts
on the discovery of the structure of
our problem—its physiology, as it
were—rather than its surface ap-
pearance.

Aid in Programming
“Once we have arrived at such
an understanding,” Dr. Dichter ex-
plained, “we can approach our pro-
gram on a level which is much

closer to the creative requirements
of the producer and writer. We
can go as far, on the basis of our
research, as working out a pretty
accurate psychological precis which
can serve as a guide in the dra-
matic translation of the program
idea. We can tell the creative per-
son who has turned to us for ad-

. vice: 1. What effect we think the

program should have in order to
fulfill the requirements of our
social diagnosis. 2. What the best
way would be to force the listener
to face the issue.”

Citing the CBS atomic bomb pro-
gram as an example, Dr. Dichter
said that the first approach was
the usual one, from a content level,
considering the questions of pro-
gram format and presentation,
whether, for instance, it should be
given as a documentary, in fiction-
alized form, or as a roundtable dis-

The No. 1 Farm
would like you

AMERICAN

June 3,
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Station in the No. 1 Farm Market
fo

KMA advertisers.

155 COUNTIES AROUND
SHENANDOAH, I0WA

FREE & PETERS, Inc., Exclusive National Representatives
BROADCASTING -+

MEET
- TERRY!

This is Terry Moss, KMA program manager.

Terry builds foundations for the friendly, sincere and
entertaining programs which have made KMA famous.
Thoroughly experienced in all phases of radio op-
eration, and in KMA’s special philosophy of friend-
liness, Terry knows all the elements that make a radio
program a listener favorite.

Under his skilled coordination, every KMA show is
designed to give both the listener and the sponsors
what they want—and this results in tremendous mail
response, as well as a phenomenal selling record for

For data on what KMA can do for you or one of your
accounts, write for your free copy of our “1945 Radio
Mail Study”. Address us—or Free & Peters—today!

cussion. But when the funectional
approach was tried, he reported,
“we reversed the usual approach.
We thought of the desired effect of
our topic first and felt that we
should then subordinate the for-
mat and content to this all-im-
portant goal.”

The Atom Example

A study of polls and surveys re-
vealed that about 75% of the pub-
lic was thoroughly scared by the
atomic bomb but had largely chosen
to dodge the problem rather than
face it, Dr. Dichter reported. “They
wanted to keep the secret, or build
bigger battleships, or have the
bomb outlawed, or simply felt that
things should take care of them-
selves,” he said. “It became clear
that if he wanted this problem to
have any effect at all it would have
to be in the direction of cutting
short all these forms of escapism.”

Applying the functional research
technique to this program, he con-
tinued, “we could state that the
main role of the program should
be to convince the listener that he
has to face the real issue, which,
in our opinion, was recognition of
a world government. We could in-
dicate that we will have to demon-
strate to the listener in a step-by-
step, almost psycholanalytic pro-
cedure, going from surface forms
of escapism to deeper forms of psy-
chological mechanisms, that none
of the escapist solutions could pos-
sibly work.

“Once we had pushed the listener
into a corner, getting him to ad-
mit that all the solutions he had
suggested had been wrong ones, we
could lead the by then possibly en-
raged listener to positive sugges-
tions, leaving him at the end of
the broadcast with a feeling of en-
couragement and clarity as to what
decision he would have to make.

Resnlt Helpful

“Once this clear concept of the
psychological structure of the pro-
gram had been worked out in de-
tail, research had come very much
closer to the job to be performed
by the creative writer. While all
the intuition and sense of drama
brought in by the artists still had
full play in the actual dramatic
translation of this concept, it had
been made a lot easier to arrive at
the finished product than if the
non-function type of research had
been the only one to be applied to
this program.”

By this functional research ap-
proach, Dr. Dichter concluded, “we
have found a way to bridge the gap
between the purely descriptive re-
search and creative work. It per-
mits the complete cycle, starting
with a social and psychological
diagnosis of the functional aspects
of the problem and ending with a
clearly focused test of whether or
not we have achieved with our pro-
gram what we set out to do. In our
atomic bomb program, the test of
effectiveness will concern a check
on whether or not the average lis-
tener has actually been forced to
see and face the real issue as we
had intended him to.”

Telecasting



IT'S PERSONALITY THAT COUNTS!

*x X x

The role of radio in advertising is the role
of the salesman knocking at the customer'’s
door. The reception of the advertiser is
dependent on the reception accorded the
salesman. 1f he has personality, he finds a
ready welcome, and the task of selling the
advertiser's wares is reduced to a minimum.

That is also true of radio.

KYA long ago recognized that the success
of its programs depended upon the de-
velopment of personalities, whose magne-
tism now attract the widest listening audi-
ence hour after hour, day after day, in
fabulously rich Northern California. For the
shrewd advertiser, listed are the KYA Per-
sonalities—with loyal followings—that will
help him open up the vast post-war market
in Northern California.

* X K

X

KYA

SAN FRANCISCO

FOREMAN BILL MAOKINTGSH

The Man With Thousands of ‘“Cousins’’ all over the
West who participate in his ‘‘Rhythm

ROl - o o o olm ol wharafets o s W A SRk ke 6:10 A.M.

DAVE DORRIS

Puts sparkle into your mornings with his captivatingly

different program ‘“‘It's a New Day™. . ... . 8:10 A.M.

GEORGE RUGE

With his contagious laugh and gay presentation of
music gives the Bay Area that “Lift"’ from the mid-day

doldrums in “‘Ballroom of the Air’". .. .. .. 11:15 A.M.

LES MALLOY

Dominates the afterncon air-lanes with recordings and
transcriptions for milady’s listening pleasure in his
“Twelve-Sixty Club™. s u . ivewisnwreaizaqs 1:30 P.M. to

DUDE MARTIN

Takes you back to the good old range with his guitar
and his “Round-up Gang' playing the best in Western

MUSIC . 5.05 P.M.

BOB EMERICK

Mixes a bit of the zany and the best in modern music

to sweep away the day's cares with "Telequiz

Tunes' . . . e 11:10 P.M.

REPRESENTED BY
ADAM J. YOUNG, JR,, INC.

