why MR. HATTERAS!

dear sir! please!

Where in the name of all that’s
native did you get the idea that WOR

lays sound down only on New York?

1‘0 Haven’t we charted, mapped out, pointed, emphasized the
exquisite fact that we cover all of one great state and the most
densely populated portions of an additional six? And 63

counties in those states? With radio homes—4,704.675 of

them —in those counties, and states? And 16 cities

with 100,000 people each?

20- Haven’t we told you that altogether the swellest
combination of good newspapers in the nation—191 of
them—list WOR’s programs DAILY? And that these

papers are read by 10,624,966 people? And that

‘the benign editors of those papers in 13 states, including Canada,
wouldn’t list WOR's programs if their readers couldn’t hear them?

30 Why, Mr. Hatteras, when you buy WOR today, you buy
Bridgeport and Lancaster and Newark, Philadelphia, Wilmington,
New London, and ... Oh, 477 other cities and places, for the

price of ONE station!

NOTE—SPOTBUYERS... WOR is now doing.one of the
nation’s most intensely concentrated and effective jobs of group
market coverage this side of the Mississippi. It's something

to remember when making station selections.

—that power-full station at 1440 Broadway, in New York

MUTUAL
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organizations, such as 4-H, Future Farmers, Future

*2» '3 gecent week! Over seven letters a minute for seven = Homemakers.

straight days! , ,
Direct broadcasts from all important events: the

State Fairs, 4-H Round-ups, special farm gatherings,
celebrations! Educational and religious broadcasts
planned for @/ the people. All these—continued,
developed, expanded for twenty-two years—
have built this WLS audience that responds!

Complete and detailed market reports, covering a// _ _
Seventy-one thousand neighbors wrote us in one

< “the market information needs of this four-state area! ' /
" Weather service, localized for each part of our terri - weessl WLS geinterein
 toty, prepared by our own weather forecaster espe -
A ,C1ally for the WLS servicearea! Friendly personalities,

“delivering reliable, authoritative farm facts and helps!

+ Music chosen for its popularity among most of the
people in most of our four states! Down-to-earth

“‘entertainment, designed for the whole family!

_ Special achievement programs for all the youth
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President

GLENN SNYDER

Manoger

NETWORK — KO

}hi

JBusbee. Lowell Douglos

B0 o



Men and women. Teen-aged, middle-aged, old-aged.
Veterans, non-veterans. The well-off and the not so well-off.

We asked Philadelphians what they listen to. Out of every
100 listeners: 97 said they want the news. 88 like good
music. 61 tune to sports.

Progressive WPEN aims to please Philadelphians from all
walks of life. That's why WPEN features news every hour
on the hour, straight from the newsrooms of the Evening
Bulletin, America’s largest evening newspaper. More good
music than ever before. And the kind of sportscasting that
daily wins new friends.

So—it is not surprising that 88% of Philadelphia listeners

know WPEN . . . far more than know any other independent
and one network outlet. WPEN is welcomed into a fast-
growing number of homes in this city of homes—the nation’s
third market.

At 950 on the dial, Philadelphians of both sexes, all ages
and incomes find what they want when they want it.

950

WPEN

PHILADELPHIA

THE EVENING

NATIONAL REPRESENTATIVES
I HEADLEY - REED COMPANY

New York <+ -Chicago ¢ Detroit + Atlanta
San Francisco *+ Los Angeles

BULLETIN STATION

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, INC., 870 National Press Buijlding, Washington

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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|Closed Circuit
THERE WILL BE some rather startling in-
formation about ground wave conductivity of
lecng wave bands (below 550 kc) revealed at
windup clear channel hearings to get under
way this fall. Calculations made by ex-Col.
John H. Dewitt, who “shot the moon” by
radar, based on new atmospheric noise data,
indicate that high power signal on about 200
ke would provide primary ground wave serv-
ice to 400 mile radius.

GEN. MAcARTHUR’s new radio aide, to direct
operations of Radio Tokio, likely to be Paul W.
White, former director of news and special
events at CBS and dean of radio news execu-
tives. Reported MacArthur personally has
made plea to Mr. White, who retired from CBS
several months ago, and that veteran editor
has proposal under advisement.

POSSIBILITY Celanese Corp. of America,
New York, may return to sponsorship of net-
work show in addition to its current participa-
tion programs on about 30 stations in discus-
sion stage between company officials and its
agency, Young & Rubicam, New York. Agency
has suggested network daytime show.

ALERT advertising agencies, apparently look-
ing to day of tight availabilities in television,
already seeking options from TV construction
permit holders on what they regard as choice
spots. In most cases they’re heing told “no go”
since stations generally have no idea what
schedules will be or what time will be worth.

HALF DOZEN U. S. technical experts desig-
nated by State Dept. to attend Moscow
‘five-power telecommunications conference have
been on tenterhooks for last fortnight. Pre-
sumably because of manner in which State
Dept. described their status (as observers
rather than delegation members), experts, as
this went to press, had not been cleared by
Moscow. Last departure date is Sept. 23 if Sept.
28 opening is to be attended. Experts wonder
whether they are to be victims of “borscht
bureaucracy.” Official delegates, already ap-
proved by State Dept., also in same quandary,
with Russian visa clearance still lacking
Friday.

ARTHUR LABELL, who has carved name for
himself in aeronautical radio, Aviation Divi-
sion, State Dept., slated to join State’s Tele-
communications Division under Francis Colt
deWolf, chief. He’ll serve as aeronautical ra-
dio expert. Mr. Labell’s transfer to Telecom-
munications preparatory to World Telecom-
munications Conference, now slated to onen
April 6, 1947 in U. S., probably Chica~>

THERE’s no announced intention of “clamping
down” nor does FCC give official cognizance
BUT Commission attorneys during hearings of
late manifesting unusual interest in stations
carrying Chiquita Banana vocal transcription.
Although sponsored by United Fruit, transerip-
tion itself doesn’t identify sponsor. By cross-
examination FCC attorneys imply comparison

(Continued on page 105)
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u,acomini

Sept. 17: 15th Annual Meeting of Controllers
Instituie of America, NBC Studios, New
York.

Sept. 19: Joint meeting of RMA and NAB
committees on Radio Week, Waldorf-
Astoria, New York.

Sept. 19-22. Affiliated Advertising Network
annual meeting, Salt Lake City.

Sept. 23: NAB Employe-Employer Relations
Committee, Statler Hotel, Washington.

(Other upcomings on page 58.)

Bulletins

NEW television station grant for KRLD Dal-
las announced Friday. Assigned Channel 4,
66-72 me, visual power 46 kw, aural power to
be determined, antenna height 519 ft.

LICENSE RENEWALS to Aug. 1, 1949, an-
nounced Friday ty FCC for WCHYV Charlottes-
ville, Va.; WGBB Freeport, N. Y.; KWOS
Jefferson City, Mo.; KWJB Globe, Ariz.;
KVSO Ardmore, Okla.; WHIZ Zanesville,
Ohio; KOVO Provo, Utah; WFOY St. Augus-
tine, Fla. (Comr. C. J. Durr voted for further
inguiry on KVSO and KOVO applications).
WCLO Janesville, Wis. and WOLS Florence,
S. C., renewed to Feb. 1, 1949.

Business Briefly

RENEWS ON NBC @ Western Auto Supply
Co., Kansas City, renews Cucle Arrow Show,
NBC Sun., 9:30-10 a.m. (CDST), 52 weeks
effective Oct. 6. Agency, Bruce B. Brewer &
Co., Kansas City.

HARMONICA BREAKS ® International Plas-
tic Harmonica Corp., Newark, appoints Marcel
Schulhoff, New York, as agency. Firm Sept. 9
started station breaks thrice-weekly on WJZ
New York and six times weekly on WOR New
York. More radio planned.

WAX SERIES € Boston Chemical Co. (Swifty
wax) starts man-in-street program twice
weekly on WONS Hartford, with silver dol-
lars, theatre passes and wax as giveaways.

WGN PARTICIPATOR & Late night recorded
program on WGN Chicago, Curfew Time, re-
turns Sept. 30 on participating basis, Mon.
through Sat. midnight - 1 a.m., featuring Guy
Wallace. Already signed: Komiss, Chicago
(furs), Piper’s candies. Atlas Adv. Agency
reserved time for three clients.

PHILCO ON MUTUAL ® Philco Corp., Phila-
delphia, in addition to Bing Croshy in tran-
scribed series on ABC, plus 400 station out-
lets, has bought quarter-hour, 8-8:15 p.m. Fri-
days on Mutual for transecribed Burl Ives show.
Program starts Oct. 18. Agency, Hutchins
Adv., Philadelphia.

WOR COAST AGENTS @ Keenan & Eickel-
Lerg, San Francisco and Los Angeles, ap-
pointed Pacific Coast representative by WOR
New York.

New Fifth Network Plans 3,000 Affiliates

NEW FIFTH NETWORK, projected as full-
service live talent programming operation with
plans for 3000 affiliates, has been launched in
San Francisco.

New organization is known as North Ameri-
can Broadcasting Service Inc. It is incorpor-
ated in Nevada, capitalized at $100,000.

Headquarters offices are at 212 Stockton St.,
San Francisco. Officers are:

Paul M. Titus, president. Background: 20
vears in radio, identified with founding of
WOKT Rochester (54th station licensed by
FRC); staff of CBS; in sales organization
of southwestern regional network, Continen-
tal Broadcasting System; most of experience
in promotion and production.

Charles J. Husband, vice president, treas-
urer and general manager, co-owner of
Career Management Specialists, employment
agency in San Francisco; no previous radio
experience.

Rudolph G. Fjellstrom, vice president and
secretary, no previous radio experience.

Paul C. Howard, sales director, no pre-
vious radio experience, now with Career
Management Specialists.

Mel Cline, chief engineer; civilian radar
specialist during war, more recently with
KSFO San Francisco, technical department.
Mr. Titus could not be contacted in San

Francisco, but BROADCASTING was told by one

of his associates that while “such a network
is contemplated” announcement now would be
premature. Attorney St. Clair likewise de-
clined comment.

Mr. Husband said network would be a
“Western Newspaper Union of radio.” (West-
ern Newspaper Union is syndicate providing
special features for small-community newspa-
pers throughout nation.)

NABS to concentrate on signing as affiliates,

applicants for new stations, general manager

said. He stated in an exclusive interview Fri-
day that company was organized Sept. 3, that
first affiliate contract was signed Sept. 5—
and that NABS now has 52 “prospective” af-
filiates in California (‘“prospective,” he ex-
plained, in that organizations signed are ap-
plicants for facilities or propose to apply to
the FCC for licenses).

Network, Mr. Husband said, will offer 18
hours of live talent programming daily, with
90 originating in Los Angeles. Offices and
studios will be opened in Chicago, San Fran-
cisco and New York. Company hopes to obtain
idle theatre space for studio purposes.

Network, said Mr. Husband, will seek as
affiliates 100 w outlets in small communities.
Parent corporation has drawn upon standard-
ized plan for installation of .all 100 w input
and transmission equipment to be sold to pros-

(Continued on page 106)
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KCMO is up to something! \

N/
RN

/ /

l/.-

Basic ABC for MID-AMERICA
NATIONAL REPRESENTATIVE...JOHN E. PEARSON CO.
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Scene of the death-dealing tornadc
which struck Mankato and Wells,
Minnesota on Saturday night, Aujust
17. Here WD G Y newsmen found
complete desolation.

Minneapolis Morning Tribune Photo

WDGY's Wire Recorder
FIRST “On The Scene”
For Tragic Broadcast

Through alertness and foresight
WD G Y’s News Department was
able to bring to Minnesota listeners
the dramatic, on-the-scene broad-
cast of the August 17 storm, a ser-
vice for which the station received
the heartfelt thanks of many an
anxious listener.

Top notch news reporting, up-to-
the-minute programming, and expert
handling of special features and
events is helping build a vast, loyal
audience for WD G Y not only in
the Twin Cities but in all of Minne-
sota’s rural area and bordering coun-
ties as well.

5000 W atts

MINNEAPOLIS

éfj South Chatsworyy
s Paul, Minnesota
Ugust 20, 1946

Progran Mana

or
b‘IDGY Kadjo Stgauon
Kicoller Hotel
Hinnet«polis, Minnesots

Dear Sir;

B ::’le;‘noon, which way the
Of the Mankaro and’¥iells

&rezt worry
albroadcau such as thyt :M"iné of their safer,

he news the following da; "ould have worrgeq until
Is this a ney ¢

A ype of broadeast?
evice to thjg area when 313

Off our minds
Yo received

I was »onder

telephone 1mE how you hag

ines were domn,

Yours very truly,

FH S o s

¥ oL Bosaharay

WDGY is in the heart of the
nation’s eighth market. Time buyers
will be interested in the coverage
figures of this great, independent
station.
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How KSD

coVERS THE NEWS

Each week KSD presents 98 studio-originated news broadcasts. The material

for these broadcasts is gathered and prepared by a staff of nine men and one

woman, experienced and trained in the reporting and writing of impartial, un-

biased news stories. The following principal sources of KSD news copy, and
the ability and thoroughness of KSD’s news staff, have contributed largely to
KSD’s position as St. Louis’ preferred station for the NEWS:

1. The Associated Press. Full serv-
ice, 24 hours daily and Sunday, in-
cluding special State wires for Mis-
sourl and Illinois.

2. Press Conferences with City, State
and Federal officials and other per-
sons and agencies in the news, re-
ported in person by members of the

KSD news staff.

