TICKET NO. 1,500,000
T0 THE
WLS
NATIONAL BARN DANCE

These are our people — the Midwest
family folk who enjoy WLS entertainment —
use WLS service. ..

When Mr. and Mrs. Arthur Benson took their youngsters
to the WLS Nacional Barn Dance in Chicago’s Eighth Street
Theater, July 27, they knew only chat this was cheir chird
visit to the WLS broadcast.

Whart was their surprise to find one of their tickets was
number 1,500,000 (numbering began March, 1932, when
the show moved into the theater); to receive two dozen
American Beauty roses and scores of other gifts from WLS
and the various Barn Dance advertisers.

Yes, 1,500,000 people have paid to see the WLS Nartional
Barn Dance—hard-working people like the Bensons, for
whom we program always! The Bensons farm a 200-acre
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Top row, Al Boyd, WLS Pro-
duction Manager; Mr. Ben-
son; Herb Howard, Barn
Duance producer. Middle, Mrs.
Benson receiving roses from
WLS's Christine, the little Swiss
Miss. Bottom, Nancy Low and
David Benson.

place in Kane County, Illinois; their three youngsters range
from 2 to 8; their income depends on corn and hogs. Listen-
ers to WLS “ever since there was such a station,” they
usually starc at 5 a.m. with "Smile-a-While.,”” Mr. Benson
explained, "Whart pleased us so much—the folks are so
friendly at WLS.”

To serve and entertain families like the Bensons, in town
and on farm, has been our constant 22-year aim. 1,500,000
paid admissions to the Saturday night Barn Dance and over
17,000,000 letters in 16 years . . . these are evidence this aim
IS true.

4 Clian, Charnmel Stadion.__§

50,000 watts, 890 KC, American Affiliate, Represented by JOHN BLAIR & COMPANY, Affiliated
KOY, Phoenix, and the ARIZONA NETWORK — KOY, Phoenix + KTUC, Tucson -

in Management with
KSUN, Bisbee -Lowell-Douglas
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of wtal interest o radio time buyers have taken place in lowa.

Iy

In just 3 weeks, these two promotions

Nearly a quarter million Iowans visited the KRNT-
International Harvester television studios at the
Iowa State Fair. International Harvester and Iowa
State Fair officials believe that this was the largest
attendance—in any one week —at any exhibit—at
any state fair in the United States!

The new KRNT RADIO THEATER, with 4200

seats, opened with “OKLAHOMA!’ last week. To

see the eight showings of this production, people

from all over Iowa paid more money than was ever
paid before to see any show—in any one week—in any
legitimate theater—any place in the United States.
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Sept. 29th WSPA
goes 3000 watts

September 29th, far-reachine WSPA will day and night on 950 kilocycles —WSPA will

encircle the Midas-rich WSPA Piedmont completely blanket “one of the hest-balanced

with a notably stronger signal, intensifying its sections in the entire country.”
16-county listening audience. And WSPA, more than ever, will swing the
September 29th, WSPA’s newly installed halance your way.

417_f00t tovver and 23_m1]e COppeI‘ “7ire ground *Net weckly daytime cireulation, CBS Listening areas, 7th series, 194
#Mooner Station Listening Index, Spring 1945

system will improve its daytime signal an

estimated 40 % . But more important— Septem-

ber 29th WSPA increases nighttime power

from 1000 to 5000 watts.

Right now WSPA sells to 124,908 radio SPARTANBURG,
homes* in the Spartanburg-Greenville market | SOUTH CAROLINA
with a Monday-through-Friday daytime Represented by Hollingbery
share-of-audience of 52.8% and Sunday- 5000 watts day, 5000 watts night, 950 kilocycles

. . : ice-Pres. d
through-Saturday evening share of 74.8%. Walter J. Brown, Vice-Pres. and Gen'l Manager

With this new signal strength—5000 watts  CBS station for the Spartanburg-Greenville Market

Published every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING PUBLICATIONS, Ixc.,, 870 National Pgess Building, Washington 4, D. C.
Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.



NO DECISION yet by CFRB Toronto, as to
frequency it will occupy when CJBC Toronto,
takes its 860 kc next summer under recent
Canadian Broadcasting Corp. decision to occupy
all six Canadian clear channels. CFRB offered
by Radio Branch, Dept. of Transport, Ottawa,
four channels: 640, 800, 1010, 1550 kec. It is
learned CFRB does not plan 1010 or 1550 ke,
may switch with CKLW Windsor-Detroit, in
which CFRB owners have interest, for 800 ke
channel, letting CKLW use 640 or 1010 kec.
CFRB also considering 640 kc in lieu of 800 ke.

POSSIBILITY that American Home Products
(Anacin) will drop Real Life Stories series,
five times weekly, on MBS under discussion be-
tween sponsor and Dancer-Fitzgerald-Sample.
Advertiser may use budget for radio spot cam-
paign should it decide to drop network show.

BEFORE many weeks elapse, Lewis H. Avery
Co., station representatives, will become Avery-
Knodel Inc., with Bill Knodel, now national
sales manager of radio division of Field En-
terprises Inc., to join firm as partner and Chi-
cago head. Enterprise, launched year ago by
former NAB director of broadcast advertis-
ing, has made rapid strides.

RADIO manufacturing fraternity awaiting
with interest reports on RCA Victor’s field
testing of its M receiver models. Greatest in-
terest centers around whether company will
succeed in by-passing use of Armstrong IFM
patents.

ALSO of interest to FM’ers is current trade
report that Philco and GE are ready to mar-
ket combination AM-FM-phonograph receivers
in $300-$350 range and of high quality. Al-
ready producing FM combinations are such
ccmpanies as Zenith, Scott, Freed, Stromberg-
Carlson and Pilot.

NEW development in Arde Bulova endurance-
record effort to terminate his duopoly control
of WOV and WNEW New York may be plan
to dispose of WOV’s control to brother-in-law,
Maj. Harry D. Henschel, now 20% stock-
holder. Major Henschel, also with other busi-
hess interests, served overseas during World
War II and distinguished himself. This de-
velops following breakdown of negotiations to
sell station for $600,000 to David Dubinsky’s
ILGWU which was double amount agreed upon
with Mester Bros., latter now litigating FCC
refusal to approve transfer [CLOSED CIRCUIT,
Sept. 2].

WHEN FCC issues decision on Press Wireless
application to operate shortwave relay for pro-
gram transmission (expected this week) odds
are it will be turned down despite lengthy pro-
gram tests conducted last May at Commission’s
behest. Should FCC deny application, Press
Wireless expected to demand public hearing.
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Sept. 23: NAB Employe-Employers Relations
Committee, Statler Hotel, Washington,
De &

Sept. 28-29: AWD Second District meeting,
DeWitt Clinton Hotel, Albany, N. Y.

(For other upcomings see page 50)

Bulletins

MOSCOW late Friday approved five industry
representatives as observers at Five-Power
Telecommunications Conference opening Sept.
28 (early story page 20): William G. Thomp-
son, AT&T; A. L. Budlong, ARRL; Commo-
dore E. M. Webster, National Federation of
American Shipping; F. C. Alexander, IT&T;
Philip F. Siling, RCA. Official delegates and
observers must pick up visas in Berlin.

LOUISE C. CARLSON, former wife of
Charles C. Carlson, licensee WJBW New Or-
leans, applied to FCC Friday for WJBW fa-
cilities—1230 ke, 250 w fulltime—and asked
designation with WJBW renewal application,
up for further hearing Oct. 10 on alleged vio-

lations of FCC regulations. Accompanying pe-’

tition said Mrs. Carlson receives portion of
station profits under divorce decree; that ap-
plication is to protect property interests.

REGULAR license renewals to Aug. 1, 1949,
announced by FCC Friday for WSNJ Bridge-
ton, N. J.; WPAX Thomasville, Ga.; WLOK
Lima, Ohio; WSNY Schenectady; KFBC
Cheyenne; WGAC Augusta, Ga.; WJIM Lan-
sing; WSSV Petersburg, Va. Also: WJHO
Opelika, Ala., renewed to Aug. 1, 1947; WDNC
Durham, N. C. and WJBK Detroit to Aug. 1,
1948; WAGA Atlanta and WHEKC Columbus,
Ohio, to May 1, 1949.

PORTER STAYS ON

PAUL A. PORTER, OPA administrator,
sees no immediate prospect of leaving
trouble-shooting job at price control
agency. After conference with President
Truman Friday morning, he indicated he
will stick for some time.

Conference occurred right after Presi-
dent announced he had asked Secretary
of Commerce Henry Wallace to resign.
Mr. Porter told reporters he hadn’t dis-
cussed FCC matters; didn’'t see prospect
of leaving OPA; didn’t know if he would
be named to FCC chairmanship again;
didn’t expect to become Secretary of
Commerce.

Crises at OPA may prevent Mr. Porter
from returning to FCC chairmanship be-
fore end of 1946 despite known desire to
resume post.

SPOT PLANNED @ MGM Records, New York,
new organization which will produce records
by Metro-Goldwyn-Mayer stars, as well as
other artists, appointed Donahue & Coe, N. Y,
as advertising counsel. Plans are spot radio
and newspaper campaigns.

CAMELS BACK @ R. J. Reynolds Tobacco Co.,
Winston-Salem, N. C. (Camels), Oct. 3 re-
sumes Abbott & Costello Show on 148 NBC
stations, Thurs., 10-10:30 p.m. (EST). Agency,
William Esty & Co., N. Y.

BAKERY DISCS @ W. E. Long Co., Chicago,
cuts Honeydreamers and Dave Bacall musical
dises for P. F. Peterson Baking Co., to be
placed in 15 markets. Firm completed new
Cavalcade of Piano series for 180 stations and
other spots. '

CARNATION TO CBS ® Carnation Co., Mil-
waukee, Sept. 30 switches Lone Journey, for-
merly on NBC, Mon. through Fri, 10-10:15
a.m., to CBS, Mon. through Fri, 2:30-2:45
p.m. Agency, Erwin, Wasey & Co., Chicago.

MORGAN ON NETWORK

ABC’s caustic Henry Morgan, who lambasts
sponsors, is to be sponsored by Eversharp on
ABC Wed. 10:30-11 p.m., beginning Oct. 16.
Agency, Biow Co., N. Y.

WALLACE ON ALL NETWORKS

REVERSING decision made Friday noon to
stay off air Friday and Saturday, ex-Secretary
of Commerce Henry A. Wallace decided Friday
afternoon to broadcast short talk at 8 that
night from his Washington hotel. All net-
works arranged to carry talk, with WWDC
and WINX Washington carrying locally.
WRC, WTOP and WOL picked up for NBC,
CBS, MBS wire recording of ex-Secretary
reading 50-word letter of resignation. Among
featured broadcasts of busy radio day was
WOL forum in which Harold Ickes, former
Interior Secretary, participated.

NABET POISED TO STRIKE
AT 4 WESTINGHOUSE OUTLETS

NABET late Friday preparing to strike at
four Westinghouse stations if wage agreement
not reached by Saturday night, end of 30-day
cooling-off period. Stations affected by threat-
ened weekend walkout: WBZ-WBZA Boston-
Springfield; KDKA Pittsburgh; KYW Phila-
delphia.

NABET certified early in year as bargain-
ing agent for 65 engineers at outlets. Negotia-
tions started June 6. Westinghouse Radic
Stations Inc. and NABET representatives met
last Monday and Tuesday with U. S. concilia-
tor but failed to reach agreement. Union
claims WRSI offered $90 weekly base wage,
but said figure is 20% under standard wage
in areas. Quick check of Philadelphia stations
showed one $40-$75 scale, another $57-$97.