NEW YORK — CHICAGO —

SAN FRANCISCO

to 8 A.M.

to 1 P.M.

*

3:30 P.M,

*

to & P.M.

*

to TA.M.

LOS ANGELES
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FC(CIssues More Temporary Renewals

96 AM’s Are Included
In Latest List
Released

NINETY-SIX standard stations,
14 FM’s, one facsimile and a hand-
ful of experimental television out-
lets and -studio-transmitter links
were continued on temporary
license last week for the period end-
ing Aug. 1, while 356 AM stations,
many of them on temporary
licenses, were given regular re-
newals.

Virtually all of the 96 standard
outlets given temporary extensions
were already on the “temporary”
list, officials said, and most had
been requested to submit program
data following issuance of the Com-
mission’s Blue Book in March. But
FCC sources stressed that by no

means all of the group were con-
tinued on temporary licenses be-
cause of programming considera-
tions.

In the case of the 14 FM stations,
it was understood that the Com-
mission wishes to ‘“find out what
FM has been doing”’—not only in
programming but in such matters
as number of hours of operation,
extent of duplication of AM pro-
grams, and effects of limitations
imposed by American Federation
of Musicians.

Reasons for Action

Among the 96 standard stations
continued on temporary licenses,
Commission sources said that in “a
sizeable number” of cases the ac-
tion resulted from engineering com-
plaints which must be investigated;

that processing of some was de- -

layed by failure of licensees to
file required financial information
promptly, and that in some others
action was being held up because
the stations are involved in pend-
ing proceedings.

In “a few” instances among the
96, it was conceded, the Commis-
sion wants to investigate further
to determine whether the renewal
applications should be set for hear-
ing or granted under the ‘“leniency
policy” announced the week before
[BROADCASTING, May 27]. The
Commission at that time granted
regular renewals for some 95 sta-
tions out of the group of 300 which
had been requested to supply pro-
gram information, but said the
grants did not necessarily indicate
compliance with Blue Book prin-
ciples since the data judged in
making the renewals were for a

THE BRANHAM COMPANY

Chiccago
Neww Yook
Detlroc
Sllanta
Deallas
Clalotle
S. Foreds

Heriesas %/I/I/
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(f(;m Srarncesco
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WMOB . . .
KTHS . . . .
KFMB . .
KWKH . . .
WCPO

WTJS

WNOX . .
wWMC . .
KRIC . . . .
KWBU . . .
KRLD . . . .
WCHS . . .

. . Mobile, Ala.
Hot Springs, Ark.
San Diego, Calif.
. Shreveport, La.
. Cincinnati, Ohio

. Jackson, Tenn.

. Knoxville, Tenn.
. . . Memphis, Tenn.
. Beaumont, Texas

Corpus Christi, Texas

Dallas, Texas

Charleston, W. Va.

period preceding the Blue Book.

With this explanation FCC
coupled an admonition to all licen-
sees to review their programming
in the light of the Blue Book and
warned that in extreme cases re-
newal applications will be set for
hearing.

The 35 stations given regular
renewals included 14 whose licenses
expired May 1 this year, but Com-
mission spokesmen said otherwise
the majority had been on tempo-
rary. With the approximately 95
given renewal the week before and
an estimated 50 renewed previ-
ously, these brought to about 170
the number thus far granted re-
newals out of the 300 from whom
program data were ordered.

Hearing on WINS

In one of the latest renewals —
that of WINS New York, which was
granted renewal to May 1, 1948—
Comr. C. J. Durr voted for hearing.

He noted that the proposed WINS
sale by Hearst Radio Inc. to Cros-
ley Corp. for $2,100,000 is now
pending before the Commission and
said the two cases should be han-
dled together. He also pointed out
that another Hearst station, WBAL
Baltimore, already has been set for
hearing on its renewal application.
(Since FCC tentatively denied the
WINS transfer, a $400,000 time-
trade clause has been eliminated,
bringing sales price to $1,700,000.
Oral argument is slated June 1.)

Meanwhile, the Commission des-
ignated the renewal application of
KDAL Duluth, Minn., for consoli-
dated hearing with its application
for increase in power from 1 to
5 kw on 610 kc, directional an-
tenna at night. Commission offi-
cials said, however, that the desig-
nation does not involve program-
ming questions.

Frequently, it was pointed out, a
station’s renewal application is thus
designated when another proceed-
ing is pending. Issues in the KDAL
hearing on increased power con-
sist of engineering and other ques-
tions including determination of
whether full disclosure has been
made concerning contracts for ac-
tual or contemplated stock trans-
actions.

The following stations were granted
renewal of licenses for the period end-
ing Feb. 1, 1949:

KFDA Amarillo, Tex.; KFXD Nampa,
Idaho; WAJR Morgantown, W. Va.;
WCBT Roanoke Rapids, N. C.; WDSM
Superior, Wis.; WESX Salem, Mass.;
WHLN Harlan, Ky.; WJBC Blooming-
ton, Ill.; WJOB Hammond, Ind.; WLOG
Logan, W. Va.;, KFJB Marshalltown,
Iowa; KSUN Lowell, Ariz.; KWG Stock-
ton, Cal.; WAYX Waycross, Ga.

The following stations were granted
renewal of licenses for the period end-
ing May 1, 1949:

WJLS Beckley, W. Va.; KFDM Beau-
mont, Texas; KFYR Bismarck, N. Dak.:
KOAC Corvallis, Ore.; KILZ Denver;
WSYR Syracuse; WNAX Yankton, S.
Dak.; KGMB Honolulu and auxiliary;
WEEI Boston; WKZO Kalamazoo;
WLBZ Bangor, Me.; WMAL Washing-
ton; WMAM Marinette, Wis.

WBLK . . . .
WSAZ . . .
WPAR . . .

Clarksburg, W. Va.
Huntington, W. Va.

‘The following licenses were granted
renewals for the period ending Nov. 1,
1948:

KYA San Francisco; WHKY Hickory,
N. C.; WTAQ Green Bay, Wis.; WFBM
Indianapolis and auxiliary.

