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a peek inside the works...

RARE IS THE WEEK in which WOR doesn’t receive a letter from a sponsor,

or his agency, happily confirming the job that this great station
does. And little wonder, when one comes to think of it; for WOR
has nudged its way neatly into more homes with radios (3,440,000,
to be exact) from 6:00 am to Midnight, than any other station.
The cost? Why, Gentlemen, in most cases it’s... Well, bus fare,
really. For instance, one man who makes something for people

to buy, is now chatting pleasantly —and profitably — with

very responsive listeners every day —in more than 198,000 homes*—

for the very comforting sum of less than 51¢ per-thousand homes.

That, we think, is not only in the best bargain counter tradition,
but tends to confirm the extraordinary popularity of the programs WOR
creates. For instance: According to the March-April Hooper report,
9 of the 15 most popular local shows (other than news)
are WOR shows. Remarkable? In a way, but not to the more than
200 advertisers and their agencies who consistently make
a habit of buying thi: more for less on WOR.
“and that’s not the case one month, or two months, or three

months, but based on an every day performance for
a five months’ average!

— that power-full station

at 1440 Broadway, in New York

mutual



50,000 watts, 890 KC, American Affiliate,
KQY, Phoenix, and the ARIZONA NETWO

in Midwest America!

.\ BROADCASTING DAILY for a
week from each of three great
state fairs —Wisconsin, Illinois, Indiana
—that’s just a tiny part of WLS Dinner-
bell’s summertime activity throughout

fourstate Midwest America.

IF YOU WERE A REGULAR DINNER-
BELL LISTENER, you’d hear on-the-spot
broadcasts from the Harvard Milk Day
event at Harvard, Illinois—the Indiana
4-H Club Round-up at Purdue Univer-
sity—presentation of Youth Awards on
the Michigan State College campus—the
Lake County Dairymen’s Picnic—Annual
Sheep Day at the Otto Berlage Farm—
Illinois Sports Festival.

AT THE SAME TIME, you'd hear such
studio guest speakers as Claude Wickard,
REA Director; Clinton Anderson, Secre-
tary of Agriculture; O. E. Petersen, Exec-
utive Secretary of Kiwanis International;
John Bickett, Illinois Director of Federal
Crop Insurance—

IN FACT, you’d hear every vital midwest
activity, mirrored on the air through WLS
Dinnerbell, as it sends its lines out over
four states in constant service to the
people.

WLS Dinnerbell is America’s Pioneer
Farm Service Program, broadcast at the
noon hour for 22 years.

of service -

WLS Dinnerbell Reaches Out
to Every Vital Activity

PRAIRIE
FARMER
STATION

JURRIOGE D. BUTLER
Pravidenmt

GLENM SNYDER
Mongger

Represented by JOHN BLAIR & COMPANY, Affiliated in Management with
RK — KOY, Phoenix « KTUC, Tucson - KSUN, Bisbee -Lowell-Douglas
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Closed Circuit

YOU CAN chalk up KJR Seattle as Marshall
Field owned, FCC willing. Birt F. Fisher has
signed $700,000 transaction with Field or-
ganization [CLOSED CIRCUIT, June 24] and only
formbality of filing with FCC remains. KJR,
operating on 950 ke 5000 w, is ABC outlet
and gives Field Enterprises its fourth station
(WJJD Chicago, WSAI Cincinnati, KOIN
Portland).

IS CANADA trying to emulate U. S. in radio
regulation or vice versa? Each of 25 members
of Canadian parliamentary committee now
studg{ing revised radio legislation was pre-
sented with copy of FCC Blue Book by Ca-
nadian Broadcasting Corp., which is both regu-
latory body and competitor of Canada’s pri-
vately owned system. Understood Siepman’s
Radio’s Second Chance also has been supplied
committee members.
| .

DAVID NILES, last of holdover New Deal
anonymous assistants to President, expected
to retire shortly. He has figured rather in-
termitently in radio, having been instrumen-
tal in promoting several FCC.appointments.

WHAT MAY BE first court test of FCC
Blue Book, probably winding up in Supreme
Court, seen in litigation initiated by Mester
Bros., over FCC decision denying transfer of
WOV New York to them for $300,000. One
of main issues is FCC’s right to determine
proportions of commercial versus sustaining
time, key to Blue Book encroachment upon pro-
gram standards. Suit now pending before
statutory three-judge court in New York
[BROADCASTING, July 1] is earmarked for Su-
preme Court whatever way it may be decided.
Segal, Smith, and Hennessey, Washington at-
torneys who have successfully prosecuted sev-
eral Supreme Court appeals, represent Mesters.

IS COMMISSIONER C. J. Durr, chronic dis-
senter of FCC, actually proponent of Govern-
ment; ownership of American radio? He has
never said so flatly or openly. But broadcasters
visiting him invariably leave with impression
he would like to see British system of nation-
alized radio operative here. They feel he con-
dones radio by American Plan only because
law doesn’t permit it governmentwise.

RED TAPE holding up NAB occupancy of
new Washington headquarters building now
starting to unwind. Canadian Embassy, which
has used NAB-owned structure as annex, be-
leved to have another site available so associ-
ation may put repairmen to work within month.

LOTS OF EARS in both New York and Texas
radio are cocked toward Thousand Islands in
St. Lawrence. Edward J. Noble, chairman of
ABC board and owner of number of develop-
ments at resort, this week is playing host to
Jesse| H. Jones, former Secretary of Com-
merce, whose Houston holdings include station
ownership. It isn’t known whether either is in

(Continued on page 86)
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July 8: Further Clear Channel Hearings, FCC.
Hqtrs., Washington, D. C.

July 8: FCC Hearings on Commercial FM Ap-
plications in New York Area, U. S. Court-
house Bldg., New York.

July 12: NAB Public Relations Committee,
Statler Hotel, Washington, D. C.

July 15-16: NAB Music Advisory Committee,
Waldorf-Astoria, New York.

July 17-18: Freedom of Radio Comnmitiee,
Waldorf-Astoria, New York.
(See page 50 for other upcomings.)

Bulletins

WILLIAM F. BROOKS, NBC director of
news and international relations, elected vice
president Friday at meeting of NBC board.
Mr. Brooks, director of news since 1942 and
of international relations since 1944, becomes
second network news chief boosted to vice
presidency. Mutual’s A. A. Schechter (whom
Mr. Brooks succeeded as news chief for NBC)
became MBS vice president two months ago.

SIX GUEST commentators, among them Har-
old Ickes and Frank Sinatra, will take over
Drew Pearson’s program, effective July 28 for
six weeks. Harold Ickes scheduled for July 28
week; Frank Sinatra for Aug. 4 week; four
other guest commentators not set as yet. Drew
Pearson show, Sundays, 7-7:15 p.m. on ABC,
sponsored by Frank H. Lee Hat Co., New York,
through William Weintraub & Co., New York.

R. M. BUDD, with Campbell Soup Co. since
1924, named advertising manager. He has been
assistant since 1929 except when on special
assignments. He is in charge of all Campbell’s
soups, tomato juice, pork and beans, and baby
soups, plus Franco-American spaghetti, mac-
aroni and beef gravy.

LEO FITZPATRICK, resigned recently as vice
president and general manager of WJR De-
troit, after twenty years as operating head,
established offices in Fisher Bldg., Detroit 2.
Has not announced his business plans, but is
expected he will reenter station ownership-
operation. /

HERE WITH STORY

EYEWITNESS story of what happened
at Bikini carried on WOL Washington
and Mutual when Comdr. William C.
Parks, director of photo release division,
arrived in nation’s capital with movies
of bombing. Comdr. Parks, in charge of
all pictures at bombing, narrated events
at lagoon and told how photos were pro-
cessed and transported by Navy.

Business Briefly

PLACEMENTS ON “LEAGUE” @ New busi-
ness placed by WBBM Chicago on House-
wive’s Protective League and Sunrise Salute
with Paul Gibson include: Blue Moon Foods
(Blue Moon cheese) 13 weeks, Monday
through Saturday, through Reincke-Meyer-
Finn, Chicago; Hills Brothers Co. (Drome-
dary Mix) 26 weeks, through Biow Co., New
York; Bordo Citrus Products Co. (grapefruit
juice), 52 weeks, through Decora Co., Chicago;
J. I. Fancy Frozen Foods Co., 52 weeks,
through Garfield & Guild, San Francisco.

TEST FOR 903 ® Brown & Williamson To-
bacco Corp., Louisville, starts test for new 903
blend on WOOD WHO and WAVE, using live
cutins on NBC Ewvening With Romberg. Test
to be extended nationwide. Vacation With Mu-
sic replaces People Are Funny for summer,
Fri. 9-9:30 p.m. on NBC. Agency, Russel M.
Seeds Co., Chicago.

KLLAC APPOINTS YOUNG @ Adam J.
Young Jr. Inc.,, New York, appointed national
sales representative of KLAC Hollywood, ac-
cording to Don Fedderson, vice president and
general manager of station. Firm also repre-
sents KYA San Francisco, under same man-
agement.

SOUTHERN NAMES PECK ® Southern Co.,
Jacksonville (“Fruit O’ the South” fruit di-
vision), appointed Peck Advertising, New
York. Radio may be used.

FM SET LAG, AUDIENCE LACK
CITED IN TRIBUNE DROPOUTS

FAILURE of set manufacturers to release FM
receivers in sufficient numbers to build po-
tential audiences advanced as one of reasons
for WGN withdrawing three of four FM ap-
plications.

Frank Schreiber, general manager of WGN
and WGNB, Chicago Tribune stations, told
BROADCASTING, “FM has not developed as fast
as we thought it would. We do not feel that
an investment in a medium which has little or
no outlet is wise at the present time.”

WGN, which operates WGNB, had an-
nounced at least year ago plans for elaborate
FM network between Chicago, Milwaukee,
Grand Rapids, Fort Wayne, and Peoria, all
within WGN’s own primary area and which
contribute considerable share of station’s au-
dience. ,

Mr. Schreiber said WGN would not with-
draw application for FM station in Milwaukee.
“Right now, we are in a position of wanting
to move forward but having no place to go,”
Mr. Schreiber declared in commenting on
statements made by many leading set manu-
facturers at recent conventions that as little
as 1% of total set production would be given
over to FM receivers.

WARD Johnstown, Pa., effective Aug. 1 be-
gins operations as CBS 158th station. With
250 w om 1490 ke, it is owned and operated
by Central Broadcasting Co., with George D.
Gartland, vice president and general manager.

BROADCASTING o Telecasting



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.,
Pusey & Jones Corp., Joseph Bancroft & Sons NGRS AR
Co., National Vulcanized Fibre Co., Bond _°E““s“;‘f’“{‘?‘)" :
Crown & Cork Co., Amalgamated Leather Co.,
Inc., Allied Kid Co., etc. The city’s strategic
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.

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INcC.,, 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, ’
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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, Rufus Crater, Associate Editors: Fred
Fitzgerald, Asst. to the Managing Editor. STAFF:
BUT OMAHA AND COUNCIL BLUFFS-
Porter, Margaret Elliott, Eleanor Brumbaugh,
Irving Kipnes.

In the biggest market between Denver and Chicago, Kansas BUSINESS

. . . . MAURY LONG, Business Manager

City and Minneapolis, KOIL is selling for hundreds of advertisers. Bob Breslau, Adv. Production Manager; Harry
Stevens, Eleanor Schadi, Cgeo Kathas.C T

1 - AUDITING: B. T. Taishoff, Irving C. Miller,
They get better service and real economy because KOIL concen A IDITIG B,
trates on this high population center only. And remember, there are CIRCULATION AND READERS' SERVICE

i i i i BERNARD PLATT, Director
more people in this four-county area than in three times as many Frank Breniie bl Youne: David Acker
. q . , Leslie Helm, Pauline Arnold.

counties in any other section of Nebraska or western lowa. KOIL man, Les ROMOTION

can do a job for you where the number of listeners is high and WINFIELD R. LEVI, Manager

cost per listener is low.

NEW YORK BUREAU
250 Park Ave. PLaza 5-8355

EDITORIAL: Edwin H. James, New York Editor;

Florence Small, Dorothy Macarow, Patricia Ryden.
Represented by ; Bruce Robertson, Senior Associate Editor
Edward C. Petry Co., Inc. | ADVERTISING: S. J. Paul, New York Adver-

tising Manager; Martin Davidson.
CHICAGO BUREAU

360 N. Michigan Ave. CENtral 4115
Fred W. Sample, Manager; Jean Eldridge.

HOLLYWOOD BUREAU

6000 Sunset Boulevard, HEmpstead 8181
David Glickman, Manager; Ralph G. Tuchman,
Patricia Jane Lyon.

TORONTO BUREAU

417 Harbour Commission Bldg. ELgin 0776
James Montagnes, Manager,

BROADCASTING Magazine was founded in 1931 by
Broadcasting Publications Inc., using the title:
BROADCASTING—The News Magazine of the Fifth
Estate. Broadcast Advertising * was acquired in
1932 and Broadcast Reporter in 1933.

* Reg. U. S. Pat. Office .
Copyright 1946 by Broadcasting Publications, Ine.

SUBSCRIPTION PRICE: $5.00 PER YEAR, 15¢ PER COPY
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A Tip to Time Buyers ,’

Broadcasting Corporation of America Stations
give you the most effective and economical
coverage of Southern California’s three

Rich Rural Markets

Surveys prove conclusively there’s only one way to completely cover the pros-
perous Valley of Paradise, Imperial Valley and Coachella Valley—That’s with
Broadcasting Corporation of America Stations located right in the heart of these

mountain-surrounded areas. These farm-wise stations are programmed specifi-
cally for their individual community and have the “know-how” to produce pro-
grams that keep the farmer and his family tuned in day and night.

®Covering the Valley of Paradise

KPRO’s primary coverage of 584,321 gives you a
big rural audience—big not only in numbers—but
big in buying power created by a 1945 farm income
of $206,336,905. KPRO’s 1000 watts of concen-
trated selling power is backed by American Net-

work programs PLUS outstanding local produc-
tions.

® Covering the Imperial Valley

No “outside” station delivers a satisfactory signal
in the Imperial Valley. KROP with its 1000 watt
power—its fine American Network shows PLUS
carefully tailored local programs, carries the ma-
jority of the audience day and night. A farm

income of $64,233,062 makes it a prosperous
audience.

® Cowvering the Coachella Valley

KREO on the air July 15th to serve this fast
growing market. Its 250 watts of power reaches
all the Valley’s 19,500* regular inhabitants with
an interference-free signal. A 1945 farm income
of $10,812,275 makes this a profitable audience

for your sales message.

* Winter population up to 50,000 in the Palm Springs-
Indio resort area.

If you have something to sell Southern California farmers secure your time franchise on these stations

Riverside Brawley Indio
and and and
San Bernardino El Centro Palm Spring:

KPOR-FM, located on 9,000 ft. Cucamonga Peak, is scheduled to take the air this Fall. For availabilities call John E.

Pearson Company or wire Gene Williams, general sales mgr., Broadcasting Corp. of America, Riverside, Cal.

JOHN E. PEARSON COMPANY, Nutional Representatives —New York, Chicago, Kansas City, San Francisco, Los Angeles
BROADCASTING o Telecasting July 8, 1946 e Page 7



WASHINGTON’'S IN THE
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AKE a quick look at the front page of any
Tnewspaper. Chances are that Washingtonians
—by birth or by ballot—hit at least half the head-
lines. And odds are that more stories are date-
lined Washington than any other news center.

With so much history happening in their own

61-square-mile district, it’s no wonder that

D.C.ers are news minded. Nor is it surprising

REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS:

that so many listen to WTOP to get that news.

WTOP carries a complete complement of
Columbia Network news, plus an array of
Columbia-calibre local newscasts. Prepared by
the combined WTOP-CBS Washington staff,
these originations are by-lined by some of the

biggest names in radio journalism: Eric Sevareid,

.Bill Henry, Larry Lesueur, Claude Mahoney,




NEWS...andlistens to it on WTOP!

Tris Coffin, Gunnar Back, and Joe McCaffrey!

With WTOP devoting so much capital service
to news broadcasting, there’s no better way to
spread the news about your product throughout
Metropolitan Washington than on one of our
network quality local newscasts. A few are now
available for sponsorship. For details get in

touch with us or Radio Sales—today.

NEW YORK, CHICAGO, LOS ANGELES,ST. LOUIS, SAN FRANCISCO, ATLANTA
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Feature of Week

By CARROLL CARROLL

Editorial Supervisor
J. Walter Thompson Co., Hollywood

AT LEAST once a year at an NBC
lecture on comedy and variety
shows, and sometimes oftener, ra-
dio tyros ask what the formula is
for a sure-fire variety show. Noth-
ing in any branch of show business
is ever ‘“‘sure-fire.” Frequently, you
hear certain things mentioned as
being. But often “sure-fire” things
done wrong backfire.

