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ONE of 22,500 for

n response to the ‘‘Billboard” program’s recent
appeals for bundles of food and clothing for
starving Europe, this letter and actual package
of 22 dresses was received by WHO, along with
22,500 other parcels (weight 110 tons) and

$3.500 cash from thousands of individuals and
749 community groups in 39 states.

Was this WHO program a noon-time smash with
movie stars and famous orchestras?

No! The “Billboard” is a public service news

commentary program broadcast three nights per

week 10:30 to 10:45.

THAT’S WHO PROGRAMMING AND CLEAR
CHANNEL SERVICE IN ACTION!

WHO does more than pay lip service to public

Europe!
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welfare activities. WHO lives public service—and
the public responds as all true believers in radio

would expect.

An ideal situation, under the American system—
the only situation that insures highest values for

the public, the station and the advertiser alike.

+ for lowa PLUS #

Des Moines 50,000 Watts

B. J. Palmer, Pres. J. O. Maland, Mgr.
FREE & PETERS, Inc., National Representatives
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A Cowles Station Exclusive American Broadcasting Company Outlet in Boston
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~182 YANKEE BOXES THE COMPASS

FOR YOU IN NEW ENGLAND

Yankee, and Yankee only, points your
seling to specific markets throughout
New England.

You can't get off course.

Each Yankee station takes you into a
center where population density demands
the local impact of a hometown station
for effective selling. Each of these Yankee
stations has Yankee acceptance, plus the
recommendation of usage as a sales me-
dium by retail merchants whose coopera-

tion you seek. These merchants are ready
to push nationally branded products, lo-
cally advertised.

Yankee hometown stations produce for
you not only in the downtown areas but in
far reaching suburban neighborhood trad-
ing zones. Collectively they tie these mar-
kets together into an overall sales pattern
that makes sense.

When you buy The Yankee Network,
you sell New England.

ecepptance ¢¢ THE YANKEE NETWORK'S “Powndation

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System
21 BROOKLINE AVENUE, BOSTON 15, MASSACHUSETTS

Represented Nationally by EDWARD PETRY & CO., INC,

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Building, Washington 4, D. C.
Entered as second class matter March 14, 1933, at Post Office at Washington, D, C., under act of March 3, 1879,
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UNDERSTOOD last week that Sullivan,
Stauffer, Colwell & Bayles, New York (see

Respects Sketch, page 50) will soon have

another “package-goods’” account with billing
in neighborhood of 24 million.

WITH supplies of pens increasing, Parker
Pen Co., New York, may buy additional half-
hour network show soon. Company currently
sponsors newscasts Saturdays, Sundays, 8:55-
9 p.m. on CBS. J. Walter Thompson Co., New
York, agency. '

WHETHER FCC will publish FM application
list comparable to that for AM, showing order
of processing according to file number [BRoOAD-
CASTING, Aug. 19], reported uncertain. Com-
mission, able to take FM cases in order better
than in AM, turned out over 500 decisions in
eight months. Pending FM cases total 300,
of which 150 are in hearing.

BMI, radio’s music publishing subsidiary, grap-
pling with plan for bonus transcriptions of
new tunes to subscribing stations along with
sheet music distribution. Plethora of free re-
cordings from mushrooming record companies
as well as non-BMI publishers brought pro-
posal before last BMI board meeting. Tran-
scription companies aren’t happy about free
recordings and effect on library services.

IS RADIO version of motion picture “Legion
of Dg:cer‘;l'cyf.f” springing up? Marked step-up
_in;k:qﬁr’npl:ain:,ts from theological sources about
gags allegedly ridiculing Irish or Catholicism
reported from agencies and accounts, with
hint of boycotting of products unless remedied,

7

FCC DECISION on proposed new AM en-
gineering standards this month now considered
unlikely, with some Commissioners and many
staff members vacationing. Decision, when it
comes, still expected to follow lines developed
in FCC-industry engineering conference and
subsequent hearing before Commission [BROAD-
 CASTING, July 29, Aug. 12].

NO .REPLY yet from J. C. Petrillo to NAB
President Justin Miller’s “put-up or shut-
up” letter of May 20. NAB, which has been
building up clean record in AFM relations,
planning to shift tactics in move to bring
musicians and broadcasters into policy ne-
gotiations. Meeting of Industrywide Music
Committee may be called in September since
network contracts in New York, Chicag> and
Los Angeles expire next February—coinci-
dence” attributed to foresightedness of music
czar in past negotiations.

FCC’s “waiver of hearing” policy, designed to
help expedite handling of huge backlog of
hearing cases [BROADCASTING, July 1], isn’t

paying off as well as Commission had hoped. -

Authorities last week reported only one known
(Continued on page 93)
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Sept. 2: IBEW National Convention, Sir
Francis Drake Hotel, headquarters, San
Francisco.

Sept. 9-10: NAB Small Market Stations
Executive Committee, Hotel Statler,
Washington.

Sept. 11: Brand Research Foundation, re-
gional meeting, San Francisco.
(Other upcomings on page 52.)

Bulletins

AMERICAN FEDERATION OF MUSICIANS
reported Friday as planning vigorous opposi-
tion to present form of FCC’s proposed liberal-
ization of transcription identification rule (see
story page 20). AFM expected to seek specific
protection for name talent on recordings, al-
leging deception would result from ‘“canned
music” provisionr that records involving ma-
terial with no time-element value need not be
identified.

DENIAL of WTHT Hartford, Conn., petition
to vacate May 16 grant to Mitchell G, Meyers
et al for new 250-w station in Waterbury,
Conn. on 1240 ke announced by FCC Friday.
WTHT, applying for switch to 910 ke, 5 kw
directionalized, now on 1230 ke, 250 w full-
time. Commission also rescinded previous or-
der calling for consolidated hearing on appli-
cations of Grant Street Radio Stations Ine.
and Liberty Broadcasting Co. for new Pitts-
burgh stations. Grant Street now designated
for separate hearing.

Business Briefly

BARBASOL BUYS @ Barbasol Co., Indianap-
olis, purchased 12-1 a.m. period, Mon. through
Sat., 52 weeks on WBBM Chicago, for recorded
music. Agency, Erwin, Wasey & Co., N. Y.

C-P-P RETURN @ Colgate-Palmolive-Peet Co.,
Jersey City (soap and tooth powder), after
eight-week hiatus Aug. 31 resumes Judy Ca-
nova Show on 139 NBC stations, Sat. 10-10:30
p.m. EDT. Agencies, Sherman-Marquette and
Ted Bates Inc., N. Y.

REVERE COPPER BACK @ Revere Copper
& Brass, N. Y., Sept. 8 again takes Exploring
the Unknown Sundays, 9-9:30 p.m. on MBS,
after nine week summer break. St. George &
Keyes, N. Y., agency. ’

CHIFFON TEST @ Armour Packing Co., Chi-
cago, starts 26-week test for Chiffon flakes,
with live and transcribed quarter-hours on
WCOP Boston, WFCI Pawtucket, R. I., WXYZ
Detroit, WTOL Toledo, WGAR Cleveland,
WBBM Chicago, WISN Milwaukee, WSBT
South Bend. Agency, Foote, Cone & Belding,
Chicago.

C&S BACK e Standard Brands Inc., N. Y,
(Chase & Sanborn coffee) resumes Charlie
McCarthy on 144 NBC stations Sept. 1, Sun.
8-8:30 p.m. EDST. J. Walter Thompson Co.,
N. Y., agency. '

SPONSORS BOAT REGATTA @ Perfect Cir-
cle Co., Hagerstown, Ind. (pistonr rings), on
Sept. 2 will sponsor Gold Cup Motor Boat
Races on WXYZ Detroit and ABC Michigan
Network. Agency, Henri, Hurst & McDonald,
Chicago.

FCC Not to Advise on ‘Pot O’ Gold’ Show

FCC WILL NOT UNDERTAKE to give “ad-
visory opinion” on legality of Pot O’ Gold or
any other specific program with ‘“give-away”
characteristics, BROADCASTING learned Friday.

Commission was understood to take position
that interpretation of Sec. 316 of Communica-
tions Act, which bans lottery broadcasts,
should be based not on individual case but on
general study of overall problems with oppor-
tunity provided for interested parties to pre-
sent views in hearing.

Comparable view taken by Commission in
Washington FM decision [BROADCASTING, Aug.
19], when it ruled that carrying of prize give-
away program by WWDC Washington, (Tello-
Test) should not in itself prohibit grant be-
cause ‘“‘this is a problem generally applicable
to a number of stations which are carrying the
same program as WWDC. .. .”

At time FCC said it was “engaged in a study
to determine the legality of programs of this
type.”

Pot O’ Gold, which enjoyed high rating dur-
ing 1939-41, sponsored by Lewis Howe Co.,
slated to return Oct. 3 (ABC) with Lewis
Howe again sponsoring for Tums (see story
page 19).

In old format, program regarded by FCC as
“bad radio” and referred with other shows in
1940 to Justice Dept. for action under anti-
lottery laws. Justice Dept. reported case un-
prosecutable. Since disclosure of plans for re-
vival of Pot O’ Gold, reports circulated that
FCC would be asked for ‘“advisory opinion”
on legality.

Communications Act’s Sec. 316, on which
questions of show’s permissibility are based,
provides that “no person shall broadcast by
means of any radio station for which a license
1s required by any law of the U. S., and no
person operating any such station shall know-
ingly permit the broadcasting of, any adver-
tisement of or information concerning any lot-
tery, gift enterprise, or similar scheme, offer-
ing prizes dependent in whole or in part upon
lot or chance, or any list of the prizes drawn
or awarded by means of any such lottery, gift
enterprise, or scheme, whether said list con-
tains any part or all of such prizes.”

Conviction carries penalty of $1,000 fine
and/or maximum of year’s imprisonment for
each day offense occurs.

BROADCASTING e
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Today—more than ever, flexibility is a must in
planning the many new product campaigns. These
fast-moving times with the great need for all types
of goods dictate to the advertiser the necessity of

keeping abreast of his distribution.

Spot radio is the one medium with the all-important

flexibility to meet these needs.

Successful campaigns are built with these stations.

No spot campaign is complete without them.

REPRESENTED NATIONALLY BY

SN e

NEW YORK o CHICAGO + LOS ANGELES
DETROIT e« ST. LOUIS « SAN FRANCISCO
ATLANTA « BOSTON

BROADCASTING o Telecasting

SPOT RADIO LIST

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

Atlanta
Baltimore
Boston
Bridgeport
Buffalo
Cleveland
Dallas

Fort Worth

Ft. Worth, Dallas
Fresno

Detroit
Hartford
Honolulu
Houston
Kansas City
Lincoln

Little Rock

Los Angeles
Louisville
Lowell-Lawrence
Milwaukee
Mpls.-St. Paul
Nashville
New Orleans
Norfolk
Omaha
Portland, Ore.
Providence
Richmond
Salt Lake City
San Antonio
San Francisco
Seattle
Shreveport
Spokane
Springfield
Syracuse
Tulsa

Wichita
Worcester

NBC
NBC
MBS
MBS
NBC
CBS
NBC
NBC
ABC
CBS
CBS
MBS
T.H.
NBC
NBC
ABC
NBC
NBC
CBS
MBS
NBC
NBC
NBC
NBC
NBC
ABC
NBC
MBS
ABC
CBS
NBC
CBS
NBC
NBC
ABC
CBS
ABC
NBC
CBS
MBS

THE YANKEE AND TEXAS
QUALITY NETWORKS

August 26, 1946
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Published Weekly by Broadcasting Publications, Ine.

Executive, Editorial, Advertising and
Circulation Offices: 870 WNational Press Bldg.
Washington 4, D. C. Telephone: ME 1022

IN THIS ISSUE . . .

a u
BUSINESS INDEX
Lewis. Ir e y
’ n Television 15

Index Finger Points...an Editorial______.___ 16
New York . ____ L _.____ 17
Chicago  _____________ . _______ 17
West Coast ._____________________________ 18
Canada  ______ L _____ 18
Storer Buys WIBK Detroit______________ 19
Se S rﬂa 0 Canada Tightens Hold on Radio_._______ 19
Record Rule Changes Sought___________ 20
Day, Duke and Tarleton Form Agency_____ 20
labor Problems on Small Markets Agenda 22
Willard Stresses Editorial Policy Need___ 24
FCC Hearings, Sept. 4 to Nov. 26______ 35
I UX Test Shows Video as Aid to Shopping____ 46
FCC Grants Nine New AM Stations______ 84
Eight Given FM Construction Permits_____ 85
Allens Dropping Two Station Holdings___ 85
Justice to Review Brief on Petrillo_______ 87
Bitner, Perri Buying WORL_____________ 88
DEPARTMENTS
\ Agencies ______ 54  Our Respects to_ 50
Allied Arts —___ 58 Production ____. 56
Commercial ____ 58 Programs _____ 76
SUE Editorial ______ 50 Promotion _____ b4
FCC Actions ___ 72 Sponsors ____-.__ 70
Management __ 52  Technical _____ 62
News _______ 60 Upcoming .m0 52

At Washington Headquarters

SOL TAISHOFF
Editor and Publisher

The Metz Baking Company sponsors Fulton EDITORIAL
0 : g o s J . ROBERT K. RICHARDS, Editorial Director
Lewis, jr., in Sioux Cle, Iowa. Like other lc?cal i U I s
sponsors on 197 stations all over the United Bill Bailey, Rufus Crater, Associate Editors; Fred
' . 5 Fitzgerald, Asst. to the Managing Editor. STAFF:
States, Metz has discovered that Fulton Lewis, Ward Archer, Lawrence Christopher, Irving
S . . . Kipnes, Mary Zurhorst; EDITORIAL ASSIST-
jr., reaches a specific market with a specific wal- ANTS: Eleanor Brumbaugh, Margaret Elliott,
. Cleo Kathas, Frances Tymann.
lop—a wallop that sells because the Lewis pro- BUSINESS
gram listeners are mature people who know MAURY LONG, Business Manager
1 Bob Breslau, Adv. Production Manager; Harry
what they want, and who buy when they want it. Dob ) Breslany ddn. Er

AUDITING: B. T. Taishoff, Irving C. Miller,
Mildred Racoosin.

! CIRCULATION AND READERS’ SERVICE
BERNARD PLATT, Director

Frank Bannister, Dorothy Young, David Acker-
man, Leslie Helm, Pauline Arnold, William Sutton.

YOUR PRODUCT, TOO! R

NEW YORK BUREAU
260 Park Ave. PLaza 5-8355

Effective local tie-ins are accomplished by insertion EDITORIAL: Edwin H. James, New York Editors

of local advertisers’ commercials. Fulton Lewis, jr., Florence Small, Dorothy Macarow, Patricia Ryden.
. l bl f l l or h . f w choice Bruce Robertson, Senior Associate Editor

18 avavabee Jor locai Sponsorsmip in a je ADVERTISING: S. J. Paul, New York Adver-
markets. Wire, phone or write us at once for complete tising Manmager; Martin Davidson.
information. 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. Tuchmasan,
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:

1440 BROADWAY, NEW YORK 18, N. Y.
BROADCASTING—The News Magazine of the Fifth

TRIBUNE TOWER, CHICAGO 1, ILL. 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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ROOM FOR PROGRESS

There was plenty of room for progress between this early model and the modern auto . . . .
Yet, when the postwar cars get on the road there’ll be even more changes and the million
people in the Nashville area will again spend large sums for automotive equipment . . . .
In the last prewar year over 32 million dollars were spent for cars alone — not including
gas or oil — and the sales were climbing then. . . . This is a growing market, ready for
your quality product. . . And WSIX's large, regular audience is an excellent opening. Start
your campaign with an advertising message broadcast over WSIX.

AMERICAN MUTUAL

5,000 WATTS
980 KILOCYCLES

National Representative:
THE KATZ AGENCY, INC.

THH s

WSIX gives you all three: Market, Coverage, Economy
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G-E 50-kw AM Broadcast Transmitter,
type BT-25-A.

GENERAL @ ELECTRIC

160-E8-6914.
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Designed to meet the performance specifications of the
most critical AM broadcast station owners and engineers,
General Electric’s new de luxe 50-kilowatt AM transmitter
sets new high standards for maximum on-the-air reliability
and minimum supervision. Here is the transmitter that
majors in clean, straightforward circuits, fewer tubes, fewer
components. Here is a 50-kilowatt AM transmitter that meets
all FCC standards and the latest proposed RMA standards.

\

T B O R i s B S

50-kw Transmitter De Luxe
for standard broadcasting

Look at these unmatched features!
Ovutstanding Design

Air-cooled tubes throughout e Spare tube switching for
r-f final amplifier, modulator, and rectifier ¢ Variable
high-pressure type capacitors e High-stability crystal
oscillator—with dual crystals and instantaneous transfer
switch e Continuously variable output coupling e Three-
step, push-button control of plate voltage e Power output
connects to transmission line through self-contained
network that includes effective harmonic filter ¢ Double-
ended audio circuits throughout.

Easy-to-get-at

Full-length doors, front and back, provide advantages of
“reach-in”’ and “walk-in”’ maintenance e Vertical chassis
construction for maximum ventilation and accessibility e
Components are mounted on frame-supported vertical
panels and on side walls for ready accessibility.

Program Protection, Operating Safety

Complete high-speed overload protection without fuses o
Automatic lightning flashover protection e Automatic
reclosures following overloads and power failures o Elec-
tric interlocks and mechanical ground switches ¢ Flame-
proof transformers, reactors and capacitors—Pyranol-
filled ¢ No need for fire-proof vaults e Low supply voltage,
460 volts.

Economical to operate

Tubes operated well under maximum ratings minimize
outage time, give longer life ¢ Power input at average
program level, approximately 120 kw.

For complete information on the most important 50-kw transmitter
in AM broadcast history, call your G-E broadcast sales engineer
nearest you: a

Boston, Mass. New York City, N. Y, Seattle, Wash.

140 Federal St. 570 Lexington Ave. 710 Second Ave.
Atlanta, Ga. Cleveland, Ohio Washington, D. C.
187 Spring St., N.W. 4966 Woodland Ave. 806—15th St., N, W,
Kansas City, Mo. San Francisco, Calif.. Chicago, Ili.

106 W. 14th St. 235 Montgomery St. 840 S. Canal St.
Denver, Colo. Los Angeles, Calif. Dallas, Texas
650—17th St. 212 N. Vignes St. 1801 N. Lamar St.
Cincinnati, Ohio Birmingham, Ala. Philadelphia, Pa.
215 W, 3rd St.. 1921—11th Ave., S. 3457 Walnut St.

In addition, G-E offices are located in all principal cities.

Electronics Department, General Electric Company,
Syracuse I, N. Y,

Have you placed yout otdor yet?

ANTENNAS « ELECTRONIC -TUBES - HOME RECEIVERS

AM-TELEVISION -FM

e/
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SPEAKING OF
INTEREST . . .

Week after week, the year
'round, KFOR does an out-
standing job in the public in-
terest. Literally scores of peo-
ple in the Lincoln area are
heard in person over KFOR
in interviews and discussions
that are of direct interest to
the people of Lincoln. Inter-
est in these special features
is even greater because, in
many cases, listeners know
the people they hear on
KFOR. That’s one way
KFOR assures a large, loyal
audience in Nebraska’s sec-
ond market. The listeners are
there, KFOR can sell them
your sales story at surpris-
ingly low cost per listener.
Write or wire for availabil-
ities in programs or spots.

o,
Represented by
EDWARD PETRY CO., INC.

ORDON GRAY,
Vice Pres. and
.General Manager
_HARRY PECK,
Station Manager
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Feature of the Week

KTHT-FM Houston will be on a
self-sustaining basis from the first
minute on the air, says Judge Ray
Hofheinz, president of the sta-
tion. “We intend to prove that FM
broadecasting can be a profitable
venture,” he continued.

Prior to sending out its first
signal the station had contracted
six hours a day (180 hours per
month) at the rate of $17.50 per
hour. The adver-
tisers are: Hous-
ton Transit Co.,
City National
Bank, Black Bros.
Furniture Co.,
Foley Dry Goods
Co., Zenith Radio
and Stromberg-
Carlson.

Sponsored time
is sold on a basis
of not less than
an hour to a sponsor with institu-
tional type announcements given
not oftener than every 15 minutes.
No spot announcements are car-
ried. Three of the six advertisers
have not previously used local
Houston programs.

Last to get its FCC grant,
KTHT-FM was first frequency
modulation station in Texas to get
on the air.

The station won a spirited race
to get his broadcasts started Aug.
17, only 17 days after receiving a
conditional grant and only two

Mr. Hofheinz

days after permission was given
to operate commercially on reduced
power and with a special antenna.
The judge borrowed a 250 w trans-
mitter and had it rushed by truck
from New Orleans, while an an-
tenna was flown from New York.

With this triple turnstile antenna
placed atop a wooden pole, first
FM program in Texas was broad-
cast. Present schedule calls for
daily operation from 3 to 9 p. m.
Judge Hofheinz said that within 10
days the station’s broadcast day
would be extended from noon to
10 p. m. with six hours sold com-
mercially.

Programs will emphasize good
music, and will in no case duplicate
the AM shows of KTHT. “If FM
is to be competitive to AM and is
to offer additional and new service
rather than mere optional facili-
ties on a new band, programming
must be separate,” the judge ex-
plained.

Promotion tie-ups include plac-
ing FM sets in business offices of
sponsors, in club rooms and in
showrooms of radio dealers as fast
as they are available.

KTHT-FM operates on 98.5 me.
It plans to install a 1000 w trans-
mitter within three weeks and
eventually will increase to the full
261,000 w of radiated power au-
thorized in its Class B grant.

Sellers of Sales

EW young men get their pro-
fessional wish right off the
campus but Robert Hunter
Thurmond did. And so today he’s
executive assistant to the manager
as well as media director of J.
Walter Thompson Co., Los Angeles.
A few years ago,
he also wished to
visit Alaska. Then
came Pearl Harbor
and he joined the
Navy, assigned to
air combat intelli-
gence. After 18
months which had
him ranging between
Kodiak and Attu,
h e ’ s indefinitely
postponed any pleas-
ure jaunts in the
same direction.
Although new to
Los Angeles, he has
been with J. W. T.
since 1934. Upon
graduation from U.
of California in
Berkeley in 1933, he decided to
start on a law course until the
tright spot opened in advertising.

When it did he deserted the cam-
pus in a hurry to join the agency’s
San Francisco office in media. Ap-
proximately 18 months later he was
placed in charge of media, a posi-
tion he held until shortly after
Pearl Harbor. Following his sep-
aration last fall as a lieutenant

BOB

commander, he returned to J. W. T.,
as assistant. account executive of
the Shell Oil account.

With growth of Los Angeles and
the general marketing area as well,
the agency deemed it wise to ex-
pand operations there. In line with
this, Mr. Thurmond
was transferred in
June. This time he
wished again for an
apartment. Wish
number three came
through too, and now
he’s a lucky man
all over again.

In his present me-
dia responsibilities
he finds such active
accounts as Douglas
Aircraft; Universal
Pictures; Air Re-
search Mfg. Co.;
Boyle Midway; Cal-
avo Growers of Cali-

fornia; Desert
Grapefruit  Indus-
try; Food Dealers

Adv. Assn. of Southern California;
Earl P. Haliburton Ine. and Ford
Dealers Adv. Assn. of Southern
California.

A native Californian, Mr. Thur-
mond was born in Carpinteria Val-
ley, Santa Barbara County, July 6,
1910.

Single, he devotes much of his
spare time to tennis. He has been a
member of the San Francisco Ad
Club and is a Kappa Alpha.
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Advertise your product on a %

station that exerts influence

on the buying habits of |
a market with higher- /
than-average income.

NBC  mutuaL

Represented by

RADIO ADVERTISING

o
b5
%

COMPANY
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Once more that traditional slogan of INS has paid off in dividends

to our radio clients.

At 12:52 P.M. (E.D.T.) Thursday, August 22nd, an INS bulletin from

Belgrade first revealed the release of the American occupants of a U. S.

transport plane, who had been held prisoner by the Yugoslav government

for thirteen days. It was nearly three hours later before any other news

agency was able to confirm this historic beat of international importance.

Here are some of the congratulatory messages received:

From LELAND C. BICKFORD,
Editor-in-Chief, Yankee Network News
Service:

“Congratulations due again for your
excellent scoop on story of release of

American flyers by the Yugoslav Gov- .

ernment.”
®

From TED HAAS,
News Supervisor, KOIL, Omaha:

“Congratulations on INS’ scoop which
hit our airwaves more than an hour ahead

of all opposition.”
e

From FRED HESS,
News Editor, KFOR, Lincoln:

“Congratulations on INS' fine scoop.
We were on top with it here.”

From JACK SHELLEY,
News Editor, WHO, Des Moines, lowa:

“"Congratulations on great INS beat on
Yugoslav release interned American
flyers. | played hard during noon broad-
cast today and had clean beat of more
than one hour over everybody else in
these parts. INS did a wonderful job on
the biggest story in recent months.”

From DAVE DRISCOLL,
Director of News and Special Events,
WOR, New York:

“That was a great beat you had on the
release of the American flyers in Yugo-
slav. We made very good use of this very
good story.”

INTERNATIONAL NEWS SERVICE




A LOYAL, CONCENTRATED audience—at all hours—that's
what KTOK rates here in Oklahoma's No. | Market. Take a
glance at your latest authenticated Listening Survey for
proof of our top-flight audience. Yes, KTOK is YOUR station
—if it's a highly concentrated market of substantial. PERMA.-
NENT incomes you're looking for:

HOOPER STATION LISTENING INDEX—CITY ZONE
OKLAHOMA CITY, MAY-JUNE, 1946

INDEX W KTOK| o= O7es sTaniaual FEifioNEs
RS 12.5| 47.7/127| 12.0[ 26.5/ 1.1] 2686

8:00 A.M.—12;00 NOON

WEEKDAY AFTERNOON
MON. THRU FRI.
12:00 NOON—4:00 P.M.

EVENING

SUN. THRU $SAT. 23.017.8/11.5| 22.1148.4{ 0.2} 7,556

6:00 P.M.--10:00 F.M.

syupar asmernoon | 19 4 | 27.0/24.2| 18.9] 29.5 0.4| 1,629

13.9] 19.9| 15.8] 10.0| 52.3| 2.0} 5,386

350 AM b 08 b, 10.3] 23.1(19.3| 21.8/34.5| 1.3| 2,681

b P e 16.3]24.2/14.4{ 16.9{43.6{0.9{19,938
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OKLAHOMA CITY
AFFILIATED WITH .

AMERICAN BROADCASTING CO., INC.
KEY STATION OKLAHOMA NETWORK

TA\/LW%

 YOUR SUPER SALESMAN IN THE
OKLAHOMA CITY TRADE AREA
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Don’t Make Molehills
Out of Our Mountains

The way to reach people in Southern
California’s mountain surrounded valleys
is with Broadcasting Corp. of America’s
chain of rural radio stations . . .

To a time buyer hundreds of miles away, Southern California’s mountains may look like molehills on
the map, but what molehills they really are! Towering 5,000 to 10,000 feet high; they form a natural
barrier around Southern California’s fertile Valleys. They’re awe inspiring to tourists but a pain in the
neck for “outside” radio stations. Watts bounce off these mountains like hail off a tin roof.

There’s only one way to completely and economically cover the Valley of Paradise, Imperial Valley and
Coachella Valley. That’s with the Broadcasting Corporation of America’s stations, located right in the
heart of these Valleys and programmed specifically for rural listening. Here in clearly defined areas
are the people, the sales potential and the medium for effectively presenting your merchandising message.

KPRO

Riverside & San Bernardino
covering
“The Valley of Paradise”

Primary Population

984,321

1945 Farm Income

$206,336,905

KROP

Brawley and El Centro

covering

“The Imperial Valley”

Primary Population

116,653

1945 Farm Income

$64,233,062

Indio and Palm Springs
covering
“The Coachella Valley”

Primary Population

19,500

1945 Farm Income

$10,812,275

Link Your Sales Efforts in Southern California’s Valleys to this Strong Chain

Riverside

KPRO

San Bernardino

Brawley

= KROP

El Centro

Indio

= KREO = KPOR

Palm Springs

340,000 watt FM

Under Construction

JOHN E. PEARSON COMPANY, National Representatives—New York, Chicago, Kansas City, San Francisco, Los Angeles

BROADCASTING e Telecasting
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A LITTLE EXTRA EFFORT
OFTEN GETS A BIG RESULT!

\

@ ‘“Radio—One-Quarter Century of Progress” is a tangible ex-

ample of extra effort here at F&P. It doesn’t contain sales-talk EXCLUSIVE REPRESENTATIVES:
. Q 9

or data on the stations we represent. In fact, it doesn’t attempt A TR ZGh
to “sell” any particular stations at all. BALTIMORE WCBM
BROWNSVILLE KVAL
. ‘ BUFFALO WGR-WKBW
It does give you down-to-earth, double-checked figures on the CHARLESTON, §. C. WeSC
costs of spot-broadcasting, as compared with newspapers, CINCINNATI WCKY
. . - - COLUMBIA, S. C. wis
magazines, and network radio. It does contain facts which may T G KRIS
completely change your ideas of media values. DAVENPORT woc
- DES MOINES WHO
As one very important executive writes us, “It is the most s ROk Do
] ’s FARGO WDAY
valuable analysis I have ever seen. HOUSTON KXYZ
. . . INDIANAPOLIS WISH
If you haven’t received a copy, phone or write. You’ll be glad KANSAS CITY KMBC
you did. LOUISVILLE , WAVE
MINNEAPOLIS-ST. PAUL ~ WTCN
OKLAHOMA CITY KOMA
PEORIA-TUSCOLA WMBD-WDZ
¢ = RALEIGH WPTF
A\ FREE & PETERS o
4 \ , C ST. LOUIS KSD
J - 9 IN ® SEATTLE KIRO
a / o o 0 o SYRACUSE WFBL
. \Y - Pioneer Radio Station Representatives TuLsa o

Since May, 1932

CHICAGO: 180 N. Michigan NEW YORK: 444 Madisom Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg.
Franklin 6373 Plaza $-4130 Cadillac 1880 Sutter 4353 Hollywood 2151 l Maia 5667
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Radio Billings Rise Atter Mid-Year Dip

Fall Developments
May Bring New
Record

RADIO sales, lagging a little dur-
ing the spring and summer, are
picking up as autumn approaches.
By year-end total billings will at
least equal, and likely surpass those
of 1945, last lush year of the war
period.

This conclusion was reached by
BROADCASTING as a result of its
annual summer survey of agencies,
advertisers, representatives, net-
works and stations in metropolitan
centers.

Many factors enter into the late
1946 radio scene. Most important

Other Business Index Stories on
pages 16, 17, 18, 30, 32, 41, 42,
43, 50, 68, 89.

is the general improvement in man-
ufacturing and distribution opera-
tions, bringing a steadier trend in
the overall economic situation.
Shortages in raw materials, labor
unrest and pricing worries are less
annoying to businessmen as the end
of summer approaches.

Salesmen Sellers Again

Effects of the reckless media
buying of business houses flushed
with wartime profits began to wear
off last winter, bringing a barrage
of fretting during the spring
months. The approaching fall and
winter will more nearly resemble
pre-war seasons in that salesmen
once again are sellers instead of
purveyors of the dotted line.