BROADCASTING e Telecasting



“ SPOT RADIO LIST
“\\‘\ ‘ WSB Atlanta NBC
*\ \‘\‘ WBAL Baltimore NBC
\t “\ WNAC Boston MBS
® ‘“ WICC Bridgeport MBS
“s ‘ WBEN Buffalo NBC
“ ‘\‘ WGAR  Cleveland CBS
® “ ‘\ WFAA Dallas NBC
t“ WIJR Detroit CBS
‘\‘ ‘ WBAP  Fort Worth NBC
- “ KGKO Ft. Worth, Dallas  ABC
‘“ . KARM Fresno CBS
e“ WONS Hartford MBS
< KPOA Honolulu T.H.
KPRC Houston NBC
WDAF Kansas City NBC
KFOR Lincoln ABC
KARK Little Rock NBC
’ wrttle € . . KFI Los Angeles NBC
o They're all yours witk SPOT RADIO: Flexi e e CBS
ol . Lefe e e . WLLH Lowell-Lawrence MBS
bility of schedule. Adjustakility to distribution. WTHL] . e
Selectivity of markets. Fast and inexpensive KSTP Mpls.-St. Paul NBC
' WSM Nashville NBC
sales delivery. WSMB New Orleans NBC
WTAR Norfolk NBC
KOIL Omaha ABC
In planning your new campaigns, count on WMTW  Portland, Me. MBS
KGW Portland, Ore. NBC
Spot Radio and on these stations. Most of the WEAN  Providence MBS
WRNL Richmond ABC
successful advertisers do! KSL Salt Lake City CBS
WOAI San Antonio NBC
KQW San Francisco CBS
KOMO Seattle NBC
KTBS Shreveport NBC
REPRESENTED NATIONALLY BY KGA Spokane ABC
WMAS Springfield CBS
WAGE Syracuse ABC
KVOO Tulsa NBC
* ¥ x * % * KFH Wichita CBS
" U WAAB Worcester MBS

NEW YORK ¢ CHICAGO o LOS ANGELES
DETROIT « ST. LOUIS « SAN FRANCISCO T”;UYAAL 'I"TKY“; :ND L1806

ATLANTA « BOSTON UL
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IS a Business

Whether it's face powder or nail polish, women
in the Nashville area buy millions of dollars
worth of beauty products each year . . . Beauty
gets a share of the 356 million dollars spent
annually in retail stores alone . . . But 190
thousand radio families in this trade area have

ample buying power for your quality products

as well. So, for effective coverage of this po-

tential audience—who regularly listen to the

AMERICAN ..« MUTUAL top programs of American and Mutual—try

5,000 WATTS WSIX.
980 KILOCYCLES

Represented Nationally By
THE KATZ AGENCY, Inc.

2 —3.

WSIX gives you all three: Market, Coverage, Economy
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[CONIA N something else”

The question, gentlemen, is not how far hack into recorded
history people have heen dressing up in uniforms...but
how far forward...

The Greeks were hard at it 2500 years ago, and before
them the Egyptians. And just a little while ago, close order
drill became a reality to the 15,000,000th American since
Pearl Harbor.

Our own Secretary of War probably had this in mind on
the opening broadcast of You And The Atom, Columbia’s
recent series of programs on nuclear energy. He said:

“Man now has in his hands a force so great, both in its
potential for good and in its potential for evil, that the time
has come for him to do something else. He has to stop doing
what he has been doing.”

The italics are ours. Likewise, the objective. We were con-
vinced that radio could, and should, do something about it.
Even if it only meant broadcasting to over 33,000,000 fam-
ilies a plain, unvarnished story of the atom: what it is, how
it works, and what it has in store for us.

We did it five nights a week for four weeks. We hoped it
would help to make clear what each one of us has to do
(and stop doing) in order to prevent our grandsons and their
grandsons from dressing up once more in familiar uniform.

But it takes far more than a single series of 20 broadcasts
to help the American people fully apprehend what is per-
haps the hardest truth of all: that it is within their collective
power to shape their collective destiny.

The point is that whatever more it does take to impress
this truth through radio, we and our affiliated sta-

tions stand ready and willing to provide.

Columbia Broadcasting System

MARS - ETRUSCAN - 500 B. €.
Photographed at The Metropolitan Museum of Art




A “CAPITAL” IDEA | |

Lincoln is not only
Nebraska’s second market,
but also the home of two
| great institutions, the
| State Capitcl and the
University of Nebraska.

There is only ONE ra-
dio station in this rich
market that concentrates
on serving the people in !
the Lincoln area alone. |
That is KFOR, with the
best in ABC and Mutual
shows, powerful local pro-
grams, and a continuous
stream of public interest
events for and about the |
Lincoln area.

Write for the attractive
" | booklet that tells the com.
| plete story of how KFOR
is selling Lincoln fot
others, and can sell Lin-
coln for you.

Represnted by
| EDWARD PETRY CO., INC. |

y e

3

LINCOLN,

NEBRASKA |
GORDON GRAY, Vice Pres.

and General Manager
HARRY PECK, Station Manager

| BASIC ABC-1240 KC

LOCAL CHANNEL
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Feature of the Week

EDITOR’'S NOTE : Mr. Wakeman,
author of the best seller THE
HUCKSTERS—a book of fiction
which takes to task advertising
agency executives concerned with
radio—was asked by BROADCASTING
editors to do « special piece for
publication on the gemeral subject
of radio as he sees it. He was asked
specifically for his observations
on ‘“unhuckstering radio.” Here 1is
his response,

EDITOR, BROADCASTING:

Your letter of Aug. 28 just ar-
rived here in Bermuda today, and I
hasten to answer it on account of
your deadline.

I would very much like to do
such an article but am working
on a new book now, and don’t dare
to interrupt it.

Of course, my suggestion for
“unhuckstering radio” is very
simple—it is to apply the publish-
ing technique to radio, by throw-
ing the program responsibility
back to the stations and networks,
taking all of same away from agen-
cies and sponsors and talent agents.
Then advertising time is sold next
to “editorial and program matter”

just as it is done in our newspapers
and magazines.

That way, I think, the producing,
directing and programming brains
would eventually gravitate to the
stations and networks, and there
would be more emphasis on what
the public wants rather than on
what the sponsors want.

Insofar as the commercial mes-
sages are concerned, they would
be subject to the control of the
stations and networks and they in
turn should rigidly exercise con-
trols so as not to abuse the listener.

FREDERIC WAKEMAN.
September 11, 1946.

Barns Away!
AT A RECENT VICTOR

BORGE SHOW at Des
Moines, John Monahan of
Bankers Trust Company,

was questioned by the lady
sitting next to him, “Isn’t
this the WHO Barn Dance?”
When told it was not, the
lady replied, “Well, good
night! I drove 75 miles to
see the Barn Dance!” And
then the lady left.

Sellers of Sales

ADIO was a dream world to
R her in 1932, which she dared

not believe to be habitable

by ordinary folks. Being no
ordinary person, Ruth Eleanor
Johnson is today time and space
buyer as well as office manager of
Raymond R. Morgan Co. Holly-
wood advertising agency office,

In time expenditures alone, Ruth
oversees annual purchases of ap-
proximately $1,500,000. In this ca-
pacity she plans the radio cam-
paigns of such accounts as White
King Soap Co.
(White King Granu-

lated Soap, Scotch
Triple Action
Cleanser, Sierra

Pine Toilet Soap and
Merrill’s Rich Suds),
Kerr Glass Mfg.
Corp., Planter’s Nut
& Chocolate Co. and
Folger’s Coffee.

Chance.;alone
brought her into ra-
dio’s fold when a
friend called to say
she was leaving the
Don Lee Broadcast-
ing System talent service. Was she
interested? Muchly so but she
didn’t think it was possible to get
into radio quite so readily. Even
today, she modestly confides that
she sometimes pinches herself to
be sure it’s true.

From 1932 to 1937, she stayed
with the Thomas Lee Artist Bu-
reau as assistant to the office man-
ager. When it was dissolved in late
1937, she went over with the suc-
cessor organization known as
Shaw-Martin agency, talent service.

RUTH

She remained with them until
March 15, 1938, when she joined
Raymond R. Morgan Co.

Starting as a receptionist, she
shifted to copy production depart-
ment six months later, where she
remained for three years. Late in
1941, Ruth became production man-
ager and assistant space and time
buyer. As such she remained until
May this year when she assumed
her present responsibilities.

Although most old-line Pasa-
dena residents think they remem-
ber her since birth,
she was actually
born in Tucson,
Ariz., Aug. 31, 1911,
When only three
months old, her
family moved to
South Pasadena,
Calif., where the
family has resided
ever since. A gradu-
ate of South Pasa-
dena High School,
1929, she attended
Pasadena Jr. Col-
lege before spending
a year working for
her father’s trucking firm. There-
after it was radio all the way.

Disclaiming any active hobbies,
she says leisure hours are fre-
quently devoted to piddling with
books and music. Actively she
would like to develop the hobby
of being lazy. Travel is her idea

of being lazy with China as
first objective. This latter am-
bition is accentuated by the
fact that she has never been

cast of Tucson or north of San

Francisco.
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Reaching a

SALES-RICH
MARKET

The greater York market,

rich in industry and agri-
culture—it's a good buy
at low cost.
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“REQ UESTFUI.lY

. CHUMLETS, THIS IS
YOUR PAL PAUL-
PAUL BRENNER"

every wrly e emn, |
= = delivers in Nort,
Jerse y—

o / ¢
‘‘Requestfully Yours'' is hear

from 5:05 to 7:30 P.M.— E.D.T. |
Monday

V3% TIMES AS MANY FAMILIES per dollar
as any New York network station...
VAt least 2 TIMES AS MANY FAMILIES per dol-

lar as any New York independent station!

Another Reason Why...

WAAT delivers more listeners per dollar

in North Jersey—America’s 4th Largest
Market*—than any other station, includ-

ing all 50,000 watters!

Source: Pulse of North Jersey and Standard Rate and Data (Excluding talent costs)

*Do you realize this market
contains over 3% million 970 KC
people; more than these 14 NEWARK,
cities combined: Kansas N.J.
City, Indianapolis, Roches-
ter, Denver, Atlanta, Toledo,
Omaha, Syracuse, Rich-
mond, Hartford, Des Moines,

Spokane,Fort Wayne, Dallas.

“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY"
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Local Boy
Makes Good Listening

If ever there was an exception to the saying, “A prophet

is without honor in his own country,” Dave Hamilton is

it ... for this husky, Hoosier-born singer of ballads is one

local boy who has made good in his own bailiwick by

2

making “good listening” daily for the audience of

W 1B C, the fastest growingradio station in Indianapolis.

Ocened and ﬁMa/ed ,@ Fthe Jndta/naﬁoﬁd Neews
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Back in his home town now, after a three-year stint in
his Uncle Sam’s navy, Dave Hamilton has resumed a
career in radio which already has solidly established him
as a favorite with WIBC listeners who hear him regu-
larly on these three “‘top drawer” live talent shows:
“Jane Day’s House,” “P. M. Party” and “WIBC
Coffee Shop.”

Dave Hamilton is only one of many in the bright
firmament of stars who are creating such avid listener-
ship for WIBC and such effective results for WIBC
advertisers. So, to sell your goods or services more
profitably in Indiana, sell through the medium of a pre-
tested show from “The Friendly Voice of The Indian-
apolis News” where you'll find “Live Talent—Alive to
Your Commercial Objective.” See your John Blair man
for time and talent available.

JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES

Wbz,
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POPULAR PROGRAMS
attract MORE PEOPLE!

Today millions of listeners in the Mid-South look to WMC
for their radio entertainment. This listener loyalty has grown
through the years because of: (1) Top-ranking NBC shows.
(2) Public service attractions of interest to the people in this
area. (3) News. (4) Local and regional spot shows of unusual

appeal.

That’s why most people listen most of the time to WMC in

Memphis and the Mid-South.

* MEMPHIS o NBC o 5000 WATTS

DAY AND NIGHT

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

WHEN IT'S MEMPHIS YOU WANT. I1T's WMC you NEeD!”
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A LITTLE EXTRA EFFORT
OFTEN GETS A BIG RESULT!

WRITE for your copy
of this important an-
alysis, comparing the

cost of spot broad-
casting, magazines,
newspapers, and net-
work radio.

CHICAGO: 180 N. Michigan NEW YORK: 444 Madison Ave. DETROIT: 3463 Penobscot Bldg.
Franklin 6373 .
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@ Don’t think our little St. George, above, doesn’t know a bottle-
neck when he sees one. And don’t think we don’t either, here

at F&P!

Manpower is the bottleneck that throttles most service organ-
izations. Here at F&P we have selected our manpower, and
culled it, and selected again, until now, after fourteen years,
we have the best organization in our history. The result of this
extra effort is better service to you. ANY kind of service that will

help you get better spot-broadcasting, easier. May we prove 1t?