So the formula for a successful
variety show, like the formula
A+B+C=ABC, depends on the
value of A and B and C. “A” may
be a singing m.c., “B” may be a
band and “C” may be a comic. But
unless it’s a good singing master
of ceremonies, a good band and a
good comie, your formula isn’t
worth much. And when you have
the best of all three, there is still
ABC plus that intangible X, the
writing.

Whatever a variety show fea-
tures, should be the best in its class.
You must have what seems the
best to some people and then by
surrounding that one best with
more of the best make it seem bet-
ter to more people.

The only demonstrable point in
variety, or let us say bigtime ra-

Mr. Carroll

dio, is that listeners are discrimi-
nating enough to demand the best
of breed. Abbott & Costello tell old
corny jokes but they tell them best.
Bob Hope is the best fast-talking,
glib, wise-guy comic in the busi-
ness, Fred Allen the “smartest
smart guy.”

Sellers of Sales

his own media. Which, briefly,

would tend to describe the ca-

reer of Richard Mann, who for
the last four years has held the
post of assistant media director
and time buyer at Ted Bates Inc.,
New York.

He was born on
Nov. 14, 1907 in
East Orange, N. J.
and educated at
Hamilton College
and at William &
Mary College, where
he majored in Eng-
lish and French.

His first job was
with McCall’'s mag-
azine in the research
and promotion de-
partment. From that
magazine he trans-
ferred to Laberty
magazine in a simi-
lar department. A
few months later he
joined the Title
Guarantee & Trust Mr
in the mortgage de-
partment. In 1936 he returned to
media research with the Assn. of
National Advertisers, and two
years later became associated with
Buchanan & Co. In 1940 he joined
Ted Bates Inc. as a media buyer.
A couple of years later he was ap-
pointed assistant media director, a
position he still maintains.

He is responsible for approxi-
mately a million dollars worth of
billing in spot campaigns and two
million in network billing, The fol-

IT’S a wise Mann who knows

. Mann

lowing radio accounts are under
his jurisdiction: Continental Bak-
ing Co., Wonder Bread, Hostess
Cake, Brown & Williamson (Ra-
leighs), Standard Brands (Royal
Desserts & Baking Powder). In
addition to his radio activity Mr.
Mann also places advertising for
those clients in
newspapers and
magazines.

Mr. Mann main-
tains that the radio
industry should
adopt “a standard
and simplified rate
card for radio sta-
tions.”

“It would be a
great help to the
agency people, sta-
tion representatives
and the whole indus-
try,” he asserted.

Mr. Mann who is
a firm believer in co-
education, met his
wife at William &
Mary. She is the for-
mer Katherine
Rhodes. The Manns have been
married for the past 15 years
and have two children, Richard Jr.,
7 and Katherine Rhodes, 9 months
old. They live in their own home
located at Douglas Manor, Long
Island.

Mr. Mann says he is a “putter-
er” because he has so many hobbies
he hasn’t time to concentrate on
any. Among them are swimming,
boating, “cutting grass, and put-
ting a few nails in the wall.”

OUR LISTENERS
GOT 4
50 MILLION
DOLLAR RAISE

Those steadfast civil service
workers in the U.S. Govern-
ment got a raise!

Fifty million a year!

And if you’ve been reading
these WWDC ads you know
they’'re in the market for
everything from washing
machines to rugs.

WWDC is the way to reach
this stable market. That’s the
entertainment station in
Washington ... that’s the one
they listen to.

WWD(

the big sales result
station in Washington, D. C.

represented nationally by

FORJOE & COMPANY
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TOPS IN LISTENER POPULARITY AMONG NEW YORK
INDEPENDENT EVENING PROGRAMS ...

politan evening audiences listening to
station between the Hoo

And what is more .

BROADCASTING e Telecasting

WOV’S «]1280 CLUB” program enjoys one of the largest metro-

per checking hours of 7:30 and 10:00 p.m.
.. this recorded show, mc’d by Fred Robbins,
Professor of Thermodynamics, delivers this largest average audi-
ence at the lowest cost per listener. A few participating periods
are available, three or six nights a week.

any New York independent

RALPH N. WEIL, General Manager
JOHN E. PEARSON CO., Nat'l Rep.




WGRC s rroun . .

to have been singled out as the FIRST STATION in these United States
to receive this award for public service. This time it's:

“THE VETERAN'S GUIDEPOST”

pDE

UNITED STATES JEM]'PLOYMJENT SERVICE
CERTIFICATE OF DISTINGUISHED SERVICE

RADIO STATION *WG-R-C* LouisviLLE, kY.

is hereby cited for distinguished service rendered as hereinafter set forth:

In recognition of outstanding cooperation and assistance by granting liberal use of air time
to this Agency for recruiting manpower and for informing the public on all phases of
employment problems during the prosecution of World War I,

AND for the continuing liberal use of air time to inform the returning servicemen of their rights,
benefits and privileges, and also the general public of labor market and employment conditions.

In Witneas Bherenf, this certificate is given under the hand of the Regional Director, United

States Employment Service, duly attested by the State Director for Kentucky this tenth day
of June, 1946.

Attest: . s
LA AL e A I 2L
Stpe Director / Regional Digett,

Also mounted in our public service trophy room:

First Place Award among local agricultural programs—presented by
Ohio State University’s 16th Institute for Education by Radio for

“MEET THE FARMER”

Billboard and National Radio Editors Poll for
“TRI-CITY FORUM”

i

If you had just received a fine
compliment for your service to
your countrymen—and inciden-
tally had multiplied your listening

friends—wouldn’t you be proud?

Broadcasting in the Public
Interest is our most important con-

tribution to our listeners.

As in the past, we will con-
tinue to carry out in the future,
our desire to make WGRC an out-
standing leader in rendering an

even greater Public Service to our

Cc;mmunity; to make WGRC a true
VOICE OF THE TRI-CITIES.

e

President

General Manager

National Representatives
THE WALKER COMPANY

The VOICE of the TRI-CITIES WGRO ... MUTUAL in LOUISVILLE



The Central Valleys Broadcastz'ng Company

announces

the appoz'm‘ment of

Ralph Miller

as

Sales Manager of Station KCR A

R.ALPH MILLER brings to Station
KCRA a rich background of experience in the advertising
field and a thorough understanding of the problems and

needs of advertisers using the medium of radio.

Ralph Miller comes to Station KCRA from one of the
nation’s most successful and outstanding stations—WKY,
Oklahoma City—where he served as Sales Manager for the
past five and a half years. For 14 years preceding his entry
into the radio field, he was Advertising Manager of The
Farmer-Stockman, the Southwest’s largest farm journal. Fol-
lowing service in the first World War, Mr. Miller joined the
Media department of the Campbell-Ewald Company of which
he was Director for three years.

With a man of Mr. Miller’s background and experience

directing its sales department, KCRA promises both its present

and prospective sponsors unexcelled counsel and service in
RALPH MILLER its area.

C RA Sacramento

NBC Affiliate

Ewing C. Kelly, General Manager

BROADCASTING o Telecasting July 8, 1946 e Page 13



A LITTLE EXTRA EFFORT

OFTEN GETS A BIG RESULT!

@ One of the things we believe in, here at F&P, is that know-how beats

noise and fury, ten times out of ten. Knowing the job to be done—
> EXCLUSIVE REPRESENTATIVES:
knowing how to do it—then simply proceeding to do it! ALBUQUERQUE KOB
BALTIMORE WCBM
BROWNSVILLE KVAL
? s BUFFALO WGR-WKBW
What can we do for you? You tell us . .. then watch us perform it, SR aESTON & ) WOSC
. . . . . . . CINCINNATI WCKY
quietly and easily, without breast-beating or bellowing, without getting COLUMBIA, S. C: WIS
) ) CORPUS CHRIST KRIS
breathless or even into a mild sweat! DAVENPORT woeC
DES MOINES WHO
DULUTH KDAL
) . o FARGO WDAY
It’s merely a matter of where one puts the effort. We like to put it into e Ton T
INDIANAPOLIS WISH
work. Got a telephone handy? KANSAS CITY KMBC
LOUISVILLE WAVE
MINNEAPOLIS-ST. PAUL WTCN
OKLAHOMA CITY KOMA
PEORIA-TUSCOLA WMBD-WDZ
RALEIGH WPTF
INC ROANOKE WDBJ
9 Y ST. LOUIS KSD
SEATTLE KIRO

[ ] [ ] [ ] [ ]
Pioneer Radio Station Representatives L pocing
Since May, 1932

CHICAGO: 180 N. Michigan NEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollyiwood ARTLANTA: 322 Palmer Bldg.
Franklin 6373 Plaza 5-4130 Cadillac 1880 Sutter 4353 Hollywood 2151 Main 5667
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Denny,Clements Appointments at FC(C Seen

President Expected
To Name Seventh

Commissioner

WITHIN the next fortnight Presi-
dent Truman may bring the FCC
to its full complement of seven
Commissioners through elevation
of Charles R. Denny Jr. to the
permanent chairmanship and ap-
pointment of J. Burke Clements,
Democratic chairman of the Indus-
trial Accident Board of Montana,
to the remaining FCC vacancy.

These maves have been discussed
in recent days at the White House.
Interwoven in the discussions has
been the status of OPA Adminis-
trator Paul A. Porter, who tech-
nically is on leave from the FCC
chairmanship. The political situa-
tion in Montana also may have a
bearing on the outcome.

If Congress moves to reinstate
OPA, BROADCASTING learned last
week, Mr. Porter will announce
that he will stay on the job to

carry on the fight against inflation.
If, on the other hand, OPA should
die, it isn’t certain that Mr. Porter
will return to the FCC. More than
likely, he will be prevailed upon
by the President to accept a sec-
retaryship or some other top post
at the White House.

Once Congressional action on
OPA is conclusive, Mr. Porter is
determined to end all speculation
about his return to the FCC. He
has strongly endorsed the appoint-
ment of 34-year-old Mr. Denny as
permanent chairman. He was in-
strumental in having the former
general counsel designated acting
chairman five months ago.

Wheeler Endorsement

Mr. Clements’ appointment to
the FCC was endorsed by Senator
Burton K. Wheeler (D-Mont.),
chairman of the Interstate Com-
merce Committee, last February
[BROADCASTING, Feb. 25]. Mr.
Clements personally visited with
the President several weeks later.
Senator Wheeler originally wanted
Mr. Clements named chairman.

Senator Wheeler is running this
year and the Democratic primaries
are being held July 16. His op-
ponent is former state Supreme
Court Justice Lief Erickson, who
is CIO supported. Senator Wheeler,
however, has the AFL endorse-
ment. It is doubtful whether the
White House will move on the
Clements’ appointment or on the
permanent  chairmanship until
after the primaries.

It is generally felt in adminis-
tration circles that Mr. Denny has
performed meritoriously as acting
chairman. A portent of his immi-
nent elevation to the chairmanship
was seen in recent praise by
President Truman [BROADCASTING,
July 1] of the Commission’s han-
dling of its “greatly increased work
load” and commendation ‘“for its
decision to scrutinize its proced-
ures in an effort to give the public
the best service, without delay and
at a minimum cost.” The Presi-
dent’s letter was directed to Mr.
Denny.

While the elevation of Mr. Denny

to the chairmanship would not en-
tail Senate confirmation, filling of
the existing vacancy would re-
quire action both by Senator
Wheeler’s committee and the Sen-
ate itself. So far as is known, there
is no other strong contender for
the vacancy, presumably because
it has been generally felt that Mr.
Porter might return to the FCC
after he completed the onerous
task of ‘‘trouble-shooting” OPA’s
Congressional battle.

When Mr. Porter took on the
OPA assignment at the President’s
personal behest last Feb. 15, Mr.
Denny was named acting chair-
man. His appointment at that time
was interpreted to mean that he
would be on trial as acting chair-
man and given permanent status
if he “made good.” Mr. Porter, who
despite the pressure of OPA ac-
tivity, has kept his eyes on FCC
operations, is convinced that his
youthful protege has performed
acceptably. Mr. Porter has prac-
tically lived at the White House

(Continued on page 85)

FCC Hearing Procedure Is Radically Altered

ADMINISTRATIVE procedure be-
fore the FCC and other Govern-
ment agencies, particularly with
reference to hearings before ex-
aminers, will be radically altered
under terms of the Administrative
Procedure Act (Public Law No.
404), sections of which become ef-
fective Sept. 11 with the full law
to be in effect by June 11, 1947.

Scope of court review is broad-
ened under the new law, which pro-
vides that any person ‘suffering
legal wrong because of any agency
action, or adversely affected or
aggrieved by such action” is en-
titled to judicial review. The Act
also provides that ‘‘every agency
action made reviewable by statute
and every final agency action for
which there is no other adequate
remedy in any court shall be sub-
ject to judicial review.”

Known as the McCarran-Man-
asco Bill (S-2), the Act was
<igned June 11 by President Tru-
nan, thus terminating a study of
nearly 10 years by the attorney
general’s committee and various
bar associations, including the
Federal Communications Bar Assn.

Of particular significance to
broadcasters is Section 11, which

BROADCASTING o

FCC as final.

the courts.

What Procedure Act Means

THIS IS how the Administrative Procedure Act, now a law,
affects broadcast matters before the FCC:

1. Effective June 11, 1947, hearing examiners will be responsible
to Civil Service Commission instead of FCC.

2. Examiners will issue initial or recommended decisions. In
the absence of objections, initial decisions shall be adopted by

3. All matters of policy must be published in Federal Register.
Policy may not be used as rules.

4. Commission actions are given a broader scope for review by

creates hearing examiners who
will be responsible only to the Civil
Service Commission. This proce-
dure is expected to expedite hear-
ing matters, in many instances re-
sulting in immediate decisions.

That section does not become
effective until June 11, 1947, but
beginning that date members of
the FCC Law Dept. will no longer
act as prosecutor and judge. High-
lights of the Administrative Pro-
cedure Act, in addition to creation
of independent hearing examiners,
are these:

No hearing officer shall consult
any person or party on any fact

Telecasting

in issue unless upon notice and op-
portunity for all parties to par-
ticipate. Rate-fixing agencies such
as ICC and FCC, with relation to
common carriers, are exempt.
Broadcast matters are not.

Policy Affected

Agencies must issue as rules
certain specified information as to
their organization and procedure.
While this is no great departure
from established FCC procedure,
it does prohibit the use of so-called
“policy” as rules. It provides that
anything affecting the public—in-
cluding formulation of policy—

must be published in the Federal
Register.

Hearings on rule changes are
mandatory, although FCC has been
following that procedure as a mat-
ter of sound policy.

Every agency shall accord any
interested person the right to peti-
tion for the issuance, amendment,
or repeal of a rule, but the Act
leaves with the agency’s discre-
tion the granting of such petitions.

Every agency shall afford all in-
terested parties opportunity for
(1) submission and consideration
of facts, arguments, offers of set-
tlement, or proposals of adjust-
ment where time, the nature of the
proceeding and the public interest
permit and (2) to the extent that
the parties are unable to determine
any controversy by consent, hear-
ing and decision upon notice. This
section is a new departure in Com-
mission procedure. Agencies are
authorized to use ‘sound discre-
tion” in issuing declaratory orders
to terminate controversies or re-
move uncertainties. The declara-
tory judgment long has been urged
by the Federal Communications
Bar Assn. Sen. Wallace H, White

(Continued on page 40)
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Gillingham Resumes

FCC Information Post

LT. COL. GEORGE 0. GILLING-
HAM resumed his position as FCC
director of information last Mon-
day after serving in the Army since
1942. -Earl Minderman, who has
held the post for the past three
years, will undertake a special re-
search assignment under the di-
rection of the Chairman of the
Commission.

Colonel Gillingham was FCC
director of information from 1939
until he entered the Army. He
served as chief of the Public Rela-
tions Division, Chemical Warfare
Service. He is the author of ABC
of the FCC and Radio, A Public
Primer, which has been used as a
text in public schools. (See Re-
spects Sketch on page 46.)

Seven Shows Sold

NBC radio-recording division last
week announced the sale of seven
syndicated shows to eight stations
for a total of 429 programs. Sales
were Allen Prescott to WDNC Dur-
ham, for 39 programs and KLO
Ogden, for 156 programs; Art Van
Damme to WCOL Columbus, 13
programs; Five Minute Mysteries
to KCRC Enid, Okla., 39 programs;
Mercer McLeod to KFI Los Ange-
les, 26 programs; The Name You
Will Remember to WPRO Provi-
dencef 26 programs; Playhouse of
Favorites to KSFT Trinidad, 26
programs, and WGOV Valdosta,
Ga., 52 programs; The Weird Cir-
cle to WGOV Valdosta, Ga., for 52
programs.