For the first time in a decade-
and-a-half of radio business analy-
sis, BROADCASTING has noted a flat-
tening of the annual sales curve.
Even as this trend was being stud-
ied, signs appeared that autumn
billings would rise sharply and
bring the 1946 gross above that of
1945,

Good for Networks

With networks the year has been
a good one, but not the booming
sort to which they had become ac-
customed. NBC is at least as good
as last year. CBS half-year net in-
come is running $1,000,000 ahead
of 1945 in the face of higher oper-
ating costs. ABC is up about 5%
from 1945 for the first six months.
MBS is pulling up toward the oth-
er nationwide hookups with an in-
crease of 47% above 1945.

Choice network time is still a

BROADCASTING

scarce commodity, an element that
keeps grosses from rising too
sharply and also keeps alive talk
of a fifth national hookup.
Estimates of spot business for
the last four months of the year
are generally hopeful, with in-
creases of 5% to 15% prevail-

ing. Representatives forecast a
good autumn, probably a record
one as they note that some adver-
tisers are buying time earlier than
usual.

Around the agencies, autumn
forecasts range even higher as
some timebuyers and radio direc-

vails.

months.
WEST COAST

ACCUSTOMED to a sales curve that moves steadily
upward, with allowance for summer recession, broad-
casters looked with concern at the sagging in billings
that occurred in the first postwar spring and early
summer. In a quick nationwide roundup of all industry
segments, BROADCASTING finds ample reason to pre-
dict a brisk autumn that may offset losses earlier in the
year and wind up with the usual alltime record in billings.
In a nutshell, here is what was learned:

NEW YORK-—Post-war
spring losses being overcome; cautious optimism pre-

CHICAGO—Vexed by national and international prob-
lems that hit manufacturers and buyers alike, agency
and radio folk show luke-warm enthusiasm for next few

Highly
scarce; spot soaring; long-term contracts being signed.

CANADA—Business is good, with increase over 1945
expected; strikes and material shortages cause concern;
many large-city stations sold to capacity.

uneasiness disappearing;

optimistic; availabilities

tors look for gains of 209% or more
above last year.

Thus a note of optimism pre-
vails, tempered by the dollar-mark
talk around individual stations
where the remark heard most often
is that business is about the same
as last year. Long-range predic-
tions, of course, are definitely on
the brighter side.

West Is Optimistic

Exception, of course, is the West
Coast where not a pessimist was
found. Definite improvement has
occurred in the last three months
in view of the fact that the feared
business slump failed to develop.
National and regional network
time is hard to find, with many
advertisers turning to transerip-
tions.

Long-term contracts are the
thing on the Coast and sponsors
are holding on to desirable time.
Only decline noted is in the re-
ligious advertising field. This is
due to the fact that many stations
will not sell religious time. Even
so, West Coast religious groups are
billing over $2,500,000 this year.

Commercials are now designed
to sell goods, replacing in many
cases the wartime institutional

(Continued on page 16)

Television

Autumn Expansion Is Seen for Video

Constant Increase Noted
In Advertising

Contracts
By BRUCE ROBERTSON

THE OUTLOOK for television in
New York this fall is bright. The
three video stations are planning
expanded programming; the vol-
ume of advertising is constantly
increasing; set manufacturers ex-
pect to start delivering video re-
ceivers to dealers in September,
with an increasing flow of sets
reaching the market during the
fall. More. sets mean more audi-
ences; more audiences should at-
tract more sponsors; more spon-
sors should mean better programs,
which should continue the spiral by
encouraging more people to buy
television receivers.

Programwise, the immediate em-
phasis will be on sports, for sev-
eral reasons, First, sporting events
are today television’s most profes-

® Telecasting

sional entertainment. Second, with
RCA rapidly catching up on its
orders for image orthicon tubes,
television can now bring these out-
of-studio programs into the home
with a clarity and detail that
makes home viewing in many cases
as good as or better than that in
the hall or park where the event is
staged. Also, a ball game or fight
card provides several hours of
video program fare far more easily
for the broadcaster than the same
amount of time devoted to studio
programs.

Liked by Sponsors

Sports have always been ranked
among the most popular programs
with the television audience and,
possibly because of that, with spon-
sors. Gillette Safety Razor Co.,
whose sponsorship of the boxing
bouts on WNBT (NBC) each Fri-
day evening has keynoted commer-
cial sports telecasting, is being
joined this fall by Ford Motor Co.,

which will sponsor the home games
of the Columbia U. football team
and a varied schedule of hockey,
basketball, track, etc., from Madi-
son Square Garden on WCBW
(CBS).

If the Brooklyn Dodgers retain
their lead in the National League
and capture the pennant there is
little doubt that the Brooklyn
games of the World’s Series will
be televised—a video “first” that
would doubtless rival the telecast
of the Louis-Conn fight in interest.

Seven Army football games will
be telecast on WNBT, sponsored
by Goodyear Tire & Rubber Co.,
including two from New York and
five relayed from West Point.
United States Rubber Co. is also
bringing its Friday Night Quarter-
back series, with Columbid Coach
Lou Little, back to WNBT this
fall. _

WNBT is currently on the air

(Continued on page 81)
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Index Finger Points . . ... ........... . 4n Editoridl

THE ART OF broadcastinig has reached a
turning in the road.

This has been apparent to the perceptive
eye of a few, but many have missed the
guideposts.

This is the beginning of the second year
after the war. The first year perhaps ended
an era. It was a year attended by mad
scrambles for facilities and equipment; by
pedantic attacks against American radio, both
in official and less-than-official circles. It was
a year in which broadcasters, trying to meet
impossible commitments under impossible
pressures, had little time to think of the
future—and what time they did have was
given to fretful misgivings about postwar
recessions.

And now the turning. In this issue, we

present for the 15th consecutive year, the
Fall Business Index. To those who have read

previous editions, there will be visible the
subtle signs of transition.

Business is good. That slight dip in reve-
nues in the first two quarters has found com-
pensation in rising sales curves now. It would
seem then like the other 14 years, would it
not?

But you must weigh the evidence carefully.
This year, one hears no wild predictions of
soaring business to come. There is a different
approach. Broadcasters are thinking in terms
of more than business.

Some might say—principally the authors—
that the Blue Book has brought about this
gradual metamorphosis. We don’t think so.
Nor do we think it arises from listener-pres-
sure. It finds roots in the soil which has
nutured America’s growth. In springs from
competition.

FM. Television. A 20% growth in AM out-

lets. No broadcaster tomorrow will be free
from such competition. Such a tremendous
growth in a mass medium must lead to one
of two results: (1) a diluted audience for
stations on the air or (2) a larger audience
to accommodate the greater number of facili-
ties.

We foresee accent on the latter develop-
ment. For the pioneers in radio, and those
who are entering the field now, recognize that
a Hooper sets-in-use average of 18 or 19%
for 1000 transmitters to service is not suf-
ficient, economically, for the two and three
thousand stations to come. There must be more
listeners for radio; and you get more listen-
ers by wiser programming.

Sets are rolling off the assembly lines.
The circulation will be there. Competition will
do the rest. But at the end of the fiscal trail,
henceforth, we’ll be counting listeners before
we count dollars.

Radio Billings
(Continued from page 15)
messages that preserved brand
names or promoted the nation’s

welfare.

In Chicago few industry spokes-
men were willing to venture hope-
ful predictions for next year,
though many concede that business
in 1946 has been good. Fear of
pressure from printed media is
noted among radio folk, along with
worries associated with labor prob-
lems and material shortages.

With wartime profits a matter of
history and with advertisers tak-
ing a new interest in the tax dollar,
the cozy days of radio salesmen are
over and they must now get down
to work, many midwesterners be-
lieve. Even so, a study of typical
comments reveals a reserve based
on sober realization of postwar
problems, a reserve that would
quickly disappear if the autumn in-
crease comes up to their cautious
predictions.

Bright Television Prospects

A factor of growing but not ma-
jor importance is the peacetime de-
velopment of commercial television.
Fall prospects for this medium are
definitely bright, judging by com-
ment in New York circles. Ad-
vertising volume is rising and ex-
panded programming is under
way.

Set manufucturers are planning
to deliver some models to dealers
in September and later in the au-
tumn will step up their produc-
tion. More than one manufacturer
is tooling up for quantity produc-
tion of reasonably priced models
but this is still at least a month
or two away.

Program emphasis of television
stations this autumn will be on
sports, which provide good enter-
tainment with the modern pickup
equipment now used. Should the
Brooklyn Dodgers win the Nation-
al League pennant, the World ‘Se-
ries will be broadcast.

In Canada overall broadcasting
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business is good. Some stations and
groups report increases, the ma-
jority see about the same level as
last year and a few pessimists an-
ticipate a drop of as much as 10%.
In the larger cities many stations
are booked to capacity despite eco-
nomic unsettlement caused by
strikes and material shortages.

Food Sponsors Returning

Food sponsors are returning in
force to major markets. Govern-
ment programs, sponsored in quan-
tity during the war, are about
through but many accounts off
the air for several years are back.
Canadian Broadcasting Corp. is
heavily booked, having little time
available on its national networks.
Nights are sold out this season.

Some increase in transcription
programming is found in the Do-
minion and some of these produc-
tions are being sent across the bor-
der. General increase in Canadian
business, reflected in advertising,
is attracting American agencies,

with a number of branches opened
this year.

Roundups by BROADCASTING staff
members in key broadcasting cen-
ters will be found on adjoining
pages.

Tintex Campaign
PARK & TILFORD, New York
(Tintex), has started its semi-
annual advertising campaign using
one minute spots and chain breaks
on about 200 stations effective
Sept. 9. Contracts run from 10 to
13 weeks. Agency is Charles M.
Storm Co., New York.

Ford Video

FORD MOTOR Co., Dearborn,
Mich., Sept. 28 for football season
will sponsor telecasts of the Co-
lumbia U. football games from
Bakers Field, New York, on WCBW
New York, CBS television station.
Agency for Ford is J. Walter
Thompson Co., New York.

Drawn for BROADCASTING by Sid Hix

“Murgatroyd, sometimes I tkfink you take your job too seriously.”
BROADCASTING o Telecasting

Bulova Options

KEEPING pace with cur-
rent FM interest, Bulova
Watch Co., New York, has
first option on time signals
on several FM stations
throughout the country. At
present company is using
only one FM station, WENA
Detroit, with two time sig-
nals, seven nights a week,
through The Biow Co., New
York. As for AM, Bulova
will increase its current time
signal campaign for the
Christmas season by buying
an additional number of time
signals on various stations.
Schedule will begin latter
part of September and run
until Christmas.

Miles Renews
MILES LABS., Elkhart, Ind,,
which last week switched Quiz Kids
from ABC to NBC and dropped
National Barn Dance on NBC in
favor of The Roy Rogers Show, has
renewed the 52 week sponsorship of
Lum ’n’ Abner, 7-7:15 p.m. (CDT)
over ABC, effective Sept. 30.

Paradise Places
BISCEGLIA BROS. WINE Corp.,
Chicago (Paradise Wine), re-
sumes broadcast advertising Sept.
9 or 16 with chain break and min-
ute transeribed jingles in New
York, Chicago, Boston and Buf-
falo. Stations not yet selected, ac-
cording to Olian Adv., Chicago,
agency handling account.

Signs ABC Spot

BROWN & WILLIAMSON To-
bacco Co., through Russel M. Seeds
Co., Chicago, begins sponsorship
of Fact or Fiction starring John-
nie Neblett, over ABC, effective
Oct. 6. Program will be heard Sun.
1:55-2 p.m. (CDT) and marks first.
five-minute = series .to be used by
Sponsor.




Business Index—New York

Postwar Radio Uneasiness Disappearing

Cautious Optimism

Is Noted Along
Radio Row

By EDWIN H. JAMES

LAST SPRING, six months after
the Japanese surrender, sales exec-
utives inhabiting New York’s Ra-
dio Row, the business center of
U. S. broadcasting, belatedly awoke
to the fact that the war was over.
They were jittery to note as the
easy-come, easy-go economy of war
wore off that sponsors whose abnor-
mal incomes had encouraged willy-
nilly purchasing of radio time were
now paring their expenditures.

Estimates of the loss of network
revenue in the early spring ran to
an hysterical high of $10,000,000.
A soberer and probably more accu-
rate assessment of the value of
cancelled network time was $7,340,-
453 [BROADCASTING, May 20].

Lever Pares

Nor were salesmen’s jitters
soothed by reports, current at the
time, that Charles Luckman, won-
der-boy of U. S. soap selling, bell-
wether of radio advertisers, had
decided, upon succeeding to the
presidency of the giant Lever
Bros., to cut the soap combine’s
radio appropriation to the bone.

It was true that Mr. Luckman
was retrenching in Lever’s radio
budget, but the money saved there-
by was not diverted to other media.
The essence of Mr. Luckman’s plan
seemed to be a reduction in his
total advertising appropriation.

Among some radio sales execu-
tives the shock of sudden cancella-
tions by wartime sponsors tempo-
rarily overcame good sense. As can-
cellations mounted on their desks,
they fearfully visualized distress
spreading through the industry.
Fortunately, by far the majority
of radio’s businessmen diagnosed
the problem, set about a cure.

Radio’s troubles, they knew, were
the troubles of most American in-
dustries. The economic dislocation
that beset the makers of automo-
biles or sewing needles beset radio-
men as well. After five years of
producing for a non-competitive
and unlimited market, U. S. busi-
ness was returning to U. S. peace-
time business ways. What was
needed now was the hard slugging
of U. S. salesmanship.

By last week the fat of five years
of comparative inactivity had dis-
appeared from radio salesmen’s
waistlines. Trimmed down to fight-
ing weight, salesmen were working
hard, and the results showed it.
Much of the loss of the early spring
had been overcome. By year’s end
radio’s robust financial health
would probably be recovered.

Among New York’s executives of

networks, station representative
firms and advertising agencies
there was a cautious optimism.
Said one network vice president:
“Business will be good, but I don’t
think it will break any records.”
It was clear that the third quar-
ter of 1946 would reflect a sizable,
but not mortally serious, loss of
network business. The Aug. 15 net-
work program ratings of C. E.
Hooper Inc. revealed that the

total sponsored hour index was
53.5. It had been 66 in a similar
period last year.

New Dbusiness and renewals
signed by networks during summer
months would be reflected in the
latter part of the third quarter and
throughout the fourth. It seemed
likely that the reflections would be
pleasing to any radioman’s eyes.
(See list of new business and re-
newals signed by networks.)

New Network Contracts and Renewals

LIST of new business and renew-
als signed by the networks as of
Aug. 14 follows:

NBC

Renewals—Liggett & Mpyers, Chester-
field Supper Club; General Foods, Dinah
Shore; General Foods, Maxwell House
Coffee Time; Procter & Gamble, Life
of Riley, Life Can Be Beautiful, Ma
Perkins, Right to Happiness, Truth or
Consequences, Road of Life, The Drene
Show; General Mills, Guiding Light,
Today’s Children, Betty Crocker, Woman
In White; Bristol-Myers, Duffy's Tav-
ern; P. Lorillard, Meet Me at Parky’s;
Kraft Cheese, Kraft Music Hall; Col-
gate-Palmolive-Peet, Can You Top
This?, Judy Canova Show; Reynolds
Tobacco, Grand Ole Opry; International
Harvester, Harvest of Stars; Standard
Brands, One Man’s Family, Alec Tem-
pleton, Tommy Dorsey; Carnation Co.,
Carnation Contented Hour; Lewis-Howe
Co., Date With Judy; American Meat
Inst.,, Fred Waring; Bell Telephone,
Telephone Hour; Brown & Williamson,
Evening With Romberg; Centaur Co.,
Molle Mystery Theater; Sterling Drug,

Waltz Time, Manhattan Merry-Go-
Round, American Album of Familiar

Music.
MBS

New—Serutan, Gabriel Heatter; Amer-
ican Transit Assn., Spotlight on Amer-
ica; Cudahy Packing - Co., Nick Carter;
Murine, Cecil Brown; Balm-Barr, The
Shadow; Army, Spotlight Bands; Re-
ligious, Bible Institute; General Foods,
House of Mystery, Buck Rodgers; Seven-
teen magazine, It's Up to Youth; Ron-
son, Twenty Questions; Commercial
Credit Co., Special Investigator; Metro-
politan Life, Stan Lomax.

Renewals and Expansions—Conti Cas-
tile, Treasure Hour of Song; Feenamint,
Double or Nothing; American Safety
Razor Co., The Falcon; Revere Copper
& Brass, Exploring the Unknown; Bayuk
Cigars, Inside of Sports; D. L. & W,
The Shadow; Mutual Benefit Health &
Acc. Assn.,, Mpystery Is My Hobby;
Wander Co., Captain Midnight; Ralston-
Purina, Tom Mix.

CBS
New—American Home Products, Give
(Continued on page 30)

The income and billings of the
networks seemed to show that 1946
would be a year of anything but
famine in the radio business.

Mutual reported a 47.2% in-
crease in gross billings for the first
half of the year as compared with
billings in the similar period of
last year. In the first six months
of 1946 Mutual’s gross billings
were $13,556,944.16; in the similar
period of 1945, they were $9,209,-
353.10.

ABC Business Up

ABC’s business also was up, not
by the spectacular jump of Mu-
tual’s billings but at least enough
to indicate that ABC was still
healthy. For the first seven months
of 1946 ABC’s business was $20,-
037,636, or 5.13% above that of the
similar period last year.

CBS, meanwhile, reported a
nearly $1,000,000 increase in its
net income for the first half of
1946, as compared with the first
half of 1945. Figures were $3,200,-
716 for the first half of 1946, $2,-
224,170 for the first half of 1945.

Although NBC had not released
figures on billings or income, an
executive of that network said that
business was at least as good as it
was last year. He predicted that
for the rest of 1946, NBC’s reve-
nue would remain at 1945 levels.
NBC’s problem, he said, was to find

(Continued on page 32)

Chicago

Midwest Lukewarm on Fall Prospects

Stiff Competition Among
Media Is Foreseen

In Section
By FRED W. SAMPLE

I RESPONSES of the majority of
agency and network executives in
Chicago to inquiries as to dollar
volume of time buying for the first
six months just ended is any cri-
terion, the radio industry faces a
period of stiff competition.

Favorite sport among these busi-
ness leaders at the moment is the
waiting game and while many con-
cede that 1946 to date has con-
tinued to support the flood of war-
time dollars invested in radio in
1945, the statements begin to sound
somewhat vague when the subject
of 1947 is brought up.

Not Too Optimistic

Reasons for the worried brows
of many Chicago radio people are
numerous. Most important is the
pressure from competing media, in-
cluding newspapers and magazines
suddenly supplied with paperstock

worth its weight in gold during, the

war years. But close behind follow
domestic problems associated with

BROADCASTING ¢ Telecasting.

reconversion, including labor diffi-
culties and material shortages, and
pending contract negotiations with
AFRA and the AFM.

In short, few radio executives
look to 1947 as a good year to buy
vachts and convertible coupes.

In a survey conducted among sta-
tions, network sales and advertising
agencies, attempts to pry estimates
of network and spot revenues for
the past six months drew comments
ranging from “Sorry, but we can’t
reveal those figures,” to “Don’t be
silly.”

Central Division volume of NBC
for the first seven months of 1946
is “about on a par” with the same
period last year, but by the end
of 1946 the volume may be up as
much as 10% to 15%.

Frank Schreiber, WGN general
manager, said the station’s spot
and local business is “satisfactory”
and the station may pass its rec-
ord 1945 total.

At CBS Western Division offices
in Chicago and its O&O station,
WBBM, Don Roberts, head of net-
work sales, and J. V. McLoughlin,
assistant to Frank Faulkner, assist-
ant to H. Leslie Atlass, vice.presi-
dent and general manager, said

prospects for an increase in busi-
ness looked good, despite the loss
of three of its Dbest accounts,
Bachelor’s Children (Continental
Baking Co.), effective Aug. 23, and
General Mills’ Valiant Lady and
Light of the World, effective Sept.
27.
MBS Cheerful

Ade Hult, general manager of
the MBS Central Division in Chi-
cago, said business was “excellent”
and looked for 1946 to surpass the
1945 total. Mr. Hult pointed to The
Websters (Quaker Oats) and Vie
& Sade (Fitech) as examples of
business that had come into the
Mutual fold. He recalled that the
MBS half-year gross was up over

47%.

ABC’s Central Division was non-
committal when the question of
revenue was broached but opti-
mistic about fall bookings. Armour
Packing Co. is expected to buy a
half-hour on ABC, probably The
Al Pearce Show which was stymied
at the contract signing stage by
OPA uncertainty.

Gil Berry, network sales man-
ager for the ABC Central Division
said the Chicago office had con-

(Continued on page 45)
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Business Index—West Coast

Pacific Circles Expect Heavy Placements

Time Availabilities
On Nets, Stations
Still Scarce

By DAVE GLICKMAN

BACKED UP by cold facts and
figures [BROADCASTING, July 29,
Aug. 5, Aug. 12], the ever opti-
mistic West Coast continues to
maintain that attitude. Business
is excellent and broadcasters, sta-
tion representatives and agency
executives expect a continuation of
this prosperity throughout the fall
and winter. Return of the com-
petitive market brought about by
relaxation of OPA regulations is
generally regarded on the West
Coast as a harbinger of contin-
ued heavy radio billings.

With time availabilities still at
a premium, prospects for fall and
winter as well as early spring of
1947 look good to station owners
and managers, Agency executives
and advertisers who want choice
time face difficulty. The West
Coast continues a seller’s market.

Spot Running High

Judging from reports gleaned
during this survey, spot business
more than held its own during the
past summer on the West Coast.
Stations that feared a slump were
delightfully surprised. with spot
placement running well ahead of
anticipation. As a whole, national
advertisers continue to recognize
the West Coast as a bonanza ter-
ritory. They are doubling their ef-
forts with concentrated spot cam-
paigns, hitting the western market
with heavy schedules, buying time
in major as well as secondary
areas.

Many West Coast advertisers
will use their first radio in a local
test before expanding outside this
area, There are others with re-
gional network time who are mull-
ing plans that will take them east
of the Rockies. Others will invade
the Southwest. Spot announce-
ments and participation programs
will be used in specific markets.

Agency men report they are
stymied in making plans for
clients. Difficulty at the moment,
it was pointed out, is finding avail-
able and desirable time on stations.

.There are still problems of
manufacture, packaging and dis-
tribution that have slowed up West
Coast advertisers. But this, it was
explained, will not stop follow-
through by advertisers on proposed
campaigns as soon as these prob-
lems are dissipated. Meanwhile,
some of these advertisers are
planning to roll with limited bud-
gets to keep their brand names in
the competitive market. Pre-war
some of these accounts were strict-
ly spot users. Now they want to
go regional network, but are short
pursed. This likewise causes them
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to hold back despite their recogni-
tion of the need.

Despite  reduced advertising
schedules by some firms which con-
tinue to face shortages of basic
commodities, expanded growth of
the West has old advertisers jock-

eying for bigger shares of the
potential buying power. In addi-
tion, new firms, recognizing need
for establishment of their trade
name as well as being conscious
of "the increasing competition, are
planning to use radio as heavily

ERA OF COSTLY SHOWS WANING

Coast Observers See $3,000-$8,000 Packages

NETWORK and agency execu-
tives on the West Coast generally
agree that the era of high-priced
package shows is on the wane.
They believe that the package
show of tomorrow, if it is to be
sold at all, will of necessity be in
the $3,000 to $8,000 bracket, since
sponsors ‘have found that the best
sales results and listeners-per-dol-
lar ratings have been achieved in
that category.

The trend, they declare, is to-
ward packages which may be pre-
sented to the eclient as super-eco-
nomical yet embodying tried for-
mats for audience pull. It is ap-
parent that there won’t be an
abundance of such material and,
with sponsors rapidly making up
their minds for fall season, des-

Bringing Best Sales Results

peration is so strong in certain
quarters that they may finally
break down and begin to look at
“something’ new” even if source
is not a “name.”

Cycle of giveaway shows seems
to be on the decline. Sure-fire ideas
along those lines are meeting cold
shoulder at many of the major
agencies.

Top comedy shows carry a pro-
hibitive budget and have never
been duplicated without wuse of
high-priced stars, so new formats
along that line are unlikely. Best
bet seems to be mystery and psy-
chological dramas, with proven
audience appeal and inexpensive
packaging where there is no guest
star requirement.

as their budgets will permit.

Added sales stability this year is
seen in heavy purchase of political
time. Since this is an election year,
political time will remain preva-
lent through October. At that time
pre-Christmas advertising is ex-
pected to take up any possible
slack.

Although not a vital factor in
regional network sales, pre-Christ-
mas activity is nevertheless a dom-
inant factor for independent sta-
tions in their respective markets.
Broadcasters report that commit-
ments on hand from department
stores, specialty stores, jewelers
and other luxury distributors, in-
dicate heavy use of radio time to
attract Christmas shoppers.

Fall and winter radio prospects
look much brighter now than they
did three months ago, with agen-
cies in San Francisco and Los An-
geles weighing budget increases
instead of decreases. One Holly-
wood agency executive even went
so far as to say that certain ad-
vertisers that had cancelled plans
two months ago are now striving
to regain available time. Since
some markets are currently im-
possible to penetrate because of
non-availability, several advertis-
ers are using select smaller adja-

(Continued on puage 41)

Canada

Dominion Encouraged by Prospects

Several Sponsors Are
Returning After
- War Absence

By JAMES MONTAGNES

BROADCASTING stations in Can-
ada will continue to stay in the
black this fall and winter, judging
by the amount of advertising
booked and under discussion. A
survey of advertising agencies,
sponsors and station representa-
tives in Toronto leads to a diver-
sity of opinion as to whether the
forthcoming season will be better
than the same season a year ago.

All said that business is good.
The most pessimistic said business
overall might be down 10%. The
majority said it would be about
the same. Some agencies reported
more radio advertising booked, in-
cluding more accounts.

Capacity Bookings

There is a definite realization
that the stations in the larger cities
are booked to capacity, are having
difficulty clearing time. Stations in
some of the smaller markets are
losing some business, both on net-
works and spot business.

Some advertisers are retrenching
their radio appropriations due to
strikes and shortages of materials,

as well as turning to other media.
Other advertisers—and this applies
especially to food products—who
have been out of radio for some of
the war years are coming back
after test campaigns but sticking
to major markets. At least two im-
portant network accounts switched
some of their programs from net-
work to spot.

Most Canadian network adver-
tisers have continued their pro-
grams for the fall and winter sea-
son, and some new ones are in the
offing. CBC commercial division of-
ficials point out that “at present
the outlook for network commercial
revenues is approximately on a
par, or slightly higher, than last
year. All time available for com-
mercial programs after 8 p.m. on
the Trans-Canada network is en-
tirely taken up. On the Dominion
network there still remains a
small amount of commercial time
during the evening periods but the
time availability picture on the
Dominion is likely to be almost as
tight as on the Trans-Canada be-
fore the new broadcasting season
opens.

“In the daytime the available
commercial periods on the Trans-
Canada network are practically all
sold. Good daytime periods are
available on the Dominion network.
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Bookings on the French network
have left very little time available
in either day or evening periods.”

Listings of Trans-Canada and
Dominion network time sold shows
little change from a year ago, with
about the same number of American
and Canadian programs. Some of
the big name American programs
dropped last year, in a change of
sponsors—dJack Benny, for ex-
ample—are not expected back on
Canadian stations, and a number
of other American network pro-
grams have not yet been confirmed
for the coming season.

Heavy Industries

To offset any such programs
which may not return to Canada,
it is understood from agencies that
a number of new network programs
are still under discussion, Strikes,
shortages of materials, and build-
ing up an inventory, will play an
important part in bringing such
programs on the air. For instance,
one agency points out that possible
network shows are being planned
by heavy industries as automo-
biles, rubber, and electrical appli-
ances. A national insurance com-
pany has definite plans for a net-
work program.

During the war years, and as
late as last winter, Canadian sta-

(Continued on page 68)
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Storer Acquires WJBK for $550,000

VWill Sell Existing Ft. Industry Station
If FCC Orders; Price New Record

RETURN of George B. Storer to
Detroit radio in which he pioneered
nearly two decades ago was fore-
shadowed last week with comple-
tion of negotiations for acquisition
of WJBK Detroit by Fort Indus-
try Co. from John F. Hopkins Inc.,
for a record local station figure of
$550,000. The transaction would
be subject to FCC approval and
necessary transfer papers were to
be drafted promptly.

Mr. Storer, a native of Detroit
and one of the country’s best
known broadcasters, has been
identified over the years with De-
troit ownership, including WGHP
(now WXYZ) which he sold to
King-Trendle in 1930; CKOK
(which became CKLW) which has
served as the Windsor-Detroit out-
let of CBS and MBS; and until
1938, owned a 16 2/3% interest in
WJIBK.

The purchase was negotiated by
Mr. Storer with James F. (Fred-
die) Hopkins, president and gen-
eral manager (45% owner) and
Richard A. Connell, automobile
distributor and real estate owner
(55%) owner, through the law of-
fices of Horace L. Lohnes, Wash-
ington. The $550,000 figure is ex-
clusive of quick assets at closing.

Previous Record

The previous record figure for
a 250-watter was established in
1944 when WINX was purchased
by the Washington Post from
Lawrence J. Heller for $500,000.
At about the same time, however,
negotiations were in progress for
sale of WJBK to the UAW-CIO

Detroit headquarters for $750,000.

This fell through, however, when
the union found it would be inex-
pedient for it to own such an out-
let. WJBK operates on 1490 kc.
with 250 w. It has enjoyed phe-
nomenal success for a local in a
multiple-station market.

Along with WJBK goes a con-
ditional grant for an FM station
for Class B service. The WINX
purchase did not include an FM
grant, and Eugene Meyer, owner
of the Post subsequently purchased
the Jansky & Bailey developmen-
tal FM station, W3XO for $75,000.

Mr. Storer, who several months
ago was released from active Navy
duty as a commander after war-
time service which won him high
commendation, has reestablished
Fort Industry Co. headquarters in
Detroit and has repurchased his
former home there. He will ac-
tively direct policy of Fort Indus-
try, including the present seven
subsidiary stations and the Stand-
ard Tube Co., and proposes ac-
tively to direct WJBK.

J. Harold Ryan, vice president
of Fort Industry and former NAB
president, will continue to head-

Mr. Storer

Mr. Hopkins

quarter in Toledo at WSPD, but
will direct the company’s fiscal op-
erations. Lee B, Wailes, Fort In-
dustry general manager, will re-
move shortly from Washington to
Detroit headquarters. John B.
Koepf, assistant to Mr. Wailes, will
assume charge of Washington op-
erations, reporting to the new
Detroit headquarters.

Mr. Storer asserted that Fort
Industry would stipulate in its ap-
plication for transfer of WJBK
that if the FCC feels Fort Industry
should not expand the number of
stations it operates beyond the

present seven, it would agree to
dispose of one of the existing sta-
tions within a reasonable time.
The Fort Industry stations, in ad-
dition to WSPD are WWVA
Wheeling, WGBS Miami, WAGA
Atlanta, WMMN Fairmont, WLOK
Lima and WHIZ Zanesville.

Not Number But Location

On the other hand, it was re-
called that the FCC in its recent
decision proposing denial of the
transfer of KQW San Francisco
from the Brunton' Brothers to
CBS for $950,000 held that it was
not the number of stations, but
their location and importance in
key markets that should govern
multiple ownership policy. It is
conceivable that as few as three
stations 'in key markets and with
prime facilities could constitute an
objectionable  concentration of
ownership, the FCC majority said,
whereas a multiplicity of stations
with lesser assignments widely
separated and in markets having
ample facilities might not prove
objectionable.