Since May, 1932

Plaza 5-4130 Cadillac 4255 Sutter 4353
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FREE & PETERNS. inc.

Pioneer Radio Station Representatives

ALBUQUERQUE
BALTIMORE
BEAUMONT
BROWNSVILLE
BUFFALO

CINCINNATI
COLUMBIA, S. C.
CORPUS CHRISTI
DAVENPORT

DES MOINES
DULUTH-SUPERIOR
FARGO
HOUSTON
INDIANAPOLIS
KANSAS CITY
LOUVISVILLE

OKLAHOMA CITY
PEORIA-TUSCOLA
RALEIGH
ROANOKE

SAN DIEGO

ST. LOUIS
SEATTLE
SYRACUSE

TULSA

EXCLUSIVE REPRESENTATIVES:

CHARLESTON, §. C.

MINNEAPOLIS-ST. PAUL

WGR-WKBW

KOB
WCBM
KFDM
KVAL

wcsC
WCKY
WIS
KRS
woc
WHO
wWDSM
WDAY
KXYZ
WISH
KMBC
WAVE
WTCN
KOMA
WMBD-WDZ
WPTF

wbDBlJ

KSDJ

KSD

KIRO

WEFBL

KTUL

Hollywood 2151

BROADCASTING

SAN FRANCISCO: 58 Sutzer HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg,
Main 5667
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FCC Cites 6 for Programs on Renewals

Blue Book Tenor
Seen Milder

In Notice

By RUFUS CRATER

IN A MORE MILDLY WORDED
follow up of its Blue Book, FCC
announced last Friday that s'x
additional stations had been desig-
nated for renewal hearings on
program issues.

The six with WBAL Baltimore
designated last February, are
KBIX Muskogee, Okla.; KGFJ Los
Angeles; KMAC and KONO San
Antonio; WIBG Philadelphia, and
WTOL Toledo.

Reported to have picked what
it considered more flagrant exam-
ples of over-commercialization in
program structure as a means of
serving notice on all broadcasters,
the Commission couched its an-
nouncement in language regarded
as much softer than the bristling
phrases of the Blue Book.

The announcement, a one-page
release summarizing the status of
standard renewal applications and
reporting that FCC “is essentially
current in the processing of re-
newal applications,” declared;

“In designating these seven ap-
plications [including WBAL’s] for
hearing, the Commission was of
the opinion that the statistical and
other data before the Commission
concerning the program service
rendered by these stations indicated
that these stations were not ren-
dering a well-rounded program
service in accordance with the li-
censees’ obligation to operate in
the public interest.”

Data at FCC

It was conceded that the sta-
tistical data before the FCC are
only an “index” of the manner of
operations and are “not considered

. conclusive” of overall opera-
tion. When the cases come to hear-
ing, FCC said, the stations may
use program data and ‘“‘any other
relevant evidence” to show well-
rounded program service ‘‘in ac-
tual operation” and to prove that
the stations are living up to their
program promises.

Although the release did not
specify any dissents in voting on
the designations;- it-"was thought,
based on previous consideration,
that in each case at least one and
sometimes more of the six Com-
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missioners opposed hearings.

Issues in the six cases have not
been announced. It was understood,
however, that one of the chief ob-
jections related to the use of spot
announcements, particularly those
“piled up” in participating pro-
grams. Hearing dates were not set.

All but KBIX Muskogee are
located in major markets. All but
10-kw WIBG operate with power
of 250 w or less (KGFJ is a 100-w
outlet).

WTOL Toledo was specifically
cited in the Blue Book for the
drop in local live programs which
occurred after it received a grant
for fulltime operation, for a scarc-
ity of local public service pro-
grams, and for the frequency of
spot announcements in some time
segments. (These Blue Book ref-
erences relate to WTOL operations
for the week of Nov. 13, 1944,

during which period, the Commis-
sion said, 91.8% of broadcast time
was commercial).

Announcement of the designa-
tions came less than three days
after the facilities of WBAL, the
first station put down for renewal
hearing on program issues this
year, were requested in an applica-
tion filed by Drew Pearson and
Robert S. Allen (see story on this
page). WBAL also was cited by
the Blue Book.

The Commission’s announcement
said regular renewals have been
granted to 400 of the 485 stations
required to submit program analy-
ses in conformity with the plan
announced in the Blue Book on
March 7. Of the remaining, be-
side the six set for hearing, 39
have not been processed pending
outcome of other hearings in which

the licensees are directly or indi-
rectly involved; six are still on
temporaries for accounting studies;
five for possible engineering vio-
lations; six for legal studies not
involving  programming; seven
awaiting action on transfer or as-
signment of license applications;
and 16 awaiting receipt of further
information from the licensees.

Text of the announcement, Pub-
lic Notice 98501:

On March 7, 1946, when the
Commission issued its report on
“Public Service Responsibility of
Broadcast Licensees” 322 stations
were operating on temporary li-
censes largely because of the Com-
mission’s inability with its limited
staff to make the necessary analy-
ses of the stations’ operations. In
that report the Commission indi-

(Continued on page 88)

Pearson, Allen

Station Application
Requests 1090 ke

In Baltimore

A TOP-LEVEL TEST of FCC’s
Blue Book policies was precipi-
tated last week when Drew Pear-
son, Washington commentator and
columnist, and Col. Robert S. Allen,
his former colleague, applied for
clear-channel facilities of Hearst
Radio Ine.’s WBAL Baltimore.

A Dbitter legal battle was fore-
seen, probably extending to the Su-
preme Court. Messrs. Pearson and
Allen were reported preparing to
develoyp all aspects of Hearst opera-
tions when the case goes into hear-
ing, and the Hearst organization
was expected to reply in kind. It
was treported that William Ran-
dolph Hearst himself may be sub-
penaed from his San Simeon, Calif.,
home to testify.

The fight started before the
Pearson-Allen application, filed
late Tuesday, was two days old.
Thomas P. Littlepage of Little-
page & Littlepage, Washington
counsel for Hearst Radio and
WBAL, said a counter-petition was
being prepared opposing consoli-
dated hearing of the two applica-
tions and arguing that FCC Rules
Sec. 1.387(b)(2), cited by Messrs.
Pearson and Allen in :quest of a
joint hearing, clearly is not ap-

Telecasting

Ask WBAL Facilities

Pearson and Allen before the war.

plicable and was misconstrued by
the new applicants

It was understood that Judge
John J. Burns, Hearst Radio attor-
ney and former general counsel of
Securities Exchange Commission
and chief CBS counsel in the FCC
monopoly proceedings several years
ago, would be co-counsel for
WBAL in the proceedings. Hearst
Radio executives had no comment
on the new application except to
concede that they were “examining
the situation.”

Legal counsel on the opposing
side is the Washington firm of
Cohn & Marks, with Frank, Skeen
& Oppenheimer, of Baltimore, con-

tributing legal advice on local mat-
ters in preparation of the appli-
cation. McNary & Wrathall, con-
sulting radio engineers, Washing-
ton, prepared the technical data.
Operating with 50-kw power on
1090 ke and at current staton
values estimated by informed in-
austry sources to be worth prob-
ably in excess of $2,000,000, WBAL
iIs now on temporary license and
was cited by the Blue Book for its
high proportion of commercials.
WBAL income last year has been
estimated at better than a million
and a quarter dollars after deduc-
tion of agency commissions, with
(Continued on page 80)
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Title Bout Earns
33 Hooper Rating

Gillette Sponsors Fight Also
On NBC Television

REMINISCENT of early-day off-
mike mutterings when tuners-in
heard an occasional ‘“damit” seep
through the static when someone
tripped over the maze of wires
strung in impromptu studios, listen-
ers to the Louis-Mauriello cham-
pionship fight Wednesday night
heard the naked truth from the de-
feated Tami Mauriello.

“Aw, I got too goddammed care-
less,” he exclaimed when Sports-
caster Bob Dunphy interviewed him
in the ring after he was revived
from the knockout.

Dunphy covered the faux pas
cleverly, took the conversation
away and Mauriello left the micro-
phone.

67.8% of Audience

Sponsored by Gillette Safety
Razor Co. on ABC, the fight earned
a 33 Hooperating, as compared to
the 67.2 rating for the Louis-Conn
bout last June. Wednesday’s broad-
cast was heard by 67.8% of the
total available audience, said Hoo-
per, who reported sets-in-use at
48.6.

Television viewers throughout the
East saw the brief fight over NBC,
sponsored also by Gillette, who
also sponsored it on a Latin Ameri-
can network. In Washington NBC
was host to some 300 Government
officials and business leaders at a
television party. Gillette agency is
Maxon Inc.

RADIO WEEK

Nov. 24-30 Dates Set
—— At Joint Meetin

DATES for National Radio Week
were set tentatively as Nov. 24
through 30 at a meeting last week
of the Advertising Committee of
the Radio Manufacturers Assn. and
top executives of the NAB.

The observance this year will
follow the pattern of last year’s
National Radio Week, according to
an announcement released after
the RMA-NAB session, and will

aim at the stimulation of radio re-’

ceiver distribution throughout the
country.

Executives Attend

NAB executives who attended
were Justin Miller, president; A.
D. Willard Jr., executive vice presi-
dent, and Edward J. Heifron,
executive assistant for public re-
lations.

RMA members were Bond Ged-
des, executive vice president, and
advertising committee members
John Garceau, of Farnsworth,
chairman; John K. West, of RCA
Victor; W. B. McGill, of West-
inghouse; David McGluckin, Philco,
and James D. Secrest, RMA di-
rector of publications.

Py o
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Record August Set Production
Reported by RMA as 1,500,000

ALLTIME record in production of
radio receivers was set in August
by member companies of the Radio
Manufacturers Assn., comprising
over 909 of total industry output.
Total August production was
1,442,757 sets, with likelihood that
complete industry output exceeded
1,500,000 receivers.

Despite this record, production
of sets with FM dropped a third
— 13,892 in August compared to
19,642 in July—despite a substan-
tial increase in console and radio-
phonograph models. RMA explain-
ed that a number of manufacturers
have announced plans to bring out
new FM models this autumn.

Only three television sets were
produced in August but several
plants are planning to introduce
new lines this month.

The record set output was
350,000 above the industry’s pre-
war monthly rate and about 400,000
over July production of 1,061,853
units. Average monthly output in
1941 by all companies, according
to Census Bureau figures, was
1,019,832 units.

Fast rise in output of console
and radio-phonograph models
brought the total of these receivers
in August to 101,744, compared to
71,500 in July. This almost equals
the prewar unit average. Electric
table models dominated the
1,442,757 record production,
amounting to 1,030,183. Of these
132,000 were radio-phonograph
models.
~ Production of battery sets, all
portable or table models, totaled
184,306, with 124,645 auto receivers
also produced.

Though tube output has been in-
fluenced by strikes at plants mak-

ing plastic bases, July output was
14,439,130 compared to the peace-
time record of 17,979,636 in June.
Output of tubes for new sets was
8,482,826, with 5,212,922 for re-
placements and 759,491 for export.

Blondex Plans
ASSOCIATED Labs, New York,
(Blondex hair shampoo), will start
a series of 104 one-minute tran-
scriptions on 18 Canadian stations
beginning early in October. Firm
expects to go into U. 8. market
sometime in November or the first
part of the year. Agency is Grady
& Wagner, New York.

Benny Set Sept. 29
AMERICAN TOBACCO Co., New
York (Lucky Strike cigarettes),
Sept. 29 returns the Jack Benny
show on NBC, Sun. 7-7:30 p. m.
Mr. Benny is celebrating his 15th
vear on the air and his 35th in
show business this season. Agency

for American Tobacco is Foote,
Cone & Belding, New York.

Western Auto Expands
WESTERN AUTO SUPPLY Co.,
Los Angeles, Sept. 29, expands
Circle Arrow on NBC, adding 28
stations for total of 55. Show made
debut last October from WLW Cin-
cinnati over 20 stations and has
increased several times. Bruce B.
Brewer & Co., Kansas City, placed
contract. New stations are WHAM
WBEN KDKA WAVE WIRE

WOW WERC WMBG WGBF
KGBX WSOC WISE WSAV
WJAX WFLA WIOD WJDX
WAML WFOR WGRM WALA

WCOA WAPO KGNC KTBS
KANS XWBW KOAM.
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“And in conclusion let me say, I'm an atheist, thank God!”
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SCHREIBER RAISED
TO NEW WGN POST

MR. SCHREIBER

AMONG MAJOR personnel
changes effected Sept. 18 by Col.
Robert R. McCormick, editor and
publisher of the Chicago Tribune,
was the appointment of Frank
Schreiber, general manager of’
WGN, as executive director of
WGN Inc.