Campbell Promotion

CAMPBELL SOUP Co. has started
a concentrated radio campaign to
boost sales of Campbell’s Strained
Baby Soups. Throughout July,
August and September, commer-
cials featuring the five new baby
soups will be heard five nights a
week, Monday-Friday on The
News Till Now, CBS Robert Trout
program, 6:45 (EDST). In addi-
tion, 66 spot announcements a week
will be used in nine major market
areas. Later, there will be national
magazine promotion on the soups.
Campbell’s are already using medi-
cal journals, and are continuing
their merchandising to doctors.

Veto Talk Rating

PRESIDENT HARRY S. TRU-
MAN’S OPA veto message on Sat-
urday night was heard by an adult
audience numbering 23,166,000, ac-
cording to a survey made for CBS
by C. E. Hooper Inc. The Hooper-
ating for the address was 31.8.

Curtis Renews

CURTIS Publishing Co., Philadel-
phia (Saturday Evening Post), has
renewed sponsorship of participa-
tions on the This Is New York,
Bill Leonard Reporting program,
on WABC New York, Wednesday,
Thursday and Friday, 9:15-10 a.m.
Agency: BBDO, New York.
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Daytime Group Seeks Fulltime
Using Mexican Clear Channels

A GROUP of U. S. daytime sta-
tions operating on Mexican clear
channels met in Washington last
week to lay the groundwork for a
formal petition asking FCC and the
signatories of NARBA for permis-
sion to use their frequencies full-
time.

Under the name Daytime Peti-
tioners Assn., representatives of
the 10 stations at the meeting
named Howard B. Hayes, president
of WPIK Alexandria, Va., as tem-
porary chairman. Associated with
the group temporarily as consult-
ing radio engineers are the Wash-
ington firm of Weldon & Carr, and,
as legal counsel, Cohn & Marks.
James O. Weldon, of the engineer-
ing firm, was head of the OWI
International Division during the
war.

NARBA assigns 730, 800, 900,
1050, 1220 and 1570 kc to Mexico
for clear channel operation, with
the U. S. to use the frequencies
only on a daytime basis. There are
two exceptions: WHN New York
uses 10560 ke fulltime with 50 kw
and WGAR uses 1220 ke fulltime
with 5 kw (and has an application
pending for 50-kw operation).

Would Protect Dominants

Maintaining that they can pro-
tect Mexican stations on these
channels, the Daytime Assn. is
preparing to petition FCC to
change its rules and, in renegotiat-
ing NARBA, to secure permission
in the next agreement to allow
them to use the frequencies full-
time, as Canada does.

The petition is expected to be
presented to FCC within 60 days.
NARBA is slated to be renegoti-
ated in September 1947, but the
formal conference will be preceded
by a meeting of technicians of
signatory nations in Havana next
January.

“We are just getting started,”

Chairman Hayes reported following
the meeting. “We hope to get ad-
ditional licensees on these frequen-
cies interested in our effort.

“It is our hope to prove to the
FCC and to the signatories of
NARBA that our fulltime use of
these channels would be possible
without injury to any country. Per-
mitting us to operate fulltime would
undoubtedly enable us to serve
large areas of the country which
are now under-served at night.”

At Meeting

Attending the conference were
Mr. Hayes and Carl L. Lindberg,
vice president of WPIK; Frank U.
Fletcher, attorney for WTIK Dur-
ham, N. C.; E. D. Johnston, attor-
ney for WKAX Birmingham, Ala.;
John S. Begley, treasurer of
WACE Chicopee Falls, Mass.;
Pierce E. Lackey and F. Ernest
Lackey, owners of the Lackey sta-
tions in Xentucky, representing
WCIF Madisonville and their new
station at Mayfield; Robert L. Ir-
win, attorney for WMGY Montgom-
ery, Ala. and WDZ Tuscola, Ill.;
J. S. Booth, co-owner of WCHA
Chambersburg, Pa.; Omar L. Crook,
attorney for Central Valley Radio,
which holds a grant for a new sta-
tion, KCVR, at Lodi, Calif.

Hecht S. Lackey, manager of
WSON Henderson, Ky., observed
the proceedings but did not par-
ticipate since WSON, although a
daytime station, is on 860 k¢ and
not affected by the movement.

C-P-P Sponsors
COLGATE- PALMOLIVE- PEET,
Jersey City, will sponsor A Day
in the Life of Dennis Day, T:30-8
p- m. on NBC, the period vacated
by Lever Bros. Bob Burns show.
Starting date has not been decided
yvet. Format of show will include

Charles Grant’s orchestra. Agency
is Ted Bates Inc., New York.

“Of course if you want a reasonable facsimile . . .

Drawn for BROADCASTING by Sid Hix
E]

Brunet Named Director

Of RCA International

MEADE BRUNET, vice president
in charge of engineering products
of RCA Victor Division of RCA,
has been promoted to the post of
managing director of RCA Inter-
national Division, succeeding Ed-
win N. Clark, who has resigned.

Mr. Brunet has been with RCA
since 1921, when he joined the cor-
poration as head of production and
distribution of radiotrons and radi-
olas (trade names for RCA re-
ceiver tubes and sets). In 1930 he
was appointed sales manager of
the Radiola division and by subse-
quent promotions rose to be gen-
eral manager of the engineering
products department of the RCA
Victor Division, of which he was
elected vice president last Decem-
ber.

Coulter to F.C.&B.
DOUGLAS COULTER, formerly
vice president in charge of pro-
gramming for
CBS and prior to
that vice presi-
dent and radio
director of N. W.
Ayer & Son, New
York, has joined
Foote, Cone &
Belding, as man-
ager of the New
York radio de-
partment and spe-
cial assistant to
Hubbell Robinson Jr., vice presi-
dent in charge of radio for the
agency.,

Le Gear Adds

DR. LE GEAR MEDICINE Co.,
St. Louis, effective July 1 added
the following stations to their
summer schedule of nine stations:
WWL KWKH KXMOX WBT
WCKY KTRH WAOI. Agency is
Simmonds & Simmonds, Ine., Chi-
cago.

Mr. Coulter

Rexall Test
UNITED-REXALL Drug Co., Los
Angeles (national chain), has
started test campaign in four ma-
jor markets utilizing transcribed
shows on local stations. Known as
Music From Hollywood shows are
heard five weekly, and twice daily
on KFI Los Angeles, KPO San
Francisco and WCOP Boston; once
daily on WNEW New York and
KHJ Hollywood. Transcribed pro-
gram features Jeannie McKeon as
vocalist with music by Buddy Cole
and “Four of a Xind”; Jack
Rourke is announcer. Contract is
for 13 weeks. Agency is BBDO,
Los Angeles.

Renfro Renewed .
BALLARD & BALLARD Co.,
Louisville, Ky. (Ballard’s Obel-
isk flour), Aug. 4 for 52 weeks
renews sponsorship of Renfro Val-
ley Folks on 26 NBC stations, Sun-

day, 9:15-9:45 a. m. Agency is
Henri, Hurst & McDonald, Chi-
cago.
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Navy Snatued Atom Show, Networks Say

Request to Assign

Army Vessel
Unheeded

By EDWIN H. JAMES

IT WAS GOING to be a wonder-
ful show, wonderful and a little
frightening, and nobody wanted to
miss it. The people quit their
weekend play at beaches or lakes
or in their own backyards that
warm Sunday afternoon (June 30),
to pay sober attention to the spec-
tacle of mankind’s tinkering with
his newest and most fearful play-
thing, the atom bomb, postwar
model.

Three of the things had gone off
before, but the public knew of
their awful potency only through
the guarded descriptions which
the Government and the Army, ap-
prehensive lest wartime secrecy
be breached, had released. This
one, the Navy promised, would be
unveiled for all America to see,
if not through its own eyes, at
least through those of professional
observers.

The people clustered at their
radio sets. Over them, they had
been told, would come the eyewit-
ness story, first-hand, of the awe-
some experiment at Bikini. It was
a moment of high drama.

Broadcast a Whisper

“We take you now to Bikini,”
announcers on all four networks
said. Those were about the only
intelligible words which listeners
heard in an hour of broadcasting
from the distant Pacific. The mo-
ment of drama vanished in an ear-
bursting cacophony of static.

The bomb went off with a bang,
but the broadcast went off with a
whimper. The radio pickups from
the press ship Appalachian, the
command ship Mt. McKinley, the
scientific observers ship Panamint
and from the special observation
plane bearing CBS Correspondent
Bill Downs, the only correspondent
to see the blast at a range favor-
able for reporting, were mostly
lost in a garble of interference.
Those from the rear echelon com-
munications ship Spindle Eye at
Kwajalein were, curiously, of ex-
cellent quality.

The average listener, in the fru-
stration of the moment, blamed the
networks for the inept show. But
informed listeners knew the fault
was not the networks’.

What or who was to blame for
what many a listener would cer-
tainly be convinced was radio’s
greatest failure since the days of
crystal sets and cat’s whiskers?

Temperate radio newsmen were
apt to charge it up to atmospheric
interference. But many an angry
network chieftain said that men,
not God, had loused it up, and that
the men were of the U. S. Navy.

Said one network news chief: “I

am convinced the Navy did not do
a very good job of transmission.”

Said a news executive of an-
other network: ‘“Engineers, before
the test, had predicted that the
relay system used by the Navy
would not work. The predictions
proved accurate.”

Navy Bobbled

Reports reaching New York last
week indicated that the Navy, in-
deed, had bobbled the biggest news
story it ever handled. One aspect
of the communications plan with
which some network newsmen
quarrelled, was the Navy’s assign-
ment of transmission ships.

At least two of the networks
had asked the Navy to use the
Spindle Eye as the base communi-
cations ship at Bikini. The Spindle
Eye, constructed for Army use in
the projected invasions of Japan,
carries powerful signal equipment
designed especially for voice broad-
casting. Two network news execu-
tives guessed that the Navy’s in-
sistence upon taking its own Ap-
palachian forward and leaving the
Army’s Spindle Eye behind might
have been dictated by traditional
inter-service bickering. Well might
Navy brass have recalled that the
Spindle Eye was built for one of

the Navy’s least loved Army lead-
ers, Gen. Douglas MacArthur.

Network newsmen’s anger grew
during the pool broadcast when,
after transmissions from the Ap-
palachian had become incoherent,
they heard NBC’s W. W. Chaplin
loud and clear from the Spindle
Eye at Kwajalein, 240 miles from
the scene of the story.

It was understood, but uncon-

No FM Static

WALTER J. DAMM, chair-
man of the NAB FM Ex-
ecutive Committee and for-
mer president of FM Broad-
casters Inc., said FM set
owners in Milwaukee heard
the Bikini atom broadcasts
without static trouble (see
page 76).

firmed, that the Navy had used a
pee-wee transmitter of 250 w on
the Appealachian, relaying through
the powerful Navy radio station at
Guam, 1,000 miles west of Bikini.
Guam’s radio was as powerful as
any in the Pacific, but one detail
of its construction may have di-
minished its efficiency for the
Bikini broadcast: its directional

antennas were designed to pick up
signals from the West, rebroadcast
them eastward to the U. S. The
Bikini signal came from the East.
A spokesman for the public in-
formation division of “Operation
Crossroads” in the Navy Dept.,
Washington, said he had received
no formal complaint from any net-
work. He acknowledged that the
Spindle Eye was considered a bet-
ter communications ship than the
Appalachian. “It’s the best,” he
said. “That’s why we put it on the
Kwajalein job. It carries press
traffic, radio photos, telecommuni-
cations as well as broadcasts.”

Net Men Aided

The Navy officer said that the
designation of the ships to be used
in radio communications was based
on recommendations by network
employes who had been called back
into the service for the job. He
specified particularly Lt. Comdr.
Don Thompson, NBC West Coast
special events director, who re-
turned to service, on leave from
the network, as radio director of
“Qperation Crossroads.”

The Spindle Eye, broadcasting
direct from its anchorage at Kwa-
jalein to San Francisco, delivered

(Continued on page 76)

Shortwave Licensees Get

Renewal Revision Seen
As Congress Limits
U. S. Time

SHORTLY before the Senate last
Monday passed the 1947 State,
Justice and Commerce appropria-
tions bill (HR-6056), limiting State
Dept. to the purchase of 75% of
time of international shortwave
stations, the FCC telegraphed each
licensee that its license was being
renewed until Oct. 1, 1946, or “the
first day on which its operations
are not controlled” by the Govern-
ment.

FCC officials said the telegram
went out before the Senate acted
on the House-passed measure which
included the Ball amendment

,[BROADCASTING, June 24, July 1].

It appeared likely that the Com-
mission would revise its license re-
newal, contingent upon 75% con-
trol by the Government, it was
learned.

WRUL Cooperate

Meanwhile WRUL Boston, op-
erated by World Wide Broadcast-
ing Foundation, whose officers ap-
peared before a Senate Appropria-
tions subcommittee [BROADCAST-
ING, June 24], has notified the FCC
in writing that the Foundation will
cooperate with the State Dept. in
the readjustment of international
shortwave broadecast schedules,
Walter S. Lemmon, Foundation
president, said.

“We told the State Department
that we did not want to interrupt
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its schedules and agreed to the pres-
ent setup for 60 days to give the
Government an opportunity to re-
adjust its programming before we
resume our own programs,”’ said
Mr. Lemmon.

On the other hand it was pointed
out at the Commission that should
World Wide decide to program
even 25% of its time before Oct.
1, the WRUL license would be auto-
matically revoked, unless Order
110-C is modified. Since World
Wide has voluntarily agreed to re-
tain the status quo for at least 60
days, the Commission will “review
the overall problem in light of the
Act of Congress’” before taking
further steps, a spokesman said.

Both Houses of Congress voted
to restore the full $19,284,778 ap-
propriation for the State Dept.’s
Office of International Information
and Cultural Affairs, thus assuring
continued operation by the OIC of
the nation’s shortwave outlets. Mr.
Lemmon said that as soon as the
State Dept. readjusts its schedules
to permit WRUL to do its own
programming 25% of the broad-
cast time, the World Radio Uni-
versity, which was interrupted
when the Government took over
the World Wide stations in Novem-
ber 1942, will be resumed.

Published reports by the Federal
Radio Education Committee that
WRUL would resume its schedules
July 1 were erroneous, Mr. Lem-
mon said.

Sen. Wallace H., White Jr. (R-
Me.), Minority Leader who re-

25% Control

quested that the Appropriations
subcommittee hear Mr. Lemmon
and Dr. Harlow Shapley, World
Wide board chairman, in the Sen-
ate Monday warned that trouble
lies ahead in the State Dept.’s
domination of international short-
wave stations.

White Warning

“There is a serious question as
to whether there is any legal au-
thority whatsoever for what the
State Department is doing,” said
Senator White. “In my own opinion,
for whatever it may worth, there
is no substantive law upon which
the action of the House, the action
of the Appropriations Committee
of the Senate, or the action of the
Senate itself, can possibly be jus-
tified.”

Terming the procedure “utterly
unwise,” Senator White said: “I
think it gives promise of great dif-
ficulties and troubles for us if we
turn the State Department loose
to broadcast to the world the ma-
terial which the State Department
has indicated it is to make known
to the world . . . It is perfectly
clear that the State Department
is to undertake to instruct the
world with respect to social, eco-
nomie, political and governmental
matters . . . I can see nothing but
trouble. I can see nothing but fric-
tion. I can see nothing but resent-
ment resulting from this effort of
the State Department.”

Text of a telegram sent Monday

(Continued on page 77)
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Banks Learning How to Use Broadcasting

\EN YEARS ago a handful of

I banks were toying with radio,

most of them in a half-hearted

manner. A survey made by
the ABA at that time revealed that
of the 145 banks on the air only 59
had a favorable opinion of the me-
dium. Thirty banks were definitely
unfavorable and the rest were “on
the fence.”

The half-hour program was quite
popular with banks 10 years ago;
55 used it. Thirty-five had 15-minute
programs and five were on the air
ranging from 10 minutes to one
minute. Only two banks used one-
minute spots; contrast that with
the situation today, described later.

Program Preference

Music plus talk or drama was the
formula for most of these 1936 pro-
- grams, with plain talks running
second and news a very weak last
with five users. Contrast this, too,
with today’s situation.

The general formula of program-
frequency was once a week (70
banks) with 19 broadcasting daily,
eight twice a week, seven three
times weekly and the rest scat-
tered from monthly to several
times a day. Ninety banks used
evening hours, 28 afternoons and
nine mornings; others were scat-
tered and irregular.

As| for actual results obtained
from| radio, 40 of those giving
opinions said “good,” 40 said
“fair]’” and 39 said “poor.”

A check was also made in 1936
among 195 banks not using radio.
They' were generally lukewarm or
negative, favored music and drama,
liked 15-minute programs best (64
banks), half-hours next (23 banks),
while only six banks liked programs
shorter than 15 minutes.