Mr. Hopkins, it is understood,
desires to dispose of WJBK to en-
able him to devote full time to the
proposed new station in Ann Arbor
tentatively authorized by the FCC
last Aug. 9 for James F. Hopkins
Ine. for 1600 ke with 1,000 w un-
limited. This grant, however,
awaits final FCC action.

‘Pot O’ Gold’ Back

LEWIS-Howe Co. New York
(Tums) Oct. 3 starts sponsor-
ship of Pot O’ Gold, featuring
Harry Salter’s orchestra
with vocalists Jimmy Carroll
and Vera Holley as well as
Peter Donald as m. c., Thurs.
9:30-10 p. m. on ABC. Agen-
cy is Roche, Williams &
Cleary, New York.

Campbell Replaces

CAMPBELL SOUP CO., Camden,
N. J., Sept. 29 replaces Corliss
Archer on CBS, Sun. 9-9:30 p. m.
with Hildegarde. Agency is Ward
Wheelock Co., New York.

Emerson Expands

EMERSON Radio and Phonograph
Corp., New York, last week an-
nounced the acquisition of all of
the authorized and issued capital
stock of Plastimold Corp., Attle-
boro, Mass., manufacturer of
radio plastic cabinets and variety
of molded plastic products.

The Plastimold Corp. will serve
as a wholly-owned subsidiary of
Emerson, according to Benjamin
Abrams, president of Emerson, and
will continue with the present op-
erating personnel, maintaining the
same policies.

Canada Seeks Firmer Radio Control

Committee Report Seen
Affecting Private

Renewals
By JAMES MONTAGNES

USE OF THREE clear channel
frequencies, 860 ke, 990 ke and
1010 ke, for 50 kw stations of
Canadian Broadcasting Corp. was
recommended by the Parliamentary
Radio Committee in its report
issued at Ottawa Aug. 17.

Along with recommendation to
take over these frequencies from
private stations now occupying
them, was recommendation for
Parliament to allow CBC unlimited
loans to finance expansion, to in-
crease its receipt of listener license
fees by having the treasury finance
the costs of collecting the license
fees instead of deducting them
from total before paying balance
to CBC, and disapproval of giving
private broadcasters the right to
form a private network.

Parliamentary Committee also
recommended that Dr. Augustin
Frigon be given security of his
post as CBC general manager un-
til he reaches age 65. He is now
58 years old. He is last living mem-
ber of three-man Royal Commis-
sion of 1929 which recommended
nationalization of Canadian broad-
casting, became assistant general
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manager when CBC formed in 1936,
general manager in Sept. 1944,
Probably most important recom-
mendation of the committee for
the private broadcasters is that
dealing with renewal of licenses.
The committee stated that it was
the duty of the CBC and the De-
partment of Transport, licensing
authority, to make sure that the
private stations discharge their
trust. Said the recommendation:

Blue Book Theme

“That as a condition of the is-
suance or renewal of any license
a station should be required to
submit to the CBC Board of Gov-
ernors -an undertaking that it
would faithfully perform its duty
as a trustee of a radio frequency,
and would indicate the amount of
time and what proportion of its
revenue it is prepared to devote
to local community events, the dis-
cussion of matters of local inter-
est and the development of local
talent and other public service
broadcasts.

“By this means it would be em-
phasized to all that the right to
occupy a frequency is a privilege
granted to one who thus acquired a
temporary monopoly in the use of
an air channel which belongs to
the people and it would be a con-
stant reminder also to the CBC

and licensing authority of their
duty to see that all such persons
carry out their obligations to their
respective communities.”

Regarding the radio appeal
board which the Canadian Asso-
ciation of Broadcasters had rec-
ommended to the committee, the
report points out this should be in-
vestigated further by the CBC, De-
partment of Transport and the
next session’s Parliamentary Radio
Committee.

Insofar as the seizure of clear
channel frequencies is concerned,
the committee felt that the private
stations should have known that
these would eventually be taken
over by the CBC when it was ready
to go ahead with its expansion
plans. Taking over the frequencies,
the committee pointed out, was in
accordance with a long-approved
policy and believed “there is not
and could not be any argument as
to the legal rights of the frequency
holders. Aside from any notifica-
tion that may have gone to these
station owners, your committee
feels that they either were aware
or had reasons to be aware of the
policy of the CBC and hence must
have known, or should have known,
that these wave-lengths would have
to be developed in order that Can-

(Continued on page 88)
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Changes to Be Sought in Record Rule

Plan to Identify Discs
By ‘Name Talent’
Being Prepared

A REQUIREMENT that identi-
fying announcements be made
when recordings of “name talent”
are broadcast is expected to be
sought by several licensees when
FCC holds oral argument on its
proposed liberalization of the rule
on announcement of mechanical
records.

NAB board members voted 17-
to-6 against such a proposal
[BROADCASTING, Aug. 12], but
some of the minority six and
other licensees were reported last
week to be preparing statements
supporting a ‘“name band provi-
sion” for submission to FCC before
deadline for filing exceptions to
the proposed rule falls today (Mon-
day). Date for oral argument has
not been set.

Among those ‘“considering” sub-
mission of suggested changes
were NBC, KFI Los Angeles,

Another related story on page 80

KVOO Tulsa, and Fort Industry
Co., who with CBS and WGBI
Scranton formed the minority six
voting against NAB board approval
of the proposed rule as it now
stands.

CBS was preparing a brief re-
questing a clarification of the pro-
posed rule.

NBC was said to be planning
definitely to submit “something,”
although the exact nature of the
suggestion had not been fully de-
termined. Trend of the thinking
was along lines that indiscrim-
inate use of recordings should not
be permitted when, either affirma-
tively or inadvertently, the im-
pression is created that live tal-
ent is being used. It was thought
the proposed rule might be satis-
factory if amended to require
identification of recordings as such
whenever the name of the talent
is announced.

Bamberger Broadecasting Serv-
ice (WOR New York) already has
asked for oral argument and filed
a brief primarily concerned with
provisions dealing with identifica-
tion of short spot recordings. J. B.

‘onley, manager of Westinghouse
Radio Stations, and Ed Craney,
owner of KGIR Butte, have filed
statements generally endorsing the
proposed changes. NAB’s endorse-
ment was being prepared for filing
late last week.

The proposed amendent of the
rule (3.407), announced June 3, pro-
vides that a recorded program
shall be so identified at the begin-
ning and end if it consists of “a
speech, news event, news commen-
tator, forum, panel discussion, spe-
cial event, or any other recorded
program in which the element of
time is of special significance” and
if its presentation would give the
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impression that the broadcast was
live. Recorded programs less than
one minute long would be an-
nounced only at the beginning.
Subsection (b) provides that any
other program of one or more me-
chanical records need not be so
announced, but that there may be
no “affirmative’” attempt to create
the impression of a live broadcast
[ BROADCASTING, June 10].
Bamberger favored Subsection
(8), but said it felt the existing
rule requiring an appropriate an-
nouncement at the beginning of a
recorded program of less than five
minutes is “entirely satisfactory.”
“In actual practice,” Bamberger
said, “our news programs contain
spot recordings up to 2% minutes
in length. An appropriate an-
nouncement at the beginning and
end of so short a recording is, in
our opinion, unnecessary and of-
fensive to the listening audience.
If the listener is tuned to our sta-
tion, he automatically hears the
announcement if it is made at the
beginning of the recording. If the
listener tunes in our station during
a recording as short as a minute

to two and a half minutes, such
listener would not hear a sufficient
amount of the recorded matter to
require, or have any interest in,
its identification by an announce-
ment at the end of the recording.
As a matter of fact, the material
in such short recordings is such
that the listener is thoroughly in-
different as to whether it is, or is
not, a recording. However, to pre-
vent abuse, it may be desirable by
rule to require one identifying an-
nouncement to be made.”

Mr. Craney told the Commission
that KGIR is in “hearty approval”’
of the proposed changes. “We be-
lieve this will materially better
broadcasting as it will take off the
air the repetitious announcements
now heard which mean but little
to a listening public,” he declared.
*“We are in hearty accord with let-
ting the public know what it is
listening to, and we are in hearty
approval of the section which
would prohibit broadcasters from
trying to mislead the public into
thinking that name bands might
be in the studio.”

Mr. Conley, of WRS Inc., said

New Advertising Agency Established
By Day, Duke & Tarleton in New York

Mr. Day

FORMATION of a new advertis-
ing agency, Day, Duke & Tarleton
Inc., with offices in the Marguery
Hotel, 270 Park Ave., New York,
was announced Aug. 20 by Wil-
liam L. Day, president and trea-
surer.

Mr. Day, for 15 years vice presi-
dent, director and chairman of the
advisory committee of J. Walter
Thompson Co., later succeeded
Chester Bowles as chairman of the
plans board of Benton & Bowles.
Subsequently he held the same po-
sition at Foote, Cone & Belding,
where he worked on such accounts
as Lucky Strike, New York Cen-
tral, Bourjois & Co., Armour &
Co., California Fruit Growers
Exchange, and Frigidaire.

Col. Florimond D. Duke, vice
president, is mnow director of
UNRRA activities in Greece, and

Mr. Duke

Mr. Tarleton

his plans for returning to business
have not been announced. Formerly
advertising director of Time, News-
week and Fortune, he spent 15
months of the war in German
prisons, having been captured dur-
ing a dangerous mission to Buda-
pest.

John V. Tarleton, vice president,
former senior art director of 'J.
Walter Thompson, Lennen & Mitch-
ell and William Esty & Co., was
president of J. Stirling Getchell
Inc. Robert L. Hargraves, vice
president and director of media,
was director of advertising and
market analysis for William Car-
ter Co. The other vice president
of the new agency is Ralph Al-
lum, formerly vice president of
Blackett - Sample - Hummert and
associate director of the War Ad-
vertising Council. Samuel H. Web-
er is secretary.
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the proposal “is a very construc-
tive one and should help to ad-
vance the art of broadcasting con-
siderably. While actual operation
under the revised rule may require
some slight modifications, we are
positive that the overall effect
would be extremely beneficial.” He
said it would ‘“be extremely help-
ful to small stations which sched-
ule numerous transcribed or re-
corded programs” and might lead
“to greater listener acceptance to
their programs,” thus promoting
“a keener competitive situation be-
tween stations.”

Winner of Crosby

Stakes Still Runs

Philco Executive Now Flees

From ABC, MBS

STILL slightly wilted and breath-
less from his successful pursuit of
the elusive Bing Crosby, Philco’s
Vice President James H. Carmine
last week found himself the pur-
sued, radio salesmen his pursuers.

Now that he had the crooner’s
signature on a Philco contract
[ BROADCASTING, Aug. 19], Mr. Car-
mine was the most popular boy in
town. His intention to put tran-
scribed Crosby programs on the
air in every U. S. city that had a
radio station encouraged at least
two networks and many a station
representative to chase him with
the fervor that matched his own
during the winning of Mr. Crosby.

Leaves New York

By week’s end, Mr. Carmine had
left New York, where executives
of ABC and Mutual had engulfed
him with sales arguments, for the
sanctuary of his home office in
Philadelphia. There he would have
the chance to think about his choice
between the energetic suitors.

Meanwhile, lesser Philco execu-
tives and representatives of Hutch-
ins Adv. Inc., the Philco agency,
continued to meet with ABC and
MBS salesmen in New York.

None of the conferees would pre-
dict with certainty what Mr. Car-
mine’s choice would be. Said an
ABC executive: “We're still op-
timistic.”” Said one of Mutual’s
chiefs: “The door is by no means
closed.”

Mr. Carmine kept mum. Even
when he gave the nod to one or
the other of the networks, the pur-
suit would not be over, he knew.
With the network chosen, there
would remain some 300 or 400 sta-
tions to do business with. The chase
by stations would make the net-
work pursuit look like a slow walk,

Army Extends

U. S. Army Sept. 4 extends
Sound-Off With Mark Warnow on
CBS for five weeks replacing
Ellery Queen in the Wed. 7:30-
8 p. m. period. Latter show is tak-
ing five week hiatus. N. W, Ayer
& Son, Philadelphia, is agency
handling Army recruiting.
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[Log Drive

Floating placidly on the pond, for these logs the long
journey’s over. They’ve piled up in log jams . . . they’ve

been tossed by raging rapids. But they made it. The log.

drive’s over.

Many a smart businessman could look at that

picture and wonder, “How rough will my trip be when
the big production starts and the sales heat goes on?”

We can speak only for one sales help in one market.
Our sales hélp is in radio . . . and we’re concerned witl
W-I-T-H, the successful radio independent. The market
is Baltimore.

In this, the sixth largest city, W-I-T-H delivers more
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listeners-per-dollar spent than any other station in this
five-station radio town,

In the drive for sales .
smoother in this market with W-I-T-H on the list.
Better put her on!

W 11"H

and the FM Station W3XMB
Baltimore, Md.

Represented Nationally by Headley-Reed
August 26, 1946 o Page 21

. the trip can be made

Tom Tinsley, President =
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Labor, Management Problems

Head Small Markets Agenda

EMPLOYMENT, management and
engineering problems lead the list
of topics to be discussed by the
NAB Small Market Stations
Executive Committee at a meet-
ing called by Marshall H. Pengra,
KRNR Roseburg, Ore., committee
chairman. Committee will meet
Sept. 9-10 at the Statler Hotel,
Washington.

Likely to come up during the
two-day discussions will be the ef-
fect of FM stations on the present
650 AM stations that fall in the
small market stations category
(under 5 kw in cities under 50,000).

Also slated for consideration is
the place of small market outlets
on the NAB convention agenda
Oct. 21-24 at Chicago. A number
of station operators are understood
to feel that tentative agenda plans
[BROADCASTING, Aug. 5] should
provide more time for the group,
comprising over two-thirds of
member outlets.

Management Trends

The committtee will hear a dis-
cussion of the management study
series conducted by Arthur C.
Stringer, NAB director of special
services. Mr. Stringer has been
making detailed analyses of all
phases of operation at un-named
stations representing all parts of
the country.

James L. Middlebrooks, NAB di-
rector of engineering, will review
engineering license problems and
describe activities of the depart-
ment. He is completing work on an
engineering handbook to be issued
in the autumn.

Audience analyses, including
feasibility of revealing Hooper and
other surveys to competitive media,
will be discussed by Frank E. Pel-
legrin, NAB director of broadcast-
ing advertising, and Kenneth H.
Baker, director of research.

Improvement of local news
coverage, uses of BMB data by
small market stations and commit-
tee services to new stations are
listed for discussion. Hugh Hig-
gins, assistant director of broad-
cast advertising, will describe pro-
motional material, and Lee Hart,
also assistant director, will review
retail advertising activities of
NAB.

Small Market Division work of
the association will be reviewed
by J. Allen Brown, assistant di-
rector of broadcast advertising,
who was named to the small mar-
ket stations post when it was cre-
ated last autumn.

Act Explanation

A. D. Willard Jr., NAB execu-
tive vice president, has been
scheduled to tell small market out-
lets how they are affected by the
Lea Act and review latest develop-
ments in the music and Blue Book
fields. Ivar H. Peterson and Milton

J. Kibler, assistant directors of
employe-employer relations, will
analyze trends in that field.

Committee members, besides
Chairman Pengra, are Glenn Mar-
shall Jr., WFOY St. Augustine;
Robert T. Mason, WMRN Marion,
0O.; Willilam C. Grove, KFBC
Cheyenne; Monroe B. England,
WBRK Pittsfield; James R. Curtis,
KFRO Longview, Tex.; Wayne W.
Cribb, KHMO Hannibal, Mo., and
Mr. Brown. Board liaison members
are Harry R. Spence, KXRO Ab-
erdeen, Wash.; Clair R. McCol-
lough, WGAL Lancaster, Pa.; Wil-
liam B. Smullin, KIEM Eureka,
Calif.

Chaikin to Grey

SEYMOUR CHAIKIN, formerly
with Crowell-Collier Publishing Co.,
New York, in charge of research
for American Magazine, has been
appointed director of research of
Grey Adv., New York. Following
changes in personnel also have been
announced by Grey: Martin H. Hel-
ler of agency has been appointed
assistant account executive; Leo
Beck of agency has been appointed
copywriter; Kathryn Gearty, for-
merly with Paris & Peart, New
York, has joined Grey as radio
script writer; Philip Fried, after
service with armed forces, has
joined agency as assistant to comp-
troller; Glenn Foss, formerly with
Rochester Typographic Service,
Rochester, joins agency’s produc-
tion department.

DISC, AGENCY BOOM

Offices Spring Up Everywhere
In Hollywood Area

MUSHROOMING of transcription
firms and programs packagers in
the Hollywood area during the past
year is noted. Some are fly-by-
nights. Others have established
themselves and are accepted by the
industry. Transcription producers
report that stations are buying
more syndicated programs and are
selling them to local and regional
advertisers. The boom is on again
in that field, they declare.

Within six months there has
been an expansion of agency op-
eration, with many national firms
establishing West Coast offices in
San Francisco and the Los Ange-
les area. With shortage of accom-
modations, some are working from
hotel rooms. Others have converted
cottages and houses into offices.
Still others have set up shop in
stores around town,

Several West Coast regional
agencies have likewise expanded.
They’ve established branch offices
in New York, Chicago, and other
key cities throughout the country
to take care of extended opera-
tions.

BROADCASTING o Telecasting
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Seven significant national awards, citations and honorable

mentions have come to XLZ so far in 1946. Because KLZ does

ard FIRST PLACE
 CERVICE PR

AFFILIATED IN MANAGEMENT WITH THE OKLAHOMA PUBLISHING COMPANY
AND WKY, OXLAHOMA CITY — REPRESENTED BY THE XATZ AGENCY, INC.

an outstanding job, it shows up well in any competition. lIts
every-day performance is just as outstanding, too, as when it
is primed for a race. That's why more advertisers, local and

b

national, buy more time on KLZ than on any other Denver station, ’ p 7



Willard Urges Radio Editorial Policy

Tells Ohio News Clinic

Responsibility Must

Be Accepted

INDUSTRY swing toward adop-
tion of station editorial policies,
long shunned by many broadcast-
ers, was disclosed by A. D. Wil-
lard Jr., NAB executive vice presi-
dent, addressing the Ohio Assn.
of Broadcasters news clinic last
Tuesday. Clinic was one of a series
sponsored since last autumn by
NAB.

The association’s aggressive
stand developed when Robert T.
Mason, owner of WMRN Marion,
0., asked Mr. Willard “what could
be done to enable radio to attain
the prestige which is accorded

newspapers through
ing.”

“NAB will do everything to
hasten the day when every radio
station will build the same position
newspapers have built in their edi-
torial policies, and standing up
for what they believe is right,”
Mr. Willard said. He recalled that
under the decision in the May-
flower case stations voluntarily
gave up editorial privileges, the
FCC asserting in the case that no
station should have an opinion of
its own on controversial matters.

“We have. paid the penalty of
abiding by this rule,” Mr. Willard
said. “Why is it that in most com-
munities today a newspaper is a
more Iimportant factor than a
radio station? We don’t represent

edito‘rializ-

anything in many respects as a
result of accepting the Mayflower
decision.

“If a paper sees a condition in
its community that should be reme-
died, it gets up and fights. We're
wishy washy. The only thing we’re
‘agin’ is sin—and it has to be so
obvious we are almost sure there
is no contender on the other side
of the question. The newspaper
stands for what it knows to be
proper and right in its community
and has gained prestige in stand-
ing for those things during the
years.

“The time has to come soon
when radio will accept the same
responsibility. It’s your right and
duty to determine what your pro-
gram structure will be. If you

The No. 1 Farm Station in the No. 1 Farm Market
would like you to
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This

month Frank

MEET
FRANK!

Field, KMA’s top-notch

Farm Editor, celebrates his twentieth year on
the air as personal advisor to milliens of radio
listeners. A nationally-recognized authority on
planting and plant propagation, Frank’s great-
est ambition and pleasure is to be of service
"to his listeners. His broadcasts, presented in
a simple, ‘“‘chatty” manner, have become a
must in the everyday listening habits of KMA’s
great rural audience.

Like all the rest of us, Frank belicves in KMA’s

built on the standard: “‘to answer, you must
have the facts”. If you, too, believe in facts,

you’ll like the way we do business. Let us—

account in the
doah. Write!

CO.

or Lewis H. Avery—give you the facts on what
KMA’s successful service shows can do for your
155 counties arcound Shenan:

155 GOUNTIES AROUND
SHENANDOAH, I0WA

LEWIS H. AVERY, Inc., National Representatives
BROADCASTING e

want to fight for something you
think is right, it’s your right to
get up and fight for it.

“No one has ever disputed the
Mayflower decision, though the
Commission has admitted that the
ruling could never stand in court.
Some station and networks have
already begun to have editorial
policies and have so labeled them.”

The Ohio clinic set a new at-
tendance record for the series,
conducted under direction of Ar-
thur C. Stringer, secretary of the
NAB News Committee and NAB
director of special services. Eighty-
three attended, with two other
States, press associations and other
industry segments represented.

Morning session on news gather-
ing was directed by John Murphy,
news editor of WCKY Cincinnati.
Glen Jackson, program director of
WSPD Toledo, led an afternoon
discussion of tcchnical aspects of
news handling. Final session on
audience analysis and radio news
weaknesses was led by Lester
Spencer, assistant manager of
WHIO Dayton. Main weakness, it
was developed, was understaffing
of news departments.

Allan Haid, manager of WHIZ
Zanesville, described the station’s
listener panel of 58, which he said
had brought station-originated
news programs to a higher level
than any programs on the station.
The programs concentrate on local,
regional and state news, with na-
tional news “more like a tag line”.

Paul Wagner, manager of WPAY
Portsmouth, told how the station
goes out after its own news and
described the close checking of
facts. The station recently sent out
several thousand postcards telling
listeners of the station’s news de-
partment and soliciting news items.

All-local news programs are suc-
cessful on WIZE Springfield and
WING Dayton, according to Gen-
eral Manager Pat Williams. The
stations plan to send scripts of
news programs to those whose
names are mentioned. WHBC Can-
ton sends two-minute scripts to all
of the city’s clubs and organiza-
tions having noon luncheons.

Clinic plans were in charge of
Eugene Carr, radio director of
Brush-Moore newspapers; S. Ber-
nard Berk, president of WAKR
Akron, and Len Nasman, business
manager of WFMJ Youngstown.

Those in attendance follow:

AKRON — WADC, Robert Wilson,
Harold Hagemen, Fred C. Bock; WAKR,
John W. LaRue, Coleman Scott, Bob
French; WHKK, Lew Henry, Harvey
Bogen, Emerson Batdorff.

ALLIANCE—WFAH, Paul W. Reid.

CANTON—WCMW, Vic Decker; WHBC,
Robert Fehlman, Richard Neher, Mar-
tin  Alexander, Julius Glass, James
Doocley, William Rabcock.

CINCINNATI—WCKY, John Murphy;
WKRC, Lew Kent; WLW, Neil Smith.

CLEVELAND—WGAR, Charles Day,
Dave Baylor; WHK, Glenn Whisler,
Murray Young, C. M. Hunter; WTAM,
Ed Wallace, Hal Metzger; AM applicant,
S. R. Sague.

COLUMBUS—WBNS, Bill McKinnon;
WCOL, Ted Shell.

DAYTON—WHIO, Lester Spencer;
WING, John Pattison Williams.

HAMILTON—WMOH, Don Meeks.

(Continued on page 26)
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STATIONS SERVED BY

The KATZ AGENCY
North and Midwest
WCOP 'ABC BOSTON
WMT  CBS CEDAR RAPIDS-WATERLOO
WCFL  ABC CHICAGO
WKRC CBS CINCINNATI
KRNT  ABC DES MOINES
WEFBM CBS  INDIANAPOLIS
WFEA CBS MANCHESTER
WISN  CBS  MILWAUKEE
WHOM NEW YORK
WFIL  ABC  PHILADELPHIA
WCAE ABC PITTSBURGH
WECl  ABC PROVIDENCE-PAWTUCKET
WTAD CBS QUINCY, ILL.
WSPD NBC TOLEDO
‘WOL MBS WASHINGTON, D. C.
WNAX ABC YANKTON-SIOUX CITY
THE NEW ENGLAND GROUP
South
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 HONOLULU, T. H.

BROADCASTING e
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TJhe KATZ AGENCY, INC.

STATION REPRESENTATIVES

New York e
Atlanta

Chicago e Detroit ¢ Kansas City

e San Francisco e Llos Angeles e Dallas
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DEPARTMENT STORE SALES!
Worcester's in the Forefront

PAUL

Page 26 o

- RAYMER CO. National Sales Representafives

WTAGFE

AFFILIATED WITH THE WORCESTER TELEGRAM-GAZETTE 5000 Watts

Among the metropolitan centers of New England,
Worcester leads the parade in Department Store sales
increases over Boston, Springfield and Providence.
With a 1945 index of 100, according to recent
Federal Reserve Bank figures, Worcester climbed to
156. In Boston the same index was 146, in Springfield

148, and in Providence, R. 1., 150.

A prosperous, compact market of 200,000 city
dwellers and 300,000 more in the immediate Worcester
trading area is responsible for this peak showing.
Industrially active, and agriculturally pre-eminent
too, Worcester thrives month after month. Radio
listening habits of these half million people are
almost as one. One Hooper rating after another
show WTAG with an all day and night audience in
excess of all other stations heard in the area com-
bined. When you buy time, buy an audience — a
prosperous one.

WORCESTER .00
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WBKB, Chicago Video Station, Issues

Rate Card Based on Recetvers in Area

WBKB, Balaban & Katz television
station in Chicago, threw its hat
in the ring for a bid for national
television recognition. In a state-
ment made Wednesday by Capt.
William C. Eddy, WBKB director,
advertisers were informed that for
the first time in WBKB’s history,
the Chicago video station felt tele-
vision had progressed sufficiently
to warrant the introduction of a
commercial rate card.

Under a new policy to go into
effect immediately, WBKB’s com-
mercial rate for 1 hour will be
$100; for 12 hour, $60; for 15
minutes, $40. Spot commercials, of
two minutes duration will sell at
$20 for films and $30 live, Capt.
Eddy said. All charges are discount-
able to agencies at the standard
rate, he added.

In outlining the station’s com-
mercial plans, Capt. Eddy said
charges were based on the 450
known receivers in the Chicago
area, with an average of 10 lis-
teners per set. As sets increase,
charges will rise accordingly. For
example, with 5,000 to 15,000 sets,
the hourly commercial rate will be
$200, increasing to a top of $1,000
per hour for 35,000 sets or over.

The WBKB director conceded
that this might well take two or
more years, depending upon the
willingness of set manufacturers
to establish quotas for receiver
production. On the basis of state-
ments made Wednesday by ad-
vertising and sales executives of
nearly a dozen receiver manufac-
turers approx1mately 5,000 televi-
sioh receivers should be available

News Clinic
(Continued from page 24)

LIMA—WLOK, Edgar Ulrick.

MANSFIELD—WMAN, Robert Horn.

MARION — WMRN, Robert Mason,
Robert Morrison.

PORTSMOUTH—WPAY, Paul Wagner,
Rusty Marshall.

SPRINGFIELD—WIZE, Robert Becher,

Martha MclIntyre, A. H. Karns, John
Pattison Williams.
STEUBENVILLE—WSTV, Jack Mer-

dian, Harry Cochran.
TOLEDO—WSPD, Jim Ublehart, Glenn
Jackson; WTOD, Willlam H. Spencer.
WARREN—WRRN, Emerson Pryor,
Lynn Gifford, Tod Branson.
YOUNGSTOWN—WFMJ, Len Nasman,
Bob Wiley, Bill Crooks; WKBN, Don
Brice, Paul White, Gene Trace.
ZANESVILLE — WHIZ, Allan Haid,

Robert Kerns, Earl Brannon, Russell
Gardner.
Other States—WELL, Battle Creek,

Forrest Owen; WPIC, Sharon, Pa. El-
liott Jones.

Kent State U., Kent, O., William Tay-
lor, Michael Radock; Allegheny College,
Meadville, Pa., Hugh Cordier.

Press Associations — INS, Robert
Brown; AP, Tom O’Neil; UP, Phil New-
som; Transradio, Herman David, Harri-
son Oury.

Newspapers — Brush-Moore Newspa-
pers, Roy D. Moore, J. K. Vodrey, Eu-
gene Carr; Canton Repository, Clayton
G. Horn; Cleveland Plain Dealer, Charles
Conway; Dayton Journal Herald, John
Murphy.

McCann-Erickson, Cleveland, Robert
Dailey, Rita Whearty.

Carl F. Klein, mayor of Canton;
Henry Ernt, Canton Chamber of Com-
merce; A. D. Willard Jr., executive vice
president, NAB; Arthur Stringer, direc-
tor of special services, NAB,

BROADCASTING o

to the Chicago area by the first of
the year.

On this basis, WBKB’s charges
would be $375 per hour. The sta-
tion will offer two hours of re-
hearsal time for each one hour of
commercial time at the rate of
$25 per hour, as well as provide
necessary studio and technical fa-
cilities. Captain Eddy emphasized
the fact that the station will re-
serve the right to select the com-
mercial programs to be presented
and said the station would accept
no spot commercials that did not
provide a public service such as
a time signal or weather report.
WBKB will not broadcast straight
commercials without some accom-
panying public service or enter-
tainment feature, he declared.

Captain Eddy also said construc-
tion of additional studios estimated
to cost $15,000 would be com-
pleted by Sept. 1. This will per-
mit the station to increase its
present 20 hours of television
broadcasting, he said.

MEEHAN APPOINTED
TO RADIO PR POST

C. M. (Tom) MEEHAN, ex-news-
paperman and at one time man-
ager of WHP Harrisburg, last week
was named director of public rela-
tions for Westinghouse Radio Sta-
tions Inc. by J. B.
Conley, WRSI
stations manager.

He joined
Westinghouse in
1944, serving in
t h e advertising
section at Pitts-
burgh public re-
lations headquar-
ters. He was
transferred t o
Baltimore, b e -
coming publicity representative for
the Industrial Electroniecs and
X-Ray Divisions in Baltimore and
the Home Radio Division at Sun-
bury, Pa.

Working in the WRSI headquar-
ters, Philadelphia, he will handle
public relations for the station
group and coordinate publicity at
KYW Philadelphia, WBZ-WBZA
Boston-Springfield, KDKA Pitts-
burg, KEX  Portland, Ore.,
WOWO Fort Wayne, along with
FM stations in those cities (except
Portland) and WBOS Boston, in-
ternational shortwave outlet.

Mr. Meehan is a graduate of the
U. of Maryland. He entered news-
paper work in Waynesboro, Pa,,
later working on the Harrisburg
(Pa.) Telegraph, Baltimore Ewve-
ning Sun and Philadelphia Record.
He became managing director of
WHP in 1931. From 1935 until he
entered the Army in 1942 he was
engaged in public relations work.

Mr. Meehan

Affiliation Delayed
KIST Santa Barbara, Calif,,
scheduled to become an NBC affiliate
Sept. 15, will join network Sept. 29.

previously

Telecasting
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Sales Frustrations of Commercial Man
Prompts Poetic Expression of Feelings

(Editor’s note—The feelings of a disgusted salesman during the ‘“five o’clock
depression period’” are told in this composition, submitted by Paul Wagner, man-
ager of WPAY Portsmouth, Ohio. Mr. Wagner says that Richard Pyles of the sta-
tion’s sales staff composed it to illustrate the gradual crushing of the radio sales-
man’s ardor as he goes from client to client.)