3. Public Gatherings such as labor
meetings, political rallies, board
meetings, committee conferences
among civic and social groups, etc.,
covered in person by experienced
KSD news reporters.

4. The Courts. Municipal, Circuitand
Federal, all covered by KSD staff re-

porters.

5. Police Headquarters, FBI office
and Sheriff’s offices in St. Louis, St.

10.

Louis County and the “East Side,”
reported by members of ‘the KSD

news staff.

Highway Patrols. Missouri and
Illinois, covered in special  assign-
ments by KSD news reporters.

Permanent Correspondents in
County Seats located in the KSD
coverage area.

Special Correspondents engaged,
as circumstances require, anywhere
in the United States.

U. S. Weather Bureau. Daily re-
ports hy the St. Louis Bureau Direca
tor by remote control from the St.

Louis Office.

Wire Recordings and Remote
Control broadcasts of interviews
and meetings to supplement the re-
ported material with on-the-scene
action.

KSD is the NBC basic station
for St. Louis: it is 225 miles to
the nearest other NBC basic
outlet. KSD is the only broad-
casting station in St. Louis with
the full service of the Associated Press—the AP
news wires plus the PA radio wire. KSD is recognized

ST.

LOUIS © 550 KC

throughout its listening area for its high standard of Owned and Operated by the

programming and advertising acceptance. To sell ST. LOUIS POST-DISPATCH
the great St. Louis Market, use "The Combination National Advertising Representatives

that Clicks''—KSD-NBC-AP. FREE & PETERS, INC.

BROADCASTING o Telecasting

September 16, 1946 o Page 7



- 81,293 entries in Il weeks . . .




a mailstorm for FREE FOR ALL!

Eee For All is a gala give-away tailored to the listener’s fondest dream.
No quiz questions to answer, no stunts to perform, no box tops to mail
in. All the listener has to do is ask for the gift he has always wanted to
receive . . . then Free For All does the rest!

Here's how it’s done . . . Thousands (81,293 in just 11 weeks) write emcee
Harry Mitchell describing the gifts they want. Mitchell reads the best
letters over the air, skipping the name of the gift the listener hopes to re-
ceive. Then members of the studio audience try to guess the identity of
the gift. If theyre right they get a prize. But—right or wrong—the grand
prize, the much needed item mentioned in the letter, is shipped directly
to the fortunate writer. And they really are grand prizes . . . like these:
a bicycle for a boy who had been promised one by his G.I. father (the
father was killed at Okinawa), a trousseau for a war bride who had lost
her baggage in a ship fire, a graduation formal for a girl whose parents
are too poor to buy one.

This skillful blending of gifts, guesses and human interest makes Free For
All amazingly popular. It averages more than 7,000 letters from listeners
a week, with hundreds of additional people clamoring for tickets to every
broadcast! In short, Free For All is a smart program idea with a full share
of Columbia Pacific’s polished production . . . a program-wise knack avail-
able to you either in Free For All or another show built to your specifica-
tions. For details, call us or Radio Sales.

A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM

Palace Hotel, San Francisco 5 * Columbia Square, Los Angeles 28
Represented by Radio Sales, the SPOT Broadcasting Division of CBS

COLUMBIA

RK



0UR
LISTENERS
WASH
THEIR OWN
DISHES

They’re doing it the old-fashioned
way today. The soap chips . . . the
dishcloth . . . and the motive power
is a couple of pairs of hands.

But they’re waiting . . . for those
new dishwashers manufacturers
have promised. And if you want to
reach a big market . . . WWDC
invites you to use its facilities in
Washington, D. C., for low-cost sales.

DEMAND FOR
DISHWASHERS IN
WASHINGTON, D. C.

Recent figures show that the demand
for dishwashers in the capital is
sure to be 150% ahead of pre-war
demands, and more probably will
soar to 300%! These figures are
released by The Planning Com-
mittee of the Washington Board of
Trade and the Opinion Research
Corporation of Princeton, N. J.

WWDC

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

represented nationally by

FORJOE & COMPANY
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Feature of the Week

SPOT RADIO has no greater ad-
vocate than cherubic, rotund (275
Ibs.) Phil Davis, musical director
of the Hires Sunday Party on
ABC. Phil has earned the more-

than-humorous sobriquet, “Sul-
tan of Spot.”
Several months ago the erst-

while genius of the jingle wrote a
few musical jingles that ‘“took.”
Since then he has been busy ap-
plying his talents to the sales of
a variety of products ranging from
peanut butter to bedsheets. Some
of the products indelibly stamped
in the minds of listeners via the
musical announcement route are:
Guild Wine, Barbasol, Italian Swiss
Colony Wine, G&D Vermouth, Ly-
dia Pinkham, Nu-Grape Soda and
Sun Crest Orange Drink.

To take care of this business
Phil has just formed an organiza-
tion called Jingles & Spots with
offices at 1650 Broadway, New
York. He has assembled a staff
of writers, arrangers, copyists.

Phil says that the new service
is intended to fill the need of the
outlying agency or station execu-
tive who has no access to the in-
volved production and sales know-
how which go into the fashioning
of a successful spot jingle, yet who
wants the selling potency of this
“musical atom.”

Phil waxes rhapsodic when he
talks about musical announce-

PHIL DAVIS

nients. A former musical director
of WLW Cincinnati, he has that
rare talent of combining an ear
for music with an eye toward sales.
And he has plenty of facts and
figures to prove that jingles are
the most productive form of radio
commercial. A major agency re-
cently made a survey along these
lines, and found jingles had the
greatest recall over other types of
commercials. The Petry survey,
Le points out, disclosed that of
the eight national advertisers using
announcements studied, the first
three—on cost per listener basis—
were jingles.

Sellers of Sales

Jan Gilbert to make up her

mind to join the Harold Cabot

& Co, agency of Boston, where
she is now time buyer.

“I learned to love radio at WLBZ"
[Bangor, Me.], she says. She
spent hours of spare time at the
station watching the way it was
run, and ‘“helping out during such
panics as elections
and Pearl Harbor.”

Around the first of

IT TOOXK several months for

1944 she went to
work for WMAS
Springfield, Mass.,

handling accounting
contracts—both ad-
vertising and talent.
She also assisted at
WLLH Lowell,
Mass., doing much
the same work.

Sometime in 1945
a friend insisted
that she visit the
Cabot offices to “see
the agency side” of
radio. She had a
long talk with Mr. Cabot.

“T’ll never forget his concluding
remark,” Jan says. He told her,
“Miss Gilbert, if you ever decide
you like the agency business, come
see us again.”

January 2 she decided she did
like the agency business, and
cashed in Mr. Cabot’s rain check.
Among Cabot accounts using radio
are H. P. Hood & Sons, Miller &

JAN

Holis (Haviland Chocolates), Bos-
ton & Maine Railroad, Boston &
Maine Transportation Co., L. E.
Mason Co., W. L. Douglas Shoe
Co., and the Boston Globe.

Timebuying has taken a good
bit of the time she used to spend
horseback riding and fishing.

Speaking of her private life, she
was born Aug. 29,1917 in Hampden
Highlands, Me. She
attended private
schools in Bangor
until 1931 when she
entered the Dana
Hall. Schools, gradu-
ating in 1935. There
she was on the Dana
Hall riding team
every one of her
school years. “I have
ridden horseback all
my life,” she says.

In 1939 Jan had
progressed to her
own stable, teaching
riding. Loving the
outdoors, she also
learned to enjoy fish-
ing by going up on the Gaspe Pen-
insula with her family.

Greenbrier College is her alma
mater, and there she was president
of her class, president of the stu-
dent council, and a member of
Sigma Iota Chi sorority.

A journalism major, Jan started
a school paper. She prides herself
on leaving the paper “well in the
black ink.”

A WISE—
ECONOMICAL BYY

This station reaches Read-

ing’s consistently prosperous

trading
effectively, at low

territory

READING, PA.

Write for information

NBC

Represented by

RADIO ADVERTISING

COMPANY
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PROGRAMS that
build PRESTIGE

In Memphis, WMC enjoys the regular listening
preference of the majority of people, as shown by
independent surveys month after month, year after

year.

It’s a combination of top-flight NBC shows and
outstanding regional and local productions that has

built this prestige.

% MEMPHIS  NBC © 5000 WATTS

DAY AND NIGHT

OWNED AND OPERATED BY THE COMMERCIAL APPEAL
NATIONAL REPRESENTATIVES, THE BRANHAM CO.
MEMPHIS' DOMINANT RADIO STATION

&
7 WHEN IT'S MEMPHIS vou WANT, IT'S WMC you Ntzo'
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COMPLETE AUDIO FACILITIES WITH

ﬁ 2 ok v AMPLIFIERS
% VACUUM TUBES

AND ALL PLUG - IN

-

AQAe Langevin Types 116-A and 117-A

Plug-in Amplifiers were developed in col-
laboration with the General Engineering
Department of the Columbia Broadcasting
System. ‘

We believe these amplifiers fulfill the desire
of many broadcast engineers to simplify their
audio facilities. With only these two types of
amplifiers even the largest'system can be fab-

ricated. Further—in the interest of simplicity

-—only WO fypes of tubes are required in the The Type 116-A has been designed for use as a
microphone preliminary and as a booster am-
operation of both these units (the accompany- plifier—gain 36 db. Operates from source
P ‘ ( Bas impedance of 150/600 ohms and into load
ing power supply uses a selenium rectifier). A impedance of 150/600 ohms, in accordance
7 ; with RMA proposed standards.
replaced amplifier can be serviced when con- Push buttons permit reading plate current.
: - : ; Overall dimensions, including plug receptacle,
venient at a test bench, with the aid of a simple 13%" long, 2" wide and 5% high.

service unit designed for that purpose. Complete specifications upon request.

Many lessons learned during the War have
been incorporated in these amplifiers: They
are simple, compact, rugged and of high qual-
i.ty; they are replaceable in a matter of seconds
WITHOUT THE USE OF TOOLS; they are
designed for easy servicing. And they can be
either rack or console mounted; fittings are

available. These units are connected into the

R

circuit by means of a plug especially designed

for them by Cannon—employing gold plated

contacts and a shielded TWIN-AX inPUt : The Type 117-A has been designed as a program or
2 monitor amplifier—gain 55 db. Operates from source
connection. impedance of 150/600 ohms and into load imped-
. ce of 150/600 ohms, in accord ith RMA

A COMPLETE SYSTEM USING THESE U G G ) (R

‘ Push buttons permit reading plate current.
AMPLI FIERS. WILL BE BETTER IN ALL Overall dimensions, including plug receptacle, 11

K 1/ » . VAL
~— RESPECTS THAN THE F.C.C. RECOM- SUh GG RS

Complete specifications upon request.

.~ MENDATIONS FOR FM.

‘The Langevin Company

INCORPORATED

SOUND REINFORCEMENT AND REPRODUCTION ENGINEERING

NEW YORK, 37 W. 65 St., 23 - SAN FRANCISCO, 1050 Howard st., 3 - LOS ANGELES, 1000 N. Seward St., 38



Yes—BCA has the

Lowest Down Station

in the world . . . . In fact we have two!!

The lowest down is

KROP

149 ft. below sea level-but what
a rich farm area it serves!

Our other lowdown station is

KREO

41 ft. below sea level-but what a boon

to people in the Coachella Valley!

KROP with its 1000 watts power—its fine American Net-
work shows plus carefully tailored local programs, carries
the majority of the audience day and night in the Imperial
Valley. Its 1945 farm income of $64,233,062 plus the spend-

No “outside” station delivers a satisfactory signal in the
Coachella Valley. KREO’s 250 watts power reaches all the
Valley’s 19,5600 regular inhabitants with an interference-
free signal (winter population up to 50,000 in the Palm

ing of many thousands of winter tourists makes it a pros-

Springs-Indio-Coachella Valley resort areas.) The Valley’s
perous market for your sales message.

1945 farm income was $10,812, 275,

And Here’s the “Low Down” on the Higher Ups

Surrounded by mountains in the

populous Valley of Paradise

KPRO

360 feet above sea level

KPRO’s primary coverage of 584,321 gives you a big rural
audience—big not only in numbers—but big in buying
power created by a 1945 farm income alone of $206,336,905
plus an equally large manufacturing and retail income.
KPRO’s 1000 watts of concentrated selling power is backed
by American Network programs PLUS outstanding local
productions.

Sticking its snooty nose 9180 ft. up
in the clouds is FM station

KPOR

340,000 watts-Under construction

Here is one of the World’s most powerful FM Stations
covering one of the World’s richest markets. When KPOR
takes the air with its full power next year it will cover
60,200 square miles of Southern California with a popula-
tion of 3,738,127 (1940 census). FM Sets are now being
delivered throughout this area. Make your reservation
early for time on KPOR.

This is BCA—The Broadcasting Corp. of America

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

Riverside Brawley Indio 340,000 watt FM
KPRO = KROP .\ KREO = KPOR
San B(;rl;;;'(nlrdino El &;;:tro Palm " g};’rings Under Construction

JOHN E. PEARSON COMPANY, National Representatives—New York, Chicago, Kansas Cit);, San Francisco, Los Angeles
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A LITTLE EXTRA EFFORT
OFTEN GETS A BIG RESULT!