WLAY Muscle Shoals, Ala., was grant-
(Continued on page 46)
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THE reported cases of venereal disease each
year are three times those of Measles, five
times those of Tuberculosis, 14 times those of
Scarlet Fever, and 300 times those of Polio!
Because the appalling toll of this crip-
pling, killing plague is the direct result of
ignorance and failure to meet the problem
openly, the radio stations of America have an
extraordinary opportunity to spearhead a pro-
egram of public information on VD control in
their communities. The problem is LOCAL and

must be met locally.

DRAMATIC SERIES DEVELOPED

Several weeks ago, WKY was privileged to
develop a series of programs on Syphilis con-
trol in connection with a citywide VD survey

conducted by the U. S. Public Health Service in

VD EDUGATION
A 00 I-

p ’/ é'c y é ( aéc;(]ivic Officials - ~ ?{
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A-Series of ll.jframatic

ranscribed Programs on _

-
@

Endorsed by Health _

i

cooperation with local and state health and
medical authorities.

SERIES AVAILABLE AT COST

This series has been endorsed so enthusi-
astically by health and civic officials that WKY
is offering the series to all radio stations in
America at the cost of production—$65.00 for
the series. More than a score of stations have
already asked for it. For additional informa-
tion, write or wire WKY today.

WKYeOklahoma City

SKIRVIN TOWER HOTEL

Owned and Operated by The Oklahoma Publishing Ce.
The Oklahoman and Times ® The Farmer Stockman
KVOR, Colorado Springs ® KLZ, Denver (Afil. Mgmt.)

REPRESENTED BY THE KATZ AGENCY
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UN Five-Man

Subcommittee

Dodges Air Censorship lssue

THE United Nations five-man sub-
committee that a fortnight ago had
prohibited direct radio reporting
of its open sessions [ BROADCASTING,
May 27], last week sidestepped
the angry questions of broadcast-
ers with a nimbleness that sug-
gested that Ballet Impresario S.
Hurok might well go out to Hunter
College on a talent hunt.

The subcommittee renewed its
public hearings in a hall that con-
tained no broadcasting equipment.
It had been yanked out of the main
council chamber, where micro-
phones sprout as mushrooms and
where the subcommittee a week be-
fore had sat in radio silence while
the press clamored at its loudest.
The larger, more important United
Nations Economic & Social Council
had shouldered the five-man sub-
committee out of the big room.

Partial Censorship?

Broadcasters could hardly pro-
test the coincidence that sent the
" subcommittee into the smaller and
silent hall, but they could not help
feeling somewhat cheated of an
answer to their question: Could a
UN subcommittee impose at least
partial censorship on one medium
of information while others were
untouched?

It looked as though the light-
ning-footed subcommittee would
pirouette safely into the wings be-
fore another tomato could be
hurled. It had been ordered to de-
liver to the Security Council, its
parent body, by May 31 a report on
the ticklish question of whether
Franco Spain constituted a threat
to peace. Its report concluded, the
subcommittee was likely to pass
out of existence.

Meanwhile, protests accumulated
in the office of Christopher Cross,
UN radio liaison officer. One came
from the officers of the Assn. of
Radio News Analysts, headed by
H. V. Kaltenborn, president.

Protesting against “the discrimi-
nation in excluding commentators
from direct broadecast” of the sub-
committee’s session, the news an-

UN FILM made by ABC in its
television coverage of the United
Nations meetings at Hunter Col-
lege, New York, is presented to
Dr. Quo-Tai-Chi (1), Chinese dele-
gate to sessions, by Paul Mowrey,
manager of ABC television.

BROADCASTING o

alysts telegraphed: ‘“We urge the
prompt return to equality of treat-
ment of all news media and their
accredited personnel.” The mes-
sage was signed by Mr. Kalten-
born, Lowell Thomas, Cecil Brown,
Johannes Steel, Quincy Howe and
Charles Hodges.

It was reported that Paul Has-
luck, of Australia, chairman of the
five-man subcommittee, had, of all
the committee members, most
strongly favored the prohibition of
his committee’s going on the air.
His explanation was that the pres-
ence of live microphones at each
delegate’s desk would inhibit free
discussion of the Spanish issue.

German Tape Recorder

Is OQOutlined in Report
DETAILS covering high-frequency
models of the German Magneto-
phone, tape recording device, are
made available in another report
by the Office of the Publication
Board, Dept. of Commerce [BROAD-
CASTING, Dec. 10, 1945]. Mechanical
systems, electrical circuits, record-
ing processes and the recording
tape are covered in the report,
written by Capt. James Z. Menard
for the Army’s Field Information
Agency, Technical.

Copies of the report may be ob-
tained from the office by writing
for PB-12659. Photostat is $3,
microfilm 50 cents. Checks should
be made payable to the Treasurer
of the United States.

Simple recording system devel-
oped by Germans to show perform-
ance of transmitters in terms of
frequency, strength of signal and
time on the air is described in an-
other report, PB-21980. It consists
of an optical system, photosensi-
tized film and light source. Driv-
ing mechanism controlled by a
clock actuates movement of the
light source, recording film and
tuning to permit scanning of film
in time and frequency. Equipment
is said to be useful for checking
adherence of transmitters to chan-
nel and to provide data for study
of interference factors. Cost of this
document is $1 for photostat, 50
cents for miecrofilm.

GM Video Set
CHEVROLET Motors Division of
General Motors Corp., on June 11
starts sponsorship of a four-week
series of video programs on WABD
New York [BROADCASTING, May 6].
To be telecast Tuesday 8-8:30 p.
m., series will be produced by tele-
vision department of ABC. First
program will be a fantasy, “Fit
for a King,” from an original story
by M. A. Hollinshead, head of the
radio division of Campbell-Ewald,
agency in charge of Chevrolet ad-
vertising. Harvey Marlowe, execu-
tive director of ABC television, will
direct and produce program, con-
cerned with the development of
Fisher Bodies.