“NO MERCHANDISE”
(The Adman’s Lament)

I start out early, in tip-top form

To visit my clients, take them by storm;

I go in with a smile and an outstretched
hand

Use only the best adjectives at my
command

And then I look in his cold, hard eyes

And hear one phrase: ‘“No Merchan-
dise!”

That'’s not so bad; it could be worse.

I close with a smile and an inaudible
curse

And go to the next with a new resolve

To be of help and his problems help
solve.

And then I look in his cold, hard eyes

And hear one phrase: ‘“‘“No Merchan-
dise!”

Two calls I've made and not a sale,
But I still feel good. I will not fail!
My next stop calls for different tact--
I give him a story based on fact.
And then I look in his cold hard eyes

And hear one phrase: ‘‘No Merchan-

dise!”’

Plodding on my way for the next regu-
lar call

He sees me first and his face starts to
fall.

He says his business is about to flop—

His present advertising he has to stop!

And then I look in his cold, hard eyes

And hear one phrase: ‘‘No Merchan-
dise!”’

It’s time for lunch, so I stop to eat,

I enter the diner and take my seat.

I smile at the owner, say, “Whatta nice
place,

You're selling food at a rapid pace.”

And then I look in his cold, hard eyes

And hear one phrase: ‘‘No Merchan-
dise!”’

And so it goes the whole day through,

I feel so bad. What will I do?

Yet I g0 doggedly making my rounds—

And each in turn looks up and frowns

And then I look in his cold, hard eyes

And hear one phrase: ‘‘No Merchan-
dise!”

Symphony Renewed

U. S. RUBBER Co., New York,
Oct. 6 resumes sponsorship of the
New York Philharmonic Symphony
Orchestra on CBS, Sun. 3-4:30
p. m. The company formerly spon-
sored the Symphony on CBS from
May 1943 to Aug. 1945, and from
Oct. 1945 to April this year. The
agency is Campbell-Ewald Co.,
New York.

At night in bed I toss and turn,
My eyes are red and start to burn.

Ah! Sleep at last; then I wake with a
scream
As I see that man in my horrible dream.

And then I look in his cold, hard eyes

And hear one phrase: ‘‘No Merchan-
dise!”

It’s so disgusting, I suppose when I die
And on my Heavenly journey start to
ﬁy)

I'll ask St. Peter for harp and wings

And all those other wonderful things.
And then I'll look in his cold, hard eyes
And hear THAT phrase: “NO MER-

CHANDISE!"”
—Richard Pyles

tter than Denver and Toledo Combined!

176,630 radio homes are regularly tuned to KFYR*—more
than all radio homes in Denver and Toledo combined! True,

there are

few large cities in KFYR-land. But so extensive

is KFYR’s coverage—and so loyal it’s listeners—that
hundreds of small communities are combined to form one

tremendous marke

t—10% larger than Denver and Toledo

put together. And only one station can reach it all—KFYR.

Not only is KFYR’s circulation a large one-il’s a prosperous
one as well. In the first two months of 1946, farm income In

KFYR-land shot up 44 % over the same period of 1945
when an all time record farm income of ov

\\\\\\
583

er half a billion

dollars was set in North Dakota alone. National average

increase for the same period: 2 %.

*NBC’s all-county survey of 1

x:Federal Reserve Bank Review—May, 194€

Represented Nationally by John Blair and Company
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944. when population in Northwest was conside

rably lower than today.
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Revision of WSM
Rental Plan Asked

Applicants Request Removal
Of Case From Hearing

A PETITION to amend the rental
clause of the long-pending pro-
posed assignment of license of
WSM Nashville to a wholly-owned
subsidiary of the present licensee
was on file with FCC last week,
asking that the application be tak-
en out of hearing and granted.
Hearing is now slated Oct. 23.

The application, filed in Febru-
ary 1945, proposes to assign the
license from National Life & Ac-
cident Insurance Co. to WSM Ine.
under a 15-year lease in order to
separate the station from the in-
surance company. FCC subse-
quently called for a hearing to in-
quire particularly into a provi-
sion whereby WSM Inc. would pay
the parent corporation a rental of
$100,000 a year plus part of net
profits.

Issues included determinations
of how the proposed rental would
affect WSM’s ability to ‘“‘continue
operation in the public interest”;
whether it would tend toward
“over-commercialization of WSM
and hamper its operations in the
field of FM broadcasting and tele-
vision,” and what the insurance
company’s attitude would be re-
garding vrental if WSM’s income
didn’t exceed $100,000 a year.

The petition proposed to cut the
cash rental from $100,000 to $50,-
000 a year, leaving percentage-of-
profits payments substantially the
same as originally proposed. The
insurance company would receive
nothing on the first $50,000 (net,
after rental but before federal
taxes); 50% on the next $50,000,
60% on the next, 70% on the
next, 80% on the next, and 90%
on all additional.

Principals Listed

Edwin W. Craig, president of
the insurance company, also heads
WSM Inec. Other officers of the
radio subsidiary are as follows:
E. B. Stevenson, vice president (ex-
ecutive vice president of insur-
ance firm); Harry Stone, vice
president and general manager; J.
E. Wills, secretary-treasurer (vice
president of insurance company).

The petition to amend the appli-
cation was filed Aug. 14 by Reed
T. Rollo of the Washington law
firm of Kirkland, Fleming, Green,
Martin & Ellis, counsel for WSM.

Renews on EBS

INTERNATIONAL SILVER Co.,
New York, for third consecutive
year will sponsor The Adventures
of Ozzie and Harriet, featuring
Ozzie Nelson and Harriet Hilliard,
which returns to the air Sept. 1
on CBS, Sun. 6-6:30 p. m. Agency
is Young & Rubicam, New York.

THE LEARN by doing technique again
will be employed in the City College of
New York radio and television courses
which begin Sept. 23. Courses will cover
all phases of radio and television.

¢ Telecasting



IN BALTIMORE.. WCAG

PROMOTES Your SHOW

Daily “Spotlight’”’ ads on
the radio page of the
Baltimore News-Post (circulation,
223,000) stimulate listener
interest for sponsor’s programs.
Every advertiser gets a “boost”
on WCAO.

LRI

Represented Nationally By

PAUL H. RAYMER COMPANY
NEW YORK - CHICAGO - SAN FRANCISCO - LOS ANGELES - DETROIT - BOSTON - ATLANTA
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Annie doesn’t live here anymore. She
opened her show in Philadelphia and
went on to Broadway success. But
eight million prosperous people do
live and buy in the rich 14,000 square
mile area covered by WIP.

Your clients looking for big game?
Train your sure-shot sights on

WIP—FM

WIP

IT'S MUTUAL

5000 WATTS

610 ON DIAL

REPRESENTED NATIONALLY BY GEO. P. HOLLINGBERY CO.

*WITH THANKS TO MISS MERMAN AND
MESSRS. BERLIN, ROGERS & HAMMERSTEIN, et al.
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Radio Execs Club 77 s =~

Expands Program

SPECIAL ADVISORY Council to
Radio Executives Club of New
York [BROADCASTING, Aug. 19] is
expected to be a step toward mak-
ing the club a more important in-
fluence in the broadcasting indus-
try.

New REC president, Robert D.
Swezey, vice president and general
manager of Mutual Broadcasting
System, said the council will pro-
vide a board of experts on whom
the club may call for a fresh per-
spective on its problems.

Network Presidents

Besides Mrs. Eleanor Roosevelt:
Justin Miller, NAB president, and
Charles Mortimer, General Foods
president, the council includes the
four network presidents: Mark
Woods, ABC: Frank Stanton, CBS;
Edgar Kobak, MBS, and Niles
Trammel, NBC.

New York independent stations
are represented by Herbert L.
Pettey, managing director, WHN;
Nathan Straus, president, WMCA ;
Elliott Sanger, executive vice pres-
ident, WQXR. Women’s interests
are represented by Mrs. Roosevelt,
Mrs. Mary McClung, president,
Advertising Women of New York,
and Mrs. Dorothy Lewis, NAB co-
ordinator of listener activities.

Advertising agency council mem-
bers are H. M. Dancer, president,
Dancer - Fitzgerald - Sample; Louis
N. Brockway, executive vice presi-
dent, Young & Rubicam; Leonard
T. Bush, vice president, Compton
Adv. Inc.

Mr. Swezey also announced the
make-up of several of the club’s
committees. Hugh Feltis, BMB
president, is chairman of the Mem-
bership Committee, whose members
are Linnea Nelson, J. Walter
Thompson, Co., and Frank Silver-
nail, BBDO. Kolin Hager, assistant
to the president of SESAC, is
chairman of the Associate Member-
ship Committee, with Warren Jen-
nings, WLW; George Harvey,
WGN; Craig Lawrence, WHOM, as
members.

James Sauter, president, Air
Features, heads the REC Program
Committee, whose membership in-
cludes the program vice-presidents
of the four networks—Adrian Sam-
ish, ABC; Davidson Taylor, CBS;
Phillips Carlin, MBS, and Clarence
Menser, NBC, as well as Arthur
Pryor Jr., BBDO, and Bruce Rob-
ertson, BROADCASTING, with another
member to be added.

House Committee comprises Rob-
ert A. Schmid, MBS vice president,
chairman, and Otis Williams,
WBYN. Club’s publicity and pub-
lic relations will be handled by In-
stitute of Public Relations under
the direction of Bill Kostka, former
head of NBC’s Press Dept.

REC 1946-47 season will open
Sept. 19 with a business session,
the regular meetings to begin Oct.
3. Meetings are held on the first and
third Thursdays of each month at
12:15 p.m. at the Hotel Roosevelt,
New York.

%

ONE OF SIX finalists in Tommy
Dorsey’s nationwide talent search
is Peggy Jones, staff vocalist of
KFH Wichita, Kan., who has been
singing star of Ethel Jane Jambo-
ree for five years. She entered con-
test while on vacation in Cali-
fornia.

Network Contracts
(Continued from page 17)

& Take; Wrigley, Gene Autry; House-
hold Finance, Phone Again Finnegan,
American Home Foods, Surprise Party;
Wildroot, Sam Spade; Continental Bak-
ing Co., Irene Beasley; Matchabelli.
Stradivari Orchestra; Canada Dry, Mere-
dith Willson & Orchestra; Procter &
Gamble, to be announced; Luden’s, to
be announced.

Renewals—Parker Pen, Ned Calmer
News; Colgate-Palmolive-Peet, Theatre
of Romance, Blondie; Procter & Gam-
ble, FBI In Peace & War; Borden, Tom-
my Riggs & Betty Lou; Bayer Co., Amer-
ican Melody Hour; Electric Cos. Adv.
Program, Electric Hour; Emerson Drug,
Inner Sanctum; Ballard & Ballard,
Renfro Valley Folks; Campbell Soup,
Meet Corliss Archer; Bowey’s Inc., Stars
Over Hollywood; Armstrong Cork, The-
atre of Today.

ABC

New—Carter Products, The Police
Woman; XK. Daumit Inc.,, Breakfast
Club; Lance Inc., George Gunn; Sealy
Mattress Co., Alvin Wilder; Seeman
Bros., Monday Morning Headlines;
Chimney Sweep, Leo Durocher; Brown
& Williamson, News; Derby Foods, Sky
King; Kerr Glass, Frank Hemingway;
Knox Co., Danger, Dr. Danfield; U. S.
Army, football games.

Renewals—Carter Products, Jimmy
Fidler; American Oil Co., Professor
Quiz; Club Aluminum Products, Club
Time; Chas. E. Hires, Sunday Evening
Party; Larus & Bros. Co., Ed Sullivan’s
Pipelines; Libby, McNeill & Libby, My
True Story; Procter & Gamble, Glamor
Manor, Breakfast in Hollywood; Quaker
Oats, Terry & The Pirates, Ladies Be
Seated; Raymond Labs., Sammy Kaye
Sunday Serenade; Sterling Drug Inc.,
Bride & Groom; Swift & Co., Breakfast
Club; U. S. Army, Sports by Harry Wis-
mer; Universal Match Corp., Counter-
spy; Wildroot Co., Adventures of Sam
Spade; America’'s Future Inc.,, Sam
Pettengill; Curtis Publishing, Listening
Post; General Mills, Hymns of All
Churches, news and Betty Crocker, The
Lone Ranger; Gillette Safety Razor,
Gillette Fights; Hastings Mfg. Co,,
Right Down Your Alley; Philco, Break-
fast Club; Ward Baking Co., Tennessee
Jed; William Wise & Co., William
Lang.

Expansion—B. F. Goodrich, Detect &
Collect.

RADAR is now being used to obtain
data on the velocity and direction of
winds at various elevations, the War
Dept. has announced. The method
uses balloon-borne reflectors which can
be tracked to their bursting point,
sometimes reaching 100,000 feet above
the earth’s surface. With radar, visi-
bility is not a limiting factor, at it was
in the past.
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STARS ARE ALWAYS SHINING OVER ﬁ’/ﬂ/&m VIA

Wé/ﬂ/f/fmm Cotbwers a? tower il

A good mystery means good listening . . . and those famous

CBS favorites such as: "CRIME DOCTOR", "INNER
SANCTUM", "THIN MAN" and "CRIME PHOTOG-
RAPHER" are typical of those good, good CBS programs,
that when combined with lowa's finest Radio frequency
assures top listening among 1,131,782 people.* Don't be
the "victim'" of misjudgement. You don't need a "Nick
Charles'" to discover that WMT is No. | station in the best

market of a great state at the lowest rate per radio family.

Member of the

*WMT has a GREATER population within its 2.5 MV line than any Mid-States Group

other station in the state—with a SPENDABLE, DEPENDABLE

income to make your selling job easier.

WMT's story is a big one to tell=an important one to hear. Contact your KATZ AGENCY Man at Once!
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THE-SHREVEPORT TIMES
" STATION

Shreveport. La.

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

prosperous market.

The Branham Co
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New York Business
(Continued from page 17)

time for its waiting list of eager
advertisers.

Only two network shows re-
mained open to sponsorship on
NBC: Sunday Symphony, which
General Motors had relinquished
last spring, and part of the Fred
Waring Show, in which an un-
named advertiser was said to be
expressing interest.

Despite the evidence that the fall
and winter of 1946 would not be
periods of economic tragedy in ra-
dio, some quarters still were harp-
ing on the pessimistic notes of early
spring.

There was ample evidence to the
contrary, however. Fred Allen, Bob
Hope, Jack Benny, many another
high-priced great of radio would be
on the air as usual. And Bing
Crosby, who had been pursued by
a half-dozen would-be sponsors.
finally signed with the Philco Corp.
for a weekly transcribed series at
a reported $30,000 a week.

Representatives Bullish

Among station representatives,
the outlook for the next half of
1946 was not unlike the network
attitude of tempered optimism. A
survey of representatives by
BROADCASTING disclosed that most
regarded the business direction as
bullish, but not spectacularly so.

Some reported that advertisers
were buying fall time earlier this
year. Estimates of spot business in
the first six months of 1946 as com-
pared with that of a similar period
last year ran from 5 to 18% in-
crease. Only one reported that its
business in 1946 was under that of
1945, by about 6%.

Among advertising agencies deal-
ing heavily in radio, estimated in-
creases of fall billings ran as high
as 20% above 1945. Most agencies
seemed optimistic about the future,
both immediate and long-range.

Those with clients which had
most felt the pinch of creaking
industrial reconversion reported
slight decreases in billings, but not
in amounts sufficient to cause more
than a temporarily wrinkled brow.

One agency predicted 20% in-
crease in its spot and transcription
business alone this fall.

Almost all thought that there
was evidence of improving eco-
nomic conditions throughout the
nation and that the improvement
would naturally be reflected in ra-
dio advertising.

In New York last week, radio’s
healthy future seemed assured.
Broadcasting as a business, like
most other U. S. industries, had
fumbled for a moment at war’s end.
Now that it had the feel of peace-
time practices, its hand was again
steady.

NAVY has begun construction of a
$2,000,000 test hangar at the Naval Air
Test Center, Patuxent River, Md., to
provide facilities for testing radar and
othf%r electronic devices installed in air-
craft.

SETTLING IN NEW CHAIR as manager of N. W. Ayer & Son Holly-

wood radio is Glenhall Taylor. Present at inauguration are (1 to r):

Marvin Murphy, New York vice president in charge of public relations;

Gerold Lauck, New York, executive vice president; H. L. McClinton,

New York, vice president in charge of radio; Joseph Stauffer, New

York, radio production manager, and Charles Hogen, Hollywood, vice
president in charge of service.

More Than One First Class Operator
Burdens 250 Watters, Manager Says

EDITOR, BROADCASTING:

I firmly believe, as a small prac-
tical broadcaster, that the follow-
ing facts should be presented to
the industry and then to the FCC.

The matter of having to have
more than one First Class Opera-
tor at a 250 w station is intoler-
able.

First, why should we be bur-
dened with employes we don’t
need? All during the war the Com-
mission allowed us to use Restrict-
ed Operators. They did a better
job here than First Class men,
mainly because they would turn
the equipment on, leave it on and
not try to find out what made it
tick.

Now we are forced to have a
First Class man sit around doing
nothing but drawing his pay to
satisfy the FCC Rules. With all
the emphasis on public service pro-
grams it looks to me as if this
money which is being wasted could

Everyone Welcome
ADARM GOBRAIT, first
Tahitian to visit the U. S.
since the war, was singularly
impressed by the Tommy Dor-
sey show at NBC Hollywood
studios Aug. 11. Careful re-
hearsal awed him most by
contrast with informal pro-
duction methods at Tahiti’s
station which is on the air
twice a week. “Anyone who
wants to broadcast goes to
the station that day and is
put on the air,” he said. “If
no one shows up, the announ-
cer plays a few records, sug-
gests listeners tune in again
on the next broadcast day and
signs off.” Exceptional recep-
tion conditions in Tahiti allow
natives to tune in on Los
Angeles or San Francisco di-
rect at any time, however,
Mr. Gobrait said.

be used to better our program
service,

Why couldn’t the Lea Bill be ap-
plied to this situation? I would
much rather employ a musician to
sit around than a First Class Oper-
ator. At least a musician could play
a fill if needed.

I am sure there are others who
feel as I do about this situation and
I also believe that if the Commis-
sion had the real facts from the
little 250 watters, trying desperate-
ly to render a real service, they
would cooperate and change this
rule so we could better serve the
public interest. If they want the
facts I'll come to Washington and
explain them at my own expense.

JOHN W. SHULTZ,
WMVA Martinsville, Va.

Aug. 16, 1946

NORTHRUP TO HEAD
WAR ASSETS RADIO

ED (Dwight) NORTHRUP, in ra-
dio since 1928 and since 1936 iden-
tified with Government activities,
has joined the War Assets Admin-
istration as chief of the radio sec-
tion, Information Division.

Mr. Northrup joined WSPD To-
ledo in 1928 as director of broad-
casting. His wife, Agnes, was at
that time station director, but has
since retired from radio.

After working in programming
and sales capacities in stations
throughout the country, Mr. North-
rup became an information officer
with the War Production Board.
He served successively with the
War Dept. and the Treasury Dept.,
before entering WAA Aug. 19.

DIRECTED by Roy Martin, The Caro-
lina Troubadours is a new hillbilly group
heard on WBIG Greensboro, N, C., daily
at 6:00 a.m. Members include George
Whitten, Rocky Stone, Bill Childress
and Al Farrier.
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NEw ENGLAND'S STONE WALLS, laboriously built by rugged Yankee
farmers, did something more than separate field from field. In a sense,
they once symbolized self-sufficiency. To strangers, they said a polite but

Ca m e firm “Keep Out”

Today, many of these walls are fallen. So are barriers to interregional
trade. Busy New England, 90% urban, sells her products to all the world. .

’
‘tu m b, tng but depends on outside sources for 75% of her day-

to-day necessities! (Seventy-five percent, that is!)

What does this mean to alert merchandisers? It means an ideal market. .
O W n eager, cosmopolitan, compact. What's more, a market easily and effectively
’ reached by one medium. That's WBZ! Powered by 50,000 watts, and

backed by NBC's most popular programs, WBZ has a loyal following in
all 6 New England states. No walls hem in its signal.. beamed landward
from a salt-water site in Boston Harbor!

For time-buyers interested in the big New England market, NBC Spot
Sales has the data on WBZ and its synchronous companion-station, WBZA.

KDKA * WOWO + KEX + KYW -+ WBZ - WBZA

REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX « KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO.
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“He says he’s studying How Radio Sells,
and all he has to do is. ..

Listen to A B

NO DOUBT about it, the place to
find out how radio can really sell
goods is on ABC. A good many ad-
vertisers, particularly those who are
reaching ABC’s big, nation-wide
audience of women during the day-
time, are putting more and more of
their confidence in ABC as a prime
mass selling medium.

Here is what some of the nation’s
top-notch advertisers are thinking —
and doing—about ABC today:

1. Swift & Co. has doubled its expendi-
ture on ABC—has signed a five-year
contract for a full half hour of the Break-
fast Club every weekday morning.

2. General Mills has renewed four big
daytime shows on ABC for another
full year.

3. Curtis Publishing Company is con-
tinuing with its 15-minute weekday
morning program—in addition to the
big spot campaign it has just started.

4. Libby McNeill & Libby, Sterling
Drug, Philco, General Foods, Miles
Laboratories, Jergens, Bristol-Myers,

Page 34 o August 26, 1946

Westinghouse, P & G and many more
shrewd buyers of radio time have nailed
down valuable ABC franchises.

Tomorrow’s ‘‘buyers’ market’ is on
the way—and advertisers who recog-
nize the fact that they’ll soon have
some real, down-to-earth selling to
do are making sure of a place on
ABC right now. They know that
successful mass selling calls for suc-
cessful mass advertising—and look to
ABC to help them deliver the goods
tothenation’smillionsofradiohomes.

Today, ABC has very few choice
network daytime quarter-hours left
unsold. The reason, when you boil it
all down, is simply that ABC sells
goods and advertisers know it! Maybe
there’s a spot on ABC that you can
use to good advantage to sell your
product! Why not find out now?

2)

7 REASONS
why more leading advertisers
sit up and listen to ABC

1. REACHES 22,000,000 FAMILIES, located
in practically every major market in
the U. S.

2. ECONOMICAL RATES make possible
nation-wide coverage of important
markets atlow cost per thousand listeners.

3. 207 STATIONS — covering more of the
300 major U. S. markets from within
(actually located in the markets) than
any other network.

4. EXPERT PROGRAM SERVICE available if
and when you want it.

5. EFFECTIVE AUDIENCE PROMOTION that
keeps building a bigger and bigger audi-
ence for ABC advertisers.

6. GOOD WILL — a nation-wide reputation
for public service features that present
all sides of vital issues.

7. PRACTICAL TELEVISION —program-build-
ing on an economical basis.

American Broadcasting Company

A NETWORK OF 207 RADIO STATIONS SERVING AMERICA

BROADCASTING
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FCC Hearings From September 4 Through November 26

COVERING approximately 250 AM, FM, and television cases and pro-
viding in some instances for six hearings simultaneously (three in Wash-
ington, three in field), an alphabetical list of hearings from Sept. 4
through Nov. 26 was released by FCC last week.

The schedule covers all cases designated for hearing prior to Aug. 1.
Carrying out the “orderly consideration” policy enunciated in its Aug.
16 statement of procedure for handling AM cases [BROADCASTING, Aug.
19], FCC said cases were scheduled “wherever possible in order of file
number of the lowest application involved in the hearing, except that
where a hearing date has already been set by the Commission, that date
has not been changed in this schedule.”

In addition to the following alphabetical listing, FCC has released a
version of the calendar to show hearings in chronological order and
another to show cases in order of docket numbers. Shown here, in order,
are name of applicant, docket number, facilities involved (“R” is for
renewal; “AL” assignment of license; “TC” transfer of control; “MP”
modification of permit) ; date hearing starts, and where it will be held:

A

A. S. Abell Co., Baltimore, (7338), 850 ke, Oct. 9, D. C. 2.

Acadia Bestg. Co., Crowley, La. (7526), 1450 ke, Oct. 7, Field 1, Crowley, La.

A. & M. College of Texas (WTAW), College Station, Tex. (6760), 1470 kc, Sept. 9,
D. C. 1

Air Capital Bestg. Co., Wichita, Kan. (6977), 1490 kc, Sept. 4, D. C. 1

Alamance Bestg., Co., Burlington, N. C. (7670), 940 ke, Oct. 18, D. C. 3.

Albany, (N. Y.) Bestg. Co., (6946), 1460 ke, Oct. 14, D. C. 2.

Allen B. DuMont Labs., Pittsburgh, (7288), TV, Oct. 23, D. C. 3.

Alvin E. Nelson Inc., San Francisco, (7389), 1030 kc, Sept. 16, D. C. 2.

Amalgamated Bestg. System, Philadelphia, (7641), FM, Sept. 9, Field 2, Philadelphia.

Amarillo (Tex.) Bestg. Corp. (KFDA) (7550), 1440 ke, Sept. 23, D. C. 2.

ABC, Los Angeles, (7730), FM, Oct. 14, Field 3, Los Angeles.

Amsterdam (N. Y.) Broadcasters, (7704), 1490 k¢, Nov. 20, Field 1, Amsterdam.

Antilles Bestg. System, Rio Piedras, P. R., (7500), 790 k¢, Oct. 23, D. C. 3.

Arlington-Fairfax Bestg. Co., Arlington, Va., (7693), 1390 ke, Sept. 24, D. C. 3.

Associated Bestrs.,, San Francisco, (KSFO) (6005), 740 ke, Sept. 5, D. C. 2.

Atlanta (Ga.) Journal Co., (7544), FM, Oct. 28, Field 2, Atlanta, Ga.

Atlanta (Ga.) Bestg. Co., (7545), FM, Oct. 28, Field 2, Atlanta, Ga.

B

Baltimore (Md.) Bestg. Corp. (WCBM), (7372), 680 kc, Sept. 18, D. C. 3.
Bay State Bestg. Co., New Bedford, Mass., (7054), 1400 kc, Sept. 4, D. C. 3.
Beaumont (Tex.) Bestg. Corp. (KFDM), (7628), 560 kc, Oct. 4, D. C. 2.
Bee Bcestg. Co., Beeville, Tex., (7604), 1490 kc, Sept. 23, D. C. 2.
Bell, Kelly, Nacogdoches, Tex. (7573), 1230 kc, Sept. 26, Field 1, Nacogdoches.
Berks Bestg., Co. (WEEU), Reading, Pa., (7339), 850 kc, Oct. 9, D. C. 2.
Blue Valley Co., Independence, Mo., (7498), 1510 kc, Sept. 4, D. C. 1.
Braden, Paul F., Middletown, Ohio, (7587), 910 k¢, Oct. 30, D. C. 3.
Bridgeport (Conn.) Herald Corp., (7745), FM, Sept. 16, Field 2, Bridgeport.
Brookhaven (Miss.) Bestg. Co., (7691), 1340 kc, Sept. 30, Field 1, Brookhaven.
Buffalo (N. Y.) Bestg. Corp., (7187), FM, Oct. 21, D. C. 3.
Bullard, Metcalf & Goodlette, Hazard, Ky., (7512), 1340 ke, Nov. 18, Field 2, Hazard.
Burdette, Robert, San Fernando, Calif., (7634), 1190 ke¢, Nov. 6, D. C. 1,
Burlington-Graham Bestg. Co., Burlington, N. C., (7596), FM, Oct. 14, Field 1,

Winston-Salem.

C

Calcasieu Bestg. Co. (KPLC), Lake Charles, La., (6664), 1470 k¢, Sept. 9, D. C. 1.
California-Nevada Bestg. Co., Vallejo, Calif., (7654), 850 ke, Oct. 28, D. C. 1.
Cannon & Callister Inc., L.os Angeles, (7743), FM, Oct. 14, Field 3, Los Angeles.
Capital Bestg. Co., Annapolis, Md., (7371),-.1430 ke, Oct. 11, D. C. 1.
Capitol Bestg. Corp. (WISH) Indianapolis, (7671), 940 ke, Oct. 18, D. C. 3.
Carlson, Charles C. (WJBW), New Orleans, La., (6529), R, Oct. 10, Field 1,
New Orleans.
CBS, Hollywood, Calif., (7729), FM, Oct. 14, Field 3, Los Angeles.
Central Comm. Bestg. Co., New Britain, Conn., (7567), 910 ke, Oct. 17, D. C. 2.
Central Illinois Radio Corp., Peoria, Ill., (6920), 680 kc, Oct. 25, Field 1, Detroit.
Century Bestg. Co. (KWBU), Corpus Christi, Tex., (6666), 1030 kc, Sept. 10, D. C. 3.
Cherokee Bestg. Corp., Morristown, Tenn., (7653), 1450 kc, Nov. 25, Field 2, Middles-
boro, Ky.
Coast Ventura Co., Ventura, Calif., (6839), 1450 ke, Oct.. 11, Field 3, Ventura.
Cobb, Beatrice, Morganton, N. C., (7656), 1490 ke, Nov. 7, Field 2, Morganton.
Collinson-Wingate Bcestg. Co., Topeka, Kan., (7382), 1490 ke, Sept. 4, D. C. 1.
Community Bestg. Co., Toledo, Ohio, (7638), FM, Sept. 30, Field 2, Toledo.
Community Service Bestg.: Corp. of Amsterdam, N. Y., (7703), 1490 k¢, Nov. 20,
Field 1, Amsterdam.
Connolly, Jos. T., George Lewis & David P. Gullette, Drexel Hill, Pa,,
1340 ke, Sept. 16, Field 1, Willilamsport.
Consolidated Bestg. Corp., Los Angeles, (7731), FM, Oct. 14, Field 3, Los Angeles.
Coo%er, Nathan J., Morganton, N. C., (7657), 1490 kc, Nov. 7, Field 2, Morganton,
C

(7425),

Crawford, Percy B., Philadelphia, (7644), FM, Sept. 9, Field 2, Philadelphia.
Crescent Bestg., Corp., Philadelphia, (7642), FM, Sept. 9, Field 2, Philadelphia.

D

Danbury (Conn.) News-Times Co., (7466), FM, Sept. 16, Field 2, Bridgeport.
Del Norte Bestg. Co., El Paso, Tex. (7534), 1340 kc, Oct. 14, Field 2, El Paso.
Diamond State Broadcast Corp., Dover, Dela., (7012), 750 ke¢, Oct. 3, D. C. 3.
Don Lee Bcestg. System (KGB), San Diego, (7398), R, Oct. 7, Field 3, Los Angeles.
Don Lee Bestg., System, Santa Barbara, Calif., (7399), R, Oct. 7, Field 3, Los Angeles,
Don Lee Bestg., System (KGB), San Diego, (7497), 1360 k¢, Oct. 9, D. C. 3.
Don Lee Bestg, System (KFRC), San Francisco, (7615), R, Oct. 7, Field 3,

Los Angeles.
Don Lee Bestg System (KHJ), San Francisco, (7616), FM, Oct. 7, Field 3,

Los Angeles.

E

Eagle Printing Co., Butler, Pa., (7672), 1230 k¢, Nov. 6, D. C. 2.

Earle C. Anthony Inc., Los Angeles, (7727), FM, Oct. 14, Field 3, Los Angeles.

Eastern Idaho Bestg. & Television Co., Idaho Falls, Ida., (7536), 1230 kc, Sept. 18,
D. C. 1

Eau Claire-Chippewa Bestg Co., Bau Claire, Wisc., (7557), 1400 kc, Nov. 22, Field 3,
Eau Claire.

Echo Park Evangelistic Assoc., Los Angeles, (7739), FM, Oct. 14, Field 3, L.os Angeles.