@ Nearly anybody, including our four-footed friend above, can

run a hundred yards in ten or eleven seconds. The champion EXCLUSIVERRERRESENTSTIVES)
) ) ALBUQUERQUE KoB
is the sprinter who can summon the extra effort to cut the BALTIMORE WCBM
) o BEAUMONT KFDM
time by just a small percentage. BROWNSVILLE KVAL
BUFFALO WGR-WKBW
CHARLESTON, S. C. wcsc
Average speed isn’t “good enough” here at F&P. We have a CINCINNATI WCKY
COLUMBIA, S. C. WIS
big organization of carefully selected men who are out to CORPUS CHRISTI KRIS
DAVENPORT woc
WRITE for your copy break all records for sales, for service, for results to adver- DES MOINES WHO
of this important an- - DULUTH-SUPERIOR WDSM

lysis, ing th . . .
Sk e ] tisers and agencies, and to the stations we represent. Call us FARGO DAY
INDIANAPOLIS Wish
w s d t- . .
e asi S in on your next spot-broadcasting problem, and see for your- ST e
lf ' LOUISVILLE WAVE
LAY MINNEAPOLIS-ST. PAUL  WTCN
OKLAHOMA CITY KOMA
PEORIA-TUSCOLA WMBD-WDZ
RALEIGH WPTF
ROANOKE wDBJ
Y
FREE & PETERS. inc. | 355
\ ® ST. LOUIS KSD
® . . . SEATTLE KIRO
Pioneer Radio Station Representatives SYRACUSE WL
, . TULSA KTUL
Since May, 1932

' 2,
CHICAGO: 180 N. Michigan NEW YORK: 444 Madsison Ave. DETROIT: 3463 Penobscot Bldg. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg.
Franklin 6373 Plaza 5-4130 Cadillac 4255 Sutter 4353 Hollywood 2151 Main 5667
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°Treatmient’ Classifies Newscasts

Acting Chairman
Explains Local

Clause

By RUFUS CRATER
LOCAL TREATMENT of news, not
its origin, is ‘“the important fac-
tor” in determining whether a
newscast should be classified as
“local live” or “wire” under Blue
Book standards, FCC Acting Chair-
man Charles R. Denny Jr., de-
clared in a letter released last
week.

Replying to International News
Service’s request for an interpreta-
tion of the amended version of the
Blue Book definition of “wire news
program,” Mr. Denny said “it is
not required that 509% or more
of a news program usually be de-
voted to ‘purely local items’ in
order for such a program to be
classified as *local live.”

If more than half of a program
based on wire news material is
“very substantially edited and re-
written” by the local station, even
though the material deals with na-
tional or international affairs the
program - should be classified as
“local live” in reporting on pro-
gram plans and performance to the
Commission, Mr. Denny indicated.

The clarification pleased INS.
Robert W. Brown, executive news
editor, who on behalf of the news
service had filed a petition opposing
the Blue Book definition, said:

INS Grateful

“We are grateful to the FCC for
the amendment to the new wire
program rule, and thankful to
Mr. Denny for his clarification and
interpretation.

“Thus the questions we raised
in our petition several months ago
are answered satisfactorily. The
danger of a threat to free speech,
unintentional though it might have
been, is removed; as is the impli-
cation of any penalty against con-
scientious  news = programming
based on teletype news reports.”

Mr. Denny in his letter reiterated
that “the only reason for establish-
ment of the program categories
was as a convenience for analytical
and statistical purposes.”

The March 7 Blue Book, defining
various program categories, said
a part-wire, part-local news pro-
gram should be classified as “wire”
if over half is usually devoted to
reading the syndicated wire text

BROADCASTING e

verbatim, “but is classified as ‘live’
if more than half is usually devoted
to local news or comment” [ BROAD-
CASTING, March 11].

INS challenged that definition,
expressing fear that it would harm
the “business, service and reputa-
tion” of INS and lead to deteriora-
tion of stations’ news programs
[ BROADCASTING, April 22, 29]. Mr.
Denny replied that “you may have
misconstrued both the purpose and
the language of the definition” and
expressed belief that “you will
agree that there is no cause for
concern and that the definitions
proposed in the report represent a
satisfactory and practicable solu-
tion to a most complicated prob-
lem” [BROADCASTING, June 17].

Definitions Amended

When several Blue Book defini-
tions were amended July 2, the
“wire” news portion was changed
to provide that a program of part
wire, part nonsyndicated material
be classified as “wire” if more than
half is usually devoted to virtually
verbatim reading of syndicated

wire text, “and otherwise is classi- °

r

fied as
July 8].

INS Executive News Editor
Brown wrote FCC on Aug. 1 ask-
ing for a formal clarification. Fol-

‘live [ BROADCASTING,

CLASSIFICATION of a newscast
as “wire” or “live” depends upon
the local treatment of news ma-
terial, not its origin, according to
FCC Acting Chairman Charles R.
Denny Jr. INS, which challenged
the original Blue Book definition
of “wire program,” regards the
interpretation of the revised defi-
nition as a satisfactory answer to
its questions.

lowing is the text of Mr. Denny’s
reply, dated Aug. 30:

“This will reply to your letter of
Aug. 1, 1946, with further reference to
the definition of a ‘wire’ program as
originally defined in our report of
March 7, 1946, and amended in our
Public Notice 95462 of July 2, 1946. You
submit the following questions in the
light of that definition:

‘1. Does the revised rule mean that
the station no longer is required to
pro-rate 509 or more of its news-
cast time to purely local items in
order to receive for the newscast a
‘local live’ instead of a ‘wire’ pro-
gram rating?

‘2. Does the revised rule mean that
a station can base an entire newscast
on a teletype service and receive
‘local live’ rating for said newscast
providing the station has edited, se-
lected, rewritten or otherwise °‘local-
ized’ half or more of the news con-
tent from the standpoint of local in-
terest ?

“Under the definition contained in
our report of March 7, 1946, and the
amendments set out in the Public Notice
of July 2, 1946, referred to above, it is
not required that 509 or more of a
news program usually be devoted to

‘purely local items’ in order for such a
program to be classified as ‘local live.’
With respect to your second question,
a news program based upon material
received by wire, but more than half of
which is very substantially edited and
rewritten by a station staff member or
by a writer employed by a sponsor and
announced in its edited and rewritten
form should not be classified as a ‘wire
program’ because of its being based
upon material received by wire.

Treatment Counts -

“The important factor in this regard
is the treatment given locally to the
news rather than its origin. For ex-
ample, a program consisting of a ver-
batim reading by a station in New York
of a wire news text about New York
affairs would still be wire. On the other
hand a program of national and inter-
national news based entirely upon ma-
terial furnished by the wire news serv-
ices would be classified ‘local wire’ if
more than half of it consists of ma-
terial which has been very substantially
edited and rewritten as indicated above.

“The nature of your inquiry suggests
that a misconception may still persist
on the part of your organization and
your clients concerning the purpose and.
language of the definitiosn in qugstlon.
May we again point out that it was
neither our desire nor our intention to
cast aspersions upon wire news pro-
grams or to discourage their use. On
the contrary, we have expressly recog-
nized the highly important role that
such programs play in the fleld of ra-
dio broadcasting. This is evident, for
example, both in our report of March
7, 1946, and our letter to you of June
10, 1946, in which we also pointed out
that the only reason for establishment
of the program categories was as a con-
venience for analytical and. statistical
purposes.

“Sincerely yours,
‘“Charles R. Denny.”

Color Demonstration Upholds Claims

CBS Proves Method Will
Reproduce Fast
Motion
By BRUCE ROBERTSON

TRANSMISSION of live color pie-
tures in the ultrahigh frequencies
was shown to the press Friday
by CBS in a demonstration that
effectively upheld the CBS con-
tentions, first, that colored pic-
tures are more attractive than
black-and-white images, and sec-
ond, that no color breakup was
apparent, even when the subject
matter being televised was a pair
of sparring boxers.

The brief program opened with
a pretty blonde who made up her
face, ate an apple and displayed
a number of multi-colored scarves.
Her motions seemed rather slow
and deliberate, leading at least
one observer to wonder if she had
been coached to do so for fear

Telecasting

of the color breaking up if more
rapid motion were attempted. This
idea was rapidly dispelled by the
next item on the program, a pair
of boxers who sparred together
and shadow-boxed individually
without any observable trace of
color breakup. The only deviation
from what an observer in the room
with the boxers would have seen
was a slight fringing at the end
of the gloves when they were shoved
out and retracted at high speed
during the boxing sequences.

A series of modern paintings was
then televised to show the ability
of the CBS live pickup camera to
reproduce colors faithfully, and a
closeup of a lovely girl singing a
modern song completed the formal
demonstration. As an extra added
attraction, several members of the
viewing group were taken to the
studio and televised for the amuse-
ment of the rest of the audience.

Demonstration was staged in the
CBS television laboratory on the

fifth floor of the CBS Bldg., sent
by cable to the viewing room on
the sixth floor. It was explained
that the network’s high frequency
video transmitter had been “act-
ing up” recently and that the dem-
onstration program was piped in
instead of broadcast to avoid any
technical disturbances that might
have occurred until the transmitter
difficulty has been adjusted.

Viewing room is furnished to
simulate a normal living room and
during the demonstration it was
adequately lighted by several floor
lamps. The colored pictures came
through on a new aluminum-backed
viewing tuhe, made by Rauland
Corp. to CBS specifications, ‘with
brilliant clarity and contrast de-
spite this full illumination, prov-
ing that a dark room is not nec-
essary for color reception.

In the laboratory a small space
had been cleared for the televised

(Continued on page 100)
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Atlantic Refining’s
Fall Schedule Set

College, High School, Pro
Games to Be on 89
ATLANTIC REFINING Co.,

Philadelphia, will sponsor college,
high school and professional foot-
ball games this fall, marking its
11th year in football broadcasts
and its sixth season of football
television. Company will sponsor
a total of 118 college games of
eastern and southern colleges, 85
high school contests and 26 pro
games on 89 stations reaching along
the East Coast from Vermont to
Florida. College schedule starts
Sept 21 with Pittsburgh-Illinois
game and concludes Nov. 30. Two
pro games Dec. 8 end season.

College games televised will be
sponsored by Atlantic Refining for
the sixth consecutive season on
WPTZ, Philco television station,
Philadelphia.

The 1946 Atlantic Refining Co.
station schedule, placed through
N. W. Ayer & Son, Philadelphia,
is as follows: WSAN WFBG
WBAB WRDW WBAL WBTA
WINR WHDH WNAC WICC WGR
WISR WCHA WBT WCHV WBLK

WTAM WBNS WTBO WBTM
WCED WDNC WEST WENY
WERC WMMN WSAR WEIM
WHAI WFBC WJEJ WHGB
WONS WAZL WHYN WDAD
WHCU WMBR WJTN WARD
WLNH WGAL WLAN WMRF
WLLH WLVA WMAZ WFEA
WEDO WKST WNHC WNLC

WOR WKRZ WHDL WDBO WCAU

WIBG KDKA WWSW WBRK
WHEB WPPA WEAN WPTF
WHUM WRNL WDBJ WHEC
WSYB WBOC WSAV WGY
WARM WSPA WMAJ WFOY
WKOK WSYR WTTM WMBS
WJPA WATR WWNY WBAX

WRAK WILM WAAB WORK.

Waterman Renews

L. E. WATERMAN & Co., New
York (Waterman pens), Sept. 14
for 52 weeks renewed sponsorship
of Gang Busters on ABC Sat. 9-
9:30 p. m. Lewis J. Valentine, for-
mer Police Commissioner of New
York City, has returned to the pro-
gram as the show’s chief investi-
gator-commentator. Agency for
Waterman is Charles Dallas Reach
Co., Newark, N. J.

Young Show Returns
BRISTOL-MYERS Co., New York
(Sal Hepatica), Sept. 20 resumes
The Alan Young Show on 132 NBC
stations, Fri. 8:30-9 p. m. (EDST),
with West Coast repeat 8:30-
9 p. m., (PST). Besides Alan
Young, cast members of new show
include Jim Backus, Ken Christy,
Doris Singleton, Charlie Cantor
and The Smart Set, vocal group.
George Wyle is musical director
with Eddie Pola producer-director.
Al Schwartz, Sherwood Schwartz
and Joe Young handle writing as-
signment. Agency is Young & Ru-
bicam, New York.
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Trucking Strike in New York

Turns Business Rush to Radio

A NEW YORK trucking strike,
eliminating newsprint deliveries
for the second time in a little over
a year, last week left most New
York dailies newsy but adless. And
radio stations reported land office

business from film companies,
legitimate theatre and, a little
belatedly, the big retail stores

such as Macy’s, Gimbel’s, Hearn’s,
all seeking spots to reach the public
as newspapers turned down display
advertising to save paper.

Mayor William O’Dwyer chose
radio to deliver his first important
announcement with regard to the
slow paralysis that was choking
business in New York. In his radio
speech, delivered over WABC,
WJZ, WEAF, WNYC, the mayor
revealed for the first time that
Daniel L. Tobin, international
president of the teamsters, had
ordered the recalcitrant strikers to
accept the mayor’s plan, and also
gave Police Commissioner Alfred
Wallander carte blanche to insure
that all necessary foodstuffs and
drugs were delivered safely into
the city.

Heavy Radio Load

The New York stations were
carrying this increased load on a
day-to-day basis, and mostly for
the duration of the strike. Many
stations were planning or carry-
ing increased news. WJZ had out-
lined complete coverage plans that

Sears Signs WPTZ

SEARS ROEBUCK & Co., through
Benjamin Eshelman Co., has signed
for 13-week sponsorship on WPTZ
Philadelphia, Phileo television
outlet, of Sears Visiquiz, Thurs.
9-9:30 p. m. First program was
aired Sept. 12. Both home and
studio audiences are eligible to
receive prizes on the new program.

included reading comics.