Telecasting

INTO THE LIVING ROOM
OF 627,731 RADIO HOMES

WSPD, Toledo’s NBC Station, does more than deliver a domi-
nant signal into the homes of more than 2,000,000 people
in its primary area—the rich industrial market at the lower end
of Lake Erie. To you, the advertiser, WSPD offers a high pow-
ered selling medium which is highly flexible—fits market pat-
terns and follows your seasons or selling schedules. Get better
acquainted with WSPD, Toledo—its facilities and sales ability

in Ohio’s 4th largest Market.

Just Ask Katz

BASIC NBC 5000 WATTS

|

TOLEDO, OHI0
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Britlrant
Low Cost...

romeosn oo

ON LOCATION—The microwave transmitter relays the sig-
nals picked up by field cameras to the studio—recently used
with excellent results to transmit scenes of the UN Confer-
ence at Hunter College to Radio City.

THE RELAY TRANSMITTER consists of a parabolic antenna with
hook-shaped wave guide, an easily removed transmitter built
into the waterproof cylindrical housing at the back of the re-
flector, and the small, suitcase-type transmitter control.
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A I’(IdiO Iillk between remote piCkUp (Illd THE VIDEO SIGNAL is p;kedup‘;;ﬁfeparaboucame;laZd

the several receiver stages mounted in a waterproof housing

studio or between studio and fransmitter o b The sigot s deivred by conriat ine o e
AVAILABLE SOON

ERE'S ANOTHER REAL HELP to practical, low-cost television

programming even in small towns and cities—a highly direc-
tional, wide-band relay link for transmitting pictures of local
events to the studio or for relaying programs from studio to
transmitter. |

. Under normal conditions, you can use this equipment within a
15-mile radius with an excellent signal-to-noise ratio assured over
the entire range. Fully developed, it is now in production for early
delivery.

To assure flexibility of operation, the equipment used in the
field has been made relatively light in weight, and can be dis-
assembled into easily portable units. Field setup is merely a matter
of connecting the various units together by means of single plug-in
cables and making the necessary adjustments.

The parabolic transmitting and receiving antennas are so

mounted that they can be easily moved with a micrometer screw THE RELAY RECEIVER comsists of the receiver

adjustment 15 degrees in both horizontal and vertical directions. unit itself, which is mounted on the rear of a
Proper alignmentis made by scanning for maximum signal strength. parabolic reflector (and is similar in appearance
to the transmitter unit) plus the receiver control

This is time-tested equlpment—backed by RCA’s extensive re- unit shown above. The parabolic and receiver can
search, engineering, and manufacturing program on microwave be mounted on a permanent structure as shown at
) the top of this page or on a tripod similar to that

relay systems for telegraph and other services. used with the transmitter. The control unit is

. 5 . - 0 d htub- hassi i
Write today for complete details. Radio Corporation of America, 2;‘;6[1 brfou?l?e; :sta ;‘::nziyi ed iazlis;sr i(:loap govrvtl;;};

Dept. 18-F1, Television Equipment Section, Camden, N. J. carrying case (bottom).

TELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN., N. J.




Radio Best Teen-Age Sales Medium

Allied Advises Its 38
Department Stores
To Use Air

ALLIED PURCHASING Corp,,
New +JYork, representing 38 depart-
ment stores in all parts of the
country, believes that radio offers
a potent means of selling merchan-
dise to Teen-Agers and is backing
up that belief by starting a power-
ful drive aniong its member re-
tailers.

Subsidiary of Allied Stores Corp.,
it includes such retailers as Jordan
Marsh Co., Boston, Joskes of Texas,
San Antonio (which staged a 12-
month radio clinic last year), and
O’Neill & Co., Baltimore.

Tuned to the tempo and tempera-
ment of Teen-Agers, is an animated
brochure distributed to Allied
stories by its Sales Promotion Di-

vision, in New York. Allied’s radio
and television manager is Walter
L. Dennis, formerly of the NAB,
WHN New York and KVOO Tulsa.

“What’s so hot about radio?”
Allied asks rhetorically after a
thumping two-page outline of pro-
motional plans. The simple answer,
abetted by a series of glib draw-
ings, is this: “Teen-Agers are the
most attentive radio audience—
more important, they’re a buying
audience.”

Program Tastes

Then Allied makes the point that
Teen-Agers radio program prefer-
ences are distinct and simple.

Having shown that young folk
listen and that they know what
they want, Allied traces the de-
velopment of its specialized radio
promotion. The huge retailing or-
ganization held meetings with large
representative groups in a number

of cities; asked educators their
views, going right into schools and
colleges to talk to principals, teach-
ers and students.

Consensus of the pool was a
formula about like this—a half-
hour of current popular music with
big-name bands, plus five or ten
minutes of news and information
about school personalities, to be
broadcast between 5:30 and 7 p. m.
but not on Saturday or Sunday.

Allied advises its member stores
to sound local sentiment in select-
ing the weekday evening. The whole
broad formula is applied locally in
stores where such programming
has been approved either singly or
as part of a coordinated radio plan.

Competition for Attention

Aware of radio’s hold on the
public, Allied tells its stores
“there’s a lot of competition on
the radio for listener attention.”

Attention's focu
here in Oklahom§
. which can be pr
latest aufhenﬁlc

Substantial PERR'"'A

highly concentrated market make KTOK
the station that will attract attention—

AND BUYING POWER—to YOUR prod-

uct, too!

OKLAHOMA CITY

AMERICAN BROADCASTING CO., INC.
KEY STATION OKLAHOMA NETWORK

D TAYLUR-HUWE S NUWDEN @%

el

AFFILIATED WITH

YOUR SUPER SALESMAN IN THE

OKLAHOMA CITY TRADE AREA

: mu.ggrs'l'»'s'vinoi‘ “LISTENING INDEX—CITY ZONE B
OXLAHOMA CITY, MARCH-APALL, 1944 :
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Popov, of Course!

A WRITER in the Soviet
periodical, New Times,
charges that the Encyclo-
pedia Britannica should stop
crediting Marconi and a Ger-
man with the invention of
radio. Instead, he says, credit
belongs to one Alexander
Popov, a Russian physicist
who died in 1905 and who
demonstrated the first radio
receiver at Xronstadt for-
tress, near St. Petersburg
(now Leningrad) on May 1,
1895.