Mr. Schreiber thus succeeds Ches-
ser M. Campbell, who was made
treasurer of The Tribune. Mr.
Campbell is also vice president and
advertising manager of the Chi-
cago paper, which owns WGN.

J. Loy (Pat) Maloney, manag-
ing editor of The Tribune was ap-
pointed chief of public relations.

In his new capacity, Mr. Schrei-
ber will assume full charge of
WGN and all its departments. He
was named station coordinator in
1940, a title which was later
changed to general manager. Mr.
Schreiber became affiliated with
The Tribune as a member of the
sports staff in 1918. In 1928 he
was appointed assistant general
purchasing agent. He transferred
to WGN in 1931 when he was ap-
pointed chief of the public rela-
tions department.

At the board of directors meet-
ing of the Tribune and affiliated
companies Sept. 18, other officers
to be elected included F. M. Flynn,
business manager of the New York
News who became general man-
ager of the News Syndicate Co.
Inc., to fill the vacancy caused by
the death of Roy Hollis. Richard
W. Clark, News managing editor,
was elected to the News Syndicate
Co. board with the title of secre-
tary, succeeding Col. McCormick.
Mr. Clark also became executive
editor of the News.

‘Mystery” Renewed

GENERAL FOODS Corp.,, New
York (Post-Tens), Oct. 6, after
an eight week summer hiatus, re-
sumes House of Mystery on MBS,
Sun., 4-4:30 p. m. Agency is Ben-
ton & Bowles, New York.
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Truman Lauds Ad Council’s Postwar Role

Addresses Leaders
At White House

Conference

WORK of the Advertising Council
during the first postwar year in
contributing more than $100,000,000
worth of advertising in support of
public service projects was praised
by President Harry S. Truman at
a closed session of business, media
and advertising leaders, labor spe-
cialists, educators and Government
officials, held Sept. 17-18 at the
White House Executive Offices.

“The Advertising Council and
the Office of War Mobilization &
Reconversion, working with the
President’s Famine Emergency
Committee, played a vital part in
awakening this nation to its obli-
gations to the starving people of
the world,” the President said in a
message sent to the conference.

Through the two-day session ad-
vertising media drew continuous
commendation for their part in
promoting public service projects.
Role of broadcasting drew heavy
emphasis, according to officials who
commented informally after the
meeting. The Council operates two
broadcast campaigns—network al-
locations and spot announcements.

A number of Government officials
addressed the meeting, but in most
cases their remarks were off-the-
record. Main purpose was to point
out how media and advertisers had
contributed to war and postwar
public service causes as well as to
stimulate interest in such work dur-
ing the second postwar year.

Liaison Session

Subjects discussed included price
control, wage stabilization, fiscal
policies, occupation problems, world
trade, veterans’ problems, housing,
food prospects and crime preven-
tion. The session was part of the
continuing liaison between Govern-
ment agencies and the Council, a
non-profit, volunteer organization
which selects Government-spon-
sored information programs and
enlists advertising support.

Executives present represented
broadcasting, agencies, newspapers,
magazines, manufacturers, outdoor
and transportation media and trade
associations. Participating on be-
half of broadcasting were network
officials and NAB President Justin
Miller.

Dr. John R. Steelman, director of
OWMR, who called the meeting
directed proceedings which closed
with a luncheon session. Speakers
at the luncheon were Dr. Steelman;
Clarence Francis, chairman of the
board, General Foods Corp.; Evans
Clark, chairman of the Council’s
Public Advisory Committee, and
James W. Young, chairman of the
Council.

Mr. Young pointed out the
change in the pattern of Council

activity in the postwar year, in
which §$100,000,000 in advertising
was contributed. He recalled that
the Council estimated shortly after
V-J Day that it might maintain
10% of the wartime contribution
of $300,000,000 a year for public
service and public relations adver-
tising.
Council Messages

“I am happy to be able to tell
you that we are currently running
at the annual rate of over
$100,000,000 worth of space and
time for public service messages
recommended by the Council, with-
out any estimate of the valuable
advertising talents which are con-
tributed by volunteer advertising
agencies,” he said. Among achieve-
ments of the Council’s campaign
he cited the following:

Nearly $6,000,000,000 worth of
U. S. Savings Bonds sold since
Jan. 1, of which over half were E
Bonds.

Cooperation of nearly 709% of

POWER of advertising as a means
of promoting public service as well
as purely wartime projects was ac-
claimed by top Government and
civilian leaders during two-day con-
ference at White House. Radio drew
praise for its role, with R. B. Small-
wood, president of Thomas J. Lip-
ton Inc., telling of results from one-
time charity broadcast.

American families secured in con-
servation of grain products to help
alleviate starvation abroad.

Credited by Forest Service with
reducing forest fires by 33,000 in
1945,

Steady decrease in highway fa-
talities due to traffic accident cam-
paign in cooperation with National
Safety Council.

Assisted Army’s recruiting drive
in which almost 1,000,000 have been
recruited,

“In the mechanism called adver-
tising as developed and used by
free American business, there exists
today the greatest single force for
informing and inspiring public
opinion which the world has ever
seen,” Mr. Young said.

He added that the Council’s war-
time activities, which included pro-
motion of 150 home front cam-
paigns In cooperation with 27 Fed-
eral agencies with a contribution of
more than $1,000,000,000 worth of
space and time, proved that ‘“this
powerful mechanism could be just
as effective in the public interest
as it had been in the private in-
terest.”

Commends Council

In commending the Council Dr.
Steelman said: “The Advertising
Council, the type of work it is do-
ing, and the type of leadership that
inspired it, is one of the things
that is very much right with
America.

“Information—correct, unbiased

(Continued on page 77)

Lipton Reaps Public Service Rewards

Broadcast By-Products
Pleasant Surprise

To Sponsor
CHARITY pays—and- so
broadcasting.

Thomas J. Lipton Inc., Lever
Bros.- subsidiary, discovered the
value ‘of the combination early
this summer. Out of its corporate
heart this important segment of
the Lever interests staged a one-
time broadcast designed purely to
help hungering millions abroad.

Out of that program have come
advertising rewards that induced
R. B. Smallwood, Lipton president,
to send a letter to the Advertising
Council, under whose auspices the
program was broadecast.

The letter was read Wednesday
to some four-score leaders of busi-
ness advertising, media, Ilabor,
industry, education and Govern-
ment. They met at the White House
on invitation of John R. Steelman,
Director of the office of War Mo-
bilization & Reconversion. James
W. Young, Council chairman and
senior consultant of J. Walter
Thompson Co., and at one time
airector of the U. S. Bureau of
Foreign & Domestic Commerce,
read the letter at the luncheon that
concluded the two-day session (see
separate story).

By-Products, Too

Tangible results in the form of
contributions to the famine cause
came from the broadecast, carried
on CBS June 25, 9-9:30 p. m.
It was titled Hunger Marches On,
following the March of Time for-
mat.

Lipton, a radio user from way
back, expected such results. What

does
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it neither thought of nor hoped for
were the “very pleasing by-prod-
ucts of this effort,” according to
Mr. Smallwood’s letter.

Mr. Young talked on the Coun-
cil’s postwar use of media on be-
half of public service causes. Build-
ing up to the Smallwood letter, he
said:

“Does it pay off for business?
Perhaps one example will tell you
more than a thousand generalities,
so let me read you a letter received
at the Council office a few days
ag’o.”

Text of the letter from Mr.
Smallwood to the Council follows:

“When we undertook the spon-
sorship of the special March of
Time broadcast, Hunger Marches
On, we did so because we felt our
firm, being a food company, had a
special obligation to try to do
something about helping the hun-
gry people of the world.

“It was highly gratifying to see
the tangible results in terms of
contributions definitely traceable
to the broadcast and to know that
many local rebroadcasts brought
still more returns to local famine
relief agencies. In this respect our
purpose was well accomplished.

Extra Benefits

“The very pleasing by-products
of this effort, which were not a
part of our purpose, were the very
fine dealer cooperation and the
many unsolicited evidences of pub-
lic goodwill that accrued for our
company.

“Great numbers of dealers built
special displays and devoted space
{at their own expense) in their ad-
vertising to call attention to the
broadcast. In some cases merchants
and their newspaper joined forces

In sponsoring large newspaper ad-
vertising to tell their community
of this special Lipton broadecast.
Reports from our salesmen indi-
cate widespread expressions of sin-
cere respect and goodwill from all
classes of trade.

“Letters to newspapers, radio
stations, the Columbia network and
to ourselves were generous in their
commendations and expressions of
friendship. This deluge of unso-
licited letters, of course, represents
only a small fraction of people
whose feeling toward our company
(and possibly toward business ag
a whole) seems to have become
more cordial than ever before.

“In this connection we are par-
ticularly pleased to quote, in part,
from a New England minister’s
letter:

It was the best public service pro-
gram I've ever heard or heard about . . .
Our Sunday bulletin carried an an-
nouncement about the broadcast as a
result of the “Letter from the Pub-
lisher” in Time magazine., I only hope
that a good many of our congregation
were tuned in.

I am sure this program was presented
as a public service without regard for
advertising value; but it is the type
of program which would make me
change brands in the hope of encourag-
ing similar broadcasts.

“The minister was right. We did
present the program without
thought of advertising reward. Yet
the resulting evidence of public
goodwill and enthusiastic reaction
is overwhelming.

“We feel no compaign designed
for the purpose ever could have
bought such evidence of goodwill
for our company. Thus, our grati-
fication is the greater through the
knowledge that this goodwill is the
by-product of our effort to helr
the hungry people so sorely in ne
of all the help they can get.”
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Cosgrove Hits FM Prejudice

Service to Rural Areas

Promised in Speech
By Dillard

CHARGES of collusion among
radio manufacturers to keep down
production of receivers with FM
were branded as “silly” by Ray
C. Cosgrove, president of Radio
Manufacturers Assn. in an address
Wednesday before the Electric In-
stitute of Washington, D. C.

Mr. Cosgrove participated with
Everett L. Dillard head of Com-
mercial Radio Equipment Co. and
cperator of WS3XL, independert
FM station in Washington, in a
two-way discussion of receiver
production and prospects for FM
sets. The institute is composed of
radio and appliance dealers in thc
nation’s capital.

Hits Anti-AM Promotion

Pointing out that output of sets
with FM had dropped from 19,64:
in July to 13,892 in August and
that August set an alltime record
for total production with 1,500,0u.
sets produced (see story page 16),
Mr. Cosgrove said the manufac-
turing industry is an ‘“industry of
individualists.” “Any manufactur-
er would be glad to get out first
with FM sets,”* he said. “It’s silly
to charge collusion. The three sets
(FM) in this room are the first
I've seen.”

“] deplore the fact that some
FM stations advise the public not
to buy radio sets until they have
FM,” Mr. Cosgrove said, drawing
cheers from the dealers. “What
about the 1,500,000 AM sets pro-
duced last month ?”

Mr. Cosgrove said to some ex-
tent FM will be a burden on the
distributor, since it presents an-
tenna installation problems in
some cases, and like television re-
quires a “lot of selling.”

Mr. Dillard proposed that dealers
sell customers smaller $40 radios,
at the same time displaying the
new FM models and explaining
FM’s advantages, and then take
orders for later delivery of larger
FM sets when they become avail-
able in quantity.

He contended that the console
models with FM will cost about
the same as those without it and
suggested the danger of customer
ill-will when FM promotional ad-
vertising gets under way, especi-
ally among customers who have
bought high-priced models without
FM.