WLIB, carrying about the heavi-
est local news schedule in the
metropolitan area, had its own re-
porters covering police headquar-
ters, city hall, and other strike
nerve centers with wire recorders
gathering information, recording
it and bringing it back for its 10
minutes of news every 60 it is on
the air. WLIB was shorten-
ing its news items, getting in be-
tween 15 and 17 instead of the
usual 10 or 12, WLIB is also plan-
ning a spot campaign for many
of the leading Brooklyn retailers,
and has launched a twice-daily
shopping program through which
retailers can advertise.

Movie Advertising

WHOM also increased its news
coverage with a special events
crew traveling around New York
with a wire recorder to get on-the-
spot impressions of the strike and
its effect on New York’s millions.
Motion picture companies such as
Universal, M - G - M, Twentieth

(Continued on page 95)

Hastings Chooses

HASTINGS Mfg. Co., Hastings,
Mich. (piston rings, Casite), re-
ported to sponsor network show
on Mutual effective Oct. 15
[BROADCASTING, Sept. 2], has
chosen Michael Shayne, mystery
thriller heard on Don Lee network

for two years. Through Keeling -

& Co., Indianapolis, a 52-week
contract has been signed for pre-
sentation of program on about 325
MBS outlets, Tues. 7-7:30 p. m.
(CDT). Lead role has not been
cast. It is expected show will orig-
inate from West Coast.
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“But this isn’t a percussion instrument!”

Gillette To Sponsor
S8th World Series

MBS, Many Foreign Stations
To Air Ball Games

GILLETTE Safety Razor Co., New
York, will sponsor broadcasts of
the 1946 World Series, marking its
eighth consecutive year of broad-
casting the sports event.

The games will be heard on the
full Mutual network, the Dominion
Network of Canadian Broadcasting
Corp., plus some South American
stations and possibly a few Euro-
pean stations. The number of out-
lets to carry the games will total
about 400.

Weather permitting, the first
game is scheduled to be played
on Oct. 2. Air time will be at 1:15
p.m. (EDT) if the Brooklyn Dod-
gers play, or 1:15 p.m. (CDT) if
the St. Louis Cardinals win the
National League pennant.

Announcers to cover the series
have not been selected. Spanish
speaking sportscasters will describe
the play-by-play for the Cuban sta-
tions and a Canadian announcer
will translate the report for the
French speaking baseball fans. The
agency is Maxon Inec., New York.

Hope Set Sept. 24

LEVER BROS., Cambridge, Mass.
Pepsodent Division), following
summer lay-off Sept. 24 resumes
for ninth consecutive year Bob
Hope Show on 126 NBC stations,
Tues. 10-10:30 p. m. (EDST).
Besides Bob Hope, program under
new format will continue to feature
Jerry Colonna with Barbara Jo
Allen returning as “Vera Vague.”
Other talent includes the Mirium
Group, vocal aggregation, and
weekly name guest. Desi Arnez
fronts music with Wendell Niles
handling commercials. Guest sing-
ers are to be used until Mr. Hope
decides on permanent vocalist. Al-
bert Capstaff and Robert Stephen-
son are Hollywood producer and
director respectively of Foote,
Cone & Belding, agency servicing
account,

Ford on WABD

FORD MOTOR Co., New York, is
sponsoring the telecast of the seven
home games played by the New
York Yankees of the All-Ameri-
can Football Conference on WABD
New York. First game was Sept.
14, 8:30 p. m. In addition to the
seven games Ford also will spon-
sor the Brooklyn Dodgers football
game Nov. 28. J. Walter Thomp-
son Co. is agency handling Ford
account.

‘Digest’ Tests

READERS DIGEST on Sept. 21
starts a test campaign using live
copy, one minute transcriptions
and chainbreaks in eight markets
for nine days. Campaign is con-
ducted by BBDO New York,

BROADCASTING o Telecasting



AFL Charter Will Spark RDG Drive

Guild Hopes to Form
Chapters in Most

U. S. Stations
ORGANIZATION of program pro-
ducers and directors in 860 sta-
tions throughout the U. S. and
Canada is the immediate goal of
the newly-chartered Radio Direc-
tors Guild (AFL), George Zach-
ary, New York, temporary presi-
dent, announced last week.

His announcement, issued by
American Federation of Labor
headquarters, Washington, was
made in conjunction with a release
from AFL President William
Green on Wednesday that an inter-
national charter had been granted
by the AFL to the Radio Direc-
tors Guild.

“The issuance of this charter
completes the framework of AFL
organization of all those engaged
in the radio broadcasting indus-
try,” said Mr. Green. “It means
100% unionization around the
microphone.”

Charter members of the Guild
are: Mr. Zachary, producer of the
Ford Summer Show for Kenyon &
Eckhardt; Edward Byron, owner
of Mr. District Attorney, Burr
Lee, Chicago freelance producer,
Paul Franklin, Hollywood, producer
of CBS Jack Kirkwood show, vice
presidents; Earl McGill, New York
freelance, secretary; Newman H.
Burnett, New York, executive sec-
retary; Lyle Barnhart, WBBM
Chicago, treasurer; Thomas Free-
bairn-Smith, Hollywood; Lawrence
Beckerman, WTOP Washington;

ELUSIVE JIMMY

‘He Just Left—Haven't Seen
=————Him in Weeks——~=

LOCATING James Caesar Pe-
trillo when musicians’ strikes are
on is no easy task. Efforts of
BROADCASTING to contact him by
telephone at his Chicago office,
where he issued a statement to
the press on Wednesday, met brick
wall resistance from his followers.
Here’s the story, step by step:

First call: Sweet-voiced girl
said Mr. P -had “just left the
office; he’ll be back shortly.”

Second call, half-hour later:
Same sweet-voiced girl asked:
“Who’s calling, please?”’ Then: “I
haven’t seen Mr. Petrillo in weeks.
I don’t know where he is.”” (Phone
hung up).

Third call: at a second number
where Jimmy sometimes hangs out:
“You’ll find him at State 0063.”

Fourth ecall to State 0063:
Sweet-voiced girl, now screaming:
“I told you he hasn’t been here
in weeks. Maybe he’s in New York.
Maybe he’s in Florida. Maybe he’s
some place else. He ain’t here!”

Fifth call: Husky-voiced man
and once sweet-voiced girl both
on the line: “Why do you keep
calling? We’re closing up in 10
minutes. If he comes in I’ll have
him call—but he won’t be in.”
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Theodore Corday, New York, free-
lance producer of Gang Busters.

Mr. Byron is president of the
New York local, Mr. Zachary vice
president and Mr. Corday secre-
tary, while Mr. McGill is a mem-
ber of the council. Mr. Franklin
is president of the Hollywood
local.

Radio Directors Guild has re-
ceived pledges of support from all
other AFL unions in the radio
field, including the American Fed-
eration of Radio Artists, a branch
of the Associated Actors & Ar-
tistes of America, and James Cae-
sar Petrillo’s American Federation
of Musicians, according to Mr.
Green.

Producers who have been mem-
bers of AFRA will transfer imme-
diately to the Radio Directors
Guild, by agreement with AFRA,
according to AFL headquarters.
With a nucleus of 1,000 members,
mostly in the key network origi-
nating cities, the RDG plans to ex-
pand to all independent stations
which employ program production
personnel. RDG locals presently
are established in New York, Chi-
cago, Hollywood and Washington,
the latter having been made pos-
sible by the transfer of producers
from AFRA to the Guild.

First International

The Radio Directors Guild be-
comes the first international union
in radio, aside from technicians
and musicians, according to AFL
headquarters. AFRA, as an affili-
ate of the AAAA, is chartered lo-
cally.

Formation of the international
guild resulted from a series of con-
ferences between independent
unions in Hollywood and Chicago
with the chartered local Guild in
New York, and officers of the AFL.
Last spring the Hollywood Radio

Directors Guild (then an inde-
pendent union) voted to join the
New York and Chicago organiza-
tions [ BROADCASTING, May 6]. Just
prior to that action the Hollywood
union had assumed jurisdiction
over 16 CBS Hollywood producers
and directors with the consent of
AFRA.

Began Early in Year

Conferences which culminated in
the granting of an international
charter last week began early this
year when the New York Radio
Directors Guild sent a committee
of five to AFL headquarters in
Washington, seeking a charter
[BROADCASTING, May 20].

Jurisdiction of the new union
covers not only producers of stand-
ard broadcast programs, but tele-
vision directors as well, AFL head-
quarters said. While the bulk of
producers throughout the country
are employed by individual sta-
tions, most of them in the key net-
work originating points such as
New York, Chicago and Hollywood,
work direct for agencies handling
accounts or on a freelance basis.
The RDG aim is to sign up every
person in radio who serves as a
program producer.

Program directors of stations,
who have overall supervision over
programs, likely will not be in-
cluded, according to AFL head-
quarters, inasmuch as they are
considered station executives and
therefore not eligible. In many
smaller stations with limited staffs,
program directors and in some
cases general managers produce
programs.

Whether RDG would attempt to
include such working executives
could not be determined, but it was

‘pointed out that the union might

well object to executives producing
shows in stations where the union

ISSUANCE of a national charter
by AFL to Radio Directors Guild
marks another step toward union-
ization of program producers and
directors in U. S. stations. With a
nucleus now of 1,000 members in
key network originating cities,
RDG bids to expand to all inde-
pendent stations. AFL President
William Green says it will mean
“100% unionization around the
microphone.”

has contracts.

While the Lea Act was pending
in the Senate, following its pas-
sage by the House, the Radio Di-
rectors Guilds of Hollywood and
New York telegraphed protests to
Sen. Edwin C. Johnson (D-Colo.),
conference chairman, and to Presi-
dent Truman, along with AFRA
and the Independent Citizens Com-
mittee of the Arts, Sciences &
Professions.

NLRB REJECTS IBEW
PLEA TO LIMIT VOTE

CLAIM of IBEW that only the
seven operators at the main trans-
mitter of WSB Atlanta should be
permitted to vote in an election
under National Labor Relations
Board auspices was rejected last
week by the board. IBEW had op-
posed participation by the eight
studio control operators and two
technicians at the FM transmitter.

NLRB directed that all 17 tech-
nicians be permitted to vote for a
collective bargaining agency, elec-
tion to be held within 30 days. The
board agreed with WSB that all
17 technicians should be treated as
a unit because of their integrat-
ing functions, the similar conditions
of employment including employe
interchange and similarity in skills.

The Board took notice of the fact
that 70% of the 350 IBEW broad-
casting contracts include both
transmitter technicians and studio
control operators.

AFM ‘Local Affair’ Is Now Nationwide

Radio May Have to Use
Staff Musicians,
Records

NETWORKS and stations may be
forced to fill late night spots with
staff orchestras, local bands hired
especially for the occasion or re-
cordings as a result of James
Caesar Petrillo’s latest threat.

In his Chicago office Wednes-
day the American Federation of
Musicians president announced
that musicians playing at all Hil-
ton, Kirkeby and Statler hotels in
all parts of the country would be
called out on strike in sympathy
with the New York hotel and night
club strike., They went out at mid-
night.

“If this whole thing isn’t settled
within a few days,” quoth Mr. Pe-
trillo, “it’ll spread to all the rest
of the country. My boys in these
other hotels are in full sympathy

Telecasting

with the New York musicians™
[ BROADCASTING, Sept. 9].

Just seven days before—Wed-
nesday, Sept. 4 in New York—Mr.
Petrillo said the New York strike
was strictly a “local affair’” and
that he was keeping hands off.

Mr. Petrillo’s latest edict—call-
ing out musicians in Hilton, Kirke-
by and Statler hotels, affects hos-
telries in Dayton, Ohio; Los An-
geles, Albuquerque, Long Beach,
Washington, Boston, Buffalo, St.
Louis, Cleveland, Detroit, Pitts-
burgh and Philadelphia. He pre-
viously ordered musicians out of
the Blackstone, Stevens and Palmer
House in Chicago, the day after he
announced in New York that the
strike was a ‘“local affair.”

Meanwhile conferences between
New York Local 802 and manage-
ment of hotels over the union’s
demands for a 25% increase in pay
continued with ‘“some progress”
reported. Management countered
with an offer of 12%% increase,

which the musicians rejected.

Although a nationwide hotel
strike would seriously affect re-
mote pickups in scores of cities,
the major networks last week
seemed little concerned. CBS, NBC,
MBS and ABC reported little
trouble so far as a result of the
spread to a dozen cities in addi-
tion to New York. All networks
said they would rely on record-
ings ®r orchestras at hotels not
affected by the strike, but Mr.
Petrillo threatened to pull his
“boys” out of all hotels.

In such event broadcasters would
be obliged to replace scores of re-
motes with records or staff orches-
tras. Cost of the latter would
mount, since in most cases the mu-
sicians would be on overtime. In
some cities, however, even the use
of staff bands would be prohibited
by union regulations which pro-
vide that musicians must work
their day’s schedule within a speci-
fied number of hours.
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Audience Index Values of BMB Reports

Three of at Least
Nine Uses Cited
By Frank

By PHILIP FRANK
Executive Secretary, BMB

BROADCAST Measurement Bu-
reau was organized jointly by the
American Association of Advertis-
ing Agencies, the Association of
National Advertisers and the Na-
tional Association of Broadcasters
for the purpose of making a uni-
form measurement of radio sta-
tion and network audiences. The
field work was done in March, the
findings are being tabulated and
within the next month or two, the
material will be published in three
forms:

1. Station Audience Reports:—
Each report will be for a single
subscribing station. It will include
day and night BMB audience maps
showing all counties and measured
cities in which 10% or more of the
radio families listen to the station
one day or more a week, together
with detailed information regard-
ing the size of its day and night
BMB audiences in each place.