Edwards, Walter L., Porterville, Calif., (7470), 1590 kc, Oct. 15, D. C. 1.

El Paso (Tex.) Bestg. Co., (7533), 1560 ke, Oct. 31, D. C. 1.

Emporia (Kans.) Bestg. Co. Inc.,, (KTSW), (6981), 1490 kc, Sept. 4, D. C. 1.

Epperson, Ralph D., Mount Airy, N. C., (7658), 800 k¢, Nov. 12, Field 1, Mount Ailry.

F

Fletcher, A. J., Greensboro, N. C., (7597), FM, Oct. 14, Field 1, Winston-Salem.
Fort Industry Co., Toledo, Ohio, (7592), TV, Oct. 3, Field 2, Toledo.
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Fort Orange Bcestg. Co., Albany, N. Y., (6947), 1460 kc, Oct. 14, D. C. 2.
Fort Sumter Bcestg. Co., Charleston, S. C., (7531), 1450 kc, Nov. 4, Field 2,
Charleston.
'49’er Bestg. Co., Grass Valley, Calif., (7757), 1400 k¢, Oct. 28, Field 3, Grass Valley.
Fouts, Wilbur Courtland, Nacogdoches, Tex., (7574), 1230 kc, Sept. 26, Field 1,
Nacogdoches.
G

General Bestg. Co., Independence, Mo., (7499), 1490 kc, Sept. 4, D. C. 1,
George Harm Station (KARM), Fresno, Calif., (7124), 1030 kc, Sept. 16, D. C. 2.
Georgia School of Technology, Atlanta, (7547), FM, Oct. 28, Field 2, Atlanta.
Graham, Walter A, Tifton, Ga., (6918), 1340 ke, Sept. 30, D. C. 3.
Grass Valley-Nevada City Bestrs.,, Grass Valley, Calif., (7461), 1400 kec, Oct. 28,

Field 3, Grass Valley.
Greensboro (N. C.) Bestg., Co. (7595), FM, Oct. 14, Field 1, Winston-Salem.
Grenada (Miss.) Bestg Co. (7577), 1400 kc, Oct, 3, Field 1, Grenada.
Guggenheim, Harry F., Bridgeport, Conn. (7464), FM, Sept. 16, Field 2, Bridgeport.
Gulf State Bestg. Co., Crowley, La. (7525), 1450 k¢, Oct. 7, Field 1, Crowley.

H

Hartford (Conn.) Times (WTHT) (7673), 910 kc, Oct. 17, D. C. 2.

Hazard (Ky.) Bestg. System (7511), 1340 ke, Nov. 18, Field 2, Hazard.

Hazlewood Inc. (WLOF), Orlando, Fla., (6864), 950 kc, Sept. 13, D. C. 2.

Hearst Radio Inc. (WBAL), Baltimore (7400), R, Oct. 1, D. C. 2.

Hearst Radio Inc., Baltimore (7724), FM, Oct. 21, Field 1, Baltimore.

leslcsh gagtery & Radio Co. (KFVS), Cape Girardeau, Mo., (7130), 960 ke, Sept. 16,

Holl%w%)dl Community Radio Group, Gardena, Calif.,, (7695), 1530 kc, Nov. 12,

Hollywood Community Radio Group, Hollywood, Calif.,, (7740), FM, Oct. 14,
Field 3, Los Angeles.

Hub Bestg. Co., Lubbock, Tex., (7582), 1450 ke, Oct. 21, Field 2, Lubbock.

Hughes Tool Co., Los Angeles, (7735), FM, Oct. 14, Field 3, Los Angeles.

Huntington Bestg. Co.,, Huntingten Park, Calif., (7694), 1540 k¢, Nov. 12, D. C. 1.

I

I & E Bcestg. Co., Dayton, Ohio, (7586), 910 k¢, Oct. 30, D. C. 3.

Idaho Falls (Ida.) Bestg. Co., (7535), 1230 ke, Sept. 18, D. C. 1.

Illmo Bestg. Corp., Quincy, Ill., (7651), 1230 ke, Oct. 14, D. C. 1.

Imes, Birney Jr., Grenada, Miss., (7578), 1400 k¢, Oct. 3, Field 1, Grenada.
Independence Bcestg. Co., Philadelphia, (7645), FM, Sept 9, Field 2, Philadelphia.
Indianapolis (Ind.) Bestg., (WIRE), (7675), 1190 kc, Sept. 20, D. C. 3.

Inland Bestg. Co. (KORN), Fremont, Neb., (7698), 1400 kc, Sept. 4, D. C. 1.
International Union, UAW, Los Angeles, (7733), FM, Oct. 14, Field 3, Los Angeles.

J
Jose 'E. del Valle, Santurce, P. R., (7630), 740 kec, Oct. 25, D. C. 3.

K

KAKE Bestg. Co., Wichita, Kan., (6979), 1490 kc, Sept. 4., D. C. 1.

Kandel, Raymond, Parkersburg, W. Va., (7711), 1230 kc, Nov. 15, Field 2,
Parkersburg.

KAW Bcstg. Inc.,, Topeka, Kan., (7456), 730 kc, Sept. 20, D. C. 1.

KCLC Bcestg., Co., Wichita, Kan,, (6982), 1490 kc, Sept. 4, D. C. 1.

KRIC Inc, Beaumont, Tex., (7321), 1470 kc, Sept. 9, D. C. 1.

KTBS Shreveport, La. (7598), 1480 kc, Nov. 4, D. C. 2.

KTOP Inc., Topeka, Kan., (6980), 1400 kc, Sept. 4, D. C. 1.

KVOX Bcestg. Co.,, Moorhead, Minn., (7663), 790 kc, Sept. 23, D. C. 3.

L

L C B Inc., Lorain, Ohio, (7496), 1040 kc, Oct. 7, Field 2, Lorain.

LaCrosse (Wis.) Bestg. Co., (7473), 580 kc¢, Oct. 7, D. C. 2.

Lake Bestg. Co., Gary, Ind., (7185), 1560 kc, Oct. 10, D. C. 3.

Lake Shore Bestg. Co., Evanston, Ill., (7629), 1200 ke, Sept. 11, D. C. 2.

Liberty Bcestg. Corp., Atlanta, Ga., (7543), FM, Oct. 28, Field 2, Atlanta.

Los Angeles Bestg. Co., (7736), FM, Oct. 14, Field 3, Los Angeles.

Luther College (KWLC), Decorah, Iowa, (7613), 1240 kc, Nov. 25, Field 3, Decorah.
M

Mahoning Valley Bestg. Corp., Youngstown, Ohio, (7709), 1240 kc, Nov. 12, Field 2,
Youngstown.

Mansfield, Ohlo Bestg. Co., (7718), 1450 kc, Nov. 6, D. C. 3.

Mansfield Ohio Journal Co., (7591), FM, Oct. 9, Field 2, Mansfield.

Maricopa Bestrs. Inc., Phoenix, Ariz., (7626), 960 kc, Sept. 26, D. C. 3.

Marshall (Tex.) Bestg. Co. (6708), 1450 ke, Sept. 23, Field 1, Marshall.

Marshall, W. J., Cleveland, (7471), 1540 k¢, Oct. 2, D. C. 2.

McEvoy Bestg. Co., Roswell, N. M., (7715), 1230 k¢, Nov. 7, D. C. 2,

Middle West Bestg. Co., St. Paul, Minn., (7472), 580 ke, Oct. 7, D. C, 2.

Middlesboro (Ky.) Bestg. Co., (7002), 1450 kc, Nov. 25, Field 2, Middlesboro.

Midland (Mich.) Bestg. Co., (7712), 1490 kc, Oct. 28, Field 1, Midland.

Miller Assoc. Inc., Youngstown, Ohio, (7708), 1240 k¢, Nov. 12, Field 2, Youngstown.

Modesto (Calif.) Bestg. Co., (7678), 1450 ke, Nov. 7, D, C. 3.

Montgomery (Ala.) Bestg. Co., (7751), 1440 k¢, Nov. 1, D. C. 2.

Moraine Bestrs. Inc.,, Dayton, Ohio, (77117\1)_, 1110 k¢, Oct. 4, D, C. 3.

N. C. Bestg. Co., Greensboro, N. C., (7594), FM, Oct. 14, Field 1, Winston-Salem.
Narrangansett Bestg., Co., Fall River, Mass., (7312), 1400 kc, Sept. 4, D. C. 3.
Navarro Bestg., Assn. (KAND), Corsicana, Tex., (7548), AL, Oct. 21, D. C, 2.
NewDLaéurgl Radio Station Inc. (WAML), Laurel, Miss., (7292), 1560 kc, Oct. 11,
News Publishing Corp., Charlotte, N. C., (7607), 1400 kc, Sept. 23, D. C. 1.

Noe, James A., Lake Charles, La., (7416), 1230 kc, Sept. 17, D. C. 3.

Noe, James A., Monroe, La., (7635), 1390 k¢, Oct. 25, D. C. 2.

Northern Kentucky Airwaves Corp., Covington, Ky. (7477), 1050 kc, Sept. 23,

Field 2, Covington.
Northern Kentucky Radio Corp., Covington, Ky., (7478), 1050 kc, Sept. 23,
Field 2, Covington. v
Nort(l)lgpn Ohio Bestg. Co., Amherst, Ohio (7495), 1040 ke, Oct. 7, Field 2, Lorain,
io.
Northern States Bestg. Co., Fargo, N. D. (7664), 790 ke, Sept. 23, D. C. 3.
Nueces Bestg, Co., Corpus Christi, Tex. (()7561), 1440 kc, Sept. 23, D. C. 2.

Ohio-Michigan Bestg. Corp., Toledo (7639), FM, Sept. 30, Field 2, Toledo.
Ojai Bestg. Co., Ventura, Calif. (7469), 1590 kc, Oct. 15, D. C. 1.
P

P. D. Gold Pub. Co., Wilson, N. C. (7520), FM, Nov. 18, Field 1, Wilson.

Pacific Agr. Foundation Ltd. (KQW) San Jose, Calif. (6214), 740 kc, Sept. 5, D. C. 2.

The Pacific Coast Bestg. Co., Pasadena, Calif. (7744), FM, Oct. 14, Field 3, Los
Angeles.

Panhandle Bestg. Corp., Amarillo, Tex. (7575), 1230 ke, Oct. 24, Field 2, Amarillo.

Paris Bestg. Co., Paris, Tenn. (7430), 1340 kc Sept. 26, Field 2, Paris, Tenn.

Paris Bestg. Co., Paris, Tenn. (7506), 1340 kc, Sept. 26, Field 2, Paris, Tenn.

Parkersburg (W. Va.) Bestg. Co. (7710), 1230 ke, Nov. 15, Field 2, Parkersburg.

Patrick, Joseph Stanton, Philadelphia (7646), FM, Sept. 9, Field 2, Philadelphia.

Patterson, S. H., Topeka, Kan. (7560), 1440 ke, Sept. 23, D. C. 2.

Patterson, S. H. (KVAK), Atchison, Kans. (7562), 1200 k¢, Sept. 23, D. C. 2.

Pecos Valley Bestg. Co., Roswell, N. M. (7714), 1230 ke, Nov. 7, D, C. 2.

(Continued on page 36)
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KSJO

“The Vo?ce of San Jose”
READY TO SERVE SANTA CLARA COUNTY

CALIFORNIA’SFIFTH INDUSTRIAL MARKET

Exclusively!

Owned and Operated by Santa Clara
Broadcasting Company

John G. Bauriedel,

Vice-President and General Manager

Donald H. Telford,

General Sales Manager

W. S. GRANT CO., NATIONAL REPRESENTATIVES

582 MARKET
SAN FRANCISCO

33 WEST 42nd ST,
NEW YORK

180 N. MICHIGAN AVE.
CHICAGO

412 WEST SIXTH ST.
LOS ANGELES

KPAC

Deepestin the
Hearts of Texans

MBS

Representatives

Sears & Ayer, Inc.

Page 36 ® August 26, 1946

FCC Hearings

(Continued from page 35)

Peninsula Newspapers, Palo Alto, Calif. (7677), 850 ke, Oct. 28, D. C. 1.

Peoria Bestg. Co. (WMBD), Peoria, Ill. (7610), 1440 ke, Sept. 9, D. C. 3.

Piedénont Pub. Co., Winston-Salem, N. C. (6045), FM, Oct. 14, Field 1, Winston-
alem.

Port Huron Bestg. Co. (WHLS), Port Huron, Mich. (6987), R, Sept. 16, D. C. 3.

R

Radio Americas Corp., San Juan, P. R. (7501), 790 k¢, Oct. 23, D. C. 3.

Radio Broadcasters Inc., Los Angeles (7738), FM, Oct. 14, Field 3, Los Angeles.

Radio Corporation of Porto Rico, San Juan, P. R. (7631), 740 kc, Oct. 25, D. C. 3.

Radio Kentucky Inc., Louisville, Ky. (7635), 910 k¢, Oct. 30, D. C. 3.

Radio Peoria (Ill.) Inc. (7609), 970 ke, Oct. 1, D. C. 3.

Radio Phoenix (Ariz.) Inc., (7627), 960 ke, Sept. 26, D. C. 3.

Radiﬁ) Services Co. of Brookhaven, Miss. (7690), 1340 kc, Sept. 30, Field 1, Brook-
aven.

Radio Television of Baltimore (Md.) (7570), 1010 kc, Oct. 14, D. C. 3.

Radio Television of Baltimore (Md.) (7726), FM, Oct. 21, Field 1, Baltimore.

Red River Bestg. Co., Duluth, Minn. (7552), 610 kc¢, Nov. 18, Field 3, Duluth.

Reporter Bestg. Co. (KRBC), Abilene, Tex. (5968), 1470 ke, Sept. 9, D. C. 1.

Rich Pub. House Inc., Midland, Mich. (7713), 1490 kc, Oct. 28, Field 1, Midland.

Richland Inc., Mansfield, Ohio (7590), FM, Oct. 9, Field 2, Mansfield.

Rochester (N. Y.) Bestg. Corp. (6606), 1280 ke, Sept. 11, D. C. 3.

Roderick Bcestg. Corp., El Paso, Tex. (7614), AL, Oct. 9, D. C. 1.

Ross & Co., Marshall, Tex. (7563), 1450 k¢, Sept. 23, Field 1, Marshall.

Royal Miller Radio (KROY), Sacramento, Calif. (7170), 1060 kc, Sept. 16, D. C. 2.

S

Sampson Bestg. Co., Clinton, N. C. (7707), 550 ke, Nov. 15, Field 1, Clinton.

San Diego (Calif.) Bestg. Co. (7600), 1510 ke, Sept. 13, D. C. 3.

San Jacinto Bestg. Co., Houston, Tex. (6725), 1470 kc, Sept. 9, D. C. 1.

Santa Monica (Calif.) Bestg. Co. (7633), 1190 ke, Nov. 6, D. C. 1.

Seaman & Collins, El Paso, Tex. (6875), 1340 kc, Oct. 14, Field 2, El Paso.

Somerset (Ky.) Bestg. Co. (7697), 1240 ke, Nov. 22, Field 2, Somerset.

Southeastern Bcestg. -Co., Somerset, Ky. (7696), 1240 kc, Nov. 22, Field 2, Somerset.

Southeastern Bestg. Co., Clanton, Ala. (7702), 1450 ke, Nov. 1, D. C. 2.

Southeastern Mass. Bestg. Corp., New Bedford, Mass. (7053), 1400 kc, Sept. 4,
D. C. 3.

Southern Bestg. Co., Charleston, S. C. (7528), 1450 k¢, Nov. 4, Field 2, Charleston.

Southern California Bestg. Co., Pasadena, Calif. (7734), FM, Oct. 14, Field 3, Los
Angeles.

South Plains Bcestg. Co., Lubbock, Tex. (7581), 1450 ke, Oct. 21, Field 2, Lubbock.

Standard Bestg. Co., Los Angeles, Calif. (7728), FM, Oct. 14, Field 3, Los Angeles.

State Bestg., Co., Oklahoma City, OKkla. (7457), 730 kec, Sept. 20, D. C, 1.

State College of Washington, Pullman, Wash. (7537), 1030 kc, Sept. 16, D. C. 2.

Statesville (N. C.) Bestg. Co. (7719), 1400 ke, Sept. 23, D. C. 1.

The Statiion of the Stars, Los Angeles, Calif. (7742), FM, Oct. 14, Field 3, Los
Angeles.

Stuckwish, Milburn H., Charles F. Bruce and F. M. Lindsay Jr., Centralia, Ill
(7623), 1400 ke, Nov. 4, D. C. 1.

Sunland Bestg. Co., El Paso, Tex. (7073), 1340 kc, Oct. 14, Field 2, El Paso.

Sun River Broadcasters, Great Falls, Mont. (7516), 970 ke, Oct. 17, D. C. 1.

Syndicate Theatres, Columbus, Ind. (7099), 1130 ke, Sept. 5, D. C. 3.

T

Tar Heel Bestg. System, Clinton, N. C. (7706), 550 ke, Nov. 15, Field 1, Clinton.

Telegraph Herald, Decorah, Iowa, (7612), 1240 ke, Nov. 25, Field 3 Decorah.

Telegram Publishing Co., Salt Lake City, Utah, (7057), 1230 k¢, Oct. 2, D. C. 3.

Tennessee-Kentucky Bestg. Co., Paris, Tenn. (7507), 1340 kc, Sept. 26, Field 2 Parls.

Thomas, Harold, Bridgeport, Conn. (7465), FM, Sept. 16, Field 2 Bridgeport.

Timberwolf Bestg. Co., El Paso, Tex. (7721), 1340 ke, Oct. 14, Field 2, El Paso.

The Times-Mirror Co., Los Angeles, Calif. (7732) FM, Oct. 14, Field 3, Los Angeles.

Tisdale, James M., Chester, Pa. (7647), 740 k¢, Oct. 3, D. C. 3.

The Toledo (Ohio) Blade Co. (7593), TV, Oct. 3, Field 2, Toledo.

The Toledo (Ohio) Blade Co. (7637), FM, Sept. 30, Field 2, Toledo.

Tower Realty Co., Baltimore, Md. (7429), 680 ke, Sept. 18, D. C. 3.

Tower Realty Co., Baltimore, Md. (7725), FM, Oct. 21, Field 1, Baltimore.

Town ’ll‘alk Bestg. Co., Grass Valley, Calif. (7668), 1400 kc, Oct. 28, Field 3, Grass
Valley.

The Traveler's Bcestg., Service Corp., Bridgeport, Conn. (7463), FM, Sept. 16,
Field 2, Bridgeport.

Tri-City Bestg. Co., Newport, Ky. (7716), 1110 kc, Oct. 4, D. C. 3.

Tri-State Bestg., Co., Cumberland, Md. (7554), 1340 k¢, Oct. 30, D. C. 1.

Tri-Suburban Bestg. Corp., Silver Spring, Md. (7550), 750 kc, Sept. 24, D. C. 3.

Turlock (Calif.) Bestg. Group. (7679), 1450 ke, Nov. 7, D. C. 3.

U

United Bestg. Co., Silver Spring, Md. (7428), 1390 kc, Sept. 24, D. C. 3.

Unity Bestg. Corp., Los Angeles, Calif. (7741), FM, Oct. 14, Field 3, Los Angeles.
Unity Bestg. Corp. of Pa., Philadelphia. (7643), FM, Sept. 9, Field 2, Philadelphia.
Unity Corp., Mansfield, Ohio. (7589), FM, Oct. 9, Field 2, Mansfield.

Universal Bestg., Co., Hazard, Ky. (7583), 1340 kc, Nov. 18, Field 2, Hazard.
Universal Bestg. Co., Indianapolis. (7100), 1130 ke¢, Sept. 5, D. C. 3.

\4

Van Curler Bestg., Corp., Albany, N. Y. (7173), 1460 kc, Oct. 14, D. C. 2.
Ventura (Calif.) Bestg. Inc. (6840), 1450 ke, Oct. 11, Field 3, Ventura.

Veterans Bestg. Co., Rochester, N. Y. (7660), 1280 kc, Sept. 11, D. C. 3.

Voice of Borger (Tex.) (7722), 1230 ke, Oct. 24, Field 2, Amarillo.

Voice of Orange Empire, Santa Ana, Calif. (7737), FM, Oct. 14, Field 3, Los Angeles.

W

Watson, Penn Thomas, Wilson, N. C. (7521), FM, Nov. 18, Field 1, Wilson.

WBIX Inc., Eau Claire, Wis. (7692), 1400 kc, Nov. 22, Field 3, Eau Claire.

WBRK Pittsfield, Mass. (7556), 1340 kc, Oct. 22, D. C. 2.

WDAS Bestg. Station, Inc., Philadelphia. (7640), FM, Sept. 9, Field 2, Philadelphia.

Western Conn. Bestg. Co., Stamford, Conn. (7467), FM, Sept. 16, Field 2, Bridgeport.

Westinghouse Radio Stations, Philadelphia (KYW). (7352), 1060 ke, Sept. 17, D. C. 1.

Wes’ginghouse3 Radio Stations, Ft. Wayne, Ind. (WOWO). (7674), 1190 ke¢, Sept.
0, D. C. 3.

WHOW Inc., Baltimore, Md. (7569), 1010 kc, Oct. 14, D. C. 3.

Wichita (Kans.) Bestg. Co. (6976), 1490 kc, Sept. 4, D. C. 1.

Wichita (Kans.) Beacon Bestg. Co. (6978), 1490 k¢, Sept. 4, D. C. 1.

Willﬁ:is BcI‘sTt;g(.3 Co., No. Wilkesboro, N. C. (7659), 810 kc, Nov. 12, Field 1, Mt.

_ ry, N. C.

Williamsport (Pa.) Radio Bestg. Assn. (7427), 1340 kc, Sept. 16, Field 1, Williamsport.

Wilson & Cope, Atlanta. (7546), FM, Oct. 28, Field 2, Atlanta.

Wilson, P. C., Canton, Ohio. (6915), 1540 k¢, Oct. 2, D. C. 2.

WMIL Bestg. Co., Milwaukee, Wis. (6701), 1210 ke, Sept. 11, D. C. 2.

Wolverine State Bcestg, Service, Detroit. (7676), 680 kc, Oct. 25, Field 1, Detroit.

WOW Inc.,, Omaha. (7617), R, Oct. 7, D. C. 1.

WP%%'\‘.—Ig)hg) \lfa,lley Bestg. Corp., Parkersburg, W. Va. (licensee). (7625), TC, Oct.

Wright, E. T., Orlando, Fla. (7111), 1230 kec, Sept. 13, D. C. 2.

WSAT Inc., Schenectady. (7705), 1490 kc, Nov. 20, Field 1, Amsterdam.

WSM Inc., Nashville, Tenn. (6782), AL, Oct. 23, D. C. 1.

Y
Yankee Network, Bridgeport, Conn. (7462), FM, Sept. 16, Field 2, Bridgeport.
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1 Leadership ... m

of assertion. It's the blending of talent, experience
and hard work. WW]'s leadership in Detroit dates way
back to 1920, when it was the first radio station in the
Progressive policies, aggressive pioneering, public service
featu:tﬁ‘éts ancg constant catering to the entertainment desires

of Detro ers h;%ve kept WW ] on top all through the years. Day in

~and day out, WW] continues to produce most gratifying

results for 1t§ advertisers . . . in America’s 41h markel, whére

retail sales since the first of the year haye averaged 100

million dollars monthly!

AMERICA'S PIONEER BROADCASTING STAT I O N—First in Detroit

National Representotives: THE GEORGE P. HOLLINGBERY COMPANY, NBC Basic Network

Associate FM Station WENA

959' KILOCYCLES
/5000 WATTS

OWNED AND OPERATED BY THE DETROIT NEWS
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STEADY
PERMANENT
GROWTH!

'KTBC

THE PUBLIC SERVICE STATION IN
AUSTIN, TEXAS

NOW OPERATING ON

5000 WATTS
590 ON YOUR DIAL

REPRESENTED BY
TAYLOR-HOWE-SNOWDEN

i Radis

s

Food Prices Rise, But—

Bowles’ Rating Shows Sharp Decline

WHAT happens to the U. S. radio
audience when broadcasters cancel
regular programs for special time-
ly addresses by Government offi-
cials? The answer, in one case at
least, seems to be that/the audience
disappears. /

A case history of what does hap-
pen has been gathered by NBC
Research Dept. based on Nielsen
audimeter readings. NBC last
April 17 put on Chester Bowles
speaking in defense of the OPA
at a time when that subject was
the top news story of the day. Mr.
Bowles was put on in place of the
popular show M., District Attor-

ney. He had all the elements in his
favor. He followed a top flight
evening program, he had the best
half hour, between 9:30 and 10 p.m.
He was speaking on a timely sub-
ject and was an experienced, high-
ly publicized speaker.

The result of Mr, Bowles’ speech,
it was readily seen from Chart I,
was that the special event program
failed to hold the large initial au-
dience delivered by the preceding
Eddie Cantor show. The audience
fell steadily from a first minute
rating of 16.5 to a final minute
rating of 7.8.

The effect the public service pro-
gram had on the Kay Kyser Show,
which follows M, District Attor-
ney, was also quite marked. Un-
der normal conditions Kay Kyser
has part of his audience passed
along to him from the show pre-
ceding.. As a consequence of the
Bowles speech the Kay Kyser pro-
gram inherited an initial audience
47% below normal rating size. A
partial early recovery was made
by the Kyser show, but the pro-
gram was never able to regain its
normal average rating of 13.6, re-
covering only to 10.2.

Minute-by-minyte Average Nielsen Ratings for Chester Bowles Program and Others

Wednesday Evening, April 17, 1946
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CBC Income to Augment

Expansion Says Dunton
COMMERCIAL REVENUE of the
Canadian Broadcasting Corp.,
which has been on the upgrade for
a number of years, is to be further
augmented to “pay the way” for
new CBC services, according to A.
D. Dunton, CBC chairman. On be-
ing questioned at the last session
of the Parliamentary Radio Broad-
casting Committee on any antici-
pated increase in commercial reve-
nue, he stated that “it may be said
that the new facilities are counted
on for an increase in commercial
revenue.”

New facilities announced by CBC
at the hearings were three new 50
kw transmitters at once, new stu-
dios, further new 50 kw transmit-
ters and other power increases,
and expansion of Dominion net-
work from four evening hours
daily to 16 hours a day.

“In our own thinking,” Mr. Dun-
ton said, “it (increased commercial
revenue) will pay the way of the
new facilities. We do not contem-
plate any difference in the balance
between CBC revenue and expendi-
ture; but it is estimated that they
will pay the way of the new facili-
ties.”

Tower Launched
FROM a microphone high
among the trusses of a new
440-foot antenna tower in
downtown Milwaukee,
“Shorty” Kloman, steel erec-
tor, opened WFOX’s first
broadcast (Aug. 15) over the
lofty needle. Mr. Kloman
built it.

ACA Awards

AWARDS FOR OUTSTANDING
contributions to Canadian adver-
tising in 1946 are ta be made at
annual dinner in November at To-
ronto of the Association of Cana-
dian Advertisers. Harold E. Ste-
phenson, advertising manager of
Canada Starch Co., Montreal,
chairman of the ACA awards jury,
reports final recommendations have
been made on the 33 nomina-
tions for outstanding contributions
which have reached the associa-
tion. Three silver medals and a
gold medal are to be awarded, and
all fields of advertising are repre-
sented on the awards jury.

WKY Asks Continuance

Of NBC Baritone Loan

FIRST example of NBC’s talent
farm-out plan is successful enough
for Tommy Allen, NBC contract
vocalist, to be scheduled for a sec-
ond 13 weeks at WKY Oklahoma
City.

Arrangements for the hold-over,
requested by Mr. Allen’s sponsor,
were made by P. A. Sugg, WKY
manager, and Clarence Menser,
NBC vice president. Mr. Allen
stars on The Show of Promise, a
15-minute thrice weekly at 10 p.m.,
sponsored by Oklahoma Gas & Elec-
tric Co. An overseas veteran, the
singer won an NBC contract on its
Welcome Home auditions.

Dodge to FC&B

SHERWOOD DODGE, former ac-
count research manager with Me-
Cann-Erickson, New York, and
prior to that head field operations
officer and head of public opinion
research for OPA, has been named
vice president and director of me-
dia and research for Foote, Cone
& Belding, New York.
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) Staweéng-YOUR PRODUCT!

You've seen these two masks often in connection with the stage.
From earliest times they've been the symbols of the drama. The

smiling mask of comedy and the grave one of tragedy stand for the
two great fields of the theater.

R
AN
N

Radio, the theater’s most modern form is symbolized in Baltimore
by the letters “W-C-B-M.” Time buyers know that this symbol
represents the two advantages of intensive market coverage at

economical rates.By all means,include WCBM in your radio schedule
to insure your product

starring before large Baltimorne's 'ZW Halct

o w c B m

MUTUAL BROADCASTING SYSTEM

Free & Peters, Inc.

Exclusive National Representatives

John Elmer, President George H. Roeder, General Manager
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Ready- built
Audiences

Popular

Local Talent

Market

~ Tested
Locally

Produced

® In every market there are some locally ® If you have goods to sell, there should
produced “hot” Spot Programs:maybe a fifteen-  be a lesson in this for you. If you are preparing
minute newscast, perhaps a half-hour musical or  to open new markets—or bolster old ones—call
a hillbilly show—thatareoften betterthanothers.  a John Blair man today! He knows the hoztest
One advantage of flexible Spot Broadcasting is  programs. .. on the bottest stations . . . in the bot-
that you can buy just these market-tested Spot  test markets. And he’s prepared to help you build

Programs . .. never being forced to take others. better sales.

® No wonder then that more and more
leading advertisers are taking the gamble out of
radio by buying pre-tested shows. They know it
pays to play to ready-built audiences in markets

of their choice.
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West Coast
(Continued from page 18)
cent markets where such time is

available.

As result of increasing produc-
tion, commercials are generally
doing a sales job today. During
war years institutional selling in
many cases presented all that was
possible. Now direct selling is a
factor as familiar trade marks be-
gin to vie for their old share of
sales and new names seek a sales
foothold.

With both regional and transcon-
tinental network time tight,
many sponsors are turning to
transeriptions, spotting them on
major independent stations where
time ecan be bought. Others are
using spot announcements or par-
ticipation programs. Advertisers
are taking what they can get to
accomplish a sales job.

More Facilities

Agency executives remind that
with new independent stations be-
ing established and increased pow-
er being granted others, coverage
of many markets will be available
despite advertisers’ inability to
obtain regional or national net-
work time.

During war years excess tax
money was channelled into na-
tional and regional network in-
stitutional advertising on large
scale. Today a number of smaller
purses are being carefully directed
to spot radio in selected markets.

The transition from war to
peace has resulted in much turn-
over of accounts on the West
Coast during the past year. Agen-
cies are ‘“on edge” at the moment,
with no plans formulated for
clients in many cases. Some agen-
cies have not handled smaller bud-
gets as wisely as expected. This
has caused some of the shuffle.

Agency executives in San Fran-
cisco and Los Angeles were reluc-
tant to reveal figures or guess as
to what portion of the advertising
dollar would be allotted to radio.
From evidence on hand, a major-
ity of budgets haven’t been made
up or are mostly in the talking
stage. Many manufacturers and
distributors are waiting to see
which way prices will go.

When beset by strikes and other
labor problems, direct and indirect,
western radio sales did not falter.
Although these factors produced
cancellations in some cases and
postponement of contemplated
schedules in others, there always
were sponsors to take up time
availabilities.