Sees 25,000,000 Output

Mr. Cosgrove contended console
models with FM will cost $30 more,
table models $8 to $10 more at
the retail level. He traced the Au-
gust drop in FM output to change
of the FM band from 42-50 me
to 88-108 mc and to the difficulty
of tooling for AM. He said tooling
costs four times as much as it
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Meaning of FM

FM means Folding Money to
the wholesale and retail elec-
trical trade, says Everett L.
Dillard, head of Commercial
Radio Equipment Co., oper-
ator of W3XL Washington,
FM independent. Addressing
dealer members of the Elec-
tric Institute of Washington
Wednesday, he said: “FM
means Folding Money be-
cause FM offers the greatest
opportunity in the history of
radio to sell more and higher
priced radio set units with
less sales cost, or sales resist-
ance.”

did before the war.

Potential industry set produc-
tion is 25,000,000 a year, Mr. Cos-
grove added, compared to 13,000,000
produced in 1941, the record year.
Discussing production problems,
he told of shortages of condensers,
copper wire and cabinets. Several
plants have solved the cabinet
problem by buying furniture plants
and even timber tracts, he said.

He feared a piling up of table
models if production continues to
increase and pointed to danger
signals in the present ‘profitless

Charges

prosperity.” Criticizing OPA, he
said sets cost twice as much as
before the war and said that re-
ceivers should be decontrolled since
production is catching up with de-
mand. He blamed OPA for the
cabinet shortage, since furniture
plants are producing lines that
command high prices rather than
turning out radio cabinets. Manu-
facturers are compelled to make
their own condensers out of brass,
he added, because aluminum plants
aren’t providing material. Three
set makers lost over a million dol-
lars each the first half of this
year, he said.

Prospects for FM

In outlining the history of FM
and its prospects for the future,
Mr. Dillard reminded that “FM is
not purely an urban service. Its
most useful coverage does not end
at the city limits as most people
think. A 20 kw station with an an-
tenna 500 feet above average ter-
rain using 20 kw effective radiated
power will project a satisfactory
rural type of coverage to a dis-
tance of 65 miles and will provide
a signal of sufficient intensity to
provide a primary service to any
large city located within a radius
of 31 miles of the antenna and
transmitter site.”

Woll Conferring in Capital;.

AFM Wins Its Hotel Strike

STATUS of J. Albert Woll, U S.
District Attorney for the Northern
District of Illinois, in the case of
U. S. vs. James Caesar Petrillo,
charged in a criminal informa-
tion with violating the Lea Act, re-
mained a mystery last week, as
Mr. Woll was summoned to Wash-
ington for closed conferences at
the Dept. of Justice.

Meanwhile networks and stations
throughout the country returned to
normal late night dance band re-
mote spots Wednesday night as
AFM Local 802, New York, won
its strike against New York ho-
tels. Musicians returned to work
with a 209% wage increase from
41 of New York’s hotels. Others
were expected to reach agreement
shortly.

Settlement of the New York
strike, which President Petrillo
of the AFM had termed a “local
affair” in which he was not con-
cerned except to give moral sup-
port to his “boys,” meant that
hotels in a dozen other cities could
have music once more and radio
could again schedule remotes from
those hotels. Mr. Petrillo had or-
dered musicians out of Kirkeby,
Statler and Hilton hotels in cities
across the country.

While the hotel situation, which
affected radio indirectly, seemed
settled, the Dept. of Justice was

guarding with utmost secrecy its
case against the music czar. All
attempts by BROADCASTING to ascer-
tain whether Mr. Woll would be
replaced as prosecutor were met
with, “Sorry, we can’t tell you any-
thing.”

William Connor, Assistant Dis-
trict Attorney in Chicago, said the
Government had been granted until
Sept. 30 to file its reply brief to
contentions of Mr. Petrillo’s coun-
sel that the Lea Act is unconstitu-
tional [BROADCASTING, Aug. 19].
The original date was Sept. 19 but
last week the Government re-
quested an extension to permit the
Dept. of Justice to study and re-
vise a brief prepared by Mr. Woll.

Rep. Clarence F. Lea (D-Calif.),
chairman of the House Interstate
& Foreign Commerce Committee
and author of the Lea Act which
curbs the music czar’s activities in
radio, last summer wrote Attorney
General Tom C. Clark, suggesting
that to avoid any “suspicion,” Mr.
Woll should step down as Govern-
ment prosecutor inasmuch as he is
the son of Matthew Woll, second
vice president of the American Fed-
eration of Labor, with which the
American Federation of Musicians
is affiliated.

In August when the AFL execu-
(Continued on page 79)
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Links Tourney Set
For NAB Sessions

Blind Bogey Planned During

Chicago Convention

The BROADCASTING Trophy

ELEVENTH annual NAB golf
tournament for the BROADCASTING
Magazine trophy will be held Sun-
day, Oct. 20, at Acacia Country
Club, in suburban Chicago. Large
silver cup will be awarded the low
net winner.

The coming tournament will be
the first since 1942, when the last
industry convention was held. The
event was dropped during the 1943
and 1944 war conferences. No con-
vention was held in 1945.

Entries for the tournament,
which opens the six-day official
NAB program, should be sent to
Maury Long, BROADCASTING Maga-
zine, 870 National Press Bldg..
Washington 4, D. C. Mere notifica-
tion of intent to participate is all
that is required.

Blind bogey handicap system will
be used, with six holes being chosen
by the Acacia professional. Maxi-
mum handicap is 35.

Past winners follow:

1932—Dr. Leon Levy, WCAT
Philadelphia.

1933—Jerry King, Standard
Radio.

1934—Lewis Allen Weiss,
Lee network.

1935—Carl Hammond, KMO Ta-
coma.

1936—Ross Wallace, WHO Des
Moines.

1937—E. C. Pulliam Jr., WIRE
Indianapolis, and Harry C Butcher
CBS Washington, tie.

1938—No tournament.

1939—V. E. Carmichael, KWK
St. Louis, and K. W. Pyle, KFBI]
Wichita, tie.

1940— Sherwood Brunton, KJBS
San Francisco.

1941—Paul Ravmer and Pierce
Romaine, Paul H. Raymer Co., tie.

1942—L. Waters Milbourne
WCAO Baltimore, and Don Strat.
ton, WTAM Cleveland, tie.

Dor
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Geeheebee

That was one of the most versatile gadgets during the
war. The Army engineers used it in construction work. ..
such as earth clearing for airfields, camps and canton-
ments. The Navy put oil drums on top to float it ashore
... then used it to lift boats and barges and as a movable
drydock. It was nicknamed the Geeheebee.

Quite a gimmick. It’s almost as sure fire as a certain
radio station we know about.

Because it’s a fair statement to say that W-I-T-H,
down here in Baltimore, has done an earth-turning and
drydocking job for many an advertiser who needed sale
help. .

BROADCASTING o Telecasting

It’s a fact that W-I-T-H, the successful independent
in this big 5-station town, delivers more listeners-per-
dollar-spent than any other station in town. Check that
station list again before you initial it. W-I-T-H belongs
on it . .. just on facts alone.

W1T-H

and the FM Station W3XMB
BALTIMORE 3, MD.

Headley-Reed, National Representatives

4
S

Tom Tinsley, President »
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BMB as a Yardstick for Dis

Three More Values
For BMB Cited
By Frank

By PHILIP FRANK
Executive Secretary, BMB

LAST WEEK’s article explained
briefly the form in which Broad-
cast Measurement Bureau’s uni-
form measurement of radio station
and network audiences will be pub-
lished and three of at least nine
uses to which advertisers and agen-
cies may put this data: To help
determine what media to use for a
campaign, to evaluate stations and
networks and to determine the best
way to reach specific markets. Ad-
vertisers and agencies are now put-
ting to these and more uses even
today’s so-called circulation, cover-
age and audience material and
working out cost comparisons on
the basis of information which
they admit should not be compared
—but for lack of other data must
be used.

This article will discuss three
more uses of BMB.

Matching Distribution, Sales

Radio is both a national and a
local medium and lends itself to
purchase on the basis of a prod-
uct’s actual or potential distribu-
tion or sales in various areas. This
is particularly important in the case
of advertisers with clearly defined
distribution areas. Such advertisers
might well prepare distribution
maps and select that network or
those stations whose BMB audi-
ence pattern most closely coincides
with their distribution maps.

An advertiser with national dis-
tribution but uneven sales may pre-
fer to use an average of several
past years’ sales as a yardstick
rather than a more recent distribu-
tion breakdown, setting sales levels
either on the basis of dollar sales
or per capita sales.

Still another method is to use
total sales of the product rather
than of the advertiser’s particular
brand, on the assumption that
product sales represent a closer ap-
Rro‘xima-tion"of brand sales poten-
tial. In any event, if the product
has a national sales potential the
advertiser can prepare a map and
see which network’s audience map
most closely resembles the sales
map.

The advertiser can use the same

FURTHER values of BMB are de-
scribed by Mr. Frank in this, the
second of his three articles on
utilization of the Bureau’s serv-
ices. In the previous piece [ BROAD-
CASTING, Sept. 16], the writer elabo-
rated upon choice of media for a
campaign, evaluation of stations
and networks and the best way to
reach specific markets.
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this objectivity.

An Advertiser Analyzes BMB

TWO ASPECTS of Broadcast Measurement Bureau strike me as
particularly significant. (1) The complete objectivity with which it
operates and (2) The acceptability of its findings, that derives from

In my own work as a member of the BMB finance committee, I
have found a completely objective approach by all my fellow com-
mittee members and those of other committees and the board with
whom I have worked. I think the reason for this is that each of us
has his own job as an advertiser, agency or broadcaster and we
look upon BMB as a tool to use in our jobs. A BMB committee mem-
ber, having made a suggestion or voiced an opinion, feels free to
change his mind if a better alternative is offered, for it is far more
important to him that he should have the best possible station and
network audience measurement to use in his own job than that he
should be able to gratify his ego.

I have never heard a dogmatic statement made in a BMB meet-
ing. That, to my mind, is its great strength.

And that is the reason why even today, before its findings are
published, BMB has won the acceptance of the advertising industry.
So long as BMB maintains this attitude of objectivity and self-
examination advertisers can rest assured, not that BMB is a perfect
measurement, but that it is the best available at the time and at a
cost within the ability of broadcasters to pay. To paraphrase a well
known slogan: When better BMB’s are built, BMB will build them.

LOWREY CRITES,
Comptroller of Advertising,
General Mills.

method in his spot campaign, with
even greater flexibility, localizing
advertising pressure where needed.

Where detailed distribution and
sales figures are lacking, the ad-
vertiser of a product with predomi-
nantly urban or rural appeal may
buy time with a view to getting

particularly good BMB penetration
in cities or rural areas as the case
may be.

Or, reversing this policy, the ad-
vertiser may seek good penetration
where his sales are weakest with a
view to bolstering them, counting
on a minimum audience penetration

tribution

to hold his sales where they are
already strong.

Almost all radio advertisers use
other media and can enhance the
value of their entire advertising
campaign by the coordination of
media. Similar breakdowns are
made of magazine and newspaper
circulation to evaluate strong and
weak points.

Supplementing Media

It has already been pointed out
that no network is likely to per-
fectly match sales or distribution.
BMB will indicate where network
audience penetration is inadequate
to meet the local need and there-
fore where supplementary spot
broadcasting is called for.

And, having determined the
places where spot is needed, BMB
can help in the next step, the par-
tial evaluation of the most suit-
able station in each of these areas.
In places where sales are good but
network audience penetration is in-
dicated by BMB figures as not up
to the percentage requirement dés-
ignated for the particular cam-
paign involved, an additional sta-
tion with greater penetration can
be considered. Then all factors;
such as available time, general
programming and competitive pro-
gramming must be weighed before
making the decision.

The advertiser can even go a

(Continued on page 24)

World Conference Invitations Issued

U. S. Names Delegates
To Five-Power
Meeting

INVITATIONS for a World Tele-
communications Conference to open
April 15, 1947, “in or near Wash-
ington, D. C.,”” have been presented
by the U. S. legation in Switzer-
land to the di-
rector, Bureau
of International
Telecommunica-
tion Union, Bern,

State Dept. an-
nounced last
week.

At the same
time the State

Dept. made pub-
lic the names of
14 delegates and
seven aides to the Five-Power Pre-
liminary Telecommunications Con-
ference opening Saturday (Sept.
28) in Moscow, and announced that
the U. S. is resuming normal noti-
fication of radio frequencies to the
Bern Bureau effective Sept. 16.
Notifications to the ITU were dis-
continued in September 1939 when
World War II began.