2. U. S. Area Report:—Here
one may look up any county or
measured city (about 1,000) and
find all the stations having day or
night audiences in the place, to-
gether with the BMB audience
figures for subscribing stations.

3. Network Report:—This re-
port will show the day and night
BMB audiences of each of the four
major networks and subscribing
regional networks in each county
and measured city.

How to Use

These are the BMB materials
with which the advertising and
radio industries will work. How
will they be used? Even before
publication nine separate uses for
BMB have been brought to light.
In this article we will discuss the
first three.

The first decision the advertiser
makes regarding radio is whether
to use it. In the past more ac-

WITH field work completed and

findings currently to be tabulated
for the new uni-
form measure-
ment service of
BMB, Mr. Frank
here explains
some of the pos-
sible applications
for the forthcom-
ing reports. Three
possible utiliza-
tions are given
in this, the first
of three consec-
utive articles in BROADCASTING

Mr. Frank

on the Broadecast Measurement
Bureau.
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ceptable factual data have been
available on other media than on
radio with the result that in a
consideration of various types of
media radio has been at a distinct
disadvantage. BMB will be one fac-
tor in helping to correct this situ-
ation.

It should not be inferred, how-
ever, that “BMB audience” 1is
comparable with “ABC circula-
tion.” No one yardstick can meas-
ure both space and radio media
since they are not measureable in
the same terms. Nevertheless ad-
vertisers and agencies are con-
tinually called upon to compare
these media., And they are doing
this with what they term the pres-
ent unacceptable material. BMB
will help because it is the most
fundamental measurement in radio
just as ABC is the most funda-
mental measurement in space me-
dia. And both measurements are
uniform for the media they serve,
ABC for all publications, BMB for
all radio stations and networks.

Evaluating Stations, Networks

Having decided to use radio ad-
vertising, advertisers and agencies
can turn to BMB for an overall
evaluation of stations and net-
works. This can be done on the
basis of total BMB audience day
or night or by a comparison of the
audience-cost ratios of various
stations—an efficiency factor that
might be expressed as cost per
thousand BMB.

Such a factor might serve as a
guide for evaluating radio in much

(Continued on page 83)

Nelson Explains BUB Aim

As Chairman of the Advertising Industry Relations Committee of
Broadcast Measurement Bureau I have been asked so many ques-
tions by advertisers, agency, station and network people that I have
seldom had time to answer all. As a result I suggested to BMB
that a series of meetings be held to tell everyone who is interested
some of the uses to which the BMB material, when available, could
and could not be put.

To get the general overall agency thinking, which also reflects the
advertisers’ thinking, Philip Frank, Executive Secretary of Broad-
cast Measurement Bureau, interviewed many agency people, among
them Frank Silvernail, Batten, Barton, Durstine & Osborne; Eliza-
beth Black, Joseph Katz Agency; Helen Thomas, Spot Broadcast-
ing; Helen Wilbur, Doherty, Clifford & Shenfield; Frank Palmer,
Kenyon & Eckhardt; William Maillefert, Compton Advertising;
Gordon Mills, Arthur Kudner Agency; Thomas Lynch, Donahue &
Coe; William Rogow, Neff-Rogow; Theodore Fisher, Ruthrauff &
Ryan; and Carlos Franco, Young & Rubicam. All of these people
as well as many more have contributed their time and thinking to
the successful educational program now being put on by Broadcast
Measurement Bureau. These meetings explain the uses of the
material to advertisers and agencies. At the NAB meeting in
Chicago in October the representatives of Broadcast Measurement
Bureau will cover the importance of this operation to the stations
and networks from a general sales standpoint.

As a result of the interest taken in these BMB clinics held in
New York during the last eight weeks it was felt that those who
were not able to attend the meetings in either New York or Chicago
should know the background of this idea as well as what is being
told those attending. That is the purpose of this article and two
to follow in consecutive issues of BROADCASTING.

Speaking for the AAAA’s Timebuyers’ Committee and for other
advertising and agency people, I can only say that all of us appre-
ciate the splendid cooperation given by the individual stations,
networks. NAB. ANA and AAAA and to express the hope that
this is only the beginning of something that will continue year
after year and will be one of the acceptable yardsticks not only to

the radio industty but to the advertising industry in general.

Linnea Nelson
J. Walter Thompson Co.

Sholis Cites

Survey Figures Reply
To Suppression
Charges

CLEAR CHANNEL Broadcasting
Service undertook last week to
show that its member stations “are
in the forefront of those promot-
ing FM” and that power above 50
kw for the clears, instead of re-
tarding FM, will provide ‘'service to
listeners whom FM won’t reach.

In a report on FM operations of
the 16 CCBS member stations, Vic-
tor A. Sholis, CCBS director, de-
clared that:

Nine are now on the air with
FM, “all but three having been
broadcasting since the dim pre-war
days”; the 10th and 11th hope to
start interim operation before the
end of 1946 with low power pend-
ing delivery of high-power trans-
mitters; the 12th has a conditional
construction permit while three
others have applications pending
before FCC, and the 16th, “because
of its long-time emphasis upon
farm broadeasting,” withdrew its
request for metropolitan FM and

CCBS Eftorts for FM

is making enginering studies look-
ing toward an application for a
rural station.

Mr. Sholis said the survey was
made to:

“1. Show up the fallacy underly-
ing the viewpoint of those who op-
pose improvement of the present
inadequate AM service to rural and
small-town listeners on the basis
that it will retard FM, from which
these same listeners can expect lit-
tle or no service.

“9 Establish the fact that the
clear channel stations, which would
be most directly involved in improv-
ing rural service by going to
higher power, are in the forefront
of those promoting FM.

“3, Offer a commentary upon the
hints, as vague as they are con-
stant, that some groups in radio—
never specifically named—are en-
gaged in some sort of ‘sinister con-
spiracy’ to hold back FM.”

Clears’ Pioneering

CCBS stations, Mr. Sholis said,
“in city after city . . . were the
first AM broadcasters to go into
FM,” and “staged extensive audi-

BROADCASTING o

ence promotion campaigns—as far
back as the early 40s when receiv-
ers were available.”

Member stations reported ready
or almost ready to begin FM oper-
ation, in addition to those already
on the air, include:

WWL New Orleans was slated to
get into full FM operation last
week, after beginning test broad-
casts the week before. WHO Des
Moines “will be on the air with an
FM station probably by the end of
1946” if it receives authority for
interim operation with 3 kw pend-
ing delivery of a 50-kw transmit-
ter promised for next year.”
WFAA Dallas “is also seeking to
go on the air with less power this
year, pending delivery of its 37-kw
transmitter,” WHAS Louisville,
operating FM experimentally since
1944, expects to start commercial
operation “in a few months.”

“As in the case of the other clear
channel stations,”” Mr. Sholis as-
serted, WHAS’ FM programming
“will be aimed at the metropolitan
audience and will be distinet from

(Continued on page 93)
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FACTS WILL

MORNING IS GOOD TIME
WHO!

ON

(THESE HOOPERATING

AMAZE YOU!)

MASON CITY
@ 27,080 POP.
115 MILES

SPENCER
®6,599 POP
146 MILES

FORT DODGE
22,904 POP,
® 7! MILES

AMES MARSHALLTOWN

CARROLL® BOOKE®

@ (9,240 POP.
), 12,375 POP.
o muEs 3smiEs 12590 P07 SO MILES
e NEWTON
WHO 10,462 POP.
DESMOINES 30 MILES
IOWA 0SKALOOSA
®1,024 POP.

54MILES

CRESTONe
8.033 popP.
64 MILES

OTTUMWA @
31,570 POP.
74 MILES

You’d naturally expect WHO to rate tops
in Des Moines, even if you’d never seen
a Hooperating. But what about other cities
in Iowa?

To find out we asked Hooper to survey
eleven outside zone cities from 30 to 146
airline miles from Des Moines, seven hav-

330 MILES

ing their own stations.

Result: Proof that the outside cities have
far more “sets in use’’—that WHO rates
even higher outside of Des Moines than
it does, inside, with a 9.5 morning Hooper-
ating!

Here is morning summary for the 11 cities:

X

WHO OTHER NBC ALL CBS | ALL ABC-MBS| ALL OTHERS

Stre | Reting | Siareol | Rating | ol | Ruting | Srech | Roting | SRl | Roting | SRS

8QAM to NOON | 90 3 9.5 46.7 — 0.2 3.4 | 169 | 6.6 394 | 08 3.8
on. thru Fri.

BROADCASTING o

Good programming and good public serv-
ice make WHO a “must” in Iowa. We (or
Free & Peters) will gladly give you the
availabilities for spot programs, both as
to time and to the extraordinary local
talent facilities which WHO has assembled.
Write!

Telecasting

HO

+ for lowa PLUS ¥

Des Moines . -« s o « 50,000 Watts
B. J. Palmer, President
J. O. Maland, Manager

Free & Peters, Inc., National Representatives

September 16, 1946
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Six-Day Schedule for NAB Convention

Board Meeting Friday;
Small Outlets Hold

Two-Day Session
By J. FRANK BEATTY

SIX-DAY session will be required
to handle all NAB convention activ-
ities when the industry holds its
first postwar meeting at Chi-
cago next month. Though the for-
mal agenda is timed from Monday
morning Oct. 21 through Thursday
night, convention events will start
with Sunday registration and
BROADCASTING golf tournament,
ending Friday when the new board
of directors holds its first meeting.

Plans for the convention began
to take definite shape last week as
C. E. Arney, Jr., NAB secretary-
treasurer and convention director,
worked out details for several con-
vention meetings. These were the
Small Market Stations and music
copyright meetings Wednesday
morning at which district chair-
men will be present, and Broad-
cast. Measurement Bureau meet-
ing Tuesday afternoon. List of con-
vention speakers will be announced
soon.

Small station details were work-
ed out last Monday and Tuesday at
a meeting of the Small Market
Stations Executive Committee, in
which Mr. Arney participated
along with three board liaison
members. All small stations are
invited to attend the Wednesday
morning meeting. Small Market
Stations Division will maintain
headquarters on the eighth floor
of the Palmer House.

Copyright Session

Campbell Arnoux, WTAR Nor-
folk, last chairman of the Music
Copyright Committee, superseded
by the Program Executive Com-
mittee, will be co-chairman of the
music copyright meeting. He is
District 4 director. Other co-chair-
man will be Sidney M. Kaye, first
vice president and general counsel
of Broadcast Music Inc. They will
lead a discussion of all phases of
the music copyright problem, which
is receiving careful study prior to
expiration of present ASCAP con-
tracts in 1949,

Hugh Feltis, president of Broad-
cast Measurement Bureau, will di-
rect Tuesday afternoon discussion
of audience coverage. BMB’s first
survey results will be mailed to
members about three weeks before
the convention, it is understood.

Alltime attendance record at the
convention was deemed a certain-
ity when advance registrations
totaled 737 as of Thursday. Past
experience of NAB officials pro-
vides basis for prediction that reg-
istration at this time will be one-

third actual attendance. NAB has-

assigned 825 of the 1005 rooms
provided at the Palmer House and
Stevens by the Hilton Hotels.

All meetings except the Wednes-
day night banquet will be held
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" of B, while Mr.
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THOUGH CHAIRMAN Marshall H. Pengra, KRNR Roseburg, Ore.,
hadn’t arrived due to plane trouble, NAB Small Market Stations Ex-
ecutive Committee got under way on time last Monday. Participating
were (front row, ] to r): Wayne W. Cribb, KHMO Hannibal, Mo.; James
R. Curtis, KFRO Longview, Tex.; William C. Grove, KFBC Cheyenne,
Wyo.; Glenn Marshall Jr., WFOY St. Augustine; Robert T. Mason,
WMRN Marion, O.; Monroe B. England, WBRK Pittsfield, Mass. Back
row: Clair R. McCollough, WGAL Lancaster; Kenneth H. Baker, NAB
research director; J. Allen Brown, NAB director of Small Market
Stations Division; William B. Smullin, KIEM Eureka, Calif.; Frank E.
Pellegrin, NAB director of Broadcast Advertising; Harry R. Spence,
KXRO Aberdeen; C. E. Arney Jr., NAB secretary- treasurer; Arthur
‘C. Stringer, NAB director of Special Services.

in the Palmer House. The Stevens
banquet hall is the larger.
Assignment of exhibit space on
the fourth floor of the Palmer
House is not yet complete. Mr.
Arney will work out exhibits prob-
lems when he goes to Chicago at
the end of the month. Eight or ten

firms have indicated a desire to
display heavy equipment such as
transmitters. Space also will be
available for transcription and
other firms desiring to use the ex-
hibit room rather than their con-
vention suites.

Mr. Arney discussed the small

WEBM Owners Buy Evansville

Outlet, Subject

NEGOTIATIONS for sale of
WEOA Evansville, Ind., by Evans-
ville on the Air Inc. to Harry M.
Bitner and other owners of WFBM
Indianapolis for a stripped net
price of $200,000 were completed
last Wednesday, subject to FCC
approval.

The transfer would eliminate one
of the last of the original duopoly
cases, Evansville on the Air,
also licensee of WGBF and
WMLL (FM) Evansville, was or-
dered by the Commission several
months ago to dispose of one of
the AM stations [BROADCASTING,
April 1].