Although recognizing the many
business hazards, network and sta-
tion executives frankly expect a
new high in every branch of broad-
cast advertising. This includes lo-
cal spot, regional, and national
network.

Sales managers in major mar-
kets are confident that business
will continue at an accelerated
pace for the next six months at
least. Operators in secondary mar-

West Coast Networks Foresee
Prosperous Fall and Winter

AS SEEN from business on hand
and future commitments signed,
executives of four major networks
on the West Coast are confident
of a bright autumn and winter,
with that prosperity continuing
through early spring.

“Day of the off-brand merchan-
dise is now over,” according to
Frank Samuels, ABC Western
Division sales manager. Because
consumetrs are not content to sit
tight for brand merchandise, he
feels they will attempt to buy the
best that their dollars can bring.
This will be accomplished only
through advertising, he pointed out.

From standpoint of the net-
work’s regional business, Mr. Sam-
uels is optimistic because of the
improved service being offered by
power increase of 50 kw auth-
orized for KGO San Francisco, as
well as similiar increases expected
by three other affiliates on the West
Coast. Further network sales
strength will be derived from more
thorough coverage in New Mexico,
Idaho and Arizona, he reports.

At Top Capacity
CBS Western Division is moving
ahead at top capacity according
to Arch Morton, West Coast sales
manager, who says that fall and
winter business will be no less than
“999, of last year’s billings.” Im-

proved service is also seen through
addition of KSDJ San Diego, ex-
pected to be in operation by Octo-
ber.

NBC Western Division enters
the fall and winter season with
more regional network business on
the books than ever before in his-
tory, according to Robert McAn-
drews, Western Division advertis-
ing and sales promotion manager.
This, he explained, has been at-
tained by steady sale of additional
western stations to current spon-
sors. During the summer, for ex-
ample, 12 advertisers added a total
of 25 optional western stations to
their network lineups.

KERO Bakersfield joined the
network during the summer. KIST
Santa Barbara, will join in fall.
Improved coverage will also result
from KOMO Seattle power au-
thorization for 50 kw. Other
NBC stations carded to increase
power are KFSD San Diego, KTFI
Twin Falls, and KGLU Safford.

More special copy slanted to
West Coast listeners, new regional
clients establishing manufactur-
ing plants in the Far West and a
possible return cycle of radio am-
ateur shows with low cost and wide
appeal are predicted by Sydney
Gaynor, general sales manager of
Don Lee Broadcasting System.

kets are also of that opinion. The
rose-colored prophesy is gleaned
from business on hand.

A healthy condition prevails in
the overall picture. Accounts gen-
erally are standing pat, holding
on to time, both regional network
and local time. And they are clam-
oring for more. All contracts are
on long-term basis. That goes for
wines, cosmetics, liquid cleaners,
grocery items and food products,
too. Retailers in general are pretty
well sold on radio, too, providing
of course, desirable time can be
obtained. Department stores, year
by year, are showing greater in-
terest in the media, and are allot-
ting increased slices of their ad-
vertising budgets to radio.

Film Increases

Film studios, originally forced
into radio by lack of newspaper
space, have found the medium an
excellent box-office builder. As a
result, a majority of major film
companies and theatre chains as
well, will use more radio this com-
ing season. Many have substan-
tially increased their year-round
radio advertising budgets, using
transcribed and live spots, as well
as various type programs on local
stations.

There has been a drop of more
than 20% in paid religious time
during the past year. Part of this

is explained by the non-availability .

of station time. In other cases it
is significant to note that many sta-
tions have ceased to sell such time.
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It is conservatively estimated that
religious business amounting to an
annual $2,500,000 is being placed
currently from the West Coast.
Informed agencies claim that an
added $500,000 will be spent by
religious accounts before the year-
end.

Typical of advertisers are the
oil companies. During war years
they devoted commercials to con-
servation, war messages and public
service. Today they are selling
brand names. Those that cut their
radio advertising budgets have now
increased with added programs
and spot announcements augment-
ing previous efforts.

Standard Oil Co., San Francisco, in
addition to weekly Standard Symphony
Hour and Standard School Broadcasts
on NBC western stations, on Sept. 20
starts weekly 30-minute Let George Do
It on 40 Don Lee Pacific and 8 Inter-
mountain stations. Contract is for 52
weeks. Spot announcements are con-
tinuing in major and secondary mar-
kets.

General Petroleum Corp., Los Angeles,
in and out of radio these past few
years, on Sept. 9 starts Sam Hayes
Sports Roundup on 14 NBC western
stations.

Pathfinder Petroleum Corp., Los An-
geles, a relatively new firm, recently
appointed Davis & Beaven Adv., that
city, to handle its account and will an-
nounce media plans following a market
analysis.

Richfield Oil Co.,, Los Angeles, on
Aug. 14 renewed for 15th year SIX-
weekly Richfield Reporter on 14 NBC
western stations.

Signal Oil Co., Los Angeles, is aug-
menting The Whistler on 15 CBS sta-
tions with baseball on various Pacific
Coast stations. In addition spot an-
nouncements are used.

Budget of Union Oil Co., Los Angeles,
covers weekly Michael Shayne program
on 40 Don Lee Pacific stations. Firm
also sponsors Nelson Pringle, news an-

(Continued on page 42)
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128,000
PEOPLE.

PARADE
70
TRADE

in GREENVILLE. S.C.

Greenville is the trading
center for a 10 mile area
of 123,000 people . . . heart
of 5. C’s leading county,
1945 Retail Sales $73,645,-
000" . . . buying point for
711,711 people living with-
in 50 miles. It’s a top-
notch“A”schedule market.

*Sales Management Estimates—1945

WFBC

GREENVILLE, S. C.

5,000 Watts

LEWIS H. AVERY, Inc.

NBC

Most Powerful Station
In Western Carolinas

NBC STATION FOR THE
‘GREENVILLE-SPARTANBURG
ANDERSON MARKET

GREENVILLE
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West Coast
(Continued from page 41)

alyst, on 11 CBS Pacific stations five
days per week.

Sunset Oil Co., Los Angeles, is spon-
sor of It Couldn’t Happen, on 11 CBS
Pacific stations.

Only regional cancellations during
summer on NBC were Hoagy Carmi-
chael’s Show for Safeway Stores (Nu-
Made Mayonnaise) and Pict-Sweet Foods
Inc. (frozen foods) Saturday night
newscast. Both were caused by product
shortages, with Safeway retaining three
other shows on NBC western stations.
Both open periods were re-sold im-
mediately with Monday spot to General
Petroleum for Sam Hayes’ sportscast and
Saturday newscast period going to Peter
Paul Candy.

Spot Moves Upward

Spot business signed by NBC Spot
Sales in Southern California has in-
creased steadily to point where Holly-
wood now ranks behind only New York
and Chicago in placing on network’s rep-
resented stations. This picture reflected
by NBC is typical of the other three
networks—CBS, ABC and Don Lee.

Among active national spot accounts
in Los Angeles area is United Rexall
Drug Co., which moved headquarters
from Boston during the year, Sunkist,
Mutual Orange Growers, Western Stove.
Bekins Van & Storage, Mission Appli-
ance, are other spot leaders.

Although shortage of many com-
modities continues and will for many
months to come, in the overall pic-
ture, grocery items, cereals, flour, en-
riched breads, wines, cosmeétics, vi-
tamins, and pharmaceuticals are stand-
ing by their schedules, with liquid
cleaners and some food products plan-
ning to branch out before the year-
end.

Hunt’s Food’s 1Inc., Los Angeles
(canned foods), having gone through
an extensive expansion this past year,
has broad plans for the future. Firm
currently sponsors the five weekly
What’s Doin’, Ladies on 21 ABC west-
ern stations and uses spot radio in a
few selected markets. Report is circu-
lated that firm is interested in a trans-
continental show providing desirable
network time and type of program can
be obtained.

Safeway Stores, Oakland, Calif., con-
tinues to sponsor five-weekly Aunt Mary
(Kitchen Kraft Flour) and Dr. Paul
(Dwight Edwards Coffee), on NBC
Western and mid-West stations. Safe-
way (meats) sponsors weekly Night
Editor on 18 NBC Western stations.
Peralta Wine Co. (Monte Cristo wines),
subsidiary of Safeway, following sum-
mer lay-off, on Sept. 3 resumes weekly
Count of Monte Cristo on 18 Don Lee
California stations.

Safeway Opera Plans

Safeway Stores also plans to sponser
full operas of the San Francisco season
over an ‘“elastic” network of independ-
ent western stations. Ten full operas will
be presented over a five-week period,
utilizing per-occasional United Pacific
Network list of stations. Each broadcast
is to take approximately four hours.
Firm sponsored one hour of various
operas last year on Don Lee-Mutual
stations. Safeway in addition has other
regional network programs under con-
sideration for late fall and will con-
tinue to use spot radio.

Rosefield Packing Co., (Skippy pea-
nut butter), has expanded weekly half-
hour transcribed Skippy Hollywood The-
atre to 32 stations and will add others
to list as markets are established.
Scudder Food Products, Monterey Park,
Cal. (Blue Bird potato chips, mayon-
naise), continues to use California spot
radio time, with newscasts as well as
announcements.

Loma Linda Food Corp., Arlington,
Calif. continues to sponsor twice-
weekly Burritt Wheeler, commentator
on 11 CBS Pacific stations.

Pict-Sweet Foods Inc., (food products),
sponsors weekly half-hour Hope Chest
on 11 CBS Pacific stations, with Wash-
ington State Cooperative Farmers’ Assn.
(Lynden foods), sponsoring twice week-
ly 15-minute participation in Meet the
Missus on a similar list of CBS stations.

J. I. Fancy Frozen Foods, Stockton,
Calif. is a comparatively new user of the
media, and is in 12 major markets with
both llve and transcribed shows. Firm
on Aug. 4 started for 52 weeks half-hour
Holiday of Homicide on 6 CBS Cali-
fornia stations, and is using an exten-
sive transcribed schedule in major mid-
western and eastern markets. Others
will be added.

Southern Cotton Oil Co., (Wesson Oil,
Snowdrift), sponsors Noah Webster Says
on NBC Pacific stations, and tran-
scribes program for release in other
areas.

Rancho Soup Co., Sunnyvale, Calif.,
(canned soups), will release a new sched-
ule of spot announcements Sept. 1 on
principal western stations.

Beverage Accounts

Not to be forgotten are beverage ac-
counts. Although beer is not so active
as it might be for the moment because
of Government regulations, wine and
other beverages give healthy billing to
radio. Besides those using national net-
work, such as Roma Wine Co., spon-
soring weekly Suspense on CBS sta-
tions, there are wine makers and dis-
tributors with heavy spot campaigns on
the air.

E & J. Gallo Winery, Modesto, Calif.,
using 600 transcribed announcements
weekly on 60 stations in 32 cities, will
add to its list and may extend length
of the campaign.

Alta Vineyards Co., San Francisco:
Fruit Industries, Los Angeles (wine co-
operative) and Franzia Bros., Ripon,
Calif. also have spot campaigns in major
markets, and will increase coverage with
holiday season approaching.

Squirt Co., Beverly Hills, Calif. (grape-
fruit beverage), with local bottler and
distributor tie-in will use spot radio
along with other media, according to
1947 schedule being formulated. New
advertising and sales promotion plans
will be revealed to Squirt bottlers at
annual convention in Miami Nov. 18.

In cosmetics, Colonial Dames Inc.,
Los Angeles, sponsoring five-minute
weekly Surprise Theatre on 13 CBS Pa-
cific stations. Firm also has spot an-
nouncements and special tie-in deals in
various western markets. E. O. Ander-
son Co., Santa Monica, Calif., (Shon-
tex shampoo, hair conditioner), in ad-
dition to twice-weekly Fulton Lewis jr.
on 8 Don Lee Pacific stations, has ex-
panded into midwestern market and is
using participation in Gold Coast
Rhythm on WBBM Chicago.

Toni Inc., St. Paul (Toni hair wave),
uses thrice-weekly participation in
Meet the Missus on 17 CBS western sta-
tions. Trimal Labs., Los Angeles (finger-
nail polish remover), a heavy user of
magazine space, will test on KFRE
Fresno, Calif., utilizing a daily participa-
tion- program, starting about Sept. 1.
If test is successful, J. W. Marrow,
head of firm, contemplates a national
spot campaign.

Soap Firms Still Active

Detergents, cleaners and soap adver-
tisers have maintained a steady West
Coast schedule during the past year
and from survey made, no immediate
changes are anticinated.

Los Angeles Soap Co., Los Angeles
(White King, Sierra Pine, Scotch clean-
ser), is spending approximately $300,000
yearly in western radio and is expected
to continue its present schedule with-
out interruption. In addition to Graeme
Fletcher, news five-weekly on NBC west-
ern stations, firm sponsors thrice-week-
ly Breakfast News on 40 Don Lee Pa-
cific and 3 Arizona stations. News flash
announcements and newscasts are also
sponsored in Arizona, Oregon, Texas,
New Mexico and Colorado. Firm is
thinking along expansion lines.

Manhattan Soap Co.(Sweetheart, Blue
White). is continuing Bob Garred-News
on 13 CBS Pacific stations, thrice week-
ly.
Chemicals Inc., Oakland, Calif. (Vano),
sponsors weekly Don’t You Believe It
on 10 CBS Pacific stations, with tran-
scribed programs in eastern markets.

Wilco Co., Los Angeles (Clearex, Bif),
has Burritt Wheeler, commentator, on
11 CBS Pacific stations twice weekly.

Simoniz Co., (polish), utilizes weekly
15-minute participation in Meet the
Missus on 18 CBS Western stations.

A comprehensive fall campaign in the
ten western states, Alaska and Hawali,
will be started shortly by Fisher Flour-
ing Mills Co., Seattle (Biskit Mix, Zoom),
according to John Walker, manager of
packaged products division. Firm has
allotted $350,000 to the campaign, and
radio is to be used extensively along
with other media, he said. Besldes the
five-weekly James Abbe Observes on 25
ABC western stations, firm will sp»n-
sor 20 newscasts weekly on KOMO Se-
attle and use a heavy spot announce-
ment schedule on other western sta-
tions.

Sperry Flour Co. is continuing the
six-weekly serial. This Woman’s Secret
(Drifted Snow flour) and Sam Hayes-
News (pancake and waffle flour), on
NBC Pacific stations and in addition is
using other western radio.

Langendorf United Bakeries, San Fran-
cisco, (Pacific Coast chain), on Aug. 6
renewed thrice-weekly Red Ryder.on
Don Lee Pacific stations.

Interstate Bakeries, Los Angeles (co-
operative), has Cisco Kid on 9 Don
Lee California stations thrice-weekly.
Gravem-Inglis Co., Stockton, Calif.
(bread), wutilizes facilities of KYOS
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KTRB KWG KGDM to promote Iits
products.

Candy Activity

Despite sugar shortages, firms like
Peter Paul Inc., Planters Nut & Choc-
olate Co., Willlam Wrigley Jr. Co.,
Brown & Haley Candy Co., maintain
their western radio schedules. Guittard
Chocolate Co., San Francisco, out of
radio for some months, on Aug. 4 re-
sumed with Cooks Cruise on 13 CBS
stations, under a 52 week contract.

Among coffee accounts, J. A. Folger
& Co., San Francisco, in early August
renewed for 52 weeks twice-weekly
Breakfast News on 40 Don Lee Pacific
and 3 Arizona stations. With OPA re-
laxing on prices, other western radio
will be used by Folger. Other coffee
concerns, dormant during the past year,
are reviewing their advertising plans,
and according to agency executives in
the know are contemplating healthy
dips into radio again, with some start-
ing in the immediate future.

Other types of advertisers are also
continuing their radio advertising us-
ing newscasts, spots, and transcribed
programs. Many of these are in the
smaller brackets, but their radio ad-
vertising appropriations are heavy.

Big Sunkist Drive

With a bumper crop of Sunkist lem-
ons on hand, California Fruit Growers
Exchange, Los Angeles, at reported out-
lay of $75,000 for time alone, in mid-
August started for 13 weeks using
schedule of transcribed announcements
on more than 200 Keystone Broadcast-
ing System stations. This is in addi-
tion to other spot radio being used by
the cooperative.

Precision Medical Labs., North Hol-
lywood, Calif. (Bates Formula), new to
radio, is using a total of 84 transcribed
singing announcements weekly on
KXLA KPRO KFMB KCRA KWG, and
with establishment of new markets will
add to station list.

Nutritional Research Prods., L.os An-
geles (Waytrol), is sponsoring weekly
Dusty Records on 7 Don Lee South-
ern California stations and 1is using
other radio in that area, with expan-
sion considered.

McMahan Furniture Stores, Santa
Monica, Calif., (retail chain), in addition
to five-weekly Knox Manning, news’
on 4 CBS California stations, sponsors
newscasts on California locals. Sealy
Mattress Co., Los Angeles, has ‘Alvin
Wilder, Commentator,” on 14 ABC Pa-
cific stations.

Payne Furnace Co., Beverly Hills,
Calif. (furnaces), subsidiary of Dresser
Industries Inc., Cleveland, with dealer
and local distributor tie-in, is increas-
ing its transcribed spot announcement
campaign nationally.

Pacific Finance Corp., Los Angeles
(personal loans), has a weekly recorded
Your Sunday Favorite on 10 Don Lee
Pacific stations.

Seaboard Finance Corp., L.os Angeles
(personal loans), is another heavy ra-
dio advertiser, and is using newscasts
and spot announcements on Western
stations and those on the Atlantic
seaboard. .

Ferry-Morse Seed Co., Detroit (seeds),
in early August renews for 52 weeks,
Time for Rolly Langley on 6 CBS
Pacific stations.

United-Rexall Enlarges

Although budget increases weren't
revealed, United-Rexall Drug Co., will
enlarge its cooperative spot radio this
coming fall and winter, according to
Thomas Lane, director of advertising
and sales promotion, headquartered in
Los Angeles.

Firm has five-weekly 15-minute musi-
cals on KFI KHJ KNX KPO WNEW
WCOP. In the enlarged spot campaign,
several news programs will be developed
with other stations added to list, Mr.
Lane indicated. BBDO handles United-
Rexall cooperative advertising. United-
Rexall also sponsors weekly “Durante-
Moore Show” on CBS, resuming in
mid-September. N, W. Ayer & Son
handle production.

Studebaker Pacific Corp. (cars), re-
cently started 30-minute weekly ‘‘Mel-
ody Hour on 17 CBS western stations.

Hexol Inc.,, San Francisco (household
disinfectant), is testing with a five=-
weekly, quarter-hour personality pro-
gram on KFIO Spokane. Present plans
call for extension on national basis
in near future.

Arden Farms, Seattle (dairy prod-
ucts), with an advertising budget es-
timated around $250,000 annually, de-
votes 509% to radio and in addition to
using spot announcements in Washing-
ton and Oregon, also sponsors partici-
pation in programs. Additional radio
is planned for early next year.

Telecasting



SALES MANAGERS
AT WLAC CONFAB

They learn the power of 50 kw radio coverage
behind WLAC-advertised products.

e
director, handles the mike.
Prizes for correct answers were advertisers’ products. Among those in
photo are Sterling Beer’s Charlie Wells and Esso’s A. S. McCalmont.

THE SOAP SITUATION is discussed by R. C. Smith (center) of Lever
Brothers Company; J. K. Eastham (left) and D. B. Simms (both of
Colgate-Palmolive-Peet).

B o2 X, 2 g

CAMPBELL'S SOUPS, Columbia Records and Swifts Ice Cream were
represented by (left to right) Oscar Lucas, Reynolds Carey and
J. S. E. Kent.
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To make sales managers more fully aware of the intensive radio
advertising support of their products, Nashville’s WLAC invited
a special group to a carefully planned dinner meeting. Charts ex-
plained the market coverage on both spot announcement and
program schedules . . . and the low advertising cost per family
reached. After-dinner entertainment included a quiz about products

of firms represented. The enthusiastic response to the meeting in-

dicates a return engagement.

ALLEN BERRY (left) president of McKesson-Berry-Martin, wholesale
druggists, with Tom Baker, WLAC, and F. C. Sowell, the station’s
general manager.

GENERAL ELECTRIC'S J. T. Cates, Nash-Kelvinator’'s Carl W. Thomas
and DLC’s Charles Kennedy, talk things over while waiting for the
call to dinner.

GOOD FELLOWSHIP among varied lines. Left to right are Frank Ruther-
ford (Beech-Nut Gum); H. A. Beasley (Pet Milk); H. H. Dorris
(Lay’s Potato Chips) and Allen Buckner (General Foods).
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Shelton's Right at Home
.. Inthe Arr...
Or On It!

Jim Shelton is a man who, one way or another, takes to
the air with “the greatest of ease.” A staff announcer
for WIBC and other outlets before the war, Jim spent
the better part of three years on heavy bombers as a
flying radio instructor for the AAF. Now, he’s back on

Owned and Choratled by She Indianaficlis Nerws

August 26, 1946

the air for the fastest growing station in Indianapolis—
meaning, of course, WIBC.

Despite his airmindedness, Jim Shelton is no slouch
on the street—as is proved by the popularity of his
week-day sidewalk show, “You Take the Mike.” In
addition, he presents three newscasts each afternoon,
six days a week . . . emcees the “Barnyard Gang” show
. . . also handles special interviews and narration for the
“Cares Away” record party.

The versatility displayed by Jim Shelton in doing so
many jobs so well is shared by the entire WIBC live
talent staff. In every department—continuity, produc-
tion, presentation—you will find personalities who have
been carefully chosen for their background, resourceful-
ness and ability . . . well schooled in the art of creating
live talent shows that sell Hoosiers— Hoosier-style. Ask

your John Blair man for facts and figures today!

JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES

WIBC .,
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Midwest Business

(Continued from page 17)
tributed ‘““considerably’ to the net-
work’s estimated $200,000 increase
in national billing, citing the Kay
Daumit Ince. (Lustre Creme) spon-
sorship of Don McNeill’s Breakfast
Club and the signing by Russel M.
Seeds & Co. of Johnnie Neblett for
a five-minute segment, 1:55-2 p.m.
Sundays for Brown & Williamson
Tobacco Co.

Agency executives refused to dis-
cuss prospective campaigns of cli-
ents, either present or future, or
radio revenue. However, they ad-
mit interest in radio time for many
of their accounts, providing ma-
terial shortages and labor condi-
tions are eased by autumn. Many
indicate they are looking for cheap-
er shows, and are beginning to con-
sider five-minute segments, co-ops
and transcribed package programs
in place of expensive live produc-
tions. As a case in point, Russel M.
Seeds has surrendered time for the
Hildegarde Show for Brown &
Williamson, replacing it with the
Neblett five-minute package on a
52-week contract.

Agency Comment

Here are typical answers from
Chicago agencies.

Kenneth Craig, radio director,
McCann-Erickson: “I’'d like to re-
lease our figures but it’s against
company policy. However, Chicago
accounts include International Har-
vester (Harvest of Stars) which
recently signed Jimmy Melton,
Standard Oil (Ind.) with newscasts
in about 18 markets, and Swift &
Co. with ABC Breakfast Club. We
do think the rest of 1946 will carry
us over our 1945 billing.”

Fairfax Cone, Foote, Cone &
Belding, Chicago: “We're back in
the selling game again and I don’t
think anyone can predict, at least
accurately, what 1947 will bring.
Qur present clients have indicated
they expect no retrenchment, but
whether they will increase, and
how much, is strictly confidential.”

The agency’s radio department
was unable to supply a total for the
first six months but said it would
compare “favorably” with the same
period last year. Biggest radio ac-
count is, of course, the Bob Hope
Show for Pepsodent.

Hal Raorke, radio director of J.
Walter Thompson Co., Chicago:
“We do not keep separate figures
for the Chicago office. On the whole
I would say fall business should
more than equal our 1945 billing.
Providing grain restrictions are
lifted, it should increase substan-
tially.”

Mr. Rorke referred to the Cole
Milling account which had con-
iracted for sponsorship of Swmilin’
Ed McConnell on MBS but was
forced to suspend its proposed
campaign due to the government’s
wheat order. While the Chicago of-
fice lost The Seven Up Show due
to sugar shortages, and had the
Ford account (Bob Crosby Show,
CBS) transferred to its New York
office, other accounts have gone in

CONTRACT to provide KDTH-FM
Dubuque, lowa, with latest equip-
ment is being signed by F. W.
Woodward, owner of KDTH Du-
buque. Looking on (1 to r) are Rob-
ert Woodward, son of the station

owner; Kenneth Gordon, KDTH
manager, and E. H. Taylor, Cen-
tral District manager of broadcast
equipment for Graybar Electric
Co. New equipment will include a
50 kw Western Electric FM trans-
mitter and Blaw-Knox tower.

heavily for spot business as well
as network. Present network ac-
counts include Swift & Co. (ABC
Breakfast Club) Elgin Watch Co.,
(holiday specials), Libby, MecNeill
& Libby, (My True Story, ABC)
and Parker Pen (news, NBC).

Tax Angle

Harlow Roberts, radio director,
Goodkind, Joice & Morgan, Chi-
cago: “We couldn’t give you an
estimate of our 1946 business or
its percentage increase because it
is divided jointly between Chicago
and our Los Angeles office. Our
radio accounts use spots almost ex-
clusively at present and providing
food shortages and other unnatural
conditions improve, should con-
tinue to make use of radio.”

Mr. Roberts said clients were be-
ginning to have new respect for
the tax dollar as a result of the
Government’s reduction of excess
profits tax and that in the future
both spot and program buying
would get severe examination.

Walter Wade, president of Wade
Adv., Chicago: “I wouldn’t be in
favor of revealing our current bill-
ing, but you already know that our
1945 revenue (estimated at $5,500,-
000) was nearly $1,000,000 over
1944. We hope to exceed that
amount considerably by the end of
the year.”

Wade’s biggest account is Miles
Laboratories which currently spon-
sors Queen for a Day jointly with
Procter & Gamble on MBS, Lum
'n’ Abner on ABC, National Barn
Dance on NBC and Quiz Kids on
ABC. Last-named program shifts
to NBC and Roy Rogers and cast
supplants the 14-year sponsorship
of Barn Dance, originated by WLS.
Mr. Wade said he saw “no reason”
why the agency’s billing should
not exceed the 1945 total by 10 to
15%.

Should the threatened printing
strike develop, agencies look for
heavy users of magazines and
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newsprint to flock to radio for
availabilities. Particularly is this
true of the Chicago area, home of
some of the world’s largest print-
ing plants.

Predicts Rise

In the Twin Cities, A. E. Josce-
lyn, manager of WCCO, CBS-
owned outlet, predicted the station
would enjoy the highest billing in
its 22 years, topping 1945 by a
substantial margin. Tom Dawson,
WCCO sales manager, recently
back from New York, and Harvey
Struthers, WCCO Chicago sales
contact, outlined the picture in
those centers to Mr. Joscelyn, who
sees a 4% to 5% rise in WCCO’s
sales, and 10% to 12% rise in
national spot.

LEGION CRITICIZES
FEDERAL INTRUSION

FLAT stand in favor of the
American plan of private radio op-
eration and against governmental
interference was taken by the 28th
annual convention of the American
Legion, Dept. of Oregon, NAB has
been informed.

In a resolution the Legion re-
solved in favor of ‘“‘a continuance
of the American System of Broad-
casting, which allows freedom of
speech and no censorship imposed
by any Governmental agency on
programs of networks or indi-
vidual stations.” It further re-
solved “that any censorship of such
broadcasting would be a violation
of our American Bill of Rights
and the freedom for which we have
fought.”

The convention passed a resolu-
tion recognizing the “fine aid and
assistance that has been given to
the American Legion during the
past year by the radio broadcast-
ing industry of Oregon.”

DRUG ADVERTISING
CRACKDOWN URGED

AUGUST issue of the Journal of
the American Pharmaceutical As-
sociation editorially urges a clean-
up of drug advertising used on the
radio.

The Journal comments on an ad-
dress made by Surgeon General
Thomas Parran of the U. S. Public
Health Service and on expansion
of the Advsory Committee on Ad-
vertising of the Proprietary Assn.
[ BROADCASTING, July 29].

“We have a right to expect that
radio, and other advertising media,
will meet this proposal at least
halfway to control wayward pro-
prietary advertisers,” the maga-
zine said, pointing out that con-
trol is needed to protect the rep-
utable drug manufacturer, phar-
macist and physician.

The Journal conceded that “the
manufacturers overstepping the
bounds with a ‘slick’ view of medi-
cal product advertising are a mi-
nority.” A similar editorial was
carried by the same publication
last November.
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KILOCYCLES

ABOUT THE PROBLEM
IN DAYLIGHT SAVING

Let's face it friends. The three-
hour differential between E.S.T.
and PS.T. often poses a bit of a
timing problem for Coast to Coast
radio advertisers. But back when
Daylight Saving reared its pretty
head and T.C. programs were de-
layed an additional hour, some-
thing bad to be done to prevent
the top offerings of our good net-
work from hitting the West Coast
in time periods that couldn’t pos-
sibly command maximum audi-
ences.

Our Business Manager, George
Whitney, took the dilemma by the
horns (so to speak) and instigated
a procedure for KFI which was
soon to be followed by all the
NBC affiliates in these western
parts. This very practical idea was
just this: to hold back leading
Eastern network programs for re-
lease at better audience time peri-
ods on the West Coast. Simple,
wasn't it? ... but so effective!

This plan has made it possible
for KFI listeners to hear their fa-
vorite shows at their favorite (and
normal) times instead of having
to rely upon Cousin Kate’s mem-
ory or little Jimmie's guess as to
what happened on what program.
Sponsors of these big packages
have benefited greatly from this
action too,* and we wouldn’t be
at all surprised if more stations
on more networks adopt similar
operations when and if Daylight
Saving next moves in. KFI bene-
fits sponsors lots of ways. Ask us.

*See Summer Hooper

CLEAR CHANNEL
50,000

KFI
Gy, e

640

e ©
NBC for LOS ANGELES

- Represented Nationally by Edward Petry and Company, In
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KFJZ aud WRR
2 for 1 Price

You Get Double
Goverage of
TEXAS TWIN CITIES
Fort Worth & Dallas

These two dominant markets
are a must on any radio
schedule.

. . with the KFJZ and WRR
combination you can hit their
Billion Dollar audience twice
for one price, at simultane-
ous or separate hours.

There is no risk of shooting
“blanks’” when you wuse
these two established 5000
watt stations because their
“listener-loyalty” and PULL
VALUE has been established
by extensive surveys.

Compare the value of this

2 for 1 price combination

and yow’ll choose KF]Z
& WRR.

(( YEXAS BESY RADIO .u'n
s Jo8 wep

DALLAS

% »:m A e -I > o/ z
L TWO SPATIONS FOR ONE PRICE

REPRESENTED BY

WEED & CO.

BOSTON
ATLANTA
HOLLYWOOD

NEW YORK
DETROIT
CHICAGO
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Television May Aid Shopping Say 77%

Results of Kaufmann’s

Intra-Store Shows
Tabulated

RESULTS of intra-store televi-
sion shows at Kaufmann’s, Pitts-
burgh Dept. Store, June 17-29
[BROADCASTING, July 1], indicated
77% of the viewers thought televi-
sion might be an aid in their
shopping. Tabulation of the survey
was completed and announced last
week.