Headed by Francis Colt deWolf,
chief, Telecommunications Division,
State Dept., the U. S. delegation

Mr. deWolf

to Moscow was to leave Washing-
ton early this (Monday) morning
by plane. Although State Dept. of-
ficials anticipated that the confer-
ence would consume no more than
three or four weeks, Moscow offi-
cials expressed the view that at
least six weeks or two months
would be needed to get through the
agenda.

Protest Seems Sure

The United Kingdom was almost
certain to protest use by Russia
of the 580 ke channel for Soviet
Latvia, which began operations
Sept. 14 just 15 days before the
British Broadcasting Corp. had an-
nounced it would inaugurate a new
Program C “high-brow” schedule
over a 120-kw station at Doitwich
[BROADCASTING, Sept. 2]. Although
power of the Soviet transmitter—
constructed at Riga since the war
ended—has not been made known,
the Moscow radio said Soviet Latvia
is one of the biggest stations in
the U. S. S. R. and would be heard
throughout the Soviet Union and
Europe.

While BBC had announced that
the 580-kc channel (514.6 meters)
would be used for Program C, re-
liable reports from London last
week indicated that Britain was
planning to use the frequency also

BROADCASTING

for programs in the Russian lan-
guage, designed to appeal to the
Soviets.

Mr. deWolf declined comment on
the Soviet-British fight over the
frequency, saying it was strictly
a European problem and not one
for general discussion of other na-
tions. It was learned authorita-
tively, however, that British dele-
gates to the Moscow conference
were considering making represen-
tations.

While the Moscow conference
will take no affirmative action on
any telecommunication subject,
plans for the World Telecommuni-
cations Conference called by the
U. S. are expected to be completed.
This country plans to call an en-
gineering conference about the first.
of the year, preliminary to the
plenipotentiary meeting, other na-
tions agreeing. It was pointed out
that engineers of various coun-
tries could formulate recommenda-
tions to be presented to the general
assembly.

Site of the world conference has
not been definitely determined.
State Dept. wanted it to be White
Sulphur Springs, W. Va., but hotels
in that resort spot were reluctant
to tie up their facilities for a long
period. It is expected that the

(Continued on page 76)
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Sound makes no noise
unless there is an ear
to hear it

Science tells us that sound waves
must strike an ear before they are
translated into noise.

Common sense tells us that an ad-
vertising message broadcast by radio
must be heard by radio listeners before
it can be translated into sales results.

Your advertising message on KNOW
is heard by more than twice as many
potential customers in the rich Austin
area as would hear it on Austin Station
"B”. (Overall Hooperatings: KNOW
43.6, Austin Station "B’ 16.7).

Include KNOW
; in your next campaign. Y ow'll
fnd that KNOW delivers more
TEX dialers per dollar, and Austin

Re\llesentative
Hollywood,

s delivers more doliars per dialer.
(10
San Franas

TUAL °
(AN = MU

New York Boston, Chicages Detroit,
e v
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Corwin to Antipodes

NORMAN CORWIN, now on the
last leg of his around-the-world
trip in search of “areas of agree-
ment,” headed for the Philippines
from Japan Sept. 12, Mr. Corwin,
CBS radio writer who will do a se-
ries of 10 broadcasts based on the
trip after his return Oct. 15, has
yet to visit Australia, New Zea-
land and Hawaii. “The sentiments
of the people,” according to Mr.
Corwin, “are not those expressed
by their statesmen.”

P&G Signs CBS

PROCTER & GAMBLE Co., Cin-
cinnati (Camay soap) Oct. 5 begins
sponsorship of This Is Hollywood
with Hedda Hopper as m. c. on
CBS, Sat. 10:15-10:45 p.m. The
broadecasts will originate from
KNX Los Angeles. Agency is Ped-
lar & Ryan, New York.

Kay Daumit on 11

KAY DAUMIT Inc., Chicago,
for Lustre-Creme Shampoo,
Sept. 26 starts sponsorship
on 11 stations of Here Comes
Radio

Features package. Dealer tie-

Harmon, Criterion
in includes distribution of
printed football forecasts by
Tommy Harmon on 150 grid
contests. Shows are to be
broadcast Thursday and Fri-
day on WIND WNEW WJLB
WHK WHIO WGBS KCMO
KSD WFBR WGST KLOL.
Contracts are for 13 weeks,
placed by Kuttner & Kuttner,
Chicago.

Newsmen Honored

THE CINEMA LODGE, B'nai
B’rith, today, Sept. 23 pays trib-

ute to the Association of Radio

News Analysts at the Hotel Astor,
New York. News commentators
and analysts will be cited for “con-
sistently maintaining the prin-
ciples of free speech and discus-
sion within the ideals of true de-
mocracy and for their fair and ef-
fective reporting of issues involved
in the affairs of world minorities.”
Lowell Thomas, NBC commentator
and vice president of the associa-
tion, will be presented with a spe-
cial seroll by the Cinema Lodge.

Ralston Renews

RALSTON PURINA Co., St
Louis, through Gardner Adv., that
city, has renewed Checkerboard
Jamboree on MBS Sat. 12 noon-
1 p. m. (CST), effective Oct. 5.

NATION’S MIGHTIEST

KQW SAN FRANCISCO

Of the nation’s fifteen largest cities San Francisco is first,

highest in per capita huying power . . .
Management’s authoritative annual survey.

And where there's money to spend, people like to spend it
.. like you ... like me.

KQW is the only Columbia station serving San Francisco.

KQW is the only Columbia station serving the important
14 county San Francisco-Oakland Bay Market—2Y2 million
people—and, at less cost. ) e

EXCLUSIVELY %~
Delivers the Columbia 14 County

San Francisco-Oakland Bay Market!

Represented Nationaily by Edward Petry & Co.inc.

Contract is for 52 weeks.

according to Sales

Pacific Agricultural Foundation, Ltd.

San Jose, Califorma

- 740 on your dial

-~~~ San Francisco Studios
Palace Hotel
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FIRST FLIGHT video programs on
film left ABC in New York Sept.

10 for BBC in London. Picture
shows Stephen Fry, BBC director
of program operations in New
York, handing container of films of
Detroit’s Automotive Golden Jubi-
lee and Minneapolis’ Aquatennial
(both coverages produced by ABC
for video use here under sponsor-
ship of United States Rubber Co.)
to airline hostess to the evident
satisfaction of Bernard Pearse,
ABC video special events director.

Crosby Discs Reported
Ready for CBC Airing

PHILCO CORP. of Canada, To-
ronto (Philco receivers), is plan-
ning to air Bing Crosby recorded
program on CBC Dominion net-
work, starting Oct. 1. Agency is
Hutchins Adv., Toronto. Final de-
cision had not been made as
BROADCASTING went to press.

If deal is completed it would
mark change in CBC policy which
to now has frowned on recorded
commercial programs on any of its
retworks, except delays to regional
networks such as Pacific Coast.
There are no CBC regulations
against use of commercial record-
ings as a network and it is under-
stood that CBC would consider
other recorded programs of equal
nerit for network sponsorship if
other Canadian or American ad-
vertisers planned such broadcasts.

Rumor attributed a change in
CBC regulations to accommodate
the ‘Crosby recorded program, but
CBC officials pointed out that no
regulation bars a recorded show
from going on a network. There is
a regulation barring controversial
broadeasts being recorded and
aired simultaneously on a number
of stations so as to appear as if
a network broadcast when such a
network broadcast has not been
permitted.

Workshop Resumed

RESUMPTION of employes radio
workshop at KNX Hollywood took
place last week (Sept. 16), under
guidance of Maurie Webster, CBS
Western Division assistant pro-
duction manager; Norman McDon-
ald, producer; and Peter Robeck,
farm news editor. All are alumni
of group which was interrupted
by war. Eventual KNX time al-
lottment is planned according to
Donald W. Thornburgh, CBS
Western Division vice president.

Telecasting
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paved highways* and
railroads* cover the state
completely! and—

WM’\:HI cover

the rich agricultural-
industrial Eastern lowa
market for you

SOL/PLY/

*5514 miles of paved highways place ITowa
among the “top” five states in concrete high-
way mileage—her 9000 miles of railroads 1s
exceeded only by Texas and New York.

PR 3 2 ." \\\\\'Q_\\_E ------
*m';ﬁg‘\"‘ * X %g{\*\w~
i -2 \*Y o D
B O SO
] v OO m\“s?\m\“‘“

.....

IOWA'S FINEST RADIO FREQUENCY

Represented by KATZ Agency Member of MID-STATES Group
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(Continued from page 20)

step further. As between two sta-
tions with the proper BMB pene-
tration in the local market, the
audience of one may extend fur-
ther afield than that of the other.
The one station’s BMB audience
in the outlying areas may be mea-
sured against the audience require-
ments in those areas and against
what may be the higher cost of
that station.

BMB can also be used to help
tie in radio with other forms. of
advertising. The advertiser using
newspapers whose circulations are
concentrated in city zones, but who
desires to develop sales in outlying
areas, may select radio stations
whose audiences are chiefly in rural
areas. Should the reverse be de-
sired, if farm papers or billboards
in outlying areas are used, stations
may be selected whose audiences
are concentrated in urban centers.

Allocating Radio Costs

BMB will help advertisers and
agencies to allocate the costs of
radio advertising more fairly to
each sales district, an important
consideration in winning approval
and support for the radio cam-
paign from all levels of the adver-
tiser’s sales organization.

If a close correlation exists be-
tween each sales district’s sales
and its BMB audience, costs may
be allocated entirely on the basis
of BMB. For example, let us as-
sume that the particular station
lineup being used represents a
total BMB audience of 20,000,000
and time and talent costs run to
$1,000,000. That comes to five cents
per BMB family and each sales
distriet is assessed accordingly.
This illustration is based on allo-
cating half the advertiser’s cost
on the basis of BMB and half the
cost on the basis of sales. The
agency might, however, allocate
a larger or smaller percentage on
the basis of either of these two
factors.

But usually sales are a factor
in allocating costs. A sales district
with a particularly high BMB may
have a new dealer whose sales are
low. That sales district would be
unable to bear the cost if alloca-
tion were made strictly on the
basis of BMB.

Where sales and BMB must be
taken into consideration, the" allo-
cation of radio costs is also simple.

Continuing the example already
used, let us assume a 20,000,000
BMB audience, total sales of
$10,000,000 and total radio costs
of $1,000,000.

As has already been pointed out,
cost allocation strictly on a BMB
basis comes to five cents per BMB.
Allocating costs strictly on a sales
basis would come to ten cents per
dollar of sales. But using these
values would run the total alloca-
tion up to a total of $2,000,000
rather than $1,000,000, since each
sales district would be assessed the
full cost of the radio campaign on

BRAILLE SCRIPT is used by 25-
year-old LeRoy Jenkins, in an-
nouncing the daily Baker’s Best
hair tonic program on WBAP
Fort Worth. The blind youth has a
secretary read to him the commer-
cials and cues for each show and
he transcribes them in braille. Mr.
Jenkins also sings and plays the
guitar and with the aid of his
friend, Roy Acuff, has had several
songs published. He started in ra-
dio two years ago at KFYO Lub-
bock, Tex., later working at KRBC
Abilene before joining WBAP.

the basis of BMB audience and
again on the basis of sales. So the
values are halved and each sales
district is assessed .025 per BMB
plus .05 dollar of sales.

If a sales district has a BMB
of 20,000 families it is assessed
20,000 x .025 or $500. And if that
same sales distriet accounted for
$15,000 in sales it is also assessed
15,000 x .05 or $750 for a total
assessment of $1,250.

Agency Quotes Hoover
On ‘This Is Your FBI!’

IN A letter distributed to ABC
network affiliates, Warwick & Leg-
ler quoted J. Edgar Hoover, direc-
tor of the FBI, as saying This Is
Your FBI! is the only true radio
mirror of the FBI’s activities.
Warwick & Legler is the agency
handling This Is Your FBI!, Fri-
day, 8:30-9 p. m. on ABC for the
sponsor, The Equitable Life Assur-
ance Society of U. S.