WEOA is a CBS affiliate, as is
the Bitners’ WFBM. WEOA op-
erates on 1400 ke with 250 w power,
and WGBF, an NBC outlet, is on
1280 kc with 5 kw day and 1 kw
night.

Bitner Owns 30%

Mr. Bitner, former Hearst pub-
lisher, owns WFEA Manchester,
N. H., and 30% of WFBM. Mem-
bers of his family own most of the
remainder of WFBM stock.

Evansville on the Air is wholly
owned by Curtis Radiocasting;
whose major stockholders are
President Alvin Eades and Vice
President Henry B. Walker. Of
21,817 shares of A stock and 15,000
of B, Mr. Walker, Evansville at-
torney, owns 4,202 of A and 3,700
Eades, in the
bakery business there, owns 3,038

to FCC Okay

and 200. Other stockholders in-
clude Secretary-Treasurer Clar-
ence Leich, who has 535 shares of
A. Curtis Radiocasting also con-
trols WBOW Terre Haute.

While disposing of the 250-w
CBS outlet at Evansville to the
Indianapolis radio interests, Evang-
ville on the Air Inc. is seeking
through Curtis Radiocasting to ac-
quire an Indianapolis outlet,
WABW(FM), which went on the
air last October and which has a
construction permit for a 250-w
daytime station on 1550 ke
(WBBW).

WABW and WBBW are owned
by Associated Broadcasters Inc.,
controlled by M. J. McKee and as-
sociates, and the proposed sale in-
volves the transfer of stock in
Curtis Radiocasting to owners of
Associated [BROADCASTING, April
22]. Under the Avco rule a second
bidder, Radio Indianapolis, filed a
competing offer of cash equivalent
to the stock offered by Curtis. The
two purchase applications were con-

. solidated by FCC  last Thursday

for hearing.

Evansville on the Air, however,
plans to file a petition asking re-
consideration of FCC’s action,
arguing that the cash bid does not
duplicate the stock offer as pro-
vided by the Avco rule and there-
fore is not a “competing bid”
[CrosEp Circuir, Aug. 12]. The
petition may be filed this week.

stations program during the two-
day meeting held by the Small
Market Stations Executive Com-
mittee, at the Statler Hotel, Wash-
ington. The three board liaison
members of the committee partici-
pated. They are William B. Smul-
lin, KIEM Eureka, Calif., chair-
man; Clair R. McCollough, WGAL
Lancaster, Pa.; Harry R. Spence,
KXRO Aberdeen, Wash.

After working out convention
plans, the committee went into a
number of problems affecting small
market stations. Chairman of the
meeting was Marshall H. Pengra,
KRNR Roseburg, Ore., though
William C. Grove, KFBC Cheyenne,
Wyo., served as acting chairman
on the opening day when Mr. Pen-
gra was delayed by plane trouble.

Interest focused on the problem
of tapping new revenue sources as
stations in small markets frequent-
ly find themselves surrounded by
many competitors due to FCC’s
policy of quantity grants, :

J. Allen Brown, head of NAB’s
Small Market Stations Division,
suggested a number of fields of-
fering potential revenue sources.
He mentioned, among others, com-
panies distributing on a statewide
basis, utilities, industrial firms and
contractors. Mr. Brown cited ex-
amples of successful group selling
on a regional basis by small sta-
tions. Among sponsors utilizing
small stations individually and on
a group basis are bakeries, flour
millers, soft drink and meat pack-
ing firms. He described services
available to small market outlets.

Arthur C. Stringer, director of
special services, said he was com-
pleting field work on the series
of radio management studies cover-
ing small stations. Two studies have
been printed and five will be ready
by convention time, he said.

News Coverage

Best methods of local news
coverage were outlined by Mr.
Stringer, who has been conducting
a series of state news clinics
around the nation. Committee
members suggested an NAB man-
ual on local news operation.

Kenneth H. Baker, director of
research, and Frank E. Pellegrin,
director of broadcast advertising,
discussed audience measurement.
Members offered a proposal that
NAB develop standards of audi-
ence measurement which recognize
the varying size of markets. Mr.
Baker reported on the recent rate
card study and the revised ac-
counting manual.

Provisions of the proposed new
FCC annual financial report
[ BROADCASTING, Sept. 9] were dis-
cussed. NAB is to participate in
an informal FCC conference Sept.
20 at which provisions of the
schedule will be reviewed,

Robert T. Mason, WMRN
Marion, 0., a committee member,
described advantages of BMB for
small stations and suggested meth-
ods of using BMB data.

Employment and engineering
problems of stations were reviewed

(Continued on page 94)

BROADCASTING o Telecasting



Too big

When this 340-ton locomotive en route to the Santa
Fe Railroad arrived in Baltimore, trainmen discovered
it was too big for the Baltimore tunnel it had to go
through. So they loaded it on a railroad barge, floated
it across the harbor where they put it back on the track!

But our radio point is this: just being big isn’t always
the answer to everything. Other things must be

considered.

Down here in Baltimore it is W-1-T-H, the successful
independent, that delivers more listeners-per-dollar-
spent than any other station. And don’t forget this 1s a

BROADCASTING e Telecasting

S-station town! If you want low cost sales results . . .
put W-I-T-H on that list and things will hum. They

always have, smart time buyers say. Remember . ..

it’s W-I-T-H, the independent.

W-1/1"H

and the FM Station W3XMB
Baltimore, Md.

Tom Tinsley, President =  Represented Nationally by Headley-Reed
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;{hen Horace Greeley passed out his

advice to young men he never dreamed
that in 1946 it would be taken so literally.

All along the coast from Canada to
Mexico, by rail, by road and by air, people
are streaming to the West. This is particu-
larly true -of California where 383,252
arrived by automobile alone in the first
two months of the year. And with this

huge westward migration comes new

industry and its wealth, adding to the
buying power of millions already recog-
nized as being among America’s most
affluent customers.

SOMETHING OLD, SOMETHING NEW

To the bulging markets of San Francisco,
the Greater Bay Area and all Northern
California, KPO brings radio service of
the highest caliber. For those whose grand-
fathers came west in covered wagons, as
well as for those who arrive today by
auto, rail or air, KPO presents important

surprised

programs of wide appeal. An outstanding
example of one of these is

BARBARA LEE

. . . famous woman’s commentator, pre-
sented each Monday through Friday from
8:15 to 8:30 A. M. by the H. C. Capwell &
Company department store. Barbara Lee’s
broadcasts of informal interviews, house-
hold hints and fashion reviews are followed
closely by thousands of loyal listeners in
Northern California. The fact that the Cap-
well Store has advertised consistently on
the program for more than two years is
striking evidence of Barbara Lee’s selling
power.

KPO KEEPS PACE

Since its establishment in 1922, KPO, the
only 50,000-watt station in the Bay Area,
has kept pace with the growth of the area
it serves. Continuing improvement in facil-
ities and programs has guaranteed undis-
puted leadership in Northern California.
Results have made it first choice of na-
tional and local advertisers.

THE NATIONAL BROADCASTING COMPANY



For years we’ve been hit-
ting one of the world’s most
thriving industrial markets
and we would like you to come
along. Our destination is
1,747,955 Primary Area radio
homes* from a total popula-
tion of over seven million po-
tential listeners!

What’s more, our specialized
programming designed for
‘just plain folks’ has proved
audience response from a po-
tential total of 7,536,910, urban and :
rural listeners! /
All this adds up to vast and respon- [[
sive listener appeal which can defi- }
nitely bring more for your sales /
dollar. That’s why we’d like you to f
join the parade for the best dollar-
for-dollar radio advertising buy.
GOING OUR WAY?

"Based on figures compiled for the WWVA Coverage
Map and Market Data sheet. Your copy on request.

50,000

WWV WATTS

WHEELING, WEST VIRGINIA
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Ratings for Pacific
Given by Hooper

Blondie Leads August List;
W histler, Shayne Next

AUGUST Pacific Network Hoop-
eratings released last week list
Blondie first among the first 15 pro-
grams on the Pacific Coast with
Whistler second, and Michael Shay-
ne in third place. The report showed
an average evening audience rat-
ing of 6, a decrease of 0.1 from
last report, and .a decrease of 0.2
from the same period last year.

Average sets-in-use reported
were 24.4. This was 0.2 less than
last report and 0.2 more than a
year ago. Average evening avail-
able audience is 72.2, up 1.6 from
last report, and up 2.9 over last
year. Average daytime audience
rating is 3.0, down 0.6 from last re-
port, average daytime sets-in-use
reported are 13.0, which represents
a decrease of 2.0 from the last re-
port. Average daytime available
audience is 65.6, down 0.5 from last
report.

The program ratings are:
Blondie 13.8, Whistler 13.4, Mich-
ael Shayme 12.9, Aldrich Family
11.4, Frank Morgan 11.3, Crime
Doctor 11.0, Jergens Summer Edi-
tion 10.8, Adventures of Ellery
Queen 10.6, Quiz Kids 10.2, Big
Town 10.2, Mr. & Mrs. North 10.0,
Screen Guild Players 9.7, Skippy
Hollywood Theatre 9.6, This is Your
F.B.I. 9.1, Bob Hawk Show 9.1.

CBS to Expand Late

Evening News Roundup

CBS will expand the network’s
late evening news programs from
the 15 minute 11 p.m. (EDT) period
to 30 minutes effective Sept. 15.

Under the new setup, there will
be a reassignment of newsmen.
Charles Collingwood will be heard
Monday - through - Friday 11:00-
11:10 p. m. for the vacationing John
Daly, and Joseph C. Harsch will be
heard the same nights from 11:15-
11:25 p.m.

Ned Calmer will give the news
Saturdays and Sundays at 11:00 -
11:10 p.m. while Eric Sevareid
will be heard Saturdays 11:15 -
11:25 p. m. The Monday through
Sunday 11:10 - 11:15 p. m. period
will be filed by CBS special fea-
tures, or local stations may use lo-
cal news for this period. CBS
Footnote will be heard Monday
through Saturday at 11:25 - 11:30
p. m., with the report on the U.N.
continuing on Sunday 11:15 - 11:30
p. m.

Bennett Retires

ELLSWORTH C. BENNETT, after
37 years with McCann-Erickson,
is retiring from the agency field to
make his home in Fort Mpyers
Beach, Fla. For many years as-
sistant to the late A. W. Erickson,
head of the Erickson company, Mr.
Bennett continued as a vice presi-
dent and director following the
formation of McCann-Erickson.
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COME OUT and see me at the

park, suggests Rosie the Bear

(that’s her on the left) in inter-

view with Ray McGuire, WNOE

New Orleans special events and
sports director.

‘Tom Mix’ Show to Add
Plugs for Safety Council

THE Ralston Purina Co., St. Louis,
Mo., sponsor of Tom Mix and His
Ralston Straight Shooters program
on MBS, will relinquish its commer-
cial messages in broadcasts from
stations in Chicago and New York
on Sept. 23 and Oct. 4 in order to
promote the “Tom Mix Safety Cam-
paign.” .

Stations carrying the program
elsewhere are invited to devote the
period given the final commercial
to local cut-ins on the safety theme.

The campaign, conducted in co-
operation with the National Safety
Council, will dramatize the need for
American children to be careful at
home, at play, and on the streets
with the feature of the promotion
in New York and Chicago being the
award of Monarch bicycles to chil-
dren for outstanding achievements
in promoting the cause of safety.

The Gardner Co., St. Louis,
agency for Ralston, will service lo-
cal MBS stations free of charge
and free of advertising messages,
with complete promotion kits in-
cluding -pictures, posters, mats and
postcards to help put over the cam-

paign.

CBC Board to Meet

CANADIAN BROADCASTING
CORP. Board of Governors is
to meet at Ottawa on Sept. 25,
A. D. Dunton, CBC chairman has
announced. While agenda was not
not announced, it is known the
board will take up problems
brought out at the recent Parlia-
mentary Committee hearings, in-
cluding the free daily newscasts of
the Toronto Daily Star on CBL
Toronto. Problems affecting expan-
sion of CBC in connection with its
taking over of three clear channels
are also expected to be discussed by
the board.

Telecasting



How the
three R’s became four

Today it’s readin’, 'ritin’,'rithmetic. . and Rap1o.  In turn, the teachers put this knowledge to

Radio has become one of the teacher’s most work by creating and producing educational

versatile tools. In science, social studies, music,  programs of unusual merit, broadcast regularly

and literature, the classroom radio enriches  during the school year, especially for class-

and supplements the work of

the teacher.

To pupils, it brings valuable
educational experiences in an
interesting and effective way.
In leading cities, as many as
859% of the schools are using
radio as an essential part of class-

room instruction.

EDUCATION BY RADIO
A growing movement of tremen-
dous potential for every school child
today . .

In the spirit of public service,
Westinghouse has taken an im-
portant place in this movement
with the founding in 1943 of
Radio Workshops for Teachers.
In these Workshops, teachers are
grounded thoroughly in radio

fundamentals and techniques.

BROADCASTING o Telecasting

room reception.
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In addition, through their training
in utilization and evaluation of
radio programs, teachers are able
to guide students’ extra-curricular
listening preferences into the more

rewarding channels.

To maintain and develop thisunique
educational program takes much
time, considerable effort, and no
little money. Frankly, the com-
mercial potential is nil. But we feel
this is a decisive step toward bezter
radio in the public interest.. which
makes it more than worth while

for Westinghouse.