Since “there is not circulation
guarantee 1or you 1n radio,” Al-
lied goes on, “"you must guarantee
it yourself by building a good pro-
gram keyed to specitic audiences
and publicized to the limit of your
ability. Consider a radio program
as a high-quality line of merchan-
dise you have just stocked which
you have not previously carried.
Promote your radio programs the
same way, to let your customers
know you are now on the air and
when and what.”

After that comes store promo-
tion such as point-of-sale follow-
up on counters, on the selling floor,
among store people, with door
giveaways, displays, bulletins and
similar methods.

Allied suggests use of teen-age
boy and girl m.c’s, selecting
them through a contest in which
talent contracts and merchandise
certificates or other prizes are of-
fered. Heavy promotion is urged
for the contest, with winners to get
professional names which remain
the store’s property. Presentation
of prizes on the program by an edu-
cator or the store president is ad-
vised. Contest also is proposed to
get a program name.

Examples of Promotion

The brochure offers many ex-
amples of program promotion in
and outside the store. Special events
that keep Teen-Agers actively in-
terested are suggested, along with
rewards such as a trip to New
York. Sports rallies, fashion ad-
visory board, fashion shows,
dances, cover girl contests and tie-
ups with civic and fraternal groups
are proposed.

This suggestion is offered stores:
“Every time you mention a re-
source or brand on the air or in
any media, send a copy to that
resource or brand manufacturer of
the script or ad or mailing piece.”

“Take heed,” says Allied, “the
handwriting is on the wall!”

The handwriting: “More and
more stores are concentrating on
Teen-Age merchandise and promo-
tion . . . more and more magazines
are being published for teens . . .
your competition is awake and mov-
ing.”

Closing the brochure is this nug-
get of merchandising wisdom:
“Reach them with the kind of radio
they want, reach them in every
other way possible.”

Telecasting
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Bic Hit.... Goop FIELD

In official scorekeeping, the letters HR symbolize base-
ball’s grand slam—the home run. In big league lingo, “big
hit, good field’’ means strong batting with smooth fielding,
a rare playing combination—just as it is in broadcasting.

That's why time buyers find the letters WCBM a con-
sistently effective means of making a ‘‘big hit” in a “good
field’'—the lucrative market of Baltimore.

WCBM also stands for a profitable , ,
Baltimone's Listening Habit

“‘double play’’ combination of economic

coverage, through good programs to a
dependable number of listeners. WCBM
can boost your batting average in this
large and profitable market!

MUTUAL BROADCASTING SYSTEM

Free & Peters, Inc.
Exclusive National Representatives

JOHN ELMER, President GEORGE H. ROEDER, Genera! Manager
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“Flash/

FROM

SEATTLE’S
PROGRESSIVE
RADIO
STATION

INSTALLATION
OF OUR NEW

10,000
WATT
RCA

TRANSMITTER

is virtually
- completed
*

/(ee/a Your
Zye on

EV

1090 KILOCYCLES
*
EVERGREEN
BROADCASTING
CORPORATION
Smith Tower,
Seattle 4, Wash.

|
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RMA Chicago Convention June 11-13

To Siress Problems of Reconversion

RECONVERSION problems of set
and parts manufacturers will pro-
vide the theme of the 22d annual
convention of the Radio Manufac-
turers Assn. June 11-13 at the Ste-
vens Hotel, Chicago.

Presiding will be President R. C.
Cosgrove, Crosley Corp., who will
be in charge of the annual RMA
membership and business meetings,
as well as those of the board of
directors. Radio exhibits are for-
bidden, as well as trade meetings.
Plans originally called for a victory
banquet but this was cancelled be-
cause of President Truman’s famine
relief program.

Mr. Cosgrove concludes two years
service as association head. Reap-

portionment of directors serving on’

the RMA board is being considered
and will be voted on by the member-
ship in a revision of the constitu-
tion and by-laws.

Convention opens June 11 with
meetings of the advertising, by-laws
and school equipment committees.
They will hold an informal lunch,
followed by meetings of the export
and engineering committees.

Other Meetings

June 12 program opens with
meetings of the parts division, and
the excise, surplus disposal, set di-
vision and industrial relations
committees. Luncheon conference
will include talks by President Cos-

Two-Way Radio in Cars

Features May 30 Race
LAST WEEK, the Mutual Broad-
casting System brought its listen-
ers right onto the race track at
the Memorial Day auto racing
classic at Indianapolis, using two-
way radio sets designed by the
Raytheon Manufacturing Co. (see
other race story, page 69).

Three of the racing cars were
equipped for this test of two-way
equipment. They were an Italian
made Maserati, driven by Emil
Andres; a front drive Brisko, driven
by Frank Brisko and a rear drive
Brisko, driven by H. Walter
Mitchell.

Besides bringing the radio audi-
ence for the first time right into
the drivers seat of a car whirling
around the 500 mile Speedway, the
two-way radio also attempted to
make the race a speedier one by
reducing the number of pit stops
for instructions. In addition the
instant communication about haz-
ards of the track or to the cars
themselves, either from the driver
or from the observers located
around the track, was thought to
make for greater safety.

The equipment operated in the
new high frequency band of 156
to 162 me, recently assigned by
the FCC to allow commercial use
of mobile radio telephone.

TRANSCRIPTIONS of the KQW San
Francisco show “Excursions in Science”
will be played to chemistry, physics and
psychology classes of San Francisco
Junior College during summer semester.

grove; Ben Abrams, Emerson
Radio & Phonograph Corp., acting
chairman, industry production
problems committee and chairman
RMA-OPA liaison committee; M.
F. Balcom, Sylvania Electric Prod-
ucts Inc., chairman of RMA tube
division and OPA tube advisory
committee; R. C. Sprague, Sprague
Electric Co., chairman RMA parts
division and OPA parts advisory
committee.

Afternoon meeting will include
a board of directors meeting, with
transmitter division, engineering
committee and credit committee to
meet.