Mr. Hoover said, “This Is Your
FBI! is the only network radio
program depicting the activities of
the Federal Bureau of Investiga-
tion which is based on the official
records of the FBI and which is
produced with its cooperation and
approval.V

More Jap Listeners

RADIO listening licenses were is-
sued to 47,255 in June by Broad-
casting Corp. of Japan, compared
to 43,812 issued in May, according
to a July report on U. S. military
government in Japan released by
Gen. Douglas MacArthur. Radio is
cooperating in program to revive
interest in sports of democratic
nature to replace militaristic sports.
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Good Pickin’

When you pick WAGA for your list it’s “good pickin”
because it assures you the maximum response to your
sales message in Atlanta.

With 5000 watts on 590 kilocycles, timely program-
ming and aggressive promotion, WAGA is the “pick
of the crop” in the South’s Number One Market . . .
Atlanta.

Proof of the success of WAGA is in the fact that no
other Atlanta station has made such progress in popu-
larity during the past three years.

ATLANTA

5000 watts on 590 ke American Broadcasting
Represented by Headley-Reed







Special Broadcasts Planned
In Honor of CBC’s Ten Years

SPECIAL PROGRAMS Nov. 2 on
the Canadian Broadcasting Corp.’s
Trans - Canada, Dominion and
French networks will mark the
10th anniversary of the CBC as
the publicly owned national broad-
casting system. Announcement of
the CBC anniversary plans was
made at Ottawa by A. D. Dunton,
CBC chairman of the board of
governors.

One series of half-hour feature
broadcasts starting Oct. 4 will pre-
sent the story of 10 years’ progress
in national radio, Mr. Dunton said.
“This series of special anniver-
sary programs is a progress re-
port to the listeners, who are share-
holders in the national radio sys-
tem,” he stated. Special musical
programs, talks, dramas, and ex-
change programs from the BBC
and American networks will round
out the 10th anniversary presen-
tation. CBC will issue a free il-
lustrated booklet to listeners, out-
lining the background, functions,
and opgrations of the CBC.

The CBC was established on
Nov. 2, 1936, succeeding the Ca-
nadian Radio Broadcasting Com-
mission, operates under the Ca-
nadian Broadcasting Act, 1936, by
which it was given regulatory
powers over all broadcasting in
Canada.

Mr. Dunton said that when the
CBC took over control 10 years
ago, ‘“the national radio network
in Canada was made up of eight
publicly-owned or leased stations
and 14 privately-owned stations,
operating network service for 6
hours on weekdays and 8% hours
on Sundays.” A survey showed that
this network “gave effective serv-
ice to only 49% of Canada’s popu-
lation, mostly in urban centers.”

Three Networks

Mr. Dunton further stated “to-
day, the CBC operates three net-
works: The Trans-Canada and
Dominion, serving English-speak-
ing listeners from coast to coast,
and the French network, serving
French-speaking listeners in Que-
bec. The Trans-Canada and French
networks operate 16 hours a day,
and plans are underway for in-
creasing service on the Dominion
network, which now broadecasts
only in the evenings.” The three
networks, made up of 10 CBC-
owned and 70 privately-owned sta-
tions, now bring network coverage
to 969% of the radio homes in Can-
ada.

On behalf of the Dominion gov-
ernment, the CBC built and oper-
ates powerful shortwave trans-
mitters at Sackville, N. B., by
which ‘“the voice of Canada” is
carried to many parts of the world.
Shortwave receiving stations are
maintained at Dartmouth, Ottawa,
Toronto, and Vancouver for pick-

ing up overseas programs for re-
broadcast in Canada.

Mr. Dunton said future CBC
plans called for further expansion
of domestic network coverage, and
continued efforts to improve Ca-
nadian radio programs. He said
CBC is well aware of its respon-
sibility to provide an active and
stimulating force in the growth
of Canadian unity and culture,
and has “contributed greatly and
will continue to contribute to the
development of new tastes and new
ideas among Canadians.”

HEARST FM GRANT

ANNOUNCED BY FcCC

CONDITIONAL GRANT  for
Hearst Radio Inc. for a new FM
station at Milwaukee and regular
FM construction permits for four
conditional grantees were an-
nounced by FCC last Monday.

Commissioner Clifford J. Durr
was recorded as voting for hearing
on the conditional grant to Hearst
Radio and on the issuance of regu-
lar permits to KOCY Oklahoma
City and WROL Knoxville, Tenn.

The grants, authorized Sept. 15,
were all for class B stations, and
all but one went to applicants
with AM station interests.

Hearst Radio’s broadcasting in-
terests include WISN Milwaukee.
The conditional grant for an FM
affiliate is subject to engineering
conditions.

Applicants moved from con-
ditional to regular permit status
were the following, with AM inter-
est shown in parentheses (power
is effective radiated power; antenna
height is height above average
terrain) :

Plaza Court Broadcasting Co.
(KOCY), Oklahoma City, Okla.,
Class B, 98.5 mc (Channel 253),
176 kw, antenna 888 feet; KALE
Inc. (KALE), Portland, Ore., Class
B, 96.1 mc (No. 241), 250 kw,
1,140 feet; Bradford Publications
Inc., Bradford, Pa., Class B, 97.1
mce (No. 246), 2.7 kw, 531 feet;
S. E. Adcock (WROL), Knoxville,
Tenn., Class B, 93.1 me (No. 226),
76 kw, 535 feet.

KXLW Plans Start

NEW AM STATION granted
Sept. 12 for Clayton, Mo., a 1-kw
daytime outlet on 1320 ke, will go
on the air by about Dec. 1, Presi-
dent Guy Runnion estimated last
week. He said approximately 40
employes would be hired to staff
the station, which will use the call
letters KXLW. The grant went to
St. Louis County Broadcasting
Co., of which Mr. Runnion owns
88% of common stock. Mr. Run-
nion, former director of news of
KMOX St. Louis, is now devoting
full time to KXLW.

BROADCASTING ® Telecasting

Local In Kentucky
To Begin Sept. 25

WKAY Glasgow Is Managed
By William Vaughan

COMMUNITY service and news
will be stressed by WKAY Glas-
gow, Ky., which takes the air at
2 p. m. Sept. 25, according to Wil-
liam Vaughan, general manager.

WKAY is the
ERERsL T : first station in
T Glasgow, a town
of 10,000 without
a daily news-
paper.

Owned by the
Glasgow Broad-
casting Co., made
up of local busi-
ness men and
headed by Gor-
don Brown, pres-
ident, WKAY will operate on 1490
ke with 250 w fulltime., Sta-
tion will use United Press Radio
Wire and World Broadcasting Co.
transcription service. Mrs. Nellie
B. Vaughan, mother of the gen-
eral manager, is program director.
Edward C. Lockwood, formerly of
WLW Cincinnati, is chief engin-
eer,

Mr. Vaughan

25 Sponsors

WKAY begins operation with
25 sponsors. Several more have
tentatively agreed to take time, ac-
cording to Mr. Vaughan. Station
has arranged to carry the World
Series, sponsored by Gillette Safety
Razor Co., on a sustaining basis
as a public service, Mr. Vaughan
said.

Mayor Sewell Harlan of Glas-
gow will throw the switch that puts
the transmitter on the air. Sen.
Alben W. Barkley (D-Ky.) and
the Kentucky Congressional del-
egation have been invited to par-
ticipate along with the civic leaders
of Glasgow and surrounding towns.

Mr. Vaughan is widely known
among radio commentators, having
served as assistant superintend-
ent of the Senate Radio Gallery
several years, later as acting super-
intendent of the House Radio Gal-
lery while Superintendent Robert
Menaugh was on Army duty as a
major, and then as first superin-
tendent of the House Periodical
Press Gallery, a post he resigned
to become general manager of
WKAY,

Studios and transmitter are
housed in a new concrete building
just outside Glasgow’s city limits.
Construction was begun in April
just before the building freeze.

Co-Ops Add 15

FIFTEEN new sponsors have been
added to the eight co-operative
shows on ABC. Harry Wismer
added five sponsors on five stations,
Powers Charm School of the Air,
Headline Edition and Ethel & Al-
bert each added two sponsors on
two stations and John B. Kennedy,
Baukhage Talking, Walter Kier-
man and Swing-Davis each have
added a sponsor.

BROADCASTING COMPANY

'‘Represented by

BROADCAST -SALES COMPANY
New York and Chicago -

HOMER GRIFFITH 'COMPANY
Hollyuood & Sam Francisco

*

HARRY  McTIGUE

‘General Manager
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Achievement in high-power,
air-cooled FM transmitters

q DVERTISER and audience winner, here is the completely
self-contained 10-kilowatt FM transmitter that sets new

standards of broadcasting for Class B services.

Combining high power with new advancements in circuit
stability, program fidelity, and equipment reliability, type BT-
4-A—with its Phasitron modulator—has every electrical and
mechanical feature required by experienced broadcasters.

See your G-E broadcast sales engineer for the facts or write the
Electronics Department, General ElectricCompany, Syracusel, N.Y.

FINGER-TIP CONTROL FOR
YOUR TRANSMITTER = Pyt your transmit-

ter on the air— control your audio, monitoring, and power
circuits—switch tower lights on and off—turn on sleet
melters—from one convenient point with a G-E Trans-
mitter Control Console. Write for descriptive folder.

TRANSMITTER CONTROL CONSOLE

TYPE BC-3-A

STUDIO AND STATION EQUIPMENT « TRANSMITTERS

GENERAL ELECTRIC

160-E0-6014



ENGINEERS! READ THESE FEATURES

® Phasitron Modulator — The simple all-electronic system with the G-E
Phasitron tube « Produces a £ 75-ke swing at output frequency with a frequency
multiplication of only 432 « No frequency conversions « No spurious responses ¢
Direct single-crystal control independent of modulation.

® Basic Circuit Features — Completely self-contained « Plate trans-
former and power equipment located inside cabinet « Clean-cut design + Only
43 tubes in complete transmitter (17 r-f tubes, 2 a-f tubes, 24 rectifier tubes) o
Air-cooled tubes throughout « Grounded-grid high-power amplifier using new
air-radiator GL-5518 triodes.+ Minimum number of components and tuning
controls « Direct crystal control with one crystal « Provision for circuit extension
to control desk « Better power factor, lower power bills « Fully meets all FCC
and latest proposed RMA standards.

® Block-Build to 50 KW —The G-E 10-kw FM transmitter includes a
G-E 250-watt FM excifer and a G-E 3-kw FM amplifier « If you already have
a G-E 250-watt exciter, add a 3-kw and a 10-kw amplifier « If you have a

G-E 3-kw transmitter, add a 10-kw amplifier « For 50 kw, add a G-E 50-kw

amplifier to the G-E 10-kw transmitter « No expensive equipment duplication «
No obsolescence + No redesigning.

ANTENNAS -

ELECTRONIC TUBES

® Program Protection — Avtomatic and instantaneous reclosures on
plate-circuit overloads and momentary power failures « Supervisory indicator
lights throughout « Power input circuit breaker with high power-interrupting
capacity « Instantaneous Delta-Wye switching for “high-low" power operation
without program interruption « Individual filament-voltage control of power
amplifier tubes for maximum life. -

® Easy-to-get-at—Full length front and rear doors for “reach-in"
accessibility « Plenty of room to work « Vertical chassis construction Demounts
info separate units that will go through standard 34" doorways and fit into
freight elevators « Overall size only 75" high, 178" long, 38" deep.

® Safe — Positive electric interlock and mechanical grounding systems
throughout « No oil-filled apparatus « No need for fire-proof vaults « Low
line-supply voltage, 208/230 volts.

»—> YOURS FOR THE ASKING — v ite today for a copy of the

new specifications on the G-E 10-kw FM transmitter.

- HOME RECEIVERS

FM - TELEVISION « AM ., ;s at s/



i
REPRESENTED BY JOHN BLAIR &
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Commercial Radio for India Is Seen

JWT Calcutta Head
Predicts Advent

In Few Years

COMMERCIAL radio will invade
India. It’s now virtually as certain
as the country’s independence, ac-
cording to Peter de Peterson, vice
president in charge of J. Walter
Thompson Co. Calcutta office, who
arrived in this country last week
for two months.

Recognizing that commercial
radio would not come simultane-
ously with independence, he felt it
would surely develop within a very
few years. Visiting this country
for the first time, he spent better
part of last week observing Ameri-
can radio from a Hollywood pro-
duction standpoint as well as film
industry operation,

As a member of J. Walter
Thompson Co. organization for 18
years, he has seen service in Lon-
don, Paris, Berlin and Holland as
well as India. With evolution of an
independent Indian government, he
saw an end of AIR (All India
Radio) which received its basic
<harter from British Broadcasting
Corp.