Salehls

inghouse

RADIO STATIONS INC
KDKA « KYW . WOWO - WBZ - WBZA - KEX

National representatives, NBC Spol Sales —except for KEX
For KEX, Paul H. Raymer Co,
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‘Birthplace’

Murray, Ky., Submits
AM Application
To FCC

By WARD ARCHER

IN 1892 across a swampy south-
ern woodland near Murray, Ky.,
an obscure farmer-inventor named
Nathan Stubblefield, so legend
says, sent the world’s first radio
message. “Hello, Rainey,” are sup-
posed to be the words he trans-
mitted without wires to Rainey T.
Wells, a young attorney and friend.

Mr. Stubblefield, however, died
without recognition and Murray,
which claims to be the birthplace
of broadcasting, doesn’t even have
a station.

Last Monday application for an
AM permit there was tendered for
filing with the FCC by Murray
Broadcasting Co., one of whose

of Radio Wants Station

stockholders is Vernon C. Stubble-
field Sr., Murray druggist and a
cousin of the inventor. The attor-
ney handling the application is
Neville Miller, former president of
the NAB and onetime mayor of
Kentucky’s largest city, Louisville,
during the 1937 flood when radio
played a leading role in public
service.

Honored by State

Although Marconi, who sent
wireless messages three years af-
ter the Murray experiment, is gan-
erally recognized as the inventor
of radio, the Kentucky Legislature
in 1944 passed a resolution saying
that Mr. Stubblefield was “entitled
to the Hhighest honor and respect
at the hands of the people of the
commonwealth and this nation for
his outstanding scientific achieve-
ment and public service.”

In 1902 Mr. Stubblefield twice

demonstrated ‘““wireless telephony”
before large audiences in the East,
once from a steamer in the Po-
tomac River off Georgetown. He
was granted patents in 1908, but
partly because of his own peculiari-
ties, his lack of business ability
and an abnormal fear that some-
one would steal his idea, he never
commercialized it. He disappoint-
edly retired to a hermit’s cabin near
Murray where he was found dead
in 1928.

President of Murray Broadcast-
ing Co. is George E. Overbey, Mur-
ray lawyer and former Navy lieu-
tenant who served in the Pacific.
W. G. Swann, head of a tobacco
handling business in Murray, is
vice president, and M. O. Wrather,
director of public relations of Mur-
ray State Teachers College, is sec-
retary treasurer. Vernon Stubble-
field, who owns 20 shares of stock

W,LW

These are familiar words to a lot of ex-soldiers,
and their wish to get back—as they were—has
pushed retail clothing sales in the Nashville
area to a new high. . . . Even before the war,
sales amounted to almost 15 million dollars
annually. . . . This is just a sample of the strong
retail market that is effectively covered by
WSIX. So whether your’s is a new product, or a
long-established one try the buying power of

our great audience. Your answer to sales success

in Nashville is WSIX.

.. . WSIX gives you all three: Market, Coverage, Economy

| |1 |

Page 26 o

September 16, 1946

AMERICAN and MUTUAL

5,000 WATTS
980 KILOCYCLES

Represented Nationally by
THE KATZ AGENCY, INC.
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Mr. Stubblefield with his
pioneer radio set.

and is ,one of 11 shareholders,
worked with his cousin and studied
the theory of radio. He “has long
hoped and dreamed of a radio sta-
tion in Murray, the birthplace of
radio,” the application states.

The corporation seeks to operate
on 1340 ke with 250 w fulltime.
Two other applications for the
same frequency, both applying
for a station in Paris, Tenn., 22
miles from Murray, are scheduled
for a Commission hearing in Paris,
Sept. 28-30. The Murray firm has
petitioned to be heard at the same
time. The other applicants are Paris
Broadcasting Co., and James A.
Dick et al, doing business as Paris
Broadecasting Co.

NO OFFENSE MEANT
Answers Florida Governor

—On Radio Slight————
WHEN Gov. Millard Caldwell of
Florida overlooked radio in invita-
tions to a ‘“no-holds-barred” press
conference, Douglas Silver, presi-
dent and general manager of WIRA
Fort Pierce, asked him why, and
received prompt assurance the gov-
ernor will be “more than glad” to
have radio men attend.

In his invitation Governor Cald-
well had said newspapermen could
meet him in Orlando Nov. 7 for a
frank discussion of state problems
—with no holds barred. The invi-
tation was extended through the
presidents of three state press as-
sociations.

James Legate of WIOD Miami,
president of Florida Assn. of
Broadcasters, said he was sure the
omission was an oversight. But
Mr. Silver telegraphed the gover-
nor direct.

“Why bar radio men from your
‘no holds barred’ conference?” he
asked. “President Truman’s joint
press and radio conferences and
the Congressional press and radio
gallery offer ample precedent for
you to provide equal facilities to
the radio industry. In view of your
inviting presidents of the press as-
sociations to confer, I strongly urge
extension of a similar opportunity
to Fla. Assn. of Broadcasters.”

In answering, the governor said
he meant no slight to radio men.

Telecasting



STATIONS SERVED BY

Jhe KATZ AGENCY

North and Midwest

wWCOP ABC ~BOSTON

WMT CBS CEDAR RAPIDS-WATERLOO
WCFL  ABC CHICAGO

WKRC CBS  CINCINNATI

KRNT ABC DES MOINES

WEBM  CBS INDIANAPOLIS

But sales data are no

substitute for salesmen at WFEA  CBS MANCHESTER
WISN  CBS MILWAUKEE
WHOM NEW YORK

The Katz Agency.

WEEK NBC PEORIA

WFIL ABC PHILADELPHIA

WCAE  ABC PITTSBURGH

WEFCI ABC PROVIDENCE-PAWTUCKET
WTAD CBS QUINCY, ILL.

WSPD NBC TOLEDO

WOL MBS WASHINGTON, D. C.

By supplying more facts,

The Katz Agency Data Service WNAX ABC YANKTON-SIOUX CITY
THE NEW ENGLAND GROUP
steps up the selling power South
WGST  CBS ATLANTA
of 25 salesmen WWNC CBS ASHEVILLE

WPDQ ABC JACKSONVILLE
KLRA CBS LITTLE ROCK

operating out of eight Whaz  CBS  MACON
WREC ~ CBS MEMPHIS
strategically located offices. CELS e ALt

WSIX ABC NASHVILLE

wwlL CBS NEW ORLEANS
WKY NBC OKLAHOMA CITY
WDAE CBS TAMPA

WTOC CBS SAVANNAH

J4eKATZ AGENCY, INc. | =

KLZ CBS DENVER
STATION REPRESENTATIVES KUTA  ABC SALT LAKE CITY
. KHQ  NBC SPOKANE
New York e Chicago e Detroit ¢ Kansas City e Atlanta : KGHL  NBC BILLINGS, MONT.

San Francisco o ‘losl Angeles "o Dallas KYOR  CBS COLORADO SPRINGS
KGU NBC HONOLULU, T. H.
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| Surely!

WBln (IN KNOXVILLE)
isa LOGAL station

AND PROUD OF IT!

LOCAL—WBR is a LOCAL station in all that the name
implies. We cover the LOCAL Knoxville market with the
best of LOCAL and ABC programs.

I_OCAI_—-WBIR was the ﬁLst station in Knoxville to employ
LOCAL reporters of LOCAL news.

LOCAI_—WBIR was the f_ir_st station in Knoxville to begin
regular weekly LOCAL forum programs.

- LOCAL—WBR broadcasts regular weekly LOCAL musical
programs using LOCAL talent.

I_OCAI_—WBIR broadcasts many LOCAL special events

programs and supports every worthwhile LOCAL civic and

community improvement campaign.

RESULT— WBIR has the top daytime audience in Knox-
ville confirmed by HOOPER. Every advertiser is interested
in one thiné—fhe LOCAL audience! WBIR can deliver the

LOCAL audience to both national and local advertisers.

NUNN
STATIONS

® WBIR
KNOXVILLE, TENN.
o WLAP
LEXINGTON, KY.
o WCMI
ASHLAND, KY.
HUNTINGTON, W. VA.
o KFDA
AMARILLO, TEX.
® WMOB
MOBILE, AlA.
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WBIR

A NUNN STATION

KNOXVILLE, TENN.
ABC - 1240KC

John P. Hart, Manager

NEGOTIATIONS for a new weekly program of operatic arias, featuring

Metropolitan Opera stars and titled the Scalamandre Concert Hour, were

completed by WOR, sponsor and agency representatives. Shows begin

Oct. 9, 10-10:30 p.m. on the New York station. Left to right are: Donenico

R. Gigli, of the New Century Adv. Co.; Eugene Thomas, WOR sales

manager; Franco Scalamandre, president of sponsoring Scalamandre
Silks Inc.; and Gene McCarthy, WOR salesman.

War Advertising Cost
$28 Million in Canada

PArD ADVERTISING used by the
Canadian government during the
war from September 1939, to June
1946, amounted to $28,585,000, a
return tabled in the House of Com-
mons at Ottawa shows. There is
no breakdown as to how much was
used in various media but radio
was used by all departments.

Over half the total, $15,202,000
was used by the government for
Victory Loan and war bond drives.
The Wartime Prices and Trade
Board (Canada’s OPA) used ad-
vertising amounting to $3,413,000;
Canadian Army used $2,580,000;
Department of Labor $1,192,000;
National War Services Depart-
ment $782,000; Royal Canadian
Air Force $765,000; Department
of Agriculture $722,000; Depart-
ment of Trade and Commerce $697,-
000; Department of Transport
$623,000.

Departments using under $500,-
000 each were Economic Stabiliza-
tion Committee, Post Office, De-
partment of Veterans Affairs, Un-
employment Insurance, Depart-
ment of Fisheries, Department of
Health and Welfare, Income Tax,
Civil Service Commission, Foreign
Exchange Control Board, and a
number of others. While major ad-
vertising expenditures were dur-
ing the war years, the Depart-
ments of Veterans Affairs and
Health and Welfare have in the
last year become big buyers of ad-
vertising for educational and in-
formational publicity.

WHBF to ABC

LES JOHNSON, vice president
and general manager of WHBF
Rock Island, Ill.,, announced last
week that the station will join
ABC as a basic outlet Jan. 1, 1947.
Station is a full time operation on
1270 ke, using 5,000 w. It is affili-
ated with the Rock Island Argus.
Since 1939 WHBF has been a basic
outlet of MBS.

KINSTON APPLICANT
SEEKS 810 KC DAY

A NEW 1-kw daytime station on
810 ke at Kinston, N. C., is sought
in an application filed with FCC
last Monday by Kinston Broad-
casting Co., owned by local busi-
nessmen including some stock-
holders in existing stations.

W. R. Roberson Jr., only non-
resident of Kinston among the 24
stockholders of the new company,
is general manager of WRRF
Washington, N. C., and interested
in an application for a new day-
time station at Clinton, N. C.
Other stockholders with existing
radio interests are Victor W. Daw-
son, manager of WFNC Fayette-
ville, N. C., and vice president of
WLPM Suffolk, Va., and of Scot-
land Broadcasting Co. which is
seeking a station at Laurinburg,
N. C.; and John G. Dawson, vice
president of WFNC and also stock-
holder of WLBJ Bowling Green,
Ky., and of Norfolk Broadcasting
Co., seeking a station at Norfolk.

Officers, all local businessmen,
are A. K. Barrus, president; John
H. Tyler, vice president, and C.
F. Harvey 3rd, secretary and treas-
urer. Manager of the proposed out-
let has not been selected.

Page Takes Over Duties
Of Freeman with M & P

GORDON E. PAGE, formerly of
Benton & Bowles and previously
with Lennen & Mitchell and N. W.
Ayer & Son, has joined the copy
staff of Marschalk & Pratt Co., New
York. He takes over the duties of
G. Willard (Bill) Freeman, who
has been responsible for the crea-
tive work on the Standard Oil Co.
of New Jersey account in both ra-
dio and television. Mr. Freeman is
taking a seven month leave of ab-
sence to teach advertising courses
in Webber College for Women at
Babson Park, Fla., as professor of
business administration,
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Immediate

They're hitting hard and fast these days out in the Puget Sound Country . . .
Salmon and Sales. When you tie into one of those fabulous fighting King Salmon,
Mister, you get action—and when your sales message is heard on KOMO you

get ACTION!

The more than million people in KOMO’s metropolitan.pool of buying power
give instant, active response to what they hear over this exclusive voice of NBC in
the Puget Sound Country. Their income is far above the national average . . . total
effective buying income tops two billion dollars. They can buy the many things they
want and they do.

MARK this MARKET for immediate action—Use KOMO for more sales per

advertising dollar.

7P

o W _ _
J ERY ? {[ﬁ ‘ of Washington State’s

I = J ‘ "‘;wz'r ' % ?j dollars is spent in

1‘-;. L- L l‘ Nt r i

VS this pool —the
» KOMO effective
/N $
E 8 or

Y SEATTLE

AND THE PUGET
SOUND COUNTRY

i ; ’ . s - i = N T

2 a
National Representative: EDWARD PETRY & CO., INC.,, NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES DETROIT ST. LOUIS

BROADCASTING e Telecasting September 16, 1946 o Page 29



i e

KSO’s Bill Baldwin interviews Parks and
Warren in one of the three KSO street
broadcasts staged to give the Vox Pop
broadcast plenty of advance build-up:

Parks interviews three 4-H Club winners for
his nation-wide radio audience. The broad-
cast attracted one of the largest crowds
ever to fill the fairground grandstand.