Thursday morning agenda calls
for meeting of five divisions—set,
tube, transmitter, parts and ampli-
fier-sound equipment. Informal
reception will be held at noon with
annual RMA membership luncheon
meeting following. New board will
organize in the afternoon. Traffic,
transmitter tube, service and avia-
tion groups will meet. Annual golf
tournament will be held Friday at
Calumet Country Club, closing
with a dinner.

SPONSOR FOR TODAY

Veteran Entering Business
Gets Free Program

NEW sustainer on KFH Wichita
is Sponsor for Today, tagged on
the KEthel Jane’s Jamboree pro-
gram. Miss Jane turns over this
portion of the program five after-
noons weekly to an ex-serviceman
going into business. He is given
the period free and can do as he
likes with a 12-piece orchestra,
singer and dramatic talent.

Miss Jane interviews the service-
man, brings out his background
and the story of his business enter-
prise. The opening program dealt
with a veteran who was opening
an auto paint shop. He was
swamped with business. The show
may be sold to a regular sponsor,
but the format will continue. Re-
action to the idea has been terrific,
says KFH. Program was conceived
by John Speer, KFH writer-pro-
ducer.

ORCHID was presented Rita Hume,

Seattle war correspondent back
after three years abroad, during
Meet Me at the Bohemian program
on KOMO. Interviewing Miss
Hume was Dick Kepliner, who han-
dled radio public relations for
Army Ground Forces during war.

MIDLEN, THOMSON
JOIN SUTTON FIRM

THE LAW FIRM of George O.
Sutton, Washington communica-
tions lawyer, last week announced
the association with him of John
M. Midlen, former Army lieuten-
ant colonel, and William Thomson,
former Navy commander. The firm
is located at 1030 National Press
Bldg.

Mr. Midlen’s last assignment was
in the Office of the Secretary of
War. Prior to that time he was in
the Judge Advocate General Dept.
Before his four and a half years
in service, he was in general prac-
tice in Washington. He attended
the U. of Pennsylvania and received
his LL.B. from Georgetown U.
Law School.

Mr. Thomson was also in general
law practice in Washington before
he joined the Navy in the Office
of the Commandant, Potomac River
Naval Command, U. S. Naval Gun
Factory. He attended George Wash-
ington U. and Southeastern U,
where he specialized in administra-
tive taxation and radio law.

Summer Replacement

REGULAR NBC summer program series,
“The Art of Living,” started June 1 re-
placing ‘“Religion in the News,”’ 6:45-7
p.m. Presented in cooperation with the
Federal Council of the Churches of
Christ in America, series features talks
of Dr. Norman Vincent Peale.

RS

“As | was saying Joe, you do get the important
coverage in Augusta over WGAC."”

WGAC Augusta, Ga.

BROADCASTING o
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At frequent intervals, C. E. Hooper releases current na-
tional standings of the “First Fifteen” evening network pro-
grams. Naturally, the relative positions and ratings of most
of the programs vary among the 32 cities which are sur-
veyed by Hooper.

The extent to which these standings and ratings vary has
been interestingly recorded in a group of tabulations which
appeared in the May 4 issue of The Billboard. The tabula-
tions show the Hooperatings and standings of the “First
Fifteen” evening programs in each of the nation’s “Top
Ten” cities, which are: New York, Philadelphia, Los
Angeles, Boston, Cleveland, Chicago, Detroit, Baltimore,
Pittsburgh and St. Louis.

The figures used represented Hooper tabulations compiled
during two- to five-month periods in the Fall and Winter
of 1945-46, and in St. Louis ten of the “First Fifteen” were
broadcast over KSD—twice as many as those of all the
other St. Louis Stations combined. But more important
are the following facts which were revealed in comparing
the Hooperatings of individual programs among the ten
cities included in Billboard’s tabulations:

AMONG THE NATION'S "TOP TEN” CITIES
WE GET OUR HIGHEST HOOPERATINGS

THROUGH K S D, ST.LOUIS

7
1. Charlie McCarthy’s 29.8 Hooperating in Saint
Louis was the highest rating credited the pro-
gram in any of the ten cities tabulated.

2. The same is true of Jack Benny’s 27.8 Hooper
on KSD.

3. Also Abbott & Costello’s 25.3 rating on KSD.

4. And also Amos ’n’ Andy’s 22.5 Hooperating
on KSD.

5. Fibber McGee’s 34.4 on KSD was the second

highest Hooper for the program among the
“Top Ten” cities.

6. The KSD ratings for Bob Hope, Red Skelton
and Jack Haley were the third highest.

Just as NBC is an integral factor in “The Combination That.
Clicks in St. Louis,” so is KSD one of the strong “links” in
the NBC “chain.” By continuing to take advantage of every
opportunity to render special public services to its listeners,
KSD will endeavor to infuse that link with ever-increasing
strength.

KSD is the NBC basic station

/ for St. Louis; it is 225 miles to

=\ the nearest other NBC basic
0 outlet. KSD is the only broad-
casting station in St. Louis with

the full service of the Associated Press—the AP
news wires plus the PA radio wire. KSD is recognized
throughout its listening area for its high standard of
programming and advertising acceptance. To sell

the great St. Louis Market, use '"The Combination
that Clicks'—KSD-NBC-AP.

BROADCASTING e Telecasting

ST. LOUIS o 550 KC

Owned and Operated by the
ST. LOUIS POST-DISPATCH

National Advertising Representatives

FREE & PETERS, INC.
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THE OUTSIDE AUDIENCE IS BIG

on the Pacific Coast, too!

*Approximately half the retail sales on the Pacific Coast are made outside the

counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland,

Seattle and Spokane are located —only Don Lee covers the OUTSIDE as well as the

INSIDE half...a C. E. Hooper 276,019 coincidental telephone survey proves it.

Ir YOU'RE HUNTING for more radio listeners
on the Pacific Coast, don’t overlook the 514
million people of the outside audience. All four
networks cover the inside or 7 major metro-
politan county areas, but Don Lee is the only
network that completely covers the outside
area as well.

The reason is plain to see when you look
at a map. Most markets on the Pacific Coast
are surrounded by mountains up to 15,000
feet high— perpetual natural barriers to the
long-range broadcasting of other networks.
Don Lee, however, with 40 stations, broad-
casts from within each of these mountain-sur-

rounded markets.