Widespread Illiteracy

Radio is greatest potential ad-
vertising medium in India because
of nation’s illiteracy, according to
Mr. de Peterson. Of the nation’s
400,000,000 people only 30,000,000
are literate in one language. Al-
though education is a commendable
objective, he feels immediate sales
results can best stem from use of
radio.

Accepting radio’s sales power,
even it would not be too all power-
ful with an estimated existing ceil-
ing of 300,000 sets. Commercial
radio has untold possibilities in
India, BROADCASTING was advised,
but its obstacles are formidable,
Mr. de Peterson believes. For one,
present facilities number only eight
stations within the country.

Commercial radio has been
sought in that sector of the world
for several years, he said. One at-

tempt was made by Lever Bros. in
collaboration with tobacco inter-
ests. They sought to obtain time in
Burma by providing every sizable
village with a loud-speaker. In re-
turn they sought to have the Bur-
mese Government allow import of
equipment duty free and grant par-
ticipating interests two hours daily
free. The war broke this down, he
stated.

Further Attempts

Further efforts he said had been
attempted by J. Walter Thompson
Co. through negotiations with
leaders of Indian provinces, not
within British India. To date none
of these plans has materialized.
But he indicated that agency thinks
highly enough of the area to be
sending some of its top radio per-
sonnel there from this country in
the near future.

Elaborating on this, he said that
the agency will send some of its
radio specialists to many foreign
areas. In addition he said that the
Indian government will likewise be
seeking American talent in build-
ing the country’s industry. He said
salaries might not seem high but
felt they would be adequately at-
tractive.

Domestically he believes that
Indian talent is non-existent. What
talent there might be is discouraged
by salaries. Going subjective he
cited his salary for a ten minute
dramatic review which netted him
50 rupees, or approximately $18.
His wife, who is travelling with
him, offered her experience as a
vocalist on a 15-minute spot for 25
rupees. Sensing the humor of these
wages, Mr. de Peterson quickly
added, “I'm not inferring either
of us are worth more.”

American radio brought to India
by AFRS has turned the taste of
all population segments in that di-
rection. As evidence, he said,
XU2ZU Calcutta almost ruined
listenership of that city’s AIR sta-
tion. Particularly popular were net-
work shows featuring top names,
which were specially transeribed
for AFRS during war.

NETWOR‘l‘( . X
| STATION'A”  STATION"B”

N ETWORK w"HM

NETWORK

NETWORK
STATION"C”

STATION'D"

LLE R ptedrsmmireat

(it

IN THE MIDDLE OF THINGS IN

MEMPHIS

“WORLD’'S LARGEST COTTON MARKET"

BROADCASTING o
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At the war’s close, he said, at-
tempts were made to procure equip-
ment of the various AFRS stations
but this was not possible. Speculat-
ing on shape of commercial pro-
gramming to come, he thought that
transcribed shows featuring Amer-
ican talent would turn ‘the trick.
He foresaw the possibility of visits
by American “names” and further
conceded likelihood of shortwave
beaming to India by American
sponsors with distribution in that
area.

From Hollywood Mr. and Mrs.
de Peterson proceed to Chicago and
New York.

Baker Settir—lg Up

Own Law Practice
Will Specialize In Radio And

Other Communications

PHILIP M. BAKER, Washington
radio attorney, for the last two
years associated with the office of
Andrew G. Haley and Major Gen-
eral Myron C. Cramer, last week
announced plans to open his own
offices at 1101
Earle Bldg,
Washington, on
Oct. 1. He will
specialize in ra-
dio broadecasting
and communica-
tions matters.

Since 1941,
when he joined
the FCC legal
department, Mr.
Baker has work-
ed exclusively in radio law. He
was with the FCC until 1944, as-
signed first to the Legislation,
Rules and Regulations Section of
the law department, later with the
Litigation Division, and for almost
two years with the Broadcast Div-
ision.

Before joining the Commission,
he was an attorney for Agricul-
tural Adjustment Administration,
Puerto Rico Reconstruction Ad-
ministration, Social Security Board
and the U. 8. Civil Service Com-
mission., He is a native of Wash-
ington, attended Georgetown U.
and was graduated from George-
town Law School in 1934. He is a
member of the District of Columbia
Bar and of the Federal Communi-
cations Bar Assn.

Mr. Baker married the former
Miss Shirlie Friedlander of Al-
bany, N. Y., and Jacksonville, Fla.
They have one child, a daughter,
seven years of age.

Mr. Baker

Nutrition Quiz

WGN Chicago, Sept. 16 began a new .

question and answer program ‘‘Chicago
Asks Dr. Eddy’” Mon. through Fri. 3:30-
4 p.m., (CDST). Chicago women ask for
information on nutrition which a board
of New York housewives attempts %o
answer. If they cannot reply, the Chi-
cago questioner receives a prize and Dr.
Walter H. Eddy, nutritionist, and Ella
Mason, home economist and dietitian,
supply correct answers. Tiny Ruffner
is m.c. of the show, aired on transcrip-
tion.

~THE SHREVEPORT TIMES
STATION

~ Shreveport, La.

In the Ark-La-Tex
Area, KWKH,
with its
50,000 Watts
is the No. 1 Medium

with full coverage

and SELLING
POWER in this

prosperous market.

The Branham Co
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Harmony in the Rockies

The long co-operation of KOA and THE DENVER POST quickly

shows that a great station and a great paper can work in harmony.

For more than 12 years now, The Denver Post News has been a
twice-daily fixture on Denver’s First Station. Another program,
Washington News and Interviews, sponsored this year on KOA by
THE DENVER POST, points up even more significantly the close
relationship of newspaper and station, since it marks the POST’S first

purchase of radio time. v

The POST and KOA work together constantly on campaigns for the
public’s benefit, exerting their tremendous influence to exploit new
causes as they arise. Since the circulation of the POST more than
triples that of Denver’s other daily paper, while KOA’s 50,000 watts
more than triple the power of the four competitive city stations
combined, the team reaches more people in the Rocky Mountain Empire

than any possible combination of other media.

With such forceful affiliations as this—in addition to its own pre-
dominance in Mountain and Plains States broadcasting—KOA pro-

duces overwhelming sales for network, spot and local advertisers.

® © & 0 & @ © O O &0 % 6 0 + 6 0 O O o & 0

50,000 WATTS 8
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THE NATIONAL BROADCASTING COMPANY




NBC Stresses Coverage
Of UN Security Council

NBC HAS devoted a total of two
hours and 36 minutes to reports
direct from the UN Council Cham-
ber at the UN Security Council’s
meeting at Lake Success, N. Y.,
since the opening on Aug. 28, it
was announced last week by Wil-
liam F. Brooks, NBC vice presi-
dent in charge of news and inter-
national relations.

This represents coverage of
every one of the Council’s meet-
ings from Aug. 28 to Sept. 11. John
MacVane, NBC commentator cov-
ering the Council, has made a
total of nine quarter-hour broad-
casts during his regular news
period and in addition has con-
tributed 10 two-and three-minute
spots to the News of the World and
Robert McCormick news programs
on NBC.

Inventory

of All Eleetronic

Equipment Is Begun by WAA

CAMPAIGN to find out in a hurry
what electronics equipment is.avail-
able in war surplus has been started
by George H. Moriarity, head of
the Electronics Division of War
Assets Administration. Countless
thousands of equipment lists, which
may contain broadcast items, are
resting in pigeonholes. These are
being scanned by local WAA offices
as well as electronic manufactur-
ers who act as agents in sale of
war surplus items.

WAA has never been able to pro-
vide an inventory of electronics
surplus, lacking facilities and per-
sonnel even to look over a fraction
of the scattered lists of equipment.

Complete reorganizations of the
Electronics Division has been un-

dertaken in a drive to find out what
there is to sell and then sell it
quickly. New type of contract is
being drafted by which several
hundred manufacturing firms will
receive a fixed commission for act-
ing as warehousing and sales agents
for WAA. At present they receive
a commission plus cost of handling,
advertising and processing for sale.
Whole electronics surplus setup
will be investigated by the Special
House Committee investigating sur-
plus property at hearing starting
today (Sept. 23), according to
Chairman Slaughter (D-Mo.). In-
quiry is being conducted by Hugh
D. Wise Jr., committee counsel.
Even before the hearings, WAA
itself had conducted its own in-

Quarter-Million Listeners See
WPTF’s Traveling Talent Shows

Here’s where WPTF talent
shows played “in person”
in our primary during the
last two months ...

WPTF's three string bands andits quartet
play before 250,000 fans in their own home

This

~ | “home folks"'.

towns every year!
personal appearances a week. They play
regularly in almost every community in
WPTF's primary.
Virginia and South Carolina counties
where 779, of the people listen regularly
to WPTF according to latest NBC survey.)

‘‘in person”’

Each act makes 5

(71 North Carolina,

friendship between sta-
_\ tion and listener is plus value to WPTF

| advertisers. You and your product are
For availabilities and rec-

.| ommendations, call us or your nearest

71 Free & Peters office.

680

« 90,00
RALEIGH, NORTH CAROLINA
FREE & PETERS, INC., NATIONAL REPRESENTATIVES

WATTS
NBC
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Cobbler’s Shoes

ANYBODY KNOW a repair-
man who could do a small
job for the FCC?

All calls to FCC Chief En-
gineer George P. Adair last
Wednesday were met with:

“Mr. Adair’s phone is out
of order.”

vestigation of the way it is selling
surplus electronics items. Eight
cases of possible malpractice in
sale of radio, radar and other elec-
tronics equipment have been turned
over to the Dept. of Justice for
action. Names of the firms cited
were not made public, in accord-
ance with usual practice, pending
Department action.

Screening Manufactures

WAA is now screening the list
of electronics manufacturers who
act as sales agents. These agents
frequently have charged that they
get junk from war surplus. WAA
concedes a lot of the surplus has
been unsalable but in the future
will send them only “good stuff.”

Before WAA is the report of a
committee representing manufac-
turers of broadcasting transmit-
ters and receivers. This committee
was named by WAA to go into
pricing, marketing and general
policy of transmitters and receiv-
ing sets available in war surplus.
Uniform pricing by agents was
considered by the committee, which
went over sales plans and price
lists, suggesting specific prices as
well as overall policies.

Members of the committee are:
E. M. Hall, Western Electric Co.;
E. G. Goble, Galvin Mfg. Co.; Ar-
nold Rosenberg, Bendix Aviation
Corp.; E. C. Borth, Philco Corp.;
C. J. Burnside, Westinghouse Elec-
tric Corp., Baltimore; George Co-
hen, Emerson Radio & Phonograph
Corp.; A. J. Spriggs, Collins Radio
Co.; E. J. Gerard, Federal Tele-
phone & Radio Corp.; W. A. Cohen,
E. B. Latham & Co.; Nat O. Motts,
Henry O. Berman Co.; H. J. Todd,
Southern Radio Corp.; Thomas F.
McIntyre, Trilling & Montague.

UE Seeks Hike

UNITED Electrical, Radio & Ma-
chine Workers of America (CIO)
will seek a general cost-of-living
wage increase, pending formation
of a new national CIO wage pol-
icy, under a resolution adopted at
the 11th annual convention in Mil-
waukee. Delegates voted to seek
“maximum interim wage justment”
of about 17 cents an hour, subject
to upward revision later when the
new policy is announced. The UE
tied up Westinghouse Electrie
Corp. and other large radio manu-
facturers early this year with
strikes for higher wages. Local
unions were authorized by the con-
vention to seek interim pay in-
creases.

Telecasting



LINKING PRODUCT, PUBLIC ... PROGRAM

@® Here's a symbol that’s almost been
forgotten. The five linked rings (repre-
senting the five continents) and flaming
torch will reappear as the emblem of the
1948 Olympic games. The Greek runners,
who were the sports pioneers of their day,
originally served as the message bearers
of their time.

There’s a symbol in Baltimore that’s

i,

7

R
§ e o .
€

3 _‘__/——~‘ e

important this year and every year. The
letters “WCBM’'’" are well known to
sponsors as the links between buyer and
seller. Sales results are proving daily
that programs over WCBM are