Part of the record-breaking crowd of more than 25,000 watching the
opening Lipton-sponsored Vox Pop broadcast originating from the
Iowa State Fairgrounds over KSO in Des Moines. Working at the

f eo

. ’

w

0 s

Many downtown stores featured life-sized
blowups of Parks and Warren in their win-
dows. KSO and Lipton’s arranged these
eye-catching displays in choice locations.

mike is Parks Johnson (back to camera) while co-emcee Warren Hull
stands to one side. Worrying about the hands on his stop watch is
Rogers Brackett, director of the show:

Warren interviews a champion old time
fiddler during the broadcast. ‘The fair-
grounds audience enjoyed the program’s
good natured entertainment.

‘ ‘e wé f
Fireworks and state fairs go hand in hand.
Here’s a “red hot” display expressing KSO’s
well wishes for the success of the new Vox -
Pop program.



at Des Moines’ Biggest State Fair

25,000 Pack Stands for.Opening
CBS Broadcast Over KSO

Vox Pop captured the spotlight at Towa’s biggest State Fair, August
27 in Des Moines. And to coin an expression, everybody’s happy
about the broadcast. Parks Johnson and Warren Hull ... Lipton’s
.+.CBS...and Young & Rubicam’s hard-working crew...have
good reason to be pleased with their successful “in person’ contact
in this rich Central Iowa market. KSO and the folks of Iowa say,

“Thanks for coming ...come back again, soon!”

DES MOINES, IOWA 5000 WATTS

BASIC COLUMBIA OUTLET

Murphy Broadcasting Company, Kingsley H. Murphy, President _ B
George J. Higgins, General Monager Headley-Reed Co., National Representatives -

Vox Pop’s two engaging emcees at the mike: Warren Hull and Parks

Johnson: They made a big hit with the capacity crowd; sold plenty
of Iowans on Lipton’s.

Welcome at the airport. Left to right: Aubrey Williams, Young & h
Rubicam; Parks Johnson; Mayor John MacVicar of Des Moines; KSO pre-
Warren Hull; B. A. Bolt, Jr., Lipton’s gen. promotion mgr.; Buzz
Willis, producer; George Higgins, KSO vice pres. and gen. mgr.;
Harry Rauch, Young & Rubicam radio publicity diréctor.

broadcast dinner honoring the Vox Pop stars, Parks Johnson
and Warren Hull: Attending were Mayor John MacVicar of Des
Moines, CBS station managers of lowa, Thos. J. Lipton Co. representa-
tives, the press and leading business men and women of Des Moines.

il



Honolulu Station Gets War Building

KPOA Defeats CPA
Denial, Debuts
Sept. 22

CPA construction permits are nice
to have around when FCC author-
izes a new station, but they aren’t
necessary. KPOA Honolulu would-
n’t be taking the air Sept. 22 if they
were. Known around the islands as
Radio Hawalii, the station will make
its debut Sunday with usual fan-
fare but without benefit of CPA
blessing.

Limited to $1,000 for construct-
ion work as a result of CPA’s de-
nial of a permit for its projected
new building. Lieut, Col. Henry C.
Putnam, now on terminal leave as
public relations officer, Pacific
Ocean Area (inspiration for the
KPOA call letter), got the station
under way after a summer teem-
ing with obstacles.

One of three partners in Island
Broadcasting Co., Colonel Putnam
took over managership of the pro-
ject last spring. Other partners are
J. Elroy McCaw, who is 50% own-
er of KELA Centralia, Wash., and
John D. Keating, West Coast rep-
resentative and recorder.

A veteran of the Okinawa invas-
ion and other engagements, Colon-
el Putnam planned a July opening
for KPOA, should FCC grant a
CP by April. That was last March
before the CPA handed down its
order limiting non-housing con-
struction. And it was before the
late-spring tidal wave that aggrav-
ated Hawaii’s shortage of building
materials.

Accustomed to the rigors of mil-
itary operations, he started moving
quickly in April after the CP came
through. Plans were ready for the
last word in modern studios and
transmitter facilities. But CPA re-

fused to issue a permit.

At that point Colonel Putnam
was up against a stone wall. Hav-
ing lived in Honolulu 15 years and
having been stationed there much
of his Army career, he quickly had
a hunch. The hunch was the war-
time-built building in downtown
Honolulu used by the Armed Forces
Radio Service. Enough red tape to
fight a war had to be unwound, but
he came up eventually with a lease
on the building, along with a lease
on an Army structure located on
Kapiolani Blvd. This structure had
a concrete floor and is situated on
marshy land just off the bay. The
boulevard building provides an
ideal transmitter site, with room
for a small studio.

Few of the thousands who will
hear Honolulu’s new 5 kw signal
on 630 ke when it takes the air will
know how close KPOA came to a
long period of waiting, for the city’s

Arorher Caskth (9op

First wheat . . .
millions to the
listeners.

IMPORTANT TO YOU is the fact that WIBW-
advertised goods and services are the top-
ranking choice of this six-state VOLUME-BUYING
audience. It has been that way for over 20

IB

WIBW, Topeka
REPRESENTED BY CAPPER PUBLICATIONS, INC.

now corn . .
purchasing power of WIBW

. adds extra

>
IN
TOPEKA

otcE

| Means Extre Htlons

7or» W/IEBH /is/eners

years. That's why we're absolutely confident

we can do a swell job for you.

Ask any WIBW advertiser! He'll tell you
that you simply can’t do a complete sales job
in Kansas and adjoining states without the

friendly, personalized selling help of WIBW.

andad

COLUMBIA'S OUTLET FOR KANSAS
BEN LUDY ——*}

Genersl Manager

KCKN, Kansas City
NEW YORK, CHICAGO, KANSAS CITY, SAN FRANCISCO
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housing and building conditions
are critical because most building
since 1941 has been confined to
military installations.

Dedicatory programs will be pro-
vided KPOA by KIRO Seattle,
KGW Portland and many other
West Coast outlets. KPOA plans
program exchange arrangements
with a number of West Coast out-
lets and has its own San Francis-
co studios in the Fairmont Hotel.
Mr. Keating is in charge of the
San Francisco studios, where pro-
grams are transcribed or short-
waved to Honolulu.

Director of national sales at
KPOA is Richard S. Downie, for-
mer Navy lieutenant who had been
stationed in the Pacific. Before the
war he had been manager of KEVR
Seattle and had been at KOL and
KIRO Seattle as well as KELA.,

Robert Bird, who recently re-
signed from the staff of the State
Dept’s. 100,000 w station near
Honolulu, is chief engineer of
KPOA. The station has a 5 kw
Western Electric transmitter of
latest type and a 300-foot Lehigh
tower. Edward Petry & Co. is nat-
ional representative with news ser-
vice supplied by AP. The station
will proceed with plans for a build-
ing of its own when the CPA ban
has been lifted.

Buys WBKB Time

COMMONWEALTH EDISON,
Chicago, became purchaser of Chi-
cago television time when George
B. Bogart, vice president of J. R.
Perschall Co., Chicago, (agency for
Commonwealth Edison) and John
Balaban, secretary-treasurer of
Ballaban & Katz, signed a 26-week
contract at WBKB Chicago. In
setting up its rate card [BROAD-
CASTING, Aug. 26] WBKB based its
scheduled prices on the number of
sets in use in Chicago area. For
two years prior to station’s accept-
ance of commercial contracts Com-
monwealth Edison has telecast its
Telequizicalls on a cost-sharing
basis, producing 100 shows.

MORE SPEECH POWER

Electronic Clipper Equalizes.
Vowels and Consonants

CONSIDERABLE commercial and
military value is attributed to a
new device to step up the power of
the radio voice. Described Sept.
6 to the convention of the Ameri-
can Psychological Assn. by Dr. J.
C. Licklider, the newly-developed
electronic device known as a pre-
modulation eclipper will multiply
voice power five times without an
increase in transmitter power.

Dr. Licklider says the clipper
takes advantage of the fact that
vowels carry most of the power in
speech and, while suppressing or
clipping the vowels and carrying
consonants intact, the transmitter
may carry fully intelligible speech
with maximum effectiveness.

Developed in a Navy-sponsored
project, the unit comprises a single
radio tube and associated circuits
that occupy less than three cubic
inches.
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Construction is
compact and clean

. « « Complete in One Package?

The light weight, small size, a-c or battery operated Collins 12Z remote amplifier Specification s.

is a modern contribution to the furtherance of high quality remote broadcasts.
Its frequency response of 30-12,000 cps=+=1.0 db and noise level of more than Mixing channels: four
55 db below program level are in keeping with high fidelity AM and FM standards. Gain: approximately 90 db
The 12Z features excellent performance, program protection, and convenience. Frequency response: 30-12,000 cps =1.0 db
Stabilized feedback maintains program quality over a wide variation of operating Noise level: more than 55 db below program level

Distortion: less than 19, from 50-7500 cps

Input impedance: 30/50 ohms. 200/250 ohms on
) special order

Output impedance: 600 ohms (150 ohms available)

conditions. The self-contained batteries are connected automatically should the
a-c power source fail. If the program line should fail, a twist of a knob connects
a second line. The four microphone input channels have individual attenuator

controls, in addition to the master control. The large, illuminated VU meter Power output: 50 milliwatts (417 dbm)

reads output level or operating voltages. Power source: 115 volts a-c, or self-contained
Complete in one package, the equipment weighs only 40 pounds and can be batteries

carried readily by one person. Transportation and set-up problems are reduced Batteries: standard types, easily obtained ‘

Weight: 40 1bs. complete -

to a minimum. Maintenance is greatly simplified through advanced chassis
£ S e S Size: 144" w, 114" h, 814" d

design. The 12Z can be disassembled completely and quickly, using only small
hand tools. For more detailed information, write today.

FOR BROADCAST QUALITY, IT'S...

COLLINS RADIO COMPANY, Cedar Rapids, lowa

11 West 42nd Street, New York 18, N. Y. * 458 South Spring Street, Los Angeles 13, California
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NBC-UN OBSERV ANCE
WEEK IS POSTPONED

NBC-UNITED Nations Observ-
ance Week will be postponed from
Sept. 22-28 to Oct. 20-26 to coin-
cide with the delayed UN General
Assembly meeting expected to con-
vene at Flushing Meadow on Oct.
23.

At a special meeting last week
NBC officials decided to postpone
the NBC-UN projects week as well
as its many public features. Plans
for the week now scheduled on
Oct. 20-26 include musical events
and folk dances to take place at
the sunken plaza in Rockefeller
Center. Many of these perform-
ances will be broadcast and tele-
vised by NBC.

The network has also scheduled
a new weekly half-hour program
of the United Nations and its ac-
tivities, starting Sept. 24, Tues.
11:30-12 p. m. Program will include
dramatizations and commentary of
currexrt UN problems.

LET’S LOOK AT THE

TRUTH ABOUT N.W. IOWA

A lot of claims are being made about

the listening habits of the people in

SPENCER, IOWA

Conlon and Associates were asked by a 50,000 watt
station in Des Moines and KICD to conduct a survey for—

HERE THEY ARE:

KICD

STATION “B”—SECOND PLACE
STATION “C”—THIRD PLACE___________

KIGD was FIRST MoRNiNG-
AFTERNOON AND NIGHT

P.S.—We claim no listeners in Alaska, but.
in Northwest lowa it's BLUE RIBBONS to—

"'"..

po,

k)

=

MODERN NEW PLANT soon will house KTUL Tulsa. Three-story build-

ing faces Boulder Park. It has twice the space of the present plant, with

six studios on third floor and auditorium on second floor. Provision is

made for FM, television and facsimile. FM conditional grant issued by
FCC Aug. 1.

THE FACTS

FIRST PLACE 42 %

32%
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SPENCER K ! c D ESTHERVILLE
1240 Kc. 250 Watts
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BROADCASTING o

MUTUAL ADDS TEN
MORE AFFILIATES

MBS last week announced the ad-
dition of 10 new affiliates bringing
the network’s total to 349.

Two of the new stations, already
operating, are WGNI Wilmington,
N. C., which joined MBS on Sept.
1 and WMOA Marietta,  Ohio,
which became affiliated Sept. 8.
WGNI operates with 250 w on
1340 ke and is owned by General
Newspapers Inc. Operating with
250 w on 1490 ke, WMOA is owned
by Mildred Chernoff, president and
general manager; her brother,
Howard Chernoff, managing direc-
tor of the West Virginia Network,
and Mrs. Howard Chernoff
[ BROADCASTING, Sept. 2].

Joining the network Sept. 15
were WENK Union City, Tenn.,
operating with 250 w on 1240 ke
and owned by the Union City
Broadeasting Co., and WOHS
Shelby, N. C.,, owned by O. Max
Gardner, Sen. Clyde R. Hoey and
the Shelby Daily Star, and oper-
ating with 250 w on 730 ke, day-
time only. Both are currently under
construction.

The following stations now under
construction will join MBS on Oct.
1: WBRW Welch, W. Va., oper-
ating on 250 w with 1340 ke and
owned by the McDowell Service
Co.; WJOR Bangor, Me., operat-
ing with 250 w on 1340 ke and
owned by Sidney and Lawrence
Slon and Stephen Velardi; KGRH
Fayetteville, Ark., owned by
George and Russell Bennitt and
operating with 250 w on 1450 ke
as an MBS South Central Group
bonus station; WWSC Glens Falls,
N. Y., operating with 250 w on
1450 ke and owned by Great
Northern Radio Inc.,, and KVET
Austin, Texas, operating with
1000 w on 1300 ke¢ and owned by
the Austin Broadcasting Corp.
Latter station will replace KNOW
Austin as MBS outlet in that city.

KODI Cody, Wpyo., currently
under construction, joins MBS Nov.
1, operating with 250 w on 1400
ke and owned by Absor<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>