Audience for the entire period
totaled 59,339—30,256 at eight
viewing locations throughout the
store and 29,083 at the eleventh
floor studio where shows were pro-
duced. :

The survey form used and the re-
sponses listed by percentages fol-
low:

1. Do you expect to visit the de-
partment mentioned in this tele-
cast. Yes—47. No.—22. Maybe—
31.

2. Do you feel television might

Named by Agency

KENNETH L. ROBINSON has
been appointed radio director of
Arthur Meyerhoff & Co., Chicago,
according to announcement last
week by Mr. Meyerhoff, agency
head. Mr. Robin-
son has been
acting in that ca-
pacity since the
death last Deceni-
ber of Nelson
Shawn. With the
agency since
1940, Mr. Rob-
inson previously
had been with
NBC as conti-
nuity editor for
four years, it was announced.

Mr. Robinson

RENO IMPASSE
Coin Used to Break Deadlock
In Ad Club Election

NEW Reno Advertising Club faced
an impasse at the very start of its
career when Merle Snider, man-
ager of KOH (NBC), and Dave
McKay, manager of KOLO (CBS),
tied in election for vice president.
After efforts to break the deadlock
failed, a coin was flipped by Bob
Stoddard, manager of KATO, Don
Lee-Mutual station. Although Mr.
McKay called the toss, Mr. Snider
won and became first vice presi-
dent. The loser was named second
vice president.

Other officers are: Thomas C.
Wilson, Thomas C. Wilson Adyv.
Agency, president; Dixie Hammer,
advertising manager of Nevada
State Labor News, secretary-treas-
urer. Directors are Lyle Harper,
Reno Newspapers Inc.; Jess Hey-
wood, Heywood Outdoor Adv. Co.,
and DPeter Burke, Burke and
Weaver Printing Co.

be an aid in your shopping? Yes—
77. No—6. Maybe—17.

3. Did television bring you to
Kaufmann’s today? Yes—44. No
—b56.

4. Is this the first time you have
seen television? Yes—70. No—30.

5. Was the show: Too long—10;
too short—13; o.k.—T77.

6. Was it: Interesting—74; dull
—T7; fair—19.

7. Would you prefer: More en-
tertainment—41; more merchan-
dise—20; more live shows—39.

8. Would you suggest Show-by-
Television as a permanent Kauf-
mann feature? Yes—88. No—12.

Of the audience 36% were men,
and 64% women.

Many Requests

Store officials said that merchan-
dising response was ‘“as good as
had been expected.” Many instances
of requests to see clothing shown in
fashion shows were received and
requests to see merchandise from
the television show were heard
throughout the store.

Kaufmann’s found that fashion
shows gained and held more atten-
tion than any other type of - per-
formance. With two exceptions the
fashion shows did not feature a
single manufacturer or brand
name, although in most cases the
designer’s name was mentioned.
Price and store location were given
at least once for each dress mod-
eled.

Experiments in straight mer-
chandise presentation with no at-
tempt at dramatization failed to
hold audience attention.

Preparing for the showing in
March, Kaufmann’s sent 150 let-
ters to firms whose merchandise
was sold in the store, asking par-
ticipation. Secripts, story outlines
and in a few cases, promises of fully
prepared shows were returned.
Most of the scripts, however, were
prepared in radio technique with
stress on dialogue rather than ac-
tion, and many of the production
limitations of television had not
been recognized. Considerable re-
writing was necessary.

Control Room on View

To keep the presentation within
professional lines, a 20 x 60 foot
television studio was erected on
the 11th floor of the store with a
20 x 10 foot control room situated
so the audience might also view
the control action. Store electrici-
ans installed coaxial cable, pro-
vided by RCA-Victor, from the
studio to eight viewing locations in
the store. A line consisting of tele-
phone wire matched pairs and a
monitoring system were installed
by Bell Telephone over a seven
mile route between Kaufmann’s
and The Kaufmann Fellowship at
The Mellon Institute of Industrial
Research.

Rehearsals, under a professional
RCA-Victor television director,
started June 14. Each 15 minute
show required one and one-half to

two hours of before-the-camera re-
hearsal time.

Shows Every Hour

Shows were presented every hour
on the hour. Majority of shows pre-
sented merchandise of various
companies participating: Royal
Lace Paper Co. through Kiesewet-
ter, Wetterau & Baker; Aluminum
Coeking Utensil Co.; Comprehen-
sive Fabrics; McCall Corp.; Tex-
tron; Kittinger Co.; Air-Lume
Furniture; Coty; Alligator Rain-
wear, through Ruthrauff & Ryan;
Quaker Lace; Wellington Sears Co.
(Martex), through H. B. Humph-
rey Co.; Eversharp through Biow
Co.; Hickey Freeman; Glentex
Scarves; Buster Brown Shoe Co.
through Leo Burnett Co.; Simmons

Co.; North Star Woolen Co.
through BBDO; Ideal Toy Co.;
Simmons Electronic Blanket;

George D. Reper Corp. (stoves);
B. Kuppenheimer & Co.; Alle-
gheny Ludlum Steel Co. through
Walker-Downing agency.

Minehan Named

FRANK MINEHAN, former me-
dia director of Pedlar & Ryan,
New York, and
prior to that with
Lever Bros., has
joined  Sullivan,
Stauffer, Colwell
& Bayles, New
York, as media
director. In his
new post he will
be in charge of
radio and space
advertising for
the newly formed
New York agency.

Mr. Minehan

Stromberg - Carlson Set

Production at New High

PEACETIME radio production of
the Stromberg-Carlson Co., Roches-
ter, N. Y., reached an all-time high
during the month of June, Lee
McCanne, vice president and gen-
eral manager of the firm, said last
week.

He reported that average daily
production in July had surpassed
the June average, but that an 11-
day vacation period in July had
cut into the total output. Mr. Mc-
Canne said now that stepped-up
production has been resumed, Au-
gust promises to top the June fig-
ures, and despite early 1946 strikes
in suppliers’ plants and a resulting
shortage of parts, Stromberg-Carl-
son radio production has already
eclipsed the best pre-war year.

Mr. McCanne said that Strom-
berg-Carlson is equipping 90% of
its floor models for FM reception.

Veterans Service
EMPLOYMENT service committee for
veterans attempting to get into the
radio industry has been organized by
the Press, Advertising and Radio Chap-
ter of the American Veterans Commit-
tee. Veterans interested should commu-
nicate with Sydney P. Gooze, 20th Cen-
tury Fox, New York.
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The “little man” is what we affectionately call our symbol
and trade-mark. All WBAL publicity and advertising show
the" little man” clothed in an original Lord Baltimore cos-
tume. The little man is WBAL.

If you lived in Baltimore, you'd know that you can hardly
make a turn without running into WBAL in some way. Be-
cause of its powerful programming, Baltimoreans just nat-
urally tune in WBAL—and so, Baltimoreans just naturally
hear your message.

Besides, there's a wide-awake Merchandising Department
at WBAL that ties up programs at point of sale. That's why
we say "Wherever you go in Baltimore, the ‘little man’ is
always there.”

Two and two make four— Use WBAL to reach .Baltimore.
NATIONALLY REPRESENTED BY EDWARD PETRY & COMPANY

NBC NETWORK
50000 WATTS
BALTIMORE

ONE OF AMERICA'S
GREAT RADIO STATIONS



Orderly Processing

THE FCC’S new processing plan for AM ap-
plications, carried in a BROADCASTING supple-
ment Aug. 19, appears to be a step in the right
direction.

Applicants now will be able to determine
with some degree of accuracy the status of
their applications.

But there is an additional advantage. An
established docket of this sort should give the
FCC a ready shield against political pressure.
If someone wants a favor done for a friend,
he can be told with dispatch that the appli-
cants are being considered in order—and the
order is available for all to study.

It will work if that pressure from outside
the Commission is resisted. And it should dis-
courage pressure from within the Commission,
which is not exactly an unknown factor.

We understand that Acting Chairman
Charles R. Denny Jr. principally is responsible
for formulating the proposal. He and those
who worked on it are to be congratulated, for
it reflects sound administration and conscien-
tious planning.

Time thus devoted will produce more grati-
fying results than effort expended on Blue
Books. For, through broadening the compe-
tition in radio by speeding up action on appli-
cations, we will arrive naturally at the result
which is sought artificially in that 137-page
palliative of prose: Better radio.

Free Speech-less

THAT CHAP on the editorial staff of the
St. Louis Post-Dispatch must be back from
his vacation.

He’s the one who writes about radio. The
fellow, you will remember, who plays the type-
writer by ear. The trouble with these prodigies
is their inability to transpose from one key
to another.

He's still writing about wicked commercial-
ism on radio and his latest sub-title is, “A
Phoney Free Speech Issue.” He bases his essay
on the statement by the American Civil Lib-
erties Union that the FCC Blue Book means
more freedom on the air, rather than less.

In fact, on the same editorial page, the
ACLU statement is printed in a department
entitled, “The Mirror of Public Opinion.”

BROADCASTING carried an editorial on Page
20 of its June 10 issue. It was entitled “Eye-
lids & Earflaps” (corny, we acknowledge).
This editorial viewed the P-D campaign some-
what petulantly, since it was written after a
pica rule had been applied to the newspaper’s
advertising lineage. The editorial also said
the P-D station, KSD, a commercial outlet,
admittedly is one of the best stations in the
country. -

But did anybody reprint our editorial?
Nope.

Free speech? Hah! It’s a phrase for poets.
We are crushed.
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Bing’s Big Bang

A RADIO Pandora’s Box may spring open
with the signing of Bing Crosby to go tran-
scription for Philco this fall. It is one of the
fruits of the transcribed documentary which
came into its own during the war and broke
down partially the network resistance to the
transcription. Only time will tell whether it
is for good or for evil.

With a performer of Bing’s stature going
1009 wax, the transcribed broadcast gets its
greatest impetus since radio began. It is ad-
mittedly an experiment, for if Bing’s rating
isn’t maintained, he reverts to live broadcasts.
The $30,000 a week talent fee is a new high
for any kind of weekly broadcast. The 600-
station combined network-spot schedule proudly
proclaimed by Philco is also a record.

Bing, top performer that he is, became
weary of the rigors of a weekly rehearsal and
broadcast. He wants to package a flock of
shows in one sitting, to give him leisure for
other pursuits. A high Hooper, phenomenal
record sales and brisk competition for his
services made it possible for Bing to write
his own ticket. That popularity, in the first
instance, was cultivated by live radio.

If Bing achieves any degree of success in
maintaining his audience rating, other top-
flighters will insist upon going wax.

There’s a more serious side. The advertiser
and his agency, already exerting great influ-
ence over programming, would become prac-
tically autonomous. Why a network anyway?
Just buy the lines or ship air express for si-
multaneous broadcast, without regard to time
differentials. Eliminate the repeat broadcast.
The client tailors his own network to suit
each schedule.

Would the networks then be able to main-
tain national service at high level? What
would happen to special events coverage; a
national emergency; an inauguration; a Bikini
atom test; a world’s series; Presidential
speeches on the state of the nation?

Bing’s innovation may be the harbinger of
what happens when a performer grows bigger
than the medium that made him. It may be
duck soup for the advertiser and the agency.
But is it good radio—good for the audience?

We think the public will accept a certain
amount of transcribed programming, but that
it prefers “in the flesh” broadecasts. We think
Bing’s Hooper won’t stand up after a few pre-
recorded shows with old tunes and antiquated
gags.

Beyond everything else, we think that any
development which detracts from radio’s flexi-
bility as a spontaneous medium will undermine
its growth, stifle initiative and head it toward
glorified juke-box operation.

WITH FM stations being licensed whole-
sale the question of call letter assignments
arises again to plague broadcasters. FCC’s
optional system allows regular four-letter
calls in cases of joint AM operation, the
addition of the suffix “FM” or “TV” fol-
lowing the call. Call letters.are o valuable
asset. What happens in the future when the
AM operation may be dropped, and along
with it a call built up over years of good
service? Everett Dillard, who has oper-
ated KOZY in Kansas City since 1942, has
an answer. Hé¢ does it this way: “KOZY
(FM)”—not “KOZY-FM.”

Oa‘z }erpecté To—

ROBERT TALCOTT COLWELL

“OFTEN a bridesmaid but finally a bride.”
That, except for the distortion of gender,
might aptly be the legend of Robert Talcott
Colwell, partner of the new advertising firm
of Sullivan, Stauffer, Colwell & Bayles, New
York.

Long the silent support in the marriage of
agency aund sponsor, Mr. Colwell finally has
uttered the “I do” that has entitled him, with
his partners, to a place of his own with his
own name over the mailbox. '

But far from settling down with his memo-
ries and scrapbook, Mr. Colwell and his col-
leagues have already consummated a few
memorable projects of their own as they head
into their third month of operations with bill-
ings already upward of $5 million.

Mr. Colwell’s entry into advertising oc-
curred in 1925 when he exchanged a Phi Betta
Kappa key and a BS degree from Colgate U.
for a job as copywriter with the Providence,
R. I., firm of Livermore Knight advertising
agency, composing booklets and house organs.

In 1929, four years and perhaps 300 house
organs later, he packed his booklets and moved
to J. Walter Thompson Co. in New York, again
as copywriter. Later that same year he en-
tered the agency’s radio department to spark-
plug, through the years, the Eddie Cantor
show, the Rudy Vallee program, Lux Radio
Theatre, Burns and Allen and Edgar Bergen.

Simultaneously he turned to play writing to
author a pre-atomic house-raiser called
“Strictly Dynamite.” Bought by Hollywood,
the movie provided lustre for Jimmy Durante
and Lupe Velez and negotiable fodder for Mr.
Colwell. He also wrote many of the skits in
the first Ziegfeld Follies produced after Flor-
enz Ziegfeld’s death.

His by-line has appeared, too, on many mag-
azine articles in Collier’s, Life, and Coronet.

In 1936 Mr. Colwell was named a copy-group
head at J. Walter Thompson, succeeding Henry
Legler who had resigned to form his own
agency, Warwick & Legler. In this capacity,
he supervised a group of writers turning out
copy for Royal Gelatin, Royal Baking Powder,
Vermont Maid maple syrup and many other
accounts. A year later he was transferred to
head still another group of writers working
on the Old Gold cigarette and Chase and San-
born coffee accounts.

In quick succession, starting in 1942, he be-
came vice president in charge of radio pro-
gramming, then a member of the JWT board
of directors in 1943, and in April 1946 he was

(Continued on page 52)
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“New York’s Most Beloved Radio Station”

“I is a great satisfaction to come home, turn to WQXR
and hear the world’s finest music,” writes a listener in
a letter typical of thousands received by WOQXR. More
than half a million families in metropolitan New York —
a cily within a city— feel this way about WQXR. They
love good music; they tune to WQXR for 62% of
their radio listening time. So intense is their interest,
over 34,000 of these families pay $1 a year to receive
WOQXR's Monthly Program Guide.

It's no wonder that WQXR is “New York's Most
Beloved Radio Station”. .. for you can’t be casual about
good music. .. you love it, or you don't. WQXR families
are discriminating not only in the programs they choose,
but also in the products they buy. Over 53 advertisers use
WOQXR to sell this important above-average income mar-
ket. For effective advertising results, buy WQXR ... the
station noted for good music and the news bulletins of
The New York Times.

WOXh

Radio Station of @“}t Nem ﬂnrk E'ing




Respects
(Continued from page 50)

elected chairman of the company’s
plan board.

During 1944 Mr. Colwell took a
leave of absence from the agency
to join OWI as radio chief of the
Psychological Warfare division,
12th Army Group in charge of
American Army broadcasts beamed
at the enemy over Radio Luxem-
embourg.

Since his return to the U. S.
he has presented occasional lectures
on radio and advertising before
advertising and selling club classes
and similar classes at Columbia
and New York Universities.

As partner of SSC&B, Mr. Col-
well, is in charge of all the creative
work for the agency, including
copy, art, and production. He will
personally be in charge of the com-

mercials on the agency’s newly ac-
quired Bob Burns, Ellery Queen
and Jimmie Fidler shows.

When the agency started, the
partners decided to specialize in
packaged foods, drugs and cos-
meties. Mr. Sullivan brought with
him the Noxzema and Smith Bros.
cough drops accounts, reputed to
represent over $2 million together
in billings. The agency has also
acquired Arrid deoderant (Carter
Products) account, along with
American Home Products’ Anacin,
Kolynos, and Bisodol.

Mr. Colwell was born Jan. 25,
1903, in Auburn, N. Y. During his
third and fourth years at Colgate
U. he obtained part time jobs at
a book store and then worked as a
reporter on the Auburn Citizen.

Eighteen years ago, when he
was associated with the Provi-
dence R. I., agency, Mr. Colwell
met and married the former Louise

Bedt

FROM 8 A. M. TO 10:30 P. M.

* How They Stood For July:

Network Station "A” Ahead in 53 Periods

Network Station “B"” Ahead in 42 Periods

'W'I'N'D Ahead in 16 periods

Network Station "C” Ahead in 12 Periods

Network Station "D” Ahead in

6 Periods

(all four network stations are 50,000 watters)

Survey Figures Upon Request

W-I-N-D

5000 WATTS

560 K. C.

Clicago's Ouly 24 Foun Station

N. Y. Representative JOHN E. PEARSON CO.
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Otis. The Colwells have three chil-
dren, Howard, 16, Richard, 13 and
Susan, 8. They live in Pelham,
N. Y. Howard has joined the
ranks of the CBS pages.

His friends describe Mr. Col-
well as a “Lovable guy but a lousy
golf-player.” His score on an 18-
hole course averages 105. Bowling
a little and reading much also in-
terest him.

He is a member of the Writers
War Board, a member of the Coun-
cil of the Radio Writers Guild as
well as a member of the Council
of the Authors League of America,
the Pelham Country Club and the
Colgate Alumni Assn.

Van Diver and Carlyle

Form New York Agency

VERNON H. VAN DIVER, for-
merly advertising manager of the
Union Carbide and Carbon Co.,
New York, and Paul Carlyle, for-
merly art director of Grey Adver-
tising, New York, have formed a
new advertising agency, Brad-
Vern, Van Diver & Carlyle Inc.,
located in the McGraw-Hill Bldg.,
New York.

Brad-Vern are the two names of
Mr. Van Diver’s sons, now in col-
lege, and was the name of their
trade paper which was absorbed by
Printer’s Ink, New York, approxi-
mately two years ago. Mr. Van
Diver is president of the new firm;
Mr. Carlyle, vice president in
charge of art and production.

REVISED CONTRACT
MATS TO BE SENT

NEW standard contracts, in mat
form, are being prepared by NAB
for mailing to stations in the near
future. The contract conditions
were approved at the Aug. 6-8
NAB board meeting following
months of discussion by a joint
NAB-AAAA subcommittee.

The new standard contract re-
places the 1942 form, still in gen-
eral use, and includes a number
of important changes to take care
of developments in broadcast and
agency practices.

Subcommittee members were:
For NAB—Walter Johnson, WTIC
Hartford, chairman; Frank Webb.
Lewis H. Avery Inc.; Howard
Meighan, CBS; Ben Laird, Green
Bay Broadcasting Co.; Sam Ben-
nett, KMBC Kansas City. For
AAAA—Carlos Franco, Young &
Rubicam; Linnea Nelson, J. Wal-
ter Thompson Co.; Charles Ayres,
Ruthrauff & Ryan; Frank Silver-
nail, BBDO; Wilham Maillefert,
Compton Adv. Legal aides were
John Morgan Davis, formerly NAB
general counsel; Don Petty, pres-
ent NAB general counsel; George
Link, AAAA.

CIJBR Gives Aid

CJBR Rimouski, Que., came to the res-
cue of the local technical school with
staffil members to give a course in radio.
Unable to obtain adequate teachers on
radio, the school asked CJBR for sug-
gestions, and the station’s staff has
worked out an arrangement to have
staff members give instruction.

, mnanEmEnT

ARL HENTON, program director and

chief news man of WEBC Duluth,

Minn., has been appointed resident
manager of that station, key outlet of
the Arrowhead Network. Under current
streamlining of management procedure.
W. C. BRIDGES, general manager, and
H. E. WESTMORELAND, director of op-
erations, are released from individual
station problems of administration in
order that they may devote time to
development of the regional network,
FM (WDUL Duluth and FM grant to
WJIMC Rice Lake, Wis.) and the con-
sideration of television facilities.
Streamlining also is employed at other
outlets of network under resident man-
agerships of CLYDE RIDDLE, WEAU
Eau Claire, Wis.; HARRY HYETT,
WMFG Hibbing, Minn.; OSCAR PETER-
SON, WHLB Virginia, Minn.; GREG
ROULEAU, WJMC.

WESLEY 1. DUMM, president of Uni-
versal Broadcasting Co. (KFSO KXLA
KXA), is the father of a girl, Penelope
Ferance.

JOHN S. LLOYD, program director of
WTHT Hartford, Conn., has been named
general manager of WACE, new station
owned by Regional Broadcasting Co. at
Chicopee, Mass. WACE is to begin day-
time operation in late September with
1 kw on 730 kc.

GEORGE ALDEN has been named as-
sistant manager of KWBW Hutchinson,
Kan.

WAYNE J. HATCHETT has taken over
as station manager and chief engineer
of KSIB Creston, Iowa, and is in charge
of construction of the new station which
will begin operations about Nov. 1
with 1 kw daytime on 1520 kc. E. M,
HORNING, new to radio, is general
manager of KSIB, owned by Southwest
Iowa Broadcasting Co. Mr. Hatchett, in
technical and management flelds of
broadcasting since 1930, constructed
WIXBY Kansas City, W9XA that city
(now KOZY, commercial FM outlet),
KBIZ Ottumwa, Jowa and WINN Louis-
ville, Ky.

BUCK HINMAN, production manager
of WCBI Columbus, Miss., has been ap-
pointed station manager at WROX
Clarksdale, Miss.

EDGAR KOBAK, president of MBS, last
week was presented with a scroll by
the War Dept. for “his outstanding
contribution to the welfare and morale
of the men and women of the Armed
Forces as a member of the New York
City Defense Recreation Committee
during World War II.” The document
was signed by Robert Patterson, Secre-
tary of War, and Maj. Gen. James A.
Van Fleet, commanding the Second
Service Command.

CLARENCE T. (Swannee) HAGMAN,
newly appointed general manager of tha
ABC Central Division and assistant to
ED BORROFF, vice president in charge
of the division, officially began his new
duties last Monday. At present Mr.
Hagman is becoming acquainted with
the division’s overall operations and no
specific assignment has been made. It
is understood he will work closely with
Mr. Borroff on national and network
spot business as well as oversee station
relations and other division depart-
ments.

JAMES MILLOY, vice president of
Cowles Broadcasting Co., is to be at
WCOP Boston Aug. 26 for series of con-
ferences.

Z(/aaominy

Sept. 2: IBEW National Convention, Sir
Francis Drake Hotel, headquarters,
San Francisco.

Sept. 9-10: NAB Small Market Stations
Executive Committee, Statler Hotel,
Washington.

Sept. 11: Brand Research Foundation
regional meeting, San Francisco.

Sept. 19-22: Affiliated Advertising Net-
work annual meeting, Salt Lake City,
Utah.

Oct. 8-9: Kentucky Broadcasters Assn.
Executive Committee, Lafayette Ho-
tel, Lexington, Ky.

Oct. 10-11: Television Broadcasters Assn.
second video conference, Waldorf-As-
toria, New York.

Oct. 21-24: NAB Convention, Palmer
House and Stevens Hotel, Chicago.
Nov. 21-22: Georgia Assn. of Broadcast=
ers Radio Institute, U. of Georgia,

Athens.

BROADCASTING e Telecasting



WE SERVYE BOTH CIRCLES =

In this Atomic Age, who listens to the radio?
Is it the farmer, deep in his rich fields or

laboriously working his upland acres? s it
the merchant, the lawyer, the laborer, the

J('(

preacher, the doctor? Is it the lady in her fine
/ home on the boulevard? Or the child, whose
budding mind seeks focus of the picture
unfolding? We know they all listen.

—

$‘§

For more than twenty years, it has been

our job to serve a growing audience of more
than five million people, many of whom rely
upon WSM'’s dependable signal, born of a
clear channel and 50,000 watts.

Our goal has been to serve the family
circles of all levels. We believe the measure

of our success has been reflected steadily
over two decades, that people who have
grown old or grown up with us know that
WSM stands for

- HARRY STONE, Gen. Mgr. |
 JACK HARRIS, Asst. Gen. Mgr.
 WINSTON S. DUSTIN, Comm. Mgr.

;.'E'b'w'Al'_t'D' P 511-_ 'g'Y;::fff?& ;'co-;-,;_-' _Natio;iéftf

A R

NASHVILLE
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Networks Naming
NAB Delegations

Officials to Attend Chicago
Convention in October

NETWORK officials from NBC and
ABC scheduled to attend the NAB
Convention, Oct. 21-24 in Chicago
have been announced.

Headed by Edward J. Noble,
ABC chairman of the board and
Mark Woods, president, ABC is
sending top representatives from
all phases of its operations to the
Convention.

Keith Kiggins, Robert E. Kint-
ner, Adrain Samish, Fred Thrower,
Robert H. Hinckley, Ear] E. Ander-
son, Don Searle and John H. Nor-
ton, all ABC vice presidents, will

be in the network group attending.

Other ABC department heads who will
attend include: Frank Marx, ABC di-
rector of general engineering; Francis
H. Conrad, station relations manager
of ABC’s western division; Paul Mowrey,
national television director; Earl Mullin,
publicity manager; Robert Saudek, di-
rector of public service; Ivor Kenway,
director of advertising and promotion.

NBC Delegates

In addition to Niles Trammell,
president of NBC, the following
NBC delegates will attend the con-

vention:

Frank E. Mullen, vice president and
general manager; William S. Hedges,
vice president in charge of planning and
development; F. M. Russell, vice presi-
dent in charge of the Washington office:
Brig. Gen. Ken R. Dyke, vice president
in charge of broadcast standards and
practices; C. L. Menser, vice president
in charge of programs; O. B. Hanson,
vice president and chief engineer.

Easton C. Woolley, director of station
relations; Sheldon B. Hickox Jr., man-
ager of station relations department;
John Murphy, station relations con-
tact; James V. McConnell, director of
national Spot Sales; William C. Roux,
manager of national Spot Sales depart-
ment; Raymond Guy, radio-facilities
engineer.

James M. Gaines, manager of WEAF
New York; Vernon H. Pribble, manager
of WTAM Cleveland; Lloyd Yoder, man-
ager of KOA Denver; H. M. Beville,
NBC director of research.

NBC Central Division executives
who will also attend the convention

include:

I. E. Showerman, manager of the

Central Division; Paul McLeur, sales
manager; Oliver Morton, Spot Sales
manager; Jules Herbeveaux, program
manager; Howard Luttgens, chief en-
gineer; Emmons Carlson, promotion
manager; A. W. Kaney, manager of

station relations; Jack Ryan, press Qe-
partment manager; John -  Keys, assis-
tant manager of the press department;
T. E. Schreyer, engineering operations
supervisor; Arthur Jacobson, produc-
tion manager; Willlam J. Murphy,
manager of the script department; Har-
old A. Smith, assistant manager of
advertising and promotion; William E.
Drips, agricultural director; Judith
Waller, education director and Eugene
Hoge, assistant manager of Network
Sales.

Eversharp Continues

THE Tonight on Broadway show
CBS Mon. 10:30-11 p. m. which
was to be replaced last Monday by
Lights Out for same sponsor, Ever-
sharp Inc., (injector razors), will
continue on a week to week basis
until another replacement accept-
able to CBS, Eversharp and spon-
sor’s agency, the Biow Co., can be
found. CBS was understood to have
turned thumbs down on Lights Out.
Two shows which are under con-
sideration as replacements for To-
night on Broadway are The Fat
Man and Sherlock Holmes.

R. MacLAUGHLIN, former commer-
, clal manager of WTBA Batavia,
N. Y. has opened his own adver-
tising agency at 377 Elliott Sq., Buf-
falo, N. Y. Agency will handle radio.

LESTER GOTTLIEB, program develop-
ment manager of Young & Rubicam,
New York, has been in Hollywood for
10 days conferring with ROBERT HUS-
SEY, agency’s Hollywood program de-
velopment chief.

ROMA LIND, Midwest publicity and
public relations counsellor, has joined
Joe H. Langham-
mer & Assoc., Oma-
ha, as director of
new publicity and
public relations de-
partment. Active in
the Publicity Club
of Chicago, Miss
Lind has handled
public relations
work for such firms
as Montgom -
ery Ward, Allied
Stores, Arkwright
Corp. and Citles
Stores.

A. STANLEY KRA-
MER, former adver-
tising and sales promotion manager of
H. W. Baker Linnen Co., has been
named assistant to the president of
The Chernow Co., New York.

STUART M. STEVENS, former partner
in Stevens-Lander-Young Adv., Los
Angeles, has joined Gail Hall Adv., that
city, to form new agency of Stevens-
Hall Adv. Both partners will continue
to service accounts. Mr. Hall in addition
will supervise production and art with
Mr. Stevens in charge of business man-
agement and public relations. TOM
DEWEY, who has been with Gail Hall
for past year, heads copy department of
new organization.

PACIFIC COAST Adv.,, San Francisco,
has established a foreign advertising
division under direction of FRANK
NEWTON. Complete foreign media and
market research section is being or-
ganized.

Miss Lind

FRED L. SHAW, separated from Army’

as colonel and formerly with J. Sterl-
ing Getchell Inc., Detroit, has joined
Gray & Co., Denver.

R. A. HARRISON, who formerly oper-
ated his own Berkeley, Calif., agency,
has joined Long Advertising Service,
San Francisco, as account executive.

DON B. W. SEARS Adv., Berkeley, Calif.,
has moved to Fairmont Hotel Bldg., San
Francisco.

ALEX STRUTHERS, separated from
Navy and prior to war executive of
Struthers Bros. Adv., is to establish his
own Los Angeles agency.

EZRA MCcINTOSH, producer of J.
Walter Thompson Co., Hollywood, has
shifted to New York to handle NBC
“Kraft Music Hall” starting Aug. 29.

RALPH E. BENNETT and RICHARD J.
KEEFE have joined Charles H. Mayne
Co., Los Angeles, as merchandising and
public relations directors, respectively.
Mr. Bennett was formerly a sales and
merchandising executive of Certainteed
Products Corp. and other national
firms. Mr. Keefe, separated from Navy,
was formerly in public relations and
sales promotion departments of CBS
Hollywood.

Triple Trouble

LIGHTNING doesn’'t strike twice
they say. Maybe not, but con-
sider the case of Raymond Keane
Adv., Los Angeles. Art Director
Jack Tesler, in dashing for a
streetcar, tore ligaments of left
ankle. Next, Paul Britton, script
department chief, dislocated left
knee while spending a quiet
Sunday at home decorating. Final
(we hope) casualty was incurred
when Raymond Keane, head of
agency, fell in a bowling alley,
tearing ligaments in his back.

CRAWFORD U. HALL, former radio di-
rector of Locke Johnson & Co., Toronto,
has rejoined the agency following his
discharge from the Canadian Army as
captain. He recently returned to Can-
ada after intelligence service with Ca-
nadian forces in Germany.

DOUGLAS PHILPOTT, former Toronto
manager of Ruthrauff & Ryan, has
joined Spitzer & Mills, Toronto, as ac-
count executive. He was managing di-
rector of Lehn & Fink (Canada).,
before joining Ruthrauff & Ryan.

WESTERN ADV., Los Angeles, has moved
to new offices at 668 S. Coronado St.,
Telephone is Tucker 1408.