Theoutside audienceisnot only big in numbers,
it’s big in buying power, too...spending 4 of
the total 8 billion dollarsin Pacific Coast retail
sales each year.

~ Make sure you cover both big markets,
inside and outside, when you buy radio time
on the Pacific Coast. The only way you can
do it is: Buy Don Lee. More than 9 out of
every 10 radio families on the Pacific Coast

live within 25 miles of a Don Lee station.

EXAMPLE NO. 2 EUGENE, OREGON
An exclusive Don Lee outside market

$36,244,000
Sales Management, 1945, Survey of Buying Power

TOTAL RETAIL SALES

T he Nation’s Greatest Regional Network
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BROADCASTING SYSTEM

THOMAS S.LEE, President

LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr.
SYDNEY GAYNOR, General Sales Manager
5515 MELROSE AVE.,HOLLYWOOD 38, CAL.
Represented Nationally by John Blair & Co.
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THE SHREVEPORT TIMES
STATION

Shreveport. La.

In the Ark-La-Tex
Area, KWKH,
with its
50,000 Watts
is the No. 1 Medium
with full coverage
and SELLING
POWER in this

prosperous market.

The Branham Co
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Vote on Unionization Ordered

For CBS Employes by NLRB

AN AGGRESSIVE campaign to
unionize white collar workers in
at least two networks reached par-
tial fruition last week.

(1) The National Labor Rela-
tions Board ordered an election
among 1,000 CBS employes, in-
cluding those in the network’s tele-
vision enterprises, to choose which
(if any) of three unions would rep-
resent them.

(2) The United Office and Pro-
fessional Workers of America
(CIO) petitioned the regional
NLRB in New York for permis-
sion to represent several classifi-
cations of employes at NBC.

Three unions will be on the bal-
lot at the projected CBS elections:
The UOPWA, the International Al-
liance of Theatrical Stage Em-
ploves (AFL) and the International
Brotherhood of Electrical Workers
(AFL).

The CBS white collar workers’
election is scheduled for June 14.
The balloting will take place both at
the CBS main building and the
studio-television building in New
York, it was decided at a meeting
last Tuesday of representatives of
the three unions and CBS officials.

At the same meeting IATSE re-
vealed that it would file a petition
to represent the CBS studio ushers
and back-stage guards. Both IBEW
and UOPWA protested and indi-
cated they too would attempt to
represent that group.

The CBS election will involve
about 1,000 workers including re-
search analysts, study directors,
editorial researchers, librarians,
press information representatives,
commercial artists, photographers,
program assistants, accounting de-
partment employes, supervisors,
secretaries and clerical help.

The NLRB’s decision to include
CBS television employes was in
denial of the petition of TATSE
which had strongly urged employes
of the radio network and television
workers be treated separately.

Listener Feted

A ROYAL NBC welcome awaited
John Lindberg of Stockholm, Swe-
den, when he arrived Monday in
New York on the Gripsholm en-
route to visit his mother in Berke-
ley, Cal. It all started when Mr.
Lindberg wrote to the network
about his long ‘“‘acquaintance” with
NBC shortwave broadcasts and re-
quested permission for a sightsee-
ing tour. As a result, he was met
at the pier Monday, driven in a
limousine to Radio City for lunch,
after which he took a motor trip
to view the New York City area.
That night he was a guest at the
Firestone Tire & Rubber Co. pro-
gram and the Diamond Horseshoe
night club. On Tuesday, 1:30 p. m.,
he broadcast his impression of his
welcome, shortwaved to Sweden
over NBC.

“The TATSE’s contention that em-
ployes in question should be set
apart because television is a new

industry, separate and distinct from
radio, is not upheld by the NLRB.”

The IATSE asserted that the
television industry was analagous
to motion pictures and that collec-
tive bargaining patterns in New
York’s movie industry afforded a
precedent for bargaining in the
television unit which the IATSE
wanted to establish.

Rejecting this offer, the NLRB
ruled that the “television depart-
ment (of CBS) as a whole is
closely integrated with the com-
pany’s other operation in New York
City, and that there is a strong
community of interest in wages,
hours and working conditions
among all the company’s white col-
lar employes in the city.”

The Radio Directors Guild and
the IATSE, both AFL affiliates, are
currently competing to represent
a fringe group of CBS television
employes including assistant tele-
vision directors and studio workers.
Arguments by both unions will be
heard at an NLRB meeting in
Washington June 4.

Meanwhile, the United Office and
Professional Workers of America
petitioned the regional board of
NLRB for an election among
guides, ticket takers, pages, cash-
iers and receptionists at NBC to
determine union representation.

It was understood that UOPWA
had been carrying on an active or-
ganizational campaign among those
classifications of NBC workers.

Call Letters Approved

AUTHORITY to use call letters
WLOE for his new Leaksville,
N. C., station was granted to Doug-
las L. Craddock on May 24, FCC
announced last week. Mr. Crad-
dock, Leaksville theatre manager,
received a construction permit
March 13 for a Leaksville outlet
on 1490 kc with 100 w fulltime
[BROADCASTING, March 18].

EXCLUSIVE VIDEO COVERAGE
of Detroit’s Automotive Golden Ju-
bilee on four ABC stations has been
announced by U. S. Rubber Co.,
New York. Signing contract is
Charles J. Durben, assistant adver-
tising director of U. S. Rubber Co.
with John Brooks (c¢) of ABC’s
sales department and Richard
Hackenger (r), radio and television
director of Campbell-Ewald’s east-
ern division.

HERE'S HOW

Gross Writes Guide for Seekers
Of Public Service Time

“. .. RADIO can be very good and
also sometimes very dull. Unfor-
tunately, civic public service pro-
grams many times fall into the
latter category.” With this begin-
ning, Leonard B. Gross, manager
of the radio bureau of the San
Francisco Chamber of Commerce,
and formerly with NBC public
service department in San Fran-
cisco for five years, introduces his
“Guide to Radio Relations for Use
by Community Public Service
Agencies.”