One question asked in the 1936
survey was “Would you like to
have the ABA prepare and sup-
ply transcribed radio programs?”
Here’s how banks voted then:

Banks Not Banks
Using Radio Using Radio
Yes |————________ 78 46
NG e i e i 82 52

This picture is really brighter
than it appears because included
in the 124 “Yeses” were 44 clear-
inghouses, 14 county associations,
one state association and seven
other banking organizations that
included hundreds of banks.

This was certainly no rousing

SURVEY of bank use of broad-
casting, current and prospective,
was conducted by Advertising
Dept. of American Bankers Assn.,
of which Mr. Mack is radio direc-
tor. The results were carried in
“Banking,” official journal of the
association, from which this article
is reprinted. The ABA Advertising
Dept. will soon start a radio service
for banks. Mr. Mack reviews the
plans in this article.
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Association Will Start New Service
With Transcription Series

By JOHN B. MACK JR.
Manager, Advertising Dept., American Bankers Assn.

“mandate” from the banks. But
there was an undercurrent of in-
terest. And there was deep con-
viction on the part of men in the
ABA that some day radio would
become a major medium of bank
advertising. The time seemed ripe
to pioneer in this as yet uncharted
field of hank publicity. According-
ly, and with plenty of trepidation,
the Advertising Dept. of the ABA
went to work and produced its
first transcribed series, entitled
Money Matters.

These programs were 15-minute
transcriptions open at both ends
for local announcements. Music

were based too much on what bank-
ers liked and not enough on what
the public wanted. The music was
heavy, the dramas were long and
somewhat dull in spots. The pro-
grams lacked lightness, entertain-
ment and interest.

Another Experiment

In 1939 ABA tried again. Build-
ing on our experience with the
first series, we planned a new set
of transcribed programs and ar-
ranged with NBC to produce them.
Nat Shilkret was retained to sup-
ply the music and we used melo-
dies in a popular vein, of the so-

HOW BANKS

TYPE OF PROGRAM
. 1 HOUR

UsE RADIO

NO. OF BANKS
. Y )

1

3,  TOTAL 624

1946

was semi-classical, by a string or-
chestra, and each show had a seven
or eight-minute dramatization
about some bank service, on an
educational plane. The programs
were technically good, produced
with first-class actors and musi-
cians. They achieved a moderate
success and in retrospect it seems
marvelous that they went as well
as they did considering the apathy
of banks toward radio. Thirteen
clearinghouses with 153 bank mem-
bers and 29 individual banks—a
total of 182 banks—used the series.

It soon became apparent to us,
however, that these first programs

called = “standard” variety. The
dramatizations were reduced to
four or five minutes and livened
up considerably., The situations
were built around the White
Family—husband, wife, son and
daughter, and their financial prob-
lems and experiences. Various bank
services were featured in the 13
programs we prepared. Space was
provided at beginning and end for
local bank announcements.

Top acting talent was used, in-
cluding Selena Royal, Gene Leon-
ard, Carleton Young and Mitzi
Gould. Announcing was handled by
Richard Stark. Production and in-
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Mr. Mack

cidental expenses came to
about $1,000 per program.

More than 200 banks used this
series; it wasn’t bad, but still left
much to be desired. The Advertis-
ing Dept. fell several thousand
dollars short of recapturing its out-
of-pocket expenses, but felt that
it had gained much in the way of
“know-how” and experience.

There was little change in the
radio picture as far as banks were
concerned by 1941, just before the
war.

In 1943 John McCann of Bank-
ing’s staff, as part of his work at
The Graduate School of Banking,
prepared a thesis entitled “Bank-
ing on the Air.” It was the most
comprehensive  and intelligent
analysis of bank radio advertising
ever made and may some day be
looked upon as the beginning of, or
at least the turning point in, the
use of radio by banking institu-
tions.

just

Trend in Thinking

The McCann survey showed that
there were 340 banks using radio
—about 29 of the banks in the
country. It was still a negative
showing and as Mr. McCann con-
cluded: “It is evident that financial
advertising has not made any ap-
preciable mark in radio as a clas-
sification.”

The survey showed a strong
swing in bank thinking about ra-
dio. Almost half of the financial
institutions surveyed used spots
of 30 or 60 seconds, about 20%
used 15-minute programs, 10% the
five-minute unit; and there was lit-
tle support for the half-hour idea,
a big change from 1936.

We have just completed a na-
tionwide survey to which about
2,200 ABA member banks con-
tributed detailed data about their
advertising plans and their think-
ing. We asked this simple question:

(Continued on page 22)
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Big Scoop

That big baby is capable of biting off 35

cubic yards of earth and rock in one dip.

That’s delivering in the kind of quantity

strip mining likes to see.

We’'ve got a big scoop story too. It’s this:
down here in Baltimore W-I-T-H delivers
more listeners-per-dollar-spent than any other

station in this big S-station town.

That’s delivering 1n quantity and quality the
way time buyers like it.
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And remember . . . there are 5 stations In

this 6th largest city.

W-I-T-H belongs on any smart list. Is it on

that new sales program of yours?

, WITH

and the FM Station W3XMB

/ BALTIMORE 3, MD.

Tom Tinsley, President ° Headley-Reed, National Representatives
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Clear Channels Attack Radio Surve

Shousel to Give
His Testimony

This Week

MOUNTING its major rebuttal at-
tack in its fight to maintain the
clears, the Clear Channel Broad-
casting Service loosed a broadside
at the Census Bureau’s massive
survey of rural radio reception last
week as the closing phases of the
clear channel proceedings got un-
der aay.

The attack, led by CCBS Direc-
tor Victor Sholis and ex-Col. John
H. DeWitt, who ‘“shot the moon”
with radar for the Army, came
shortly after FCC engineers intro-
duced a proposed revision of engi-

neering standards which prompted

the calling of an engineering con-
ference for mid-July, to be fol-
lowed by an Aug. 5 hearing at
which the fate of present stand-
ards ' will be decided (see story,
this page).

The week’s sessions ended on a
dramatic note Wednesday with the
presentation of recordings compar-
ing reception of clear channel sta-
tion broadcasts with that of re-
gionals and intended to show su-
periority of the clears.

Testimony for CCBS will be re-
sumed Monday and will include the
appearance of James D. Shouse,
vice president of Crosley Corp. in
charge of broadcast operations,
who is expected to plead for a re-
turn to higher power and ask spe-
cifically for permission for Cros-
ley’s WLW Cincinnati, only U. S.
station ever to operate with power
aboveI 50 kw, to use commercially
the 500 kw it once used develop-
mentally.

Other Witnesses

Other witnesses  tentatively
slated for Monday include repre-
senta’:cives of KFAR Fairbanks,
Alaska, Governor of Wyoming, and
spokesmen for KXLA Pasadena.

The regional station group’s re-
action to the recordings played
Wednesday also may be forthcom-
ing, since Mr. DeWitt, who pre-
sented them, was not cross-ex-
amined on that phase of his tes-
timony.

No clear channel session is
slated Tuesday, when the Commis-
sion 1s to hold hearing on ABC
applications for a $14,000,000 stock
issue  and for the purchase of
King-Trendle Broadcasting Corp.
for $3,650,000.

Scheduled for Wednesday’s clear
channel hearing is testimony for
the Regional Broadcasters Com-
mittee by M. K. Toeppen, New
York | engineer and statistician,
who will present exhibits designed
to bring together some of the in-
formation gathered by the Census
Bureau and coverage data on sta-
tions as worked out by engineers
in cooperation with FCC.

Opening the attack on the Cen-
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FIRST session of July hearings on clear channels opened Monday with Commission sitting en bane during

testimony of Charles E. Nobles (left), Westinghouse engineer, who described stratovision tests at high alti-

tudes with standard broadcasting. Seated behind large table are (1 to r): Comr. Hyde, Comr. Durr, Comr.
Walker, Acting Chairman Denny, Comr. Wakefield, Comr. Jett. In foreground is official stenographer.

sus survey, Mr. Sholis declared
that although CCBS was “involved
in the survey’s paternity” by con-
tributing $10,000 toward it, “we
must renounce ‘the baby’ as ‘ille-
gitimate.” ”

“At the base of the survey are
simply the opinions of unqualified
persons,” he charged. “But even
this limited information was dis-
torted beyond the realm of credi-
bility by the errors and fallacies
in the survey’s methods. As a re-
sult, the entire project contributes
virtually nothing to resolving the
issues of this hearing.”

Mr. Sholis asked FCC to ‘“use
the facts and standards evolved
by its three technical committees”
rather than rely upon the Census
findings.

The CCBS director specifically

attacked the survey’s projection of
results from a survey in one coun-
ty to apply to all counties in that
particular group even though, he
noted, the other counties may have
been from 50 to 650 miles away
from the one in which listeners
were asked what stations they hear
most.

The “basic error which wrecked
the survey,” he said, was “the dis-
astrous assumption that statians
heard in one area were heard ex-
actly the same way in other areas
great distances away.” He said
the “cardinal mistake” was “ignor-
ing the fact that radio signals di-
minish with distance.”

Mr. Sholis maintained that the
survey ‘“sought the impossible by
asking listeners who are condi-

. tioned only to low-grade service

to appraise the quality of radio
signals.”

“Most of these listeners,” he con-

tended, “have never known any-
thing better than the miserable
grade of reception to which they
have been doomed from the begin-
ning. It is like asking backwoods
folks who have never been else-
where, whether their roads are
good.”

He cited instances of what he
called “bias in favor of regional
stations” and declared that “in
choosing the area to be interviewed,
the Census used a system wherein
the county with the largest popu-
lation had the best chance of being
selected. Generally, a county with

(Continued on page 73)

Standard Revision Suggested by FCC

Commission Engineers
Present Proposal

At Hearing

A PROPOSED revision of engi-
neering standards for AM stations
was tossed into the clear channel
hearings last week, precipitating
the calling of a mid-July engineer-
ing conference and a full-dress
hearing Aug. 5 to decide the fu-
ture form of standards.

Drawn up by FCC engineers but
not formally appraised by members
of the three technical committees
appointed for the clear channel
proceedings, the 18-page revision
of Part I of the standards brought
only one substantial objection from
the clear channel advocates but
the practicality of the plan was
questioned by the regional group.

Acting Chairman Charles R.
Denny Jr., objecting at first to in-
troduction of the proposal until
the technical committees had an
opportunity to study it, called an
informal engineering conference
for July 15-16 and a hearing be-
fore the Commission en banc for
Aug. 5 to receive a report of the
engineering conference and hear
“final recommendations.”

The conference and hearing will
be open not only to participants of
the clear channel proceedings but
to all other interested persons.

Seel's Comments

FCC Chief Engineer George P.
Adair, in a Public Notice issued
late Wednesday, asked that all
comments on the proposed revision
be submitted to the engineering de-
partment “in writing as far in
advance of Aug. 5 as possible,”
and requested that “these com-
ments be supplemented by specific
proposals.”

Among the departures suggested
in the proposed revision are the
following points which FCC said
are ‘“some of the more important
problems to be discussed”:

1. A new method of calculat-

ing resulting interference.

2. A new method of calculat-

ing urban populations served.

3. The revision of adjacent

channel ratios. (30-ke¢ separa-

tion is proposed instead of 40

ke.)

4. The revision of the method

of determining permissible in-

terference of sliywave service.

5. Consideration of variation

BROADCASTING o

of noise levels throughout the

United States.

6. Consideration of latitude ef-

fects on skywave interference

and service.

Acting Chairman Denny said
the question of adopting new
standards “is an issue which has
an impact far beyond this [clear
channel] proceeding.” He empha-
sized that the new plan had not
been approved by the Commission
or by the technical committees, and
said that in the engineering con-
ference an attempt would be made
“to iron out points of controversy.”

A final decision will be made
sometime . in August regarding
whether new standards will be
adopted and, if so, what they will
be, Mr. Denny announced.

Duplication Not Touched

The proposal makes no attempt
to solve the basie issue of the clear
channel question: Whether or not
there will be duplication of Class
I-A clears. If adopted, it would be
used in allocation matters to re-
place present standards ‘“at some
future date yet to be decided
upon.” It would also serve as a
basis of U. S. recommendations

(Continued on page 85)
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5“"g?’?""HE BEELINE fruit and vegetable pack exceeded 33 mil-
lion cases in 1945. That's big-time MANUFACTURING
. . . industry teamed with agriculture. It helps explain why
Beeline families have plenty of money to buy things.

Three of the largest canneries in the U. S. are in Sacra-
mento. Fresno is the center of the world’s dried fruit
industry. Millions of tons of tomatoes, olives, asparagus,
peaches, figs, pears and raisins are processed in these
areas.

What is the Beeline? California’s busy central valleys,
plus Reno and western Nevada . . . a market that rivals
Los Angeles in population and tops San Francisco in re-
tail sales.

Mountains 6,000 to 8,000 feet high encircle the Beeline

. often bar reception from outside radio stations. So
here in California’s third market you need our INSIDE-
THE-MARKET stations! Facts prove Beeline stations do a
good selling job.

Sacramento, California

aldny
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Facts for Time Buyers about the
5 BEELINE Statiens

Each station in the BEELINE Group (not a network or chain)
is dominant in its community, powered for THOROUGH
COVERAGE. These stations TOGETHER blanket California’s
mountain ringed central valleys, plus Reno and wealthy
western Nevada., Use all 5 stations at combination rates.
Choose best availabilities on each station without line costs
or clearance problems,

K¥FBK
SACRAMENTO. ABC. Established 1922,
Primary area coverage of 15 California
Counties with population of 630,100.
10,000 watts— 1530 ke. ’

KERN
Bakersfield (CBS)
Established 1931

KM]

Fresno (NBC)
Established 1922

LWGE WOH
Stockton (ABC) Reno (NBC)

Established 1921 Established 1928
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Paul H. Raymer Co., National Representative
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Banks

(Continued from page 18)

““Are you interested in radio ad-
“vertising for your bank?”

The answers: 546 said “Yes”;
1518 said “No”; 71 said “Don’t
know.”

That is great progress. There
are less than 8,000 banks in radio
station cities. Let’s bear in mind
that all banks can’t very well go
on the air with programs of their
own. Radio is best suited to the
banks in the city or town where
the station is located, with of
course some exceptions. (However
with the coming of FM stations
the number of non-network locals
which banks might use will in-
crease enormously.)

Projecting the above figures of
bank interest to the more than
15,000 banks in the country, we

would have about 4,000 banks in-
terested in radio, a figure that
holds much promise.

We asked the banks: “What
length of program de you prefer?”
The answers: 449 said spots; 148
said 15 minutes; 19 said half-hour;
six said five minutes; and two
said one hour.

Music Choices

The half-hour show has dropped
from top preference 10 years ago
to almost the bottom today.

Here is how banks rate music:
119 opopular; 64 classical; three
hillbilly; and one church.

And this is how they rate pro-
gram contents: 77 news; 10 sports;
eight plays; three weather; two
commentators; and two farm
topics.

An interesting observation about
musical and program preferences
is that most banks have no clear-

Flash

LIGHTNING is the name of
the pony won by ten-year-old
Peter Larson through WAAB
Worcester, Mass. pony con-
test. The youngster was over-
joyed when his 25-word letter
gave the best reasons - for
“Why I want a pony from
Badman’s Territory.” When
asked why he called his new
pet “Lightning,” he replied,
“Because he came to me so
fast.”

cut preferences—they say “We
don’t know.” That’s a typical re-
action of banks in this whole field
of radio and it’s a logical attitude.
Bankers like to base their deci-
sions on faects, and there are as
yet too few facts in this area of

FEED MILLS

make jobs in the

" NASHVILLE area

Processing animal feeds is a million dollar business in the Nashville area. . . .

From farm to feed store this important industry makes jobs for thousands. . . .

Man-

ufacturing activities like this, build a strong market for your product; and make

a sales territory that is growing continually. .

. . One million people in the Nash-

ville trade area spend over 356 million dollars each year in retail stores alone.

. . . Take advantage of this market. .

reasonable cost.

American and Mutual

5,000 Watts 980 K. C.

National Representative

THE KATZ AGENCY, INC.

. . Let WSIX do «a
|

nuun

selling job for you at

WSIX gives you all three: Market, Coverage, Economy
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bank use of radio. Much is still to
be learned.

To the question “Do you prefer
the selling portion of the program
done by straight announcement or
dramatization?,” 813 said straight
announcement and 38 said dram-
atization.

Split Opinion

There is plenty of resentment
among bankers toward the singing
commercials and the overdone
drippy dramatizations widely used
in commercial radio advertising.
This accounts in some degree for
the poor showing of dramatization
as a selling vehicle.

A big unresolved question in the
minds of bankers is whether radio
should be used for direct selling of
bank services, for education about
banks and banking, or a combina-
tion of both. A thousand said “sell”
and 1,059 said “educate.”

It would be difficult to imagine
a more evenly split opinion, and
in the answer to this question can
be seen evidence that banks are
confused or at least divided on
the place radio should or could
have in the banking picture.

Since the end of the war the
ABA Advertising Dept. has been
making an extensive study into all
phases of radio advertising as it
relates to banks. One thing we have
done was to ask the 900 radio sta-
tions in the country to give us
their thinking on the question:
“How should banks use radio?”

I want to express deepest ap-
preciation to the 303 radio station
managers who supplied voluminous
data, ideas, suggestions and such
a wealth of valuable thinking that
if we go wrong with our forth-
coming radio service it will not be
for lack of sound advice.

Welcome Helps

The stations were nearly unani-
mous in welcoming help in the
bank radio field. Two hundred
eighty-eight were favorable to
ABA supplying programs, 15 were
sour on banks or did not like tran-
scriptions. But mainly there is
great enthusiasm because, as one
station put it, “We just don’t feel
on safe ground when we try to pre-
pare our own bank programs.” A
radio man told us: “Banks need
some agency that can reach them
from within and explain to them
the benefits and value they can get
from radio.”” Another expressed
this belief: “Often local banks have
had to restrict their radio adver-
tising due to lack of proper copy
that only agencies or the American
Bankers Assn., thoroughly familiar
with bank advertising needs, can
prepare.”

We asked the radio stations their
opinion of an idea which, simply
stated, would be production by the
ABA of five-minute dramatiza-
tions on bank services open at each
end for local announcements. The
dramatizations would be entertain-
ing, and could be the core of 15-

(Continued on page 24)
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more men

STATIONS SERVED ‘BY.

Jhe KATZ AGENCY

North and Midwest
more ofrices | il
 WCFL- ' ABC -CHICAGO
- 'WKRC =~ CBS CINCINNAT!
'KRNT" ABC - DES MOINES
WEBM  CBS . INDIANAPOLIS
" WFEA. CBS . MANCHESTER -
WISN . CBS . - MILWAUKEE
WHOM - NEW YORK .
'WEIL.. - ABC 'PHILADELPHIA
. WCAE ABC PITTSBURGH
WFCI = ABC PROVIDENCE-PAWTUCKET

© WTAD: CBS - QUINCY, ILL.-
m o re a C s WSPD -NBC' TOLEDO: " . :
'~ WOL . MBS WASHINGTON, D. C.

WMT - CBS WATERLOQ-CEDAR RAPIDS
WNAX - ABC - YANKTON-SIOUX CITY
THE NEW ENGLAND GROUP

South iR
WGST CBS'  ATLANTA
"WWNC CBS ASHEVILLE
* KLRA  CBS LITTLE ROCK
© WMAZ (CBS - MACON
 WREC : CBS. MEMPHIS ,
"~ WSIX  ABC NASHVILLE
WWL _ CBS: NEW ORLEANS.
WKY  NBC = OKLAHOMA CITY
WDAE CBS  TAMPA
WTOC  CBS - SAVANNAH

- West

KLZ CBS DENVER
KUTA  ABC  SALT LAKE CITY ~
KHQ NBC SPOKANE =

"~ KGHL NBC . BILLINGS, MONT,
- : KYOR CBS. COLORADO SPRINGS
' , KGU  NBC HONOLULY, T. M.

The KATZ AGENCY, INc.

STATION REPRESENTATIVES ’

New York ¢ Chicago ¢ Detroit ¢ Kansas City

Atlanta ¢ San Francisco ¢ Llos ‘Angeles s Dallas
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KATZ Agency will
tell you how you
can cover Eastern
lowa completely

on WMT.

Page 24

With the LARGEST Popula-
tion Goverage: of ANY Station
in the State REACHES the
Sales-rich AGRICULTURAL-
INDUSTRIAL Eestern Iowa

Market Covaﬂn%'

%3,500,000 consumers with the BIGGEST per capita income in
the country PLUS the largest daytime primary area (within its

2.5 MV Line),

Member Mid-States Group
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Banks

(Continued from page 22)

minute shows or used as five-
minute programs.

One hundred thirty-eight stations
were favorable to five-minute units,
37 favored 15-minute programs,
11 asked for one-minute drama-
tized spots, and six favored 10
minutes.

Many other stations suggested
various periods up to 30 minutes.
Quite a few said they would wel-
come typewritten spot copy. It is
interesting to note the great
spread between the banks’ use of
spots and the radio stations’ rec-
ommendation of the short unit.

Repetition Is Keynote

There is by no means unanimous
approval of the five-minute idea.
“It leaves us dangling in the air
with 10 minutes of unsold time,”
one station said, “Difficult for small
stations to build 10-minute balance
of show,” another stated: “Radio
programs are built in 15-minute
units as a rule and a five-minute
show is generally a pain in the
neck,” said another. However, 138
stations like the five-minute idea,
and anyway with a little effort a
station can build a 15-minute pro-
gram around the five-minute unit.
That’s the whole idea.

Station after station, right down
the line, insisted that for real re-
sults banks must repeat and repeat
and repeat., Radio results thrive
on repetition; they languish on
hit-or-miss broadcasting. There is
no doubt that radio stations feel
the great weakness of bank radio
advertising in the past has been
lack of consistency. “Five-minute
programs should be used daily, and
at least three times a week the
year around,”’ one station director
said “and a 15-minute unit should
be used 52 or 104 times a year for
real results.” One operations man-
ager said: “Repetition is the es-
sence of local radio’s effectiveness.”

Asked how many programs the
ABA should prepare in its initial
postwar series, 79 stations said at
least 26, 66 stations said 52, eight

A Helping Hand

A BLINDED war veteran is
returning to his home with
his rehabilitation partially
aided by a promotional piece
of WDAY Fargo. The man,
Sgt. Peter McKenna, has
been in a Connecticut conva-
lescent hospital and wrote
Fargo Mayor Charles Daw-
son for a city map so that
he would be prepared to find
his way around to all the im-
portant buildings, bus termi-
nals, etc. Sent to him by the
mayor was the comprehen-
sive WDAY promotion piece
with maps of Fargo and
neighboring Moorhead, Minn.
From this Sgt. McKenna will
build a braille model of the
city in clay and cardboard to
serve his purpose.

said 104, five said 260, and three
said 1586.

Various other units were men-
tioned, but the big idea, expressed
over and over, was: “We don’t
want banks to use radio and judge
it on the basis of too few pro-
grams. There should be continuous
year-round advertising and never
less than half a year.”

The owner of a small station
wrote: “I don’t advocate singing
commercials for banks, but bring
your approach down to the same
intellectual level and your story
will go over where it will do the
most good.” And the thought ex-
pressed by another station: “Banks
have something to sell. They should
take off the kid gloves and go after
business as vigorously as any other
business would.”

(Another angle was expressed by
one radio man who said: “We feel
that when banks use radio they
add to the prestige of the local
radio station.”)

The commercial manager of a
large city station told us: “I find
bankers hard people to talk to
about advertising. I understand re-
tailers and their problems. I don’t

(Continued on page 26)

RETAIL SALES
2 $700,000,000 ANNUALLY

WISR'S primary coverage area is a good potential

market for you. It offers 9 county coverage . .

. two

million people in over 400,000 homes at a cost of

less than one cent per thousand homes.

BUTLER,

680 KC
“5,000 Watt Coverage at 250 Watt Rates’’

NATIONAL REPRESENTATIVES
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“MICHIGAN’'S GREATEST ADVERTISING MEDIUM”

Columbia Broadcasting System Basic Station e Fisher Building, Detroit
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Banks

(Continued from page 24)

understand bankers and their prob-
lems, and no banker I have ever
talked to yet has been able to tell
me what he wants his advertising
to do for him.” “Bank advertising
is terrible,” opines another station
director.

“Anything at all you could do to
encourage banks to use some pro-
motion will be wonderful—it will
be more than that, miraculous!” is
the sentiment of a third radio man.
The assistant manager of one of
the biggest stations said: “There
are some fine banks doing a won-
derful job, but in the parade of
suecessful advertisers, I will stick
my neck out and say that banks
are at the end of the line—and 1
don’t mean the front end.”

1.8 Banks Per Station

But while a few radio stations
were caustic, and many frankly
critical, every one was genuinely

interested in helping banks to do
a better job.

Their advice to banks could be
summed up as follows:

(1) Set your sights on your ob-

jective.

(2) Get an expertly prepared
program,

(3) Stick with it over the long
pull.

The 303 radio stations supplying
information in our 1946 survey
listed 543 banks that were using
their stations currently. That is
an average of 1.8 banks per sta-
tion and extending the average to
the approximately 900 local sta-
tions in the country accepting ad-
vertising there would be a total of
about 1,600 banks on the air right
now! That is one out of each 10
banks, and these figures do not in-
clude group programs which would
swell the total of banks on the air
to well over 2,000.

A study of the subjects being of-
fered by banks via radio at pres-
ent shows that of the 308 programs
on which data were given us, 153

All Broken Up

LIKE A BULL in a china
shop, Jim Goode, sound effects
man on Mutual’s True De-
tective Mpysteries, astounded
the manager of a New York
department store when he
proceeded to drop pieces of
china all over the floor. He
placated the manager when
he told him he was looking
for the china that had the
“proper ring” for a sound
effect, and ended up with a
huge order for china—all to
be broeken.

cover their services in general, 99
stress loans, 25 institutional, 13
savings, 13 checking, three safe de-
posit and two trust.

An analysis of 197 programs be-
ing run by banks revealed that
news is first choice as type of pro-
gram (48¢ of the programs on
which these data were given),
music second (34% evenly divided

Kansas Wheat and Corn—as far as the eye can see

Unending fields of golden grain are now
being harvested in WIBW-land. A rising tide
of new wealth is flooding every farm, town,
and city. OUR listeners are buying as never

before.

— BEN LUDY

WIBW, Topeka
REPRESENTED BY CAPPER PUBLICATIONS, INC.
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Yes OUR

listeneis!
them faithfully and honestly for over 20 years,
they have absolute confidence in WIBW . . .
accept our buying suggestions . . .
Give this fact serious thought in making your

Because we've served

act on them.

sales plans for Kansas and adjoining states.

General Manager

COLUMBIA'S OUTLET

FOR KANSAS

KCKN, Kansas City
NEW YORK, CHICAGO, KANSAS CITY, SAN FRANCISCO
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between classical and popular
music), with sports, dramas and
other features trailing well behind.

ABA to Offer Service

As a natural evolution of its
advertising services, the ABA Ad-
vertising Dept. is planning to of-
fer a new radio service.

The purpose will be to help local
banks in their use of radio as an
advertising medium. One phase of
the activity will be to gather and
distribute data on bank radio ad-
vertising, and radio in general.
Another will be to prepare actual
programs in transcribed form for
local broadcast by banks or groups
of banks.

Based on all this survey informa-
tion it seems quite probable that
the first programs will be so-called
open-end dramatizations, 4% min-
utes long, built around situations
involving people and their money.

There will probably be at least
52 such programs in the initial
series. The dramatizations can form
the core of 15-minute programs,
with music or entertainment pro-
vided by the local stations.

Announcement of the first pro-
grams is expected in a month or so.

Post With Westinghouse
Is Resigned by Harder

GEORGE A. HARDER, director
of public relations and formerly
advertising and publicity director
of Westinghouse Radio Stations
Inc., resigned last Monday. Neither
announcement of his successor by
WRS nor Mr. Harder’s future
plans have been made public beyond
an intimation that he would re-
sume radio work in the fall.

Mr. Harder had returned to
Westinghouse broadcast headquar-
ters following his release from the
Army last November. Previous to
his armed forces service, Mr. Har-
der’s experience in New England
radio included acting as radio ad-
viser to the Hon. John C. Winant,
former ambassador to England,
when Mr. Winant was governor of
New Hampshire. He also served in
a similar capacity for former Gov.
Joseph B. Ely of Massachusetts,
and handled numerous broadcasts
by the late President Roosevelt
and other national figures while
in New England.

War Secret on CBS

AUDIENCE attending the initial
broadcast of the War Dept's.
Sound Off series, CBS New York,
witnessed the unveiling of another
war developed secret. The Inverted
Fish Bowl pressure suit, resembling
goldfish bowl, enables air crew
members to ascend to 62,000 feet
by maintaining normal pressure on
the body.

Wins WSYR Contest

WSYR Syracuse has chosen Charles F.
Wheaton, student at Syracuse U. as
winner of week-end air trip to England
contest for his essay on U. S.-British
relations. Contest was run in connec-
tion with WSYR program, ‘“The New
Horizon.” Winner was accompanied to
London by E. R. Vadeboncoeur, vice
president of WSYR.

¢ Telecasting
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'- The Collins 300G
250 Watt Bro

The excellence of Collins broadcast equipment is an
accepted tradition, backed by years of reliable service
under continuous operation. During the war years,
when maintenance was a major problem, owners and
operators of Collins equipment found their faith thor-
oughly justified by the thousands of hours of uninter-
rupted operation logged on their stations.

The new Collins transmitters and speech equipment
reflect the soundest principles of design and construc-
tion. By careful attention to detail, and by combining
foresight with experience, we have developed high fidel-
ity broadcast equipment that is outstanding for endur-
ance, style, and accessibility.

The 300G 250/100 watt AM transmitter is designed
for continuous high fidelity service. The frequency re-
sponse is within 1.0 db from 30-10,000 cps, and distor-
tion and noise are far better than FCC requirements.
Stabilized feedback maintains the excellent perform-
ance over variations in operating conditions.

o July 8, 1946

adcast Transmitter

“FOR BROADCAST QUALITY, IT'S . ..

The Collins 212A-1 Studio Console

The Collins 212A-1 speech input console is a pack-
aged unit providing simultaneous auditioning or re-
hearsing, cueing, and broadcasting from any combina-
tion of two studios, an announce booth, a control room
announce microphone, two turntables, and six remote
lines. The frequency response of 30-15,000 cps is ideal
for AM, FM, and Television applications. The chassis
rotates within the end supports, permitting mainte-
nance during operation.

Write today for illustrated bulletins describing these
and other Collins broadcast equipments.

Collins Radio Company, Cedar Rapids, lowa
458 South Spring Street
Los Angeles 13, California

11 West 42nd Street
New York 18, N. Y.

R
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Listening Revised

By Summer Shifts

Hooper Lists Mr. Districi
Attorney in Top Place
HOOPERATINGS for June 30

showed many of the big name pro-
grams absent from the first 15
since most of the scheduled can-
cellations and summer replace-

ments are now in effect. Mr». Dis-

trict Attorney is first, with Eddie
Cantor second, Fred Allen third.

Evening sets in use were re-
ported at 21.9, down 2.0 from last
time, up 1.4 over last year. Aver-
age evening rating was 6.3, down
1.3 from the last report, unchanged
from a year ago. Average available
audience was 75.5, down 1.5 from
last time and up 1.6 over last year.
Current total sponsored hour in-
dex is 70, compared with 72.75 last
report and 74.5 last year.

Top programs were: Mr. District
Attorney 15.8, Eddie Cantor 14.7,
Fred Allen 14.3, Radio Theatre
18.2, Walter Winchell 12.6, Screen
Guild Players 11.7, Jack Haley
with Eve Arden 11.4, Suspense
10.8, Aldrich Family 10.6, Take It
or Leave It 10.6, Judy Canova 10.5,
Fred Waring 10.5, Truth or Con-
sequences 10.3, Abbott and Cos-
tello 10.2, Life of Riley 9.5, Inner
Sanctum 9.5, People Are Funny
9.5, Man Called X 9.5.

Top ten daytime shows for June
30 were: When A Girl Marries 7.2,
Ma Perkins (CBS) 7.0, Breakfast
in Hollywood (Kellogg) 6.5, Young
Dr. Malone 6.3, Portia Faces Life
6.0, Lorenzo Jones 6.0, Right to
Happiness 5.9, Just Plain Bill 5.7,
Guiding Light 5.6, Breakfast in
Hollywood (P&G) 5.5, Widder
Brown 5.5, Today’s Children §.5.

ABC Video Change
ABC’s video schedule has been
revamped to permit the inaugura-
tion of two new programs: The So-
ciety of Amateur Chess which de-
buted July 5 on WPTZ Philadel-
phia with Russell Patterson, artist,
as guest, and a video version of the

radio series, My True Story, which
will be telecast on WRGB Schenec-
tady starting July 10.

Affiliated with
THE HONOLULU ADYERTISER
Represented by - ! K
THE XATZ AGENCY;INC. .

Radio Tests Pulse of Nation
In Aftermath of OPA Removal

THE TERMINATION of the OPA
last week was discussed on all four
networks and most of the New
York independent stations by Gov-
ernment officials, heads of depart-
ment stores, grocery chains, movie
houses and veterans’ organizations.

WNYC New York, on July 1,
devoted the entire day to price
control discussion giving retail
store executives and heads of vet-
erans’ organizations five minutes
each to voice their opinions. Among
those who spoke were Frank Man-
ley, head of the Catholic War Vet-
erans; Elisha Walker, chief €con-
omist, R. H. Macy & Co., New
York; Dorothy Shaver, president
of Lord & Taylor, New York; and
representatives from the American
Veterans’ Committee, American
Legion, etc. Store executives
pledged to keep prices at present
levels while veterans’ chiefs made
rleas for price control on behalf
of the returning GlIs.

On July 2 MBS presented a
half-hour program, America With-
out Price Control, 10:30-11 p. m.,
which reported the results of sur-
veys of conditions in New York,
Philadelphia, Boston, Chicago,
Denver, Cleveland, Detroit, Wash-
ington, Indianapolis, Louisville and
Los Angeles.

NBC, during the July 1 broad-
cast of News of the World, 7:15-
7:30 p.m., broadcast summaries
from its commentators in Cleve-
land, Chicago, San Francisco and
Washington.

On June 29, as soon as the Presi-
dent’s veto was announced, NBC
switched to WRC Washington
where commentator Richard Hark-
ness introduced Chester Bowles,
Stabilization Director, who spoke

Publicity Club in N. Y.

Elects Underhill Head
ARTHUR J. C. UNDERHILL, di-
rector of public relations, Rayo-
nier Inc., New York, was elected
president of the Publicity Club of
New York last week. Other officers
chosen were as follows: Mae Wag-
ner Carlysle, advertising manager
and publicity director of Dicto-
graph Products Inc., New York,
first vice president; Lt. Col. Dor-
sey Owings, Second Service Com-
mand, second vice president;
Adrienne Minden, public relations
director of Pratt Institute, New
York, recording secretary.
Directors named were: Will H.
Yolen, publicity director, WNEW
New York; Shepard Henkin, pub-
licity director, Hotel New Yorker;
Mary Madeline Riddle, of Ames &
Norr, New York, and Amy Blais-
dell, public relations director of
Helena Rubinstein Inc., New York.

FRANK DANZIG, former chief of opera-
tions of American Forces Network in
Europe, is now producing his own radio
shows. His first is ‘‘Justice,” a half-
hour dramatic program.

BROADCASTING o Telecasting

briefly praising President Truman
for his-stand on the bill. The net-
work continued its coverage of the
OPA situation interrupting pro-
grams all through that day with
latest developments.

Reports from Detroit, Minneapo-
lis, Dallas, Charlotte and New
York were aired by CBS on the
July 1, 11 a.m. news roundup and
on July 2, at 7 p.m., the network
presented Sen. E. H. Moore (R-
Okla.), who spoke on the “Discon-
tinuation of the OPA.”

Joseph D. McGoldrick, New York
State Housing and Rent Commis-
sioner, was heard on the ABC New
York State Network July 1, 6:30-
6:35 p.m., discussing rent control,
and at 9:30-9:55 p.m. the network
presented interviews in 15 cities
with housewives and retailers on
the question “Are Prices Going Up
in Your City,” while Paul Porter,
OPA Administrator, was heard the
same evening, 10:15-10:30, speak-
ing from Washington.

WEAF New York on July 1
broadcast an eye-witness account
of the results of the first day’s
trading after removal of price
ceilings, on Don Lerch’s Modern
Farmer program.

Commissioner Assures

Radio Coverage of Fires

ASSURANCE by the New York
fire commissioner that radiomen
would not be inhibited in covering
fires within the city despite a reso-
lution passed a fortnight ago by the
Assn. of Eastern Fire Chiefs to
limit radio coverage was received
last week by Dave Driscoll, direc-
tor of news and special features
at WOR.

Mr. Driscoll, observing the fire
chiefs association had charged that
radio reporters had impeded fire
department operations, wrote to
William G. Wandras, fire chief of
Kearney, N. J. and president of
the association, for an explanation
of the resolution and to New York
Fire Commissioner Frank J.
Quayle.

Chief Wandras at week’s end had
not replied, but Commissioner
Quayle wrote Mr. Driscoll that
broadcasting companies ‘“who ren-
der a service at or during fires in
New York City are of inestimable
value . . . please be assured that
you are at liberty to call upon me
and my associates for any enforce-
ment whatsoever.”

CBS series ‘“Assignment Home,” deal-
ing with returned servicemen’s prob-
lems, July 21 switches time from Sat.
3-3:30 p.m. to Sun. 2-2:30 p. m.

that’s why people
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past is prologue

Northern California is rich in tradition
with a history that stands as tribute to the
pioneer spirit of early America. Rich as
this tradition is, it has always served as a
background for continued progress. The
past of Northern California is colorful—

its future exhilarating.

Since 1940, the six-county metropolitan
district of San Francisco has had the
greatest _population_growth of any cor-
responding area in the United States—
and the growth continues. Today, 4,500
diversified factories are operating in the
Bay Region alone and every day brings
new industry . . . new people . . . new
markets.
Acutely aware of the blending of the old
and the new, KPO brings to listeners in
Northern California varied radio fare, skill-
fully presented. Here is one outstanding
example of exciting local programming:
THIS IS YOUR HOME
. a half-hour dramatic history of San

Francisco’s rise as a great city of America

presented each Sunday morning by W. & J.
Sloane, one of the city’s leading furniture
stores. Since 1941 both long-time residents
and newcomers in Northern California
have thrilled to the vivid stories of the
early Golden Gate days . . . stories of

the men and women who contributed to

the building of the West.

Broadcast in the form of dramatic narra-
tion, with well-integrated sales messages,
This Is Your Home has helped to build
keen community spirit in the 40 wealthy
counties of KPO’s daytime primary area.
W. & J. Sloane’s constant renewals of
sponsorship are striking evidence of the

program’s selling power.
KPO, TOO, IS RICH IN TRADITION

For over 24 years listeners in Northern
California have looked to KPO for the best
in radio programs. The NBC Parade of
Stars, local features like This Is Your Home
and 50,000 watts of power have given
KPO a dominance for sponsors obtain-

able in no other way.

THE NATIONAL BROADCASTING COMPANY



The most sought

after treasure in

broadcasting is—

RADIO
HOMES

WWVA Primary Area Radio
1,747,955

which are located in the Steel

Homes number

and Coal Belt of the Nation

—that’'s western Pennsyl-

vania, Eastern Ohio and
West

1,350,417 more in an attrac-

Virginia. There are
tive secondary area. 620,083
pieces of mail within 12
months prove WWVA's pop-
vlarity among those radio

homes.

ASK A JOHN BLAIR MAN

BASIC A-B-C NETWORK

i WATTS 'WHEELIN
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TALENT FARM-OUT PLAN

WKY and NBC Arrange for Promising Net Artists

To Work at Station for Limited Periods

WKY Oklahoma City claims an-
other first with the consummation
of a talent “farm-out” agreement
with NBC. Plan was developed on
WKY’s initiative in conferences be-
tween P. A. Sugg, manager of the
station, and Clarence L. Menser,
NBC vice president in charge of
programs.

Already loaned to WKY under
the agreement is Tommy Allen,
baritone and returned overseas vet-
eran, who was given an NBC con-
tract after auditioning on NBC’s
Welcome Home. Sponsoring Mr.
Allen in Oklahoma City on a thrice
weekly show for 13 weeks is the
Oklahoma Gas & Electric Co.,
which has already expressed its
satisfaction of the plan to WKY.

When Mr. Allen returns to the
network at the end of 13 weeks,
arrangements will be made for
other network talent to come to
WKY for limited periods.

The baritone was selected by
WKY after audition records of
four artists, culled from hundreds
available in the Welcome Home
series, had been sent to WKY.
While at the station, Mr. Allen
practices one hour daily with Allan
Clark, director of WKY’s music de-
partment who is assisting on the
educational training project, and
spends another hour each day in
music selection and study. This is
in addition to his regular program
rehearsals and shows.

Arrangement, which is said to
have the enthusiastic endorsement
of Niles Trammell, NBC president,
is also well received by Mr. Sugg
who stated “We think the agree-
ment a sound one, and are pleased,
indeed, that NBC thinks enough of
our operation to take first shot with
us at it.”

Adler Starts Firm

PAUL F. ADLER, recently re-
leased from the Army Recruiting
Publicity Bureau, has opened a
radio advertising service to be
known as Paul F. Adler Advertis-
ing, located at 385 Madison Ave.,
New York. As his initial venture,

- Mr. Adler has secured from Simon

and Schuster, publishers, the ex-
clusive radio rights to the book
Starling of the White House
which he has packaged as a half
hour radio series. Prior to enter-
ing the army, Mr. Adler had been
radio director of the War Finance
Committee for Southern California
and before that he headed the East-
ern Advertisers’ Service in Los
Angeles.

NATIONAL ADVERTISING: Agency Net-
work, at their annual convention held
in Colorado Springs, Colo., judged
“Finders Keepers” show, conceived by
WOL Washington, D. C. and the Henry
Kaufman Adv. agency, that city, the
best local radio shaw. Program is audi-
ence participation originating from lo-
cal drug stores, with Bill Brundige and
Dale Morgan m.c.'s.

BROADCASTING o

(L to ) Mr. Sugg, Mr. Allen and

Paul Hoheisel, advertising mana-

ger of the sponsoring Oklahoma
Gas & Electric Co.

Kackley Resigns
OLIVE KACKLEY, WCKY (in-
cinnati women’s commentator since
1938, has resigned effective August
1. Resignation will terminate a
continuous service record, which
started with initial broadcast in
1938 and heard seven days a week
for the succeeding years. An au-
thority on the works and interpre-
tation of Shakespeare, Miss Kack-
ley, upon conclusion of her Wish-
ing series, will fulfill speaking en-
gagements,

New WABC Shows

LOUIS SHERRY Inc.,, New York !
(ice cream and candy), has started
three participations weekly on the
Arthur Godfrey program, WABC
New York, Tuesday, Thursday,
Friday, 6-7:45 a. m. Agency is Ber-
mingham, Castleman & Pierce, New
York. Borden Co., New York
(Hemo), has expanded its WABC
New York morning news program,
9-9:15 a. m., from Monday, Wed-
nesday and Friday, to Monday-
Saturday. Agency is Young & Rub-
icam, New York.

R
w2z« WIBG

REPRESENTED: Nafionally by Adam J. Young, Inc.
In New York by Joseph Lang, 31 w. 47th Street
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I.OOK 'I'O GATES

It's new. ..

INSTALL THESATFSCB-4 DESK

and provides in one co-ordinated Unit a versatile, efficient

Speech Input Console and 2 Transcription Turntables «for split-second
handling of re-broadcasts with greater convenience and ease of control.
Table is styled in the modern manner of fine hardwoods to harmonize
with any type installations. Adaptable to any medium or small size Station.

30 SERIES CONSOLE—provides 5 microphone chan-
nels, 2 transcription control channels, 1 channel for
remote control. Six remote lines and two network
lines are also accommodated. Power supply is
iristalled in end compartment of Desk. This is a fine
Unit with many other special features.

TRANSCRIPTION TURNTABLES—improved Gates
CB-11s, installed at either end of Desk offered in
your choice of '‘lateral’’ or
pickups. Accommodate any standard size recordings
on either 333 or 78 R. P Ms. Properly designed

"'vertical-lateral''

Filters are installed to work with standard or
orthoacoustic recordings.

DESK-—Beautifully made for showmanship with end
compartments constructed to mount any standard
19-in. panel equipment. Backs may be removed for
examination of equipment when desirable. Compart-
ments may be employed for filing transcriptions, etc.
The CB-4 DESK is available with suggested equip-
ment as showh, all wired for use when shipped. For
any other requirements to suit your special needs,
our engineers are available to discuss these needs.

(Write for detailed specifications)

NEW YORK
OFFICE:
9th Floor * 40 Exchange Place

BROADCASTING e Telecasting

RADIO CO.

QUINCY, ILLINOIS

EXCLUSIVE MANUFACTURERS OF RADIO TRANSMITTING EQUIPMENT...SINCE 1922

Turntable equipment is conveniently located
in the CB-4. The “On-and-Off"" Switch and

Pilot Light are just inside the kneehole for

finger-tip control, as shown.

SOLD IN CANADA BY:
Canadian Marconi Co.,
Lid., Montreal
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NBC Has Discontinued

Comparative Schedule

D_leONTINUANCE of the NBC
¢omparative network schedule,
which has been printed for the past
ten years, hds been announced by
Charles P. Hammond, NBC ad-
vertising and promotion director.

The schedule was originally
planned to supply program ratings
in time-table form for quick refer-
ence. Due to the temporary discon-
tinuance of the CAB program rat-
ing service the network’s schedule
principal purpose is at an end, ac-
cording to Mr. Hammond.

NBC comparative network sched-
ule was also made available with-
out ratings to advertisers, agencies
and stations.

KYW Workshop

KYW Philadelphia, in an intro-
ductory broadecast to its Radio
Workshop course, aimed the pro-
gram at acquainting educators
with the various phases of the
course. Among the speakers were:
Gordon Hawkins, educational and
program director of Westinghouse
Radio Stations; Gertrude A. Gold-
en, district superintendent and
chairman of public relations for
public school system; Dr. Merril
Bush of Temple U.; Dr. Leslie
Cushman, asst. superintendent of
public schools; Dr. Chester Stock-
er, U. of Pennsylvania; and F. M.
Sloan, asst. manager of WRS.

HAVANA RADIOCENTRO

Cuban Capital’s New $2,000,000 Structure
To House CMQ Network Headquarters

nesr AT

Juaay
d3ooanuzunng
d33uss2 j

The Radiocentro when ~completed

CONSTRUCTION on the new
$2,000,000 Radiocentro in Havana,
Cuba, is expected to be completed
by next Spring. The edifice will
occupy 60,000 sq. ft. in the Havana
residential section of Vedado and
will primarily house radio and tele-
vision studios of the CMQ Network

Deepest in the
Hearts of Texans

MBS

Representatives

Sears & Ayer, Inc.

Page 34 o July 8, 1946

as well as other entertainment ac-
tivities.

Idea for the structure was orig-
inated by Goar Mestre, president
of the CMQ Network. When fin-
ished, Radiocentro will include a
1,750 seat theatre for Warner
Bros., a 500-seat newsreel theatre;
46,000 sq. ft. of office space, a roof-
top night club, 10 store premises
for a bank and lesser size business
establishments, restaurants and
cocktail lounges and a bowling al-
ley.

Cornerstone ceremonies were
held last March, attended by Presi-
dent Grau San Martin and high of-
ficials of the republic. In his speech
then President Martin paid tribute
to the many important services of
CMQ Network since its founding
in 1933.

Thirty-four-year-old Mr. Mestre,
born in Cuba and a graduate of
Yale U. in 1936, worked in the
New York and Buenos Aires of-
fices of National Carbon Co. from
1936 to 1938. Returning to Cuba
in 1938, he founded Bestov Prod-
ucts, S. A.; in 1942 started Publi-
cidad Mestre & Co., one of Cuba’s
largest advertising agencies.

In 1943 Mr. Mestre purchased
controlling interest of Circuito
CMQ, S. A., and has been running
it ever since,

Circuito CMQ comprises the 25
kw CMQ and 5 kw COCQ in Ha-
vana; 10 kw CMHQ Sta. Claire;
10 kw CMJL Camaguey; 10 kw
CMKJ Holguin; 1 kw CMKU San-
tiago de Cuba.

PHILIP LAMPKIN, former AFRS chief
in Panama, has been recalled to active
duty and recommissioned a major as
officer-in-charge of the radio section,
Recruiting Publicity Bureau, Governors
Island, New York. He will be in charge
of production of ‘“Voice of the Army,”
15 minute transcribed program distrib-
uted to 800 stations in the states and
territories.

BROADCASTING o

Revised ‘Retailing Ideas’

Includes Air Advertising

3033 RETAILING IDEAS, by
Emanuel Lyons (compiler and pub-
lisher, $3.50.)
FIRST revision of this compilation
of retail ideas in a decade includes
a short chapter on radio advertis-
ing, along with a number of radio
references scattered throughout
the book. It was published first in
1933 as 2222 Retailing Ideas, re-
vised in 1937 as 2800 Ideas.

Each idea is presented tersely in
a few lines. Separate chapters
cover various types of articles sold
in stores. Foreword is by Paul H.
Nystrom, professor of marketing,
School of Business, Columbia U.

WEAF News Service

PERMANENT radio telephone
lines direct from the studios of
WEAF New York to the editorial
offices of the Newark (N. J.) Star
Ledger, the Bronx Home News,
Brooklyn Eagle, Long Island Daily
Press and the news bureau of the
Westchester County daily news-
papers, located in the offices of the
White Plains (N. Y.) Reporter-
Dispatch, have been installed for
the station’s forthcoming new
news program. Show, 15 minutes
in length, will consist virtually of
all local news.

Appliance Guide

MANUAL has been published by
Dept. of Commerce titled Estab-
lishing and Operating an Electrical
Appliance and Radio Shop. Edited
by Donald S. Parris of the Depart-
ment, the manual states that rural
districts are a relative unexplored
source of business for dealers in
electrical equipment, appliances
and radios, whereas the field is
overcrowded in most cities. Farm
homes are declared to offer a tre-
mendous market for radios. Sug-
gestions are given on choice of lo-
cation, market analysis and other
factors.

PAN AMERICAN BROADCASTING Co.,
New York, has been appointed U. S.
representative for Lacadena Azul, Ecua-
dor’'s only network, with stations in
Ibarra, Quito, Ambato, Cuenca, Guaya-
quil and Portoviejo and broadcasts over
nine transmitters in six areas of concen-
trated population.

JOSEPH HERSHEY McGILLVRA, Inc.

Netions! Representetives
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nnouncing—

THE OPENING OF THE

ATLANTA OFFICE OF
EDWARD PETRY & CO., INC.

Managea/ Ay

Charles F. Grisham
The New Palmer Building
Marietta St., at Forsythe

Atlanta 5, Ga.
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Of course you weren't. You know a good
radio buy when you see one. Next time you
want to cover the Philadelphia market, look
into the coverage WIP gives you in its
14,000 square mile area comprising nearly

8 million prosperous people.
- WIP—FM

WIP

IT'S MUTUAL

5000 WATTS

610 ON DIAL

REPRESENTED NATIONALLY BY GEO. P. HOLLINGBERY CO.

*CREDIT GARSON KANIN, PLAYWRIGHT

Standards Subject to Review,

NAB Program

NAB Standards of Practice adopted
last summer will be subjected to
constant review and interpretation,
the new NAB Program Executive
Committee decided at its July 1-2
meeting held at the Drake Hotel,
Chicago.

The committee went into detailed
plans for a new program depart-
ment to be set up within the NAB.
The plans were not made public
but will go before the NAB board
next month. Personnel selection is
to be left to President Justin Miller
and Executive Vice President A. D.
Willard Jr.

Creation of the new standing
committee was ordered by the
board at its May meeting. It re-
places the Agricultural Directors,
Radio News, Music Use and Stand-
ards of Practice committees, with
membership representing all these
former groups.

Up to Licensees

“In selecting this committee,”
President Miller said after the
meeting, “great care was exercised
to choose men whose experience
and record justified the hope that
they could contribute constructively
to our industry program policy.
This hope has been fully realized.

“In our deliberations we have
had foremost in our minds that the
respongibility for programs rests

KGHF
Pueblo, Colo.

Walter’s Beer

New York Office

475 Fifth Ave.

Hotel Pickwick, Kansas City 6, Mo.
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Group Decides

with the individual licensee. We
reviewed all phases of program-
ming: news, agricultural, religious,
controversial public issues, and par-
ticularly the NAB Standards of
Practice as they have been amended
from time to time—most recently
in January 1946. It was the unani-
mous view of the committee that
the Standards of Practice is not
a static document but must, as in
the past, be subjected to constant
review and interpretation.

“T shall submit the detailed
recommendations of the committee
to the board of directors when it
meets Aug. 5-7 and I am confident
that the policy promulgated will
meet with industry cooperation and
public approval.”

Attending the meeting besides
Mr. Miller were: Edgar L. Bill,
WMBD Peoria; Henry W. Slavick,
WMC Memphis; Stanley Hubbard,
KSTP St. Paul; Karl Koerper,
KMBC Kansas City; Merle Jones,
WOL Washington; Glenn S. Snyder,
WLS Chicago; Adolph Hult, MBS
Chicago; Clarence Menser, NBC
New York; Herb Plambeck, WHO
Des Moines; E. R. Vadeboncoeur,
WSYR Syracuse; C. E. Arney Jr.,
NAB.

Beville Honored
HUGH M. BEVILLE Jr., NBC di-
rector of research, has been award-
ed the Croix de Guerre with gold
star by General Charles de Gaulle
for exceptional war service ren-
dered in the course of operations
for the liberation of France. Serv-
ing throughout the European cam-
paign on the staff of Gen. Court-
ney H. Hodges, commanding gen-
eral of the First U. S. Army, Mr.
Beville was chief of the counter-
intelligence division of the army’s
G-2 section and directed the cap-
ture of Nazi leaders in territory
overrun by General Hodges’ army.

JOSEPH LEOPOLD, former manager of
the copy department of Compton Ad-
vertising, New York, has been appointed
vice president and director of copy of
Federal Advertising Agency, New York.

MEDIUM™
SHlion,

KTUL covers the
MONEY - MARKET of
Eastern. Oklahoma . . .
JUST RIGHT ... because
it's neither too LARGE
nor too SMALL. Buy the
“Happy Medium’' Station.
FREE & PETERS  Write for information.

National

Representatives Mﬁ% Genedall Manager

5000 WATTS e TULSA
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YOU MAY BE ABLE TO KNOCK

A GOLF

SR W

BALL 445 YARDS *—

“ =—YOU CAN'T “HOLE OUT” IN WESTERN
MICHIGAN WITHOUT WKZO - WJEF!

A study of the latest network coverage maps for
Western Michigan reveals some facts that show
WKZO (Kalamazoo) and WJEF (Grand Rapids)
as a head-and-shoulders ‘“stand out” over any
other station or combination of stations in this
area.

The maps show that the WKZ0O-WJEF combination
delivers two-and-one-half times more radio homes
(nighttime ) than any other station or combination

* R. C. Bliss did it in England, in 1913.

of stations. And this despite the fact that the CBS
method (on which WKZO-WJEF coverage is com-

puted) is the most exacting formula used by any
network.

If you are buying time in Western Michigan, or
considering it—you owe it to yourself to study
the situation here, and get the true picture. We’ll
gladly send you the statistics as taken from the
NBC and CBS data—or ask Lewis H. Avery, Inc.

F\RST |N GRAWD RAPIDS

WD KENT COUNTY (9

BOTH OWNED AND OPERATED BY FETZER BROADCASTING COMPANY

LEWIS H AVERY, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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toward a practical definition of the public interest

“How did you get sq good so fast? Now, |
guess I'll have to start listening to the radio
again. . . . -

““The program is a definite contribution
to life in Cincinnati and fulfills a need
long felt here.”

“This is the best thing done in 10 years
of radio—the time and the program ... "

“We want to thank you . . . the best radio
entertainment at the right time, we’ve had
for a longtime ... "

“...thought, consideration, and pains-
taking which went into the planning of this
great civic giff which you have undertaken,
to make Cincinnati a bigger, greater and
nobler place in which to live.” :

““Aside from the valve of Evening Con-
certs from a commercial or a purely public
relations viewpoint, you are making what
seems to. be a measurable contribution to
the cultural life of Cincinnati.”

“Your recently inaugurated program of
90 minutes on WSAI of symphony without
interruption, save for the mention of your
names gives me new heart in the future of
American braoadcasting . . . ”’

“It is my opinion that your radio station is -

performing a valuable service to the public
in presenting truly good music . .. ”

“Sincerest congratulations to your fine
station and the splendid public service you
furnish to lovers of worthwhile music.”

“We enjoy your program and greatly ap-
preciate the policyw-hich made jt possible!”

"My radio has been on during the past
week more than it has during the past
six months.”

“l enjoy your program “Evening Concerts”
very much. | hope that it will continve.
| havent always been an admirer of the
finer types of music, but it's just such pro-
grams that have contributed to my liking
classical music.”’ ‘

This is my first fan letter. | am so thor-
oughly delighted over your new program
that | feel forced to thank you . .. and |
salute the Mabley and Carew Company and
WSAI for daring to rise above the so-called
‘popular’ radio to give the public something

worthwhile.”

“My sincerest congratulations on your
new program over WSAIl. At last we are
getting a high class form of entertainment
as well as radio advertisement . . .

“l am not aregular member of the ‘writing
public’, but I feel that the least I can do is
to thank you for the excellent programs.”

“For many years | have been a radio fan,
but this is-the first time | have written a
‘fan letter’ . . . Thank you so very much for
the deep pleasure you are giving to a very
lonely woman ... ”

“To the best of my knowledge, this is
the first piece of fan mail | have ever
written, but | think you deserve congratu-
lations . . . "

“Please count me as one of yo&r very
enthusiastic listeners. You are performing‘a
real service to the community.”

“You hearten us. Perhaps we are wrong.
Perhaps it may be worth while to turn on
the radio once in a while to see what we
can find..."”

“Your recorded Symphony Concerts are
a Godsend—a rare delight for which | am
most grateful. | hope nothing may happen
to lower their fine standards.”

“It is a special pleasure and privilege to
be able to hear concert music during the
week, when formerly we could only have
that kind of musical entertainment on the
radio on weekends and Monday . . . "’

“Just to let WSAI know that the Evening
Concerts are greatly enjoyed—not only by
myself, but by the entire family. At last one
of our stations has taken the initiative to
show that good music is really appreciated.

Your selections are excellent ... "




I,
' A e

A Marshall Field Station

Represented by Lewis H. Avery, Inc,



,_ * FCC Procedure

(Continued from page 15)

suspicion of “political favoritism”
in granting construction permits
and licenses is Section 11, cover-
ing examiners, text of which
follows:

Subject to the civil-service and
other laws to the extent not in-
consistent with this Act, there
shall be appointed by and for each
agency as many qualified and com-
petent examiners as may be neces-
sary for proceedings pursuant to
Sections 7 and 8, who shall be as-
signed to cases in rotation so far
as practicable and shall perfoarm
no duties inconsistent with their
duties and responsibilities as ex-
aminers.

Examiners shall be removable by
the agency in which they are em-
ployed only for good cause estab-
lished and determined by the Civil
Service Commission (hereinafter
called the <Commission) after op-
portunity for hearing and upon the
record thereof. Examiners shall re-
ceive compensation prescribed by
the, Commission independently of
agency recommendations in ratings
and in acordance with the Classifi-
cation Act of 1923, as amended, ex-
cept that the provisions of para-
graph (2) and (3) of subsection (b)

of Section 7 of said Act, as amended,
and the provisions of Section 9 of
said Act, as amended, shall not be
applicable.

Agencies occasionally or tempo-
rarily insufficiently staffed may
utilize examiners selected by the
Commission from and with the con-
sent of other agencies. For the
purposes of this section, the Com-
mission is authorized to make in-
vestigations, require reports by
agencies, issue reports, including
an annual report to the Congress,
promulgate rules, appoint such ad-
visory committees as may be deemed
necessary, recommend legislation,
subpena witnesses or records, and
pay witness fees as established for
the United States courts.

This section is designed to af-
ford greater prestige to the de-
cisions of administrative agencies
and to assure a higher caliber of
administrative hearing officials.
Examiners cannot be removed on
complaint by an agency to which
they are assigned without a hear-
ing before the Civil Service Com-
mission. Salaries are fixed by FCC
and not the individual agencies.

Closely related to Section 11 are
several otner sections, which set

forth the manner of procedure.
One of the most important to
broadcasters is Section 5 (¢) which
provides for separation of func-
tions.

Officers who conduct hearings
shall, under the Act, make the
recommended decision or
decision. No hearing officer “save
to the extent required for the dis-
position of ex parte matters as
authorized by law” is permitted
to “consult any person or party
on any fact in issue unless upon
notice and opportunity for all such
parties to participate.”

Hearing officers shall not be
responsible to or “subject to” the
“supervision or direction of any
officer, employe, or agent engaged
in the performance of investigative
or prosecuting functions for any
agency.”

By the same token no officer,
employe or agent “engaged in the
performance of investigative or
prosecuting functions for any
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Agriculture, wheat and milling, cattle,
meat packing, oil and refining —
are a few of the industries which
have earned KCRC’s market the title
of “‘Golden Empire”’—a market with
an effective buying income of $321,-
824! On KCRC—Enid—your prod-
ucts are aggressively promoted to

penetrate this rich area!

South.”

COLORADO

KANSAS

New York
Chicago
Dallas

MISSOURI

TAYLOR - HOWE - SNOWDEN
_ RADIOLAND

Page 40 o July 8, 1946

OKLAHOMA

ARKANSAS TENN.

KCR(C

ENID, OKLAHOMA

T.H.S. urges you to use this Ameri-
can Broadcasting and Oklahoma
Network Affiliate—KCRC—for best

results in the “Gold Spot of the

SALES OFFICES

General Offices—Amarillo

.

F

Hollywood
San Francisco
Portland

LOVISIANA -

THE GREAT MIDDLE -
WEST AND SOUTHWEST

wiss. kKA KA KA KK KT

St 3o A A A A 4 o A%

TAYLUR—’HUWESNVWDEN
S
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One-Man Staff

GIVING his staff—producers,
directors, writers and secre-
taries—a vacation from noon
Wednesday (July 3) until to-
day (July 8), Paul B. Mow-
rey, national director of tele-
vision for ABC, single-handed
ran his department last week.
Among other duties, he per-
sonally handled ABC’s video
shows on WABD New York
Thursday, and Friday on
WPTZ Philadelphia.

agency in any case shall, in that
or a factually related case, par-
ticipate or advise in the decision,
recommended decision, or agency
review’” except as “witness or
counsel in public proceedings.”

It is intended to assure that no
investigating or prosecuting officer
shall directly or indirectly influence
or control the operations of hear-
ing and deciding officers, except
as participants in public proceed-
ings. In cases of mutually exclu-
sive applications, for instance,
the applicants concerned and FCC
counsel will be given equal status
before examiners.

Both Senate and House Judici-
ary Committees, which piloted the
bill through Congress, reported
considerable criticism of decisions
where an agency is both prosecu-
tor and judge on the grounds that
there was little opportunity for
impartiality. Section 5(c) was
drafted to overcome those objec-
tions. It does not apply, however,
to rate-making decisions where the
advice and counsel of expert staff
members is needed by the govern-
ing agencies.

Congressional Intent

It was the intent of Congress
to force a complete separation of
functions on all administrative
agencies by enacting Section 5(c),
according to lawyers who have
studied the new- law.

Investigations beyond the juris-
diction of agencies are precluded
by Section 6(b) which provides
that every person “compelled to
submit data or evidence shall be
entitled to retain or, on payment
of lawfully prescribed costs, pro-
cure a copy or transcript thereof,
except that in a nonpublic inves-
tigatory proceeding the witness
may for good cause be limited to
inspection .of the official tran-
script of his testimony.” Section
6(b) also provides that no inves-
tigation shall be made “except as
authorized by law.”

Section 7(b) which defines hear-
ing powers prevents the agency
from conducting hearings from
“behind the scenes.” It provides
that hearing officers shall have
authority, subject to the published
rules of the agency, to “(1) ad-
minister oaths and affirmations,
(2) issue subpenas authorized by
law, (3) rule upon offers of proof

(Continued on page 42)
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..... RIGHT! and Al Jarvis

with his “Original Make-Believe Ballroom” is

Represented by: ., Inc.
i
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tThrow Your Voice Where

J
i

DETROIT.

the city with a billion
dollar buying power!

Tell Your sales story in Detroit where it
will be assured to have a telling impact in
the most progressive, receptive and fastest

moving market in the world.

P. S. WXYZ Completely covers the
Detroit area at more reasonable rates

than any other major Detroit radio station.
(Key Station of the Michigan Radic Network)

Owned ond Operoted by the
KING-TRENDLE BROADCASTING CORPORATION

WXYZ -

" 1700 Stroh Building
Represenfed by the Paul H. Raymer Co.

Detroit 26, Michigan
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FCC Procedure

(Continued from page 40)

and receive relevant evidence, (4)
take or cause depositions to be
taken whenever the ends of jus-
tice would be served thereby, (5)
regulate the course-of the hearing,
(6) hold conferences for the set-
tlement or simplification of the
issues by consent of the parties,
(7) dispose of procedural requests
or similar matters, (8) make de-
cisions or recommend decisions in
conformity with Section 8, and (9)
take any other action authorized

by agency rule consistent with
this Act.”

Evidence Provision

Under Section 7(c) relating to
evidence, the Act specifies that
evidence must be “reliable, proba-
tive and substantial.” The section
provides that: “Any oral or docu-
mentary evidence may be received,
but every agency shall as a matter
of policy provide for the exclusion
of irrelevant, immaterial, or un-
duly repetitious evidence and no
sanction shall be imposed or rule
or order be issued except upon
consideration of the whole record
or such portions thereof as may be
cited by any party and as sup-
ported by and in accordance with
the reliable, probative and sub-
stantial evidence.”

Every party shall have the right
to “present his case or defense by
oral or documentary evidence, and
to conduct such cross-examination
as may be required for a full and
true disclosure of the facts.”

\-:5."'-{}\ i

2 BILLIONS $

—that’s a-lot of | :
spending money §

..and it's all centered in WLAW-
LAND, progressive 3-state market
in New England. Have you told
your sales story to the two million

listeners of WLAW? . . . they're
the SPENDERS in this market! Send
for coverage map today.

5000 WATTS 680 Kc.
50,000 WATTS . . . SOON!I

Basic Station
American Broadcasting Co.

WLAW

LAWRENCE, MASS.

NATIONAL REPRESENTATIVES:
WEED & CO.

BROADCASTING

| VAL LAWRENCE

Determined

A PRE-WAR courtship and
a foxhole romance was cli-
maxed on ABC’s July 4
Bride and Groom show when
Norma Bergh, concert vio-
linist, and Carl-Trond Ned-
berg, of Voss, Norway, a
noted Norwegian composer
and leader of his country’s
wartime underground, were
married. They met in 1937
when in Oslo. She was the
student and he was the teach-
er. Separated by the war—
she, as an American citizen,
returned home—they were
reunited a fortnight ago and
married to the tune of Nor-
wegian music specially com-
posed for the occasion by the

bride’s composer-arranger
brother, Haaken Berg, in
New York.

The Administrative Procedure
Act takes effect three months after
its approval, except that Sections
7 and 8 become effective six
months after approval and Section
11 one year after.

Section 7 has to do with hear-
ings, Section 8 with decisions and
Section 11 with hearing examiners.

At one time the FCC operated
under the examiner system as pro-
vided in Section 409 (a) of the
Communications Act, but Frank R.
MecNinch abolished it shortly after
he became chairman Oect. 1, 1937
[BROADCASTING, Oct. 15, 1937].
During the examiner procedure
days the FCC had eight lawyers
assigned to conduct hearings. One
of them was Rosel H. Hyde, new a
Commissioner,

Under the old system, however,
examiners made recommendations,
which were reviewed by the as-
sistant general counsel, the general
counsel and the Commission before
decisions. Procedure today where
attorneys are assigned -as examin-
ers follows that routine. Under the
new law an examiner’s decision
can be made final without the vari-
ous reviews.

is the economic capital of a

vitally important empirs embracing
15 COUNTIES in
4 STATES in
2 NATIONS.

O KROD

the “influential” station in

El Paso covers it ALL.

DORRANCE O.
RODERICIK

owNEN |

600.KC CcBS 1008 Watts
Howard H. Wilsion Co.  Nationel Repe.

MARAGE -

IN THE £L pASO
Southwest use KROD
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Nothing succeeds like success. An established show ... an excellent rating. .. a choice time
slot...and an outstanding radio station combine to assure successful commercial radio.

Such a show is Mystery House, on WGN each Friday evening at 9:30. Broadcast
continuously on WGN since 1944, this top-flight program can well be the one right answer

to effective middlewestern coverage.

A Clear Channel Station . . . . . . - %I]f}dcﬁ\?g]lé
Serving the Middle West l RE S
On Your Dial

MUTUAL BROADCASTING SYSTEM

Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y.
West Coast: Edward S. Townsend Co., Russ Building, San Francisco, Calif.
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¢ The Best Way To Get Footwork

This fancy machine runs at a terrific rate. It piles
up the miles in minutes, testing shoe leather. It

provides much footwork.

As "one good man is worth a dozen bird dogs''—
so one good head is worth a dozen feet. It is easy
to get footwork but quite another thing to com-

bine it with intelligent direction.

We are proud of the ground we “cover” from
our seven offices. But more important is the way

we cover it for the stations we represent.

PAUL H. RAYMER COMPANY, INC. -  RADIO ADVERTISING
NEW YORK - BOSTON - DETROIT - ATLANTA - CHICAGD - L0S ANGELES - SAN FRANCISCO



Who Does More?

AMERICAN radio is commercial.

That, say the broadcasters proudly, is why
they are able to give the public, hour after
hour, day after day, the finest in entertainment
and information that can be obtained. That,
say the critics of American radio, self-ap-
pointed or otherwise, is why the American
broadcasters have greedily turned their facili-
ties over to the advertisers, selfishly ignoring
the public interest for the benefit of their own
personal pocketbooks.

Perhaps the above paragraph oversimplifies
the argument. If so, it matters little, for we
are here concerned not with argument but with
fact. And the fact is this:

Where public interest and personal gain con-
flict, the American broadcasters give public
interest the right of way.

Here are some more facts: During 1945 a
President died; a war was ended, first in
Europe, then in the Pacific; a new interna-
tional organization, dedicated to settling dis-
putes between nations by legal rather than
military methods, was born in San Francisco.
These events—and many other of lesser mag-
nitude—the American broadcasters considered
more important to their listeners than the reg-
ularly scheduled programs. Without hesitation
commercials were scrapped for special pro-
grams in accordance with what the broadcast-
ers deemed the public interest.

In a system of commercial radio such can-
cellations cost the broadcasters hard cash, not
only fol the sales value of the time recap-
tured but for payments to advertisers for non-
cancellable talent costs. NBC alone during
1945 sacrificed $900,047 in time charges, $495,-
314 in talent charges, or a total of $1,395,361.
For ABC the figures were $439,800 for time,
$100,700 for talent, a total of $540,500. MBS
zave up $154,652 in time charges, $37,975 in
talent rebates, a total of $192,627.

The three-network total of $2,128,488 would
undoubtedly top the three million mark with
the addition of the CBS cancellation costs,
which could not be obtained in detail. It should
be noted that these figures do not include the
value of local time and programs cancelled to
make way for the network public service sus-
tainers, let alone the further cancellations by
individual stations of commercials for public
service programs from regional networks or
of their own origination.

Five million dollars would be an extremely
conservative figure of the total of commercial
cancellations by American broadcasters in the
single year of 1945 in order to broadcast pro-
grams in the public interest. You can make
your own estimate of the cost of the replace-
ment programs and add that to the total.

Yes, American radio is commercial, And the
American broadcasters have proved by the
ledger that when it comes to money they can
10t only take it but, with equal vigor, they
:an dish it out.
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Fission Expedition

WAS IT Operation Double-Crossroads?

There are some in radio who are saying it
was. The bomb dropped. It exploded. But you
could only deduce that intuitively from the
broadcast coverage. You could not be sure.

The reception, atmospherically, was worse
than it had been during any of the thousands
of overseas wartime pickups. Yet probably
more effort had been expended on this under-
taking by radio than on any other single over-
seas pickup since D-Day.

Most of the commentators sounded like they
were recorded at 33 and played back at 78.
Faulty reception has been attributed variously
to atmospherics, poor equipment and inexpert
monitoring.

Best deduction seems to be poor equipment
on the U. S.S. Appalachian. This, as the news
ship, was the focal point for transmission.
It is learned now that the network engineers,
long before the test, had asked the Navy to
transfer its radio base of operations from the
Appalachian to the Spindle Eye, the radio
ship which had been equipped by the Army
Signal Corps at the war’s conclusion.

Network engineers contend that equipment
aboard the Spindle Eye is better than the
Appalachian could provide; that the latter
craft was fitted with scientific gear which itself
interfered with the signal.

What happened to the network appeal?
Nothing, it is reported. It was not acknowl-
edged by the Navy Dept. Yet the Navy cer-
tainly had full cognizance of this broadeast’s
importance. Admiral Blandy himself, the task
force commander, was asked before he left
the States, about the time the bomb would be
dropped. He replied, adding: “It works out
very nicely for anybody who wants to listen
in on the radio.”

And there are whispers that the Navy did
not want to originate its show from the Spin-
dle Eye because it was an Army-equipped ship.

Regardless of the -circumstances, there’s
little doubt that something was wrong with
the Appalachian—for signals from the Eye,
anchored off Kwajalein, and from the Mz¢.
McKinley presented much greater clarity.

If the broadcast is to be condemned on the
basis of reception, the blame is not fairly lev-
eled against radio. For radio supplied its peo-
ple; the networks supplied the time at a com-
bined cost of well over $100,000; and individual
stations cleared for the pickup. If the signal
was distorted through careless preparation,
the blame lies with the official sponsors.

Nor should the charge of George Moorad,
CBS, and W. W. Chaplin, NBC, be overlooked.
The commentators claimed that their copy
was censored after they had attempted to re-
port, following an airplane tour of the test
area, the extent of damage. If this charge is
substantiated, some censor’s knuckles should
be cracked. We cannot envision any military
information that could be reported from flying
elevation on the test of a bomb which has been
well publicized on three former occasions.

The three-star performers on the broadecast
were Mr. Chaplin, Admiral Blandy and the
metronome. At least, they could be heard. Even
that is not altogether true, for the metro-
nome’s tolling was not clearly audible until
just before and during that dramatic instant
when the bomb was falling.

Two additional atom bomb tests are coming
up. Every possibility for any error in judg-
ment should be eliminated. There’s nothing the
military can do about natural interference.
But there can be no excuse for the man-made
kind, such as is charged in Test No. 1, if
the military brass will heed the advice of prac-
tical radio men on the scene.

Oat }erpectj To-—

GEORGE OLIVER GILLINGHAM

IT’S PURE printer’s ink that runs through
the veins of George Gillingham, who returned
to FCC as director of information July 1.

After he left grade school his only profes-
sors were city editors, his only finals were the
five star variety. He says he left the Office
of the Chief of Staff where he was stationed
during the war, to go to Chemical Warfare
Service because the Chief of Staff’s office didn’t
have a typewriter.

He has strong convictions that an informa-
tion man’s first duty is to be of help to the
newsmen he is serving, and to give that help
as quickly and as simply as possible. He talks,
writes, thinks the language of the press. To a
newsman he is the personification of the best
in an information director. And when things
get dull, he can always fill in with his endless
store of good yarns ranging from the sweep-
ings of newsroom floors to the Gold Room of
the White House.

Of course, Mr. Gillingham discounts his
ability by insisting “Information men can

- come and go, but the people that really oper-

ate that FCC information department are
Sally Lindo and Mary O’Leson. They are the
ones that run the show (see story page 70).”

Following George Gillingham’s style, and
getting down to facts, he was born in Balti-
more Dec. 15, 1896, hence he feels himself
cheated of a birthday. Dec. 15 comes too close
to the 25th.

Soon after, the family moved to Newark. He
was going to school there when he heard that
the editor of the Newark Morning and Evening
Star wanted an assistant. “Not an associate
editor or anything like that, but just some-
body who could read his peculiar brand of
shorthand,” he says. The editor wrote all his
editorials in longhand, but in a personalized
code fashion. Young George Gillingham got
the job and for a while deciphered the notes
and typed them up.

It wasn’t long before he had a reporter’s job
and later started doing a Question Box feature
with the Newark Sunday Call. At the same
time he covered North Jersey for several
Philadelphia papers as stringer. He also did
Sunday features for the New York Sunday
World.

When World War I started, he was put in
chemical warfare as a second lieutenant.

In 1920 he returned to the Call, stayed a
year, then moved to Washington to join the
Pathfinder magazine. He became managing
editor, and stayed “in the slot” until 1933,

(Continued on page 48)
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“"WOAI MEANS A LOT TO US

IN THE GREAT
OPEN SPACES"”

The other day Bryan Weaver wrote us a letter.
Bryan’s an oilman out in Freer, Texas, and like so
many folks who live and work in the *“great open
spaces,” he’s a great radio fan. He says in his letter:

“Qil fields, as you know, are usually located far
from the more common fields of entertainment, and

the only established thing a man can depend on is
his radio.

“The full variety of your programs, music, sports,
and above all, the news, are certainly appreciated and

help us who are more or less isolated to keep up with

Sl

things as they happen.”

As the only 50,000 watt, clear channel station in
southwest Texas, we have Mr. Weaver, and thou-

Nod

sands of other folks like him in mind wnen we
plan our programs . . . so he was all wrong when
he closed his letter by saying,

“This letter may not mean much to you but I feit
that you should know how much your station means
to us.” -

His letter means more to us that we can express
. . . among other things, it means we have had some
measure of success in serving the vast audience who
depend on clear channel stations for most of their
information and entertainment.

There are lots of them. In WOAI’'s primary
listening range last year . . . 1945 . . . oil men
like Bryan Weaver processed over 140,350,000
barrels of oil. And this is only one of the occupa-
tions and professions followed by the families who
listen to and depend on WOAI, only 50,000 watt,
clear channel station serving the area.

G
“ REPRESENTED NATIONALLY BY
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when the Tennessee Valley Author-
ity wanted him to handle public
relations from Washington.

Enter the FCC ... James Law-
rence Fly was chief counsel for
TVA, and when Mr. Fly was made
FCC chairman in 1939, he took the
able Mr. Gillingham to FCC with
him as director of information.

“Mr. Fly and I agreed,” he says,
“that only in very special circum-
stances were releases to be issued
as ‘James Lawrence Fly announced
today.” All actions were to be in
the name of the Commission. We
held to that, and I still believe in
the policy. Personalized publicity
in such agencies is bad for the
man, the agency—and the infor-
mation man.”

In 1942 he returned to the Army
as captain and Washington liaison
officer for civil affairs with the
Office of the Chief of Staff. Lack-
ing a typewriter there—he gives
this as the only reason for the
change—he went to Chemical War-
fare as chief of CWS public rela-
tions. His offices were at Gravelly
Point, near Washington—*“the poor
man’s Pentagon,” he calls it, “with
the heat 104 in the shade.”

He was released as what he calls
a “synthetic colonel” a few weeks
ago.

In 1922 he married Marie Bres-
nahan, whose father was Wash-

ington manager of Western Union.
They have “no children, three
cats.” One of the cats, Bessie, has
been featured on the radio and
in the newspapers. Bessie, it seems,
crawled to the top of the radio
each morning when Earl Godwin,
ABC commentator, came on the air.
Mr. Godwin told the tale on the
air, proud as punch. Then the Wall
Street Journal—of all papers—
wrote an ‘‘expose’” of the affair,
claiming that Bessie listened to
Mr. Godwin so faithfully only be-
cause he came on early in the
morning, the house was cold, the
radio the warmest spot in the
house, and because the Godwin
program was the only one the Gil-
lingham household turned on in the
morning.

Bessie falls in a complete swoon
at the name “Sinatra,” and will
rise again only if someone calls
cut, “Bing Crosby,” whereupon
she stalks majestically across the
room, The Gillinghams also collect
cat figurines.

Mr. Gillingham belongs to the
National Press Club, and was edi-
tor of the Club’s publication, The
Gold Fish Bowl, from ’'33 to ’39.
He is a member of the American
Legion. He holds the Legion of
Merit and Army Commendation
Ribbon for public relations work.

He has written for many publi-
cations, including The New Yorker,
Saturday FEevening Post, the old
Golden Book, and several news-
papers.
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Legion of Merit

LEGION OF MERIT was awarded
last week to James L. Middlebrooks,
new NAB engineering director who
took office July 1, by Secretary of
the Navy James Forrestal. Award
Citation reads:

“Comdr. Middlebrooks rendered
invaluable service toward the great
technical improvement established
and maintained in the Naval Com-
munication Service and in other
electronic activities through effi-
cient use of new antenna systems,
application of modern electronic
circuits and application of commer-
cial techniques. By his leadership,
tireless efforts and devotion to duty
throughout, Comdr. Middlebrooks
contributed materially to the suc-
cessful prosecution of the war and
upheld the highest traditions of the
U. S. Naval Service.”

DUNVILLE SUBMITS
LOCAL MUSIC PLAN

STATIONS and local music groups
can work together to bring good
programs to listeners, Robert E.
Dunville, vice president of Crosley
Corp. and general manager of WLW
Cincinnati, told the American
Symphony Orchestra League ses-
sion in that city.

Mr. Dunville conceded station
managers are often at fault in try-
ing to cooperate with symphony
promoters and then shunting pro-
grams to poor times when they
turn out to be dry as dust. The sta-
tion should develop a good pro-
gram instead of merely turning
over a block of time, he said.

Symphony groups also are at
fault, he said, in failing to select
promoters who have a sense of
showmanship. Dry discussions of
composers and music he described
as lost motion. He told of the
Wintertime Concerts series of
WLW in which orchestra heads in
the area served as guest conductors
of a 35-piece WLW orchestra.

CHARLES T. AYRES, an executive with
Ruthrauff & Ryan, New 7York, since
1938, has been elected vice president
of the agency.
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Line Holding Policy
Adopted by RMA

Cosgrove Urges Set Makers
To Keep ‘Reasonable Prices’

HOLD-THE-LINE policy on set,
tube and parts prices was adopted
by Radio Manufacturers Assn. last
week pending final action on OPA.
Many individual manufacturers
joined RMA in announcing that
prices would be stabilized for the
time being despite expiration of
OPA controls.

R. C. Cosgrove, RMA president
and vice president and general
manager of Crosley Corp., Cincin-
nati, stated RMA’s policy as fol-
lows:

“In view of the uncertain legis-
lative situ<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>