JANE E. ZENTNER, former head of own
advertising agency and radio program
in Shanghai, has joined R. B. Atchi-
son Adv., Los Angeles, as radio depart-
ment copy writer.

JACK HOOD, co-owner of Davis-Hood
& Assoc., Los Angeles, is the father of
a boy.

LANSING MOORE, former head of his
own agency, has joined Lawrence Boles
Hicks Inc.,, New York and Baltimore, as
account executive.

WILLIAM C. FAUST, former picture
editor and more recently in the pro-
motion department of the Philadelphia
Evening Bulletin, has joined the pub-
licity and public relations department
of Geare-Marston, Philadelphia.

GEROLD LAUCK, executive vice presi-
dent of N. W. Ayer & Son, Philadelphia,
and MARVIN MURPHY, agency’'s public
relations chief, are in Hollywood Ior
two weeks.

G. NORMAN BURK, effective Sept. 1

becomes partner in newly formed
agency of Pratt &
Burk Adv., Bene-
dum - Trees Bldg.,

Pittsburgh. Former
salesman at WCAE
Pittsburgh,
[BROADCAST-
ING, Aug. 19], Mr.
Burk joins with
RUSSELL PRATT,
previously head of
agency bearing his
name in that city.
Previous to his af-
filiation with WCAE
Mr. Burk was with
Cleveland diesel en-
gine division- of
General Motors.

HUTCHINSON K. FAIRMAN, formerly
with BBDO, New York, has joined the
copy staff of Hanly, Hicks & Mont-
gomery, New York, as copy supervisor.

SHIRLEY G. ROSS, former produc-
tion manager of Erland Adv., New York,
has been appointed account executive
and office manager of the agency.

JAMES McNOLDY and JOHN KLINKER
have been named director of radio and
publicity and service director respec-
tively of Kane Adv., Bloomington, Ill.
Mr. McNoldy was with Navy public re-
lations and Mr. Klinker previously had
been sales-production coordinator of
Muirson Label Co., Peoria, Ill.

AD FRIED Adv., Oakland, Calif., has
organized a foreign language advertis-
ing department under the supervision
of JAMES A. SCOTT, account executive
with the agency. Foreign language
shows are being used by agency for
certain of its clients on KRE KROW
KWBR. AD FRIED, head of the agency,
has been appointed publicity chairman
for the 26th annual convention of the
California-Nevada District of Kiwanis
International to be held Oct. 10-12 in
Oakland.

LOREN C. MOORE, art director of Grant
Adv., all offices, has been named a
vice president of the organization. Mr.
Moore has been general art director of
the Grant 17-office chain for four years.

GEORGE R. MAREK, account execu-
tive at J. D. Tarcher & Co., New York,
has been elected a vice president of
the agency.

WINSTON NORMAN, magazine and
book officer on staff of Admiral Nimitz
during war, has joined copy staff of
Foote, Cone & Belding, San Francisco.

Mr. Burk
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Some two years ago,

the Program Department at WFBR

developed and produced a show “It’s Fun to Cook.”

It was sponsored by Schluderberg-Kurdle Co. pro-

prietors of Esskay—one of the best known names in
meat on the Atlantic Seaboard.

Originally it was broadcast only three days a week,
but devised as it was to help the young, inexperienced
house-wif{z, popular demand raised it to five a week.
Some weeks the mail count ran over 2,000—to date

MEMBER — AMERICAN BROADCASTING CO. « NATIONAL REPRESENTATIVE—JOHN BLAIR & CO.
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the total mail count is 89,125. That mail has come
from every zone in Baltimore and from 18 surrounding

counties.

And all because WFBR proved ‘“It’s Fun to Cook.”
No cash prizes—no spectacular offers. What’s more
Esskay has been able to educate housewives to im-
proved meat buying techniques and to trace definite

sales results.

All of which again proves WFBR delivers the real

Baltimore Listener—the one who listens and buys.
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The Winning Time

is the Time You Buy on

BINGHAMTON, N. Y.
o

N.B.C. in the
Triple Cities

HEADLEY-REED
National Representatives

No. 8 in a Series

In
West Virginia

County, the State’s rich-
Charleston - Kanawha
est and largest market,
buy $24,910,000.00 in
FOOD products yearly,

nearly as much as the
next two leading coun-
ties combined:

CHARLESTON, WEST VA.

Charleston’s Quality Station
NBC AFFILIATE
Represented Nationally by
Joseph Hershey McGillvra, Inc.

DWARD SAGRAVES, chief announcer

of WPAY Portsmouth, Ohio, has been

appointed program director of sta-
tion. He replaces CLAIR HASS who has
resigned to enter business for himself.
HAROLD SAGRAVES, brother of Ed-
ward, is promoted to chief announcer.
Added to announcing staff is AL VIL-
LASTRIGO, formerly with WOAI KNAC
lI.{ONO WBT. His air name is Tim Col-
ins.

JOHNNY DICKSON, singer and an-
nouncer, has been added to staff of
KFNF Shenandoah, Iowa.

LLOYD GRANT REEDSTROM, in the
Navy five years and released as ensign,
has joined announcing staff of KYSM
Mankato, Minn. In service he was an-
nouncer at WXLI Guam.

BOB GARDNER, program director of
KYSM Mankato, Minn., is the father
of a boy, Richard.

MEL BAILEY, program manager of KEX
Portland, Ore., is recovering from his
recent operation at a Portland hos-
pital and is expected to return to work
in September.

EVELYN SIBLEY LAMPMAN, with
KGW Portland, Ore., for 12 years, has
been made station educational direc-
tor. Mrs. Lampman is a three-time win-
ner of the CBS “Dr. Christian” script
writing award and has been in radio
since 1929,

DAVID ELLIS, radio actor, and PA-
TRICIA DARROUGH, secretary in the
CBS Hollywood engineering depart-
ment, were married Aug. 13.

STAN LEE BROZA, program director
of WCAU Philadelphia, and his wife,

co-producers of the station’s ‘‘Children’s’

Hour,” will serve as judges for the 42d
Asbury Park (N. J.) Baby Parade, to be
held Aug. 28 before an expected crowd
of 350,000.

SY BLOOM, for four years with the
Army 8ignal Corps and Military In-
telligence as captain, has been added
to continuity staff of KDKA Pittsburgh.
Prior to war he was New York radio
freelance.

PAUL MOWREY, national director of
television for ABC, and HARVEY MAR-
LOWE, network’s executive television
producer, were in Des Moines last week
to assist KRNT, ABC affiliate there,
produce a series of demonstration video
programs for showing at the Iowa State
Fair. KRNT rented cameras, transmis-
sion equipment and about a dozen re-
ceivers from RCA for the demonstra-
tion, which will continue for duration
of fair, Aug. 21-31. Mr. Mowrey has
returned to New York addressing Des
Moines Advertising Club. Mr. Marlowe
will remain on location throughout the
fair.

FRANK GRAHAM has been re-signed
as announcer on weekly CBS “Encore
Theatre.”

JOEL HERRON, piano-playing orchestra
leader and music arranger, effective
Sept. 2 becomes music director of WHN
New York. Mr. Herron, who has con-
ducted orchestras in such New York
night clubs as the Copacabana, Stork
Club, Versailles, etc., will be heard at
various times throughout daily broad-
cast schedule of WHN and will direct
an orchestra of 15 men.

CLENTON W. PRICE, former program
manager of KGIR Butte, Mont., and
prior to that in program positions at
KUTA and KDYL Salt Lake City, has
been appointed program manager of
KVSM San Mateo, Calif.

COURTNEY McCLEOD has been named
ABC Hollywood program transmission
coordinator replacing PHYLLIS SKEP-
NER who resigned to be married.

SOL SAKS, BILL MANHOFF, POOT
PRAY and BEN GERSHMAN have been
named as writing staff for CBS ‘‘Ozzie
& Harriet”
Sept. 1.

JEAN McCLURE, young singer who won
the “Tomorrow Is Yours’” contest con-
ducted by WFMJ Youngstown, Ohio,
an affiliate of ABC, has been awarded
a full scholarship at the Juilliard School
of Music, New York. The 19-year-old
vocalist was given a personal audition
in New York by Paul Whiteman last

show returning to air -

June as grand prize for her effort in
the WFMJ contest.

EDDIE CANTOR has returned from.
tour of military hospitals to prepare
new NBC Pabst Beer half-hour show
starting Sept. 26.

JACK McCOY, released from the Ma-
rines after three years of service in
the South and Central Pacific, has re-
turned to WJDX Jackson, Miss., as chief
announcer. While in service he directed
WXLI Guam.

RAY MULLER, formerly with WLAC
Nashville, Tenn., and freelance Chicago
announcer, has joined WMFT Florence,
Ala., as program director. Addition to
WMFT announcing staff is ASA DUN-
CAN.

WAYNE ROSS has joined announcing
staff of KTRI Sioux City, Iowa, switch-
ing from KICD Spencer, Iowa.

BOB DRUXMAN, former associate edi-
tor in charge of radio for Tide Maga-
zine, has been appointed program di-
rector of KOL Seattle.

PETER H. FURNE Jr.,, formerly with
WILL Urbana, Ill.,, and WTAL Talla-
hassee, Fla., has joined announcing
staff of KIDO Boise, Idaho. During war
he was on military intelligence staff
at headquarters of General MacArthur
and General Kruger.

LOUISE BARCLAY, who has toured Ger-
many and Italy with the American Red
Cross for the past year, has returned
to the cast of ‘“Right to Happiness” on
NBC in the role of Constance Wake-
field.

MARION (Bud) PRATT, formerly with
KDRO Sedalia, Mo.,, and JIM CATES
have been added to announcing staff of
KRES St. Joseph, Mo. Both are service
veterans.

WARREN EDMUNDSON is now pro-
gram director of KWBW Hutchinson,
Kan.

BOB SHREVE, vocalist and announcer
at WOWO Fort Wayne, Ind., and MARY
JANE KELLER, WOWO program depart-
ment secretary, have been married.

MARGE KUHN, former announcer of
WOWO-FM Fort Wayne, Ind., and
FRED SMITH, assistant in WOWO
sports department, are to be married
Sept. 7.

ART ROSS, new disc jockey at WLIB
New York, has started Mon. through
Fri. 7-9 am. “Yawn Patrol” program of
recorded music, time and weather re-
ports. ;

JIM HAMLETT, formerly with KSL Salt
Lake City, and GEORGE PLATIS, for-
mer announcer at KLO Ogden, Utah
and just released from the Navy, have
been added to KALL Salt Lake.

LES STURMER, platter turner at
WMAM Marinette, Wis,, and Dorothy
Allzirecht of Menominee have been mar-
ried.

ALICE COOK, for a year and a half
secretary to PAUL MOWREY, national
director of television for ABC, has been
promoted to new post of executive as-
sistant to Mr. Mowrey.

PHILIP A. SPRADLING, graduate an-
nouncer at WILL Urbana, Ill.,, U. of
Illinois station, will become chief an-
nouncer of that station in the fall and
will teach radio announcing course.
MADELLE TAMMING, Chicago radio
actress and writer, will teach radio pro-
duction in university’s School of Jour-
nalism radio curriculum.

KEN CROSS has been promoted to chief
announcer of KERO Bakersfield, Calif.

JOHN ALEXANDER has been added to
production staff of CBS Chicago.

CHARLES NEWMAN has been named
head of the program department at
WCBI Columbus, Miss. BERT BECK
and HARLEY HANSON are added to
announcing staff. MIMS BOSWELL Jr.
has resigned.

ED REIMERS, after three years of serv-
ice in Marines, has rejoined WBEN Buf-
falo. He has been assigned announcer
and night supervisor of station. WALLY
NEHRLING, with midwest stations for
more than 10 years, has joined WBEN
as program m.c. and announcer. He
last was with WIRE Indianapolis.

EDGAR SMITH, formerly of CJVI Vic-
toria, B. C., has joined the continuity
department of CKWX Vancouver.

Catholic Council Names

Smith to Direct Radio

WILLIAM C. SMITH, assistant
executive secretary of the Na-
tional Council of Catholic Men, has
been appointed to the new post of
radio director.

He will have
charge of the
Catholic 'H ou r
(NBC) and the
Hour of Faith
(ABC), as well as
directing the
NCCM Radio Bu-
reau and handling
other radio af-
fairs of the coun-

Mr. Smith cil,. Mr. Smith
has supervised

music and production and written
continuity for the council’s two ra-
dio programs for the past four
years and originated the format of
Hour of Faith. He has written
about radio for periodicals and is
author of a brochure “The Produc-
tion of Religious Radio Programs.”

Scholarship Winner

CHARLENE JACKSON, program
director of KVAN Vancouver,
Wash., is this year’s scholarship
winner of KPO San Francisco-
Stanford U. Radio Institute. Named
for honorable mention were James
C. Smith of KCRA Sacramento,
Calif., who also is pastor of Car-
michael Community Church, that
city; Glen Dunham, Douglas, Ariz.;
J. Edwin Arnold, Palo Alto, Calif.;
Garrett L. Starmer, Conway, Ariz.;
Laurence Field, Leavenworth,
Wash.

Lewis Honored

TOM LEWIS, vice president in
charge of all radio for Young &
Rubicam, has been awarded the
Most Excellent Order of the Britisn
Empire, degree of Honorary Offi-
cer, by the King of England. As
commanding officer of the Armed
Forces Radio Service, Mr. Lewis
also received the Legion of Merit
from the U. S. Army.
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e THE ATHENS STORY

Radio’s Lone Stand
In Athens GI Riot

Athens, Tenn.,, Aug. 6.

When Athens was blacked out A story of alertness and constructive imagination in radio that is of refreshing
from thé rest of the world last week, g . . .
as ex-GIs took over with rifles, gren- interest to every timebuyer. Definitely not a lucky break, this program was
ades and tommy-guns in a local . . . .
clection feud radio was.the only scheduled by WROL ten days in advance, and wire circuits ordered four days
medium that kept in touch with . .
the situation throughout. Allen in advance. Two WROL staff men were on the scene at least eight hours
Stout, special events man of WROL, .
Knoxville, covered the entire GI re- prior to the first broadcast from Athens.

volt from start to finish, with WSM,
Nashville, taking a feed that lasted
from 11 p.m., Thursday (1) until 9
a.m. Friday (2). .

The newspapers and press associa-
tions were monitoring Stout’s broad-
1 cast and getting their only news
from this source, having been barred
by those in -control.

_-According to former Col. Jack
Harris, who' throughout the war was
at .the top of Army radio and at
the- end of the®war was chief of
communications for General Douglas
MacArthur: “This was the most ex-
citing broadcast we have ever heard,
beatil}dg— any live shows the Army
itself did during the war.” Harris
is now asst. gen. mgr of WSM.

The Stout story started Wednes-
day (31). the day before the election
here. Stout figured that this would
be a “hot” place and came down
here to hook a wire direct to his
news room at WROL, 50 miles away.
‘He installed himself in a building in
the center of the town,

Thursday afternoon, when things
started getting hot as deputy sherifts
were .beating up ex-servicemén try-
ing to protect the ballot boxes, Stout
told the station he was sure there
would be plenty of trouble but that
he was sticking.

By nightfall, when the ex-GIs
| started to besiege the jail where the
sheriff and his deputies had locked
up the ballot boxes, the ex-service-
men in control of the town chased
all newspaper reporters and photog-
raphers. Stout had been joined by
Frank Larkin,. of WROL, and to-
gether they hid in a little room over-
looking the main street. The ex-
GIs in control of the town tried to
find them, but couldn't. Frank Larkin, left, WROL News Editor and Allen Stout, WROL Studio Director.

WSM tried to send a crew into the
town by that time, but the Nashville
people were turned back at the
county line. At 11 p.m., Thursday,
Stout started telling of the jail house
giege. At -3:30 am, Friday, when
the shots and shouts, the noise of
the grenades, rifles and dynamiting, g g g
e g e WROL. and WSM % Full time local news bureau maintained by WROL.
over the line set up and held by
Stout.

Further evidence of WROL'’s leadership in local programming.

% WROL will broadcast exclusively in the Knoxville area the entire schedule

of University of Tennessee football games during the 1946 season.

NB C

TENNESSEE

KNOXVILLE
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A major

advancement

in the

recording blank
field . ..

70O Year
GUARANTEE

GOULD-MOODY
"BlackSeal’

ALUMINUM F
RECORDING BLANKS i

« « « af NO increase
in price!

After prolonged research and experi-
mentation, we have introduced techno-
logleal improvements into '"Black
Saal’ blanks that not only increase life
span, but materially enhance the other
finer: characteristics of these blanks,
And so positive are we of the worth
of these perfected ''Black Seals' that
we'ro offering them. to you on an une
conditional ten-year guarantee basis.

You can’t afford to be a
recording isolationist . . .

""Black Seal" blanks will not rip up,
disintegrate or powder after the first
playing if kept in storage for any
"long period of time. You are in no
danger of losing valuable recordings
in what, up until now, you have con-
" sidered your safe library of recording
blanks. No matter how well you may
be satisfied with your present blanks,
you can't afford to be a recording
isolationist. Try ''Black Seals"—if, for
any reason whatsoever, you aren‘t
satisfied, return them ot our expense.

rie GOULD-MOODY co.

Recording Blank Diuision

335 BROADWAY  NEW YORK 13,N.Y.

i
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LEN WALSER, formerly with the

sales promotion department of

NBC Central Division, Chicago, has
been added to the sales department
of KCMO Kansas City, not KMBC as
incorrectly reported in this column
last issue. From 1942-1946 he served in
Navy overseas, was released as lieuten-
ant commander,

ROBERT W. WALKER Co., station rep-
resentative, has moved Los Angeles of-
fices to 684 S. Lafayette Park Place.
Telephone is Drexel 4388.

KCRA Sacramento, Calif., has appoint-
ed Weed & Co. as exclusive national
representative effective Sept. 1.

BYRON NELSON, former sales manager
of KGO San Francisco, has assumed his
duties as ABC Hollywood account exec-
utive, replacing SHELDON EARP, who
1s entering his own business in Sacra-
mento.

KXOA Sacramento, Calif., has appointed
Adam Young Jr. Inc. as national sales
representative in New York and Chi-
cago. Station previously had been rep-
resented by John Blair & Co.

JEANNETTE FULLER, traffic manager
of WCKY Cincinnati and private sec-
retary to L. B. WILSON, station presi-
dent and . general manager, will be
married this fall to Elmer E. Heinze.
With WCKY for 15 years, she plans to
continue with station.

ARCHIE TAFT Jr., released from the
Marines, has resumed as commercial
manager of KOL Seattle. He served in
China and Philippines during war.
BUZZ HASSETT and FRED SANDMAN
are new members of sales staff of KTRI
Sioux City, Iowa.

HAROLD V. FULTON has been appointed
assistant sales manager of WHO Des
Moines. With station for 10 years, he
has been regional sales director.

PAN AMERICAN BROADCASTING Co.,
New York, is offering spot announce-

ment package covering seven stations

in Caracas, Venezuela., Export adver-
tisers can obtain 12 spots daily, in ro-

tation, on each of stations for mini-
mum 12 week period.

KRES St. Joseph, Mo., has appointed
Sears & Ayer as exclusive national rep-
resentative.

VERN MINOR, commercial manager and
promotion director of KWBW Hutchin-
son, Kan., is no longer with the station.

JOHN H. HARING, account executive
at KJBS San Francisco, has switched
to the sales staff of KQW that city.
During war he was Military Intelligence
major, serving flve years with OSS in
ETO and Mediterranean theatre.

To CBC Post

DR. GEORGE DOUGLAS STEEL,
Charlottetown, P. E. I., principal
of Prince of Wales College, Char-
lottetown, has been named to fill
the vacancy on the board of gover-
nors of Canadian Broadcasting
Corp. He succeeds Dr. A. W. True-
man, who resigned recently on be-
coming president of the U. of
Manitoba, Winnipeg.

John Taylor Hopkins

JOHN TAYLOR HOPKINS, 18,
son of John T. Hopkins III, gen-
eral] manager and chief engineer
of WJAX Jacksonville, Fla., was
killed Aug. 10 in Jacksonville when
he was struck by lightning. He was
fishing in the St. Johns River when
accident occurred. Last January
the youth was District of Columbia
winner of the Westinghouse Elec-
tric Co.’s science talent search. He
had planned to enter Johns Hop-
kins this fall. Funeral services
were held last Wednesday in Wash-
ington. His mother, Mrs. Agnes
Hopkins, resides in Washington.
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Ohio™'.

The Voice Is
STRONGER!

Central Ohio listeners enthusiastically comment
on WCOL’s finer reception since comple-
tion of its new 412-foot tower. Listeners remark
that “it cuts interference and our favorite local
and A B C Programs now come in free of distor-
tion and clear as a bell.”” W C O L, serving the
third largest market in the fourth richest state,
is more than ever “‘the listening habit of Central

WCOL

Columbus
The Listening Habit of Central Ohio

Represented by THE HEADLEY-REED CO.
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HOWARD J. SILBAR, recently dis-
charged from the Army where he was
assigned to Su-

= preme Headquar-
ters, ETO, in Pub-

X lic Relations Divi-
A sion handling cen-

3 sorship o0f news
- Q coming from Eu-
g

rope, has been ap-
pointed coordinator
of advertising and
public relations for
Lear Inc., Grand
7 Rapids, Mich. He

3 succeeds JEAN H.
‘ DuBUQUE who al-
' Ic'}eadylhas left
rand Rapids to be-

Mr. Silbar come Director of
Aviation for the City of Dallas, Tex.

RADIO DIRECTORS GUILD will begin
negotiations with WEAF New York of-
ficlals Aug. 28 for local WEAF directors.
Guild also plans to negotiate with
WABC New York officials in near future.

BURTON L. HOTALING, formerly of
U. of Wisconsin, in September jolns
staff of Rutgers School of Journalism.
His teaching specialties include radio
journalism.

UNIVERSAL RECORDING Corp., Chi-
cago, has leased large studio on 42d floor
of Civic Opera Bldg. as addition to its
recording facilities.

EDWARD EINHORN, former assistant
advertising manager of Reeves-Ely, has
joined Henry A. Stephens Inc., New
York, as account executive and member
of the planning staff in charge of re-
search.

FARM RADIO PRODUCTIONS, Wash-
ington, has placed ‘“Agricultural Wash-
ington,” transcribed farm news feature,
on WHAI WIBU WMMN under local
sponsorship. KGKO WJIM also have
contracted for weekly program. Series
begins in latter September.

BERNIE MILLIGAN and COY WIL-
LIAMS dissolve six year partnership in
Hollywood operations of Earle Ferris
Assoc., publicity service, on Aug. 31,
Mr. Milligan will continue to represent
that firm with Mr. Williams setting up
his own exploitation offices.

RADIO WRITERS GUILD, in an ex-
pansion program, is to launch cam-
paign to cover other fields such as
%yanscriptlons where members are ac-
ive.

LIEUT. VICTOR CAMPBELL, former
production manager of WGY Schenec-
tady, and LIEUT. JOHN L. EISELE last
week went on duty with the Radio Sec-
tion, War Dept. Public Relations. Both
have just returned from Japan. Lieu-
tenant Campbell was in charge of the
Radio Section at General MacArthur's
headquarters. Lieutenant Eisele was
program director of Radio Toyko and
in charge of radio photos.

FRANK DUGGAN has been shifted from
small musical unit department of Fred-
erick Bros., Hollywood talent agency, to
radio division. He replaces JACK
CREAMER who resigned to join radio
department of Music Corp. of America.
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your MUTUAL friend

TRY ITAND SPOT”
THE DIFFERENCE

llopvosq nted by RAMBIAY
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v ey You Look At .

...the Mona Lisa meets you eye-lo-eye, great art from every angie.
4 4

...Any way vyou look at it, WCAU is a great radio buy.

If you want to see results, you'll see eye-io-eye with WCAL.

\/ ‘/ C All 50,000 Watts
GBS Affiliate

PHILADELPHIA’S LEADING RADIO INSTITUTION
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FREDERICK B. OPPER, ABC corre-
spondent in the Far East, has been
appointed manager of ABC London of-
fice effective Sept. 1.

LOUIGI ANTONINI, who has broadcast
on WEVD New York for 12 years and
is president of the Italian-American
Labor Council, has been designated by
William Green, president of the AFL,
to cover the Paris Peace Conference.
He will broadcast a quarter-hour every
week direct from the conference. Pro-
gram has been offered free to all multi-
lingual stations in the country carry-
ing Italian programs.

BERNARD P. (Bud) PEARSE, ex-lieu-
tenant commander in Navy, has been
added to television staff of ABC as spe-
cial events director.

BILL ELLIOTT and JACK FRIEND, both
ex-servicemen, have been added to
KERO Bakersfield, Calif.,, as news and
special events announcers.

CARL GRAYSON, former KSL Salt Lake
City announcer released from the Navy,
has joined KALL Salt Lake and Inter-
mountain Network as newscaster. His
“Vico Reporter” period nightly for
Utah Oil Co. is heard on KALL KILO
KVNU KOVO KOAL. BOB HAYNES, for-
merly with WGY Schenectady, N. Y.,
has been added to KALL-IMN news
staff to edit and deliver daily daytime
newscasts for 1l4-station regional net-
work.

JACK DIX is now in charge of news,
sports and special events at WCBI Co-
lumbus, Miss.

WM. TUTTLE, news writer of CKWX
Vancouver, Aug. 17 married Marie
Duplessis.

JACK LIGHTCAP, former sportscaster
for WNBT New York, NBC television
station, has started a new series of
sports broadcasts, “Sports Re-cap with
Jack Lightcap,” on NBC West Coast
network.

JAY CRUM, member of the news staff
of KOME Tulsa, Okla., has resigned to
join American Airlines as public rela-
tions representative.

DON HYDE, former Navy man, has re-
placed ALLEN JEFFRIES as night news
man at WOWO Fort Wayne, Ind. Mr.
Jeffries has joined UP Indianapolis.

KTBC Austin, Tex., is adding on-the-
farm interviews and programs to its
farm news early morning period.

ART LaTOURNEAU has been named
special events director of KIDO Boise,
Idaho.

FRANK THOMAS has rejoined KFBC
Cheyenne, Wyo., as head of news de-
partment following release from armed
forces after year and a half overseas.
He was stationed in Korea with First
Engineer’s Special Brigade.

FRANK BALMERT Jr., announcer and
farm editor of WPAY Portsmouth, Ohio,
has resigned to obtain his Bachelor of
Philosophy degree at Xavier U., Cin-
cinnati.

MOREY SHARK, Denver News editor
and commentator, has been named night
editor and newscaster at KMYR Denver.

YEARS

2 4

OF

YEARS OF SPECIAL EVENTS
BROADCASTING — Suited to
the Needs of the Great
Northeast —

.« . . Since the opening of WGY, nearly 25 years
ago, the station has presented, in the public in-
terest, programs commemorating area as well as

national events . . . .
area civic projects . . .

Programs which have aided
making the station an inte-

gral part of the “"WGY Community” . . . . 33
counties in Eastern and Central New York and

- Western New England.

Represented Nationally by NBC Spot Sales
NBC— 24 Years of Service

50,000 WATTS WGY SCHENECTADY, N.Y.

GENERAL ) ELECTRIC

BROADCASTING o

HARRY R. SEDGWICK, decorated for
his production of Sixth Army radio
programs, is new addition to newscast-
ing staff of WCKY Cincinnati. His
WCKY air name will be Dick Woods.
Mr. Sedgwick, as second lieutenant,
was executive radio officer for Gen.
Walter Krueger and Sixth Army head-
quarters. Prior to war, he had been
with KGDE WDAY WDGY.

JOHN C. DUVALL, news analyst of
WFBL Syracuse, is the father of a girl.
JIM HAYES of KQW San Francisco
news bureau staff is on leave of ab-
sence’ to study law.

DON DWYER, formerly with WGRC
Louisville, Ky., joins news staff of
KFNF Shenandoah, Iowa.

Johnstown Local Begins

With Guffey as Speaker

SEN. JOSEPH F. GUFFEY
(D-Pa.) was principal speaker at
the dedication program of WARD
Johnstown, Pa., Aug. 18.

Charles Petrie, station manager,
announced the new outlet is affili-
ated with CBS and has the service
of World Broadcasting Co., United
Press and Victory Network for
sports presentations. Robert G.
Walter is program director, and
Phillip Rischel will handle the con-
trol room. Station operates on 1490
ke with 250 w. Central Broadecast-
ing Co. is licensee.

Joskes Report Delayed

PUBLICATION of the NAB report
“Radio for Retailers,” based on the
1945 study of broadcast advertis-
ing for retailers conducted by NAB
and Joskes of Texas, San Antonio
department store, has been delayed
by printing difficulties in Wash-
ington. To speed release the bulky
document, first of a series, may
be moved to another city though
type has already been set, it was
stated at NAB.

KMOX Construction Begins

CONSTRUCTION work has started on
new transmitter plant for KMOX, CBS
owned station in St. Louis. New struc-
ture will be in Stallings, Ill.,, 10 miles
northeast of St. Louis. Building is ex-
pected to be ready and in operation by
November. Transmitter is 1946 model
50 HG Western Electric Co. 50-K type.
An overall gain of 399 is anticipated
increasing KMOX coverage from 28,000
to 39,000 square miles and will reach
population of 2,713,614.

MURRAY ARNOLD, program director
for WIP Philadelphia and holder of the
Bronze Star Medal, has been given

the Belgian Fourragere award for brav-
ery under fire.
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FINCH FACSIMILE TELEFAX MEANS

PICTURES and WRITING

FINCH FACSIMILE TELEFAX GIVES — to government, private business, public
utilities and individual homes — a means of high-speed communication never
before equalled for convenience, flexibility and dependability.

The two-way Telefaxer shown above — and now in production and use
commercially — transmits and/or receives, by radio, 2760 square inches of
pictures and text per hour or about 30,000 words — without one error! The
speed by telephone reaches 918 square inches per hour. Definition is high and
accuracy absolute.

The strong Finch patents assure to Finch customers the maximum of
service, quality and protection. Write for full particulars.

FINCH TELECOMMUNICATIONS, INC. ¢ PASSAIC, N. J.
Address All Correspondence to Sales Office: 10 E. 40 St., New York 16,N. Y.
Mfrs. also of the Finch Rocket Antenna for FM stations
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BROADCASTING COMPANY

Represented by

BROADCAST SALES COMPANY
New York and Chicago

HOMER GRIFFITH COMPANY
Hollywood & Sam Francisco

*

HARRY McTIGUE
General Manager
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In the Public Interest

Welfare Agency News
WINX Washington began a series
of news programs Aug. 21 on ac-
tivities of the 125 Community Chest
agencies in the D. C. area called
Your Red Feather Reporter. The
weekly show presents Jack P.
Houlihan of the Community Chest
staff, who gives a weekly roundup
of news of the agencies and inter-
views each week an authority in
the field of welfare work.

* * *
Gets Watermelons

THE BAPTIST Orphanage at
Oklahoma City wound up with
seven airplane loads of watermel-
ons, thanks to aid by WKY that
city. It all started when melon
growers at Fairview, Okla., asked
WKY Farm Reporter Ed Lemons
to air a watermelon broadecast. Mr.
Lemons said okay, but why not get
state’s Flying Farmers to bring
some to the orphanage. They did,
and occasion gave Mr. Lemons op-
portunity for another on-the-spot
broadcast.
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Many Respond
WHEN an appeal for blood donors
was made on 11:05 p. m. newscast
of WDRC Hartford, Conn., to save
life of a Marine from a local com-
munity, some 300 responses were
received by Middletown (Conn.)
Hospita<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>