Basic suggestions are included
under: (1) Carefully analyze your
program idea, following through on
all details of audience desired,
writer, participants, time, ete.; (2)
never request a station for time
unless you really need it; (3) pre-
sent your program plan or idea in
writing, with a clear outline of the
program or series; (4) cooperate
with the station, in using joint
promotion campaigns, ete.; and a
list of several “don’ts” that will
“make a station happy.”

WBNS
PRODUCES BETTER

BROADCASTING
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KDKA
News Schedule

WEEKDAYS

A.M. 5:30 Early News
6:00 Farm Hour News
7:00 News Reports
7:30 Headlines
8:00 Esso Reporter
8:30 Morning Summary
Noon !2:00 Esso & Chas. Earley
P.M. 1:00 Ed Schaughency
6:00 Esso & Chas. Earley
6:45 Lowell Thomas*
7:15 NBC World News*
11:00 Esso & Paul Shannon
12:00 Midnite Roundup
A.M, 12:55 Summary

s

“FULL-COURSE” COVERAGE

for news-hungry

Pittshurgh

SUNDAY

A.M. 8:00 Morning News
9:00 NBC News
10:55 Esso Reporter
Noon 12:00 Carlton Ide
P.M. 3:00 World News Parade
6:45 Ed Schaughency
11:00 Headlines & Back:
ground
A.M. 12:55 Summary

*Except Saturday

SPECIAL NEWS FEATURES

News of returning troop ships
11:30-12 P.M.——Weekdays

Personalities in the News

10:45 P.M.—Friday
Youth Looks at the News

9:15 A.M.—Saturday
National Farm & Home Hour

1:30 P.M.—Saturday
John W. Vandercook

5:30 P.M.—Saturday
Main Street Editor

6:45 P.M.—Saturday
Hunting & Fishing News

7:30 P.M.—Saturday
Religion in the News

8:30 A.M.—Sunday
National Hour

4:00 P.M.—Sunday
London Column
11:45 P.M.—Sunday

Sports News: Bill Sutherland
6:30 P.M.—Fri. & Sat.
Bill Stern
10:30 P.M.—Friday
Johnny Boyer
11:15 P.M.—Weekdays

FM Newscasts—3 P.M.—6 P.M.
6:45 P.M.—8:55 P.M.—Weekdays

Ea

In the busy counties surrounding Pittsburgh.. listeners looking for
news stay tuned to KDKA, Pittsburgh’s only medium with all four
news services. Associated Press, United Press, International News
Service, and NBC help keep KDKA'’s newsroom up-to-the-second on

world events and local doings!

Yet this full news schedule is only one example of the program-

All Programs Interrupted policy that makes Pittsburgh’s oldest station its most popular. To

for Important Bulletins make certain of an attentive audience for your Pittsburgh sales-

message.. put it on KDKA!

—WESTINGHOUSE RADIO STATIONS Inc

KEX ¢ KYW ¢ WBZ ¢« WBZA ¢« WOWO « KDKA

REPRESENTED NATIONALLY BY NBC SPOT SALES —EXCEPT KEX
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO.
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LIVE TALENT ... ALIVE T0
YOUR COMMERCIAL
UB]EC“VE No. 9 of a Series

Cast of “The Law and the Prophets,” left to right: Jane Day, Dale Young, Larry Richardson,
Morris Hendricks and Rance MacFarland. Written by Jim Bridges; produced by Brad DeMarcus,

WIBC Live Talent
Enlists in the Fight
Against Famine

The live talent staff of WIB C—the fastest growing
station in Indianapolis—has successfully sold many
products and many services for many sponsors.

But, in the recent presentation of the dramatic
show, “The Law and the Prophets,” it was selling

neither product nor service . . . but a cause . . . the

Orened cnd ﬁ/&%aéa’/ @ e Jnc/dwzw/w/ié Neews

e June 3, 1946

cause of humanity in general and the cause of
starving millions abroad in particular.

We mention this program, not for the reason
that it represents any outstanding contribution on
WIBC’S part in the fight against famine, but
merely because it offers another example of the
diversified talents of the WIBC staff . . . talents

which are readily adaptable to the public need, or

to your own particular commercial objective. So
why not ask your John Blair man for details?
He’ll be happy to show you how a WIBC live
talent show can boost sales and reduce selling

costs in Indiana.

JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES

WIB( e,
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Milestones in

Broadcasting

SEVENTEEN vyears in radio was
celebrated May 27 by Charles
Stookey, farm editor of KXOK St.
Louis, on special broadcast ar-
ranged by station. In past six years
he has covered 46 of the 48 states
to gather news for his farm broad-
casts. . . . For the fourth consecu-
tive year Norman Black, conduc-
tor of the string ensemble of WFIL
Philadelphia, will conduct air con-
certs in city’s USO-Labor Plaza.

Week-long program of special
events and broadcasts marked
twenty-fifth anniversary of WNBH
New Bedford, Mass., in late May.
Station was licensed as WDAU
May 22, 1921. . . . With its Music
for the Family series beginning
third year on KGO San Francisco,
Jackson’s Furniture Co., Oakland,
Calif., begins additional program,
Meet the Bride, audience partici-
pation feature which originates
from sponsor’s store. . . . French-
language daily quarter-hour pro-
gram, Madeleine et Pierre, spon-
sored by Kellogg Co. on CKAC
Montreal, in mid-May presented
2,000th performance.

Daytime NBC series, When «
Girl Marries, May 29 started eighth
year on the air. Sponsor is Gen-
eral Foods. . . . Book-of-the-Month
Club for fourth consecutive year
will sponsor Sunday concerts of the
1946-47 season of the New Friends
of Music on WQXR New York.
Running Nov. 3 until March
2, concerts are aired in their en-
tirety with no breaks for commer-
cials. . . . Special tabloid promo-
tion piece has been distributed to
announce signing by Cunningham
Drug Stores, Detroit, of seventh
yvear’s contract for News Ace pro-
grams on WJR WWJ WXYZ
CKLW WJBK WCAR. The Cun-
ningham newscast will reach its
50,000th air edition before mid-
summer. Stores are using tie-in
promotion campaign. Agency is
Simons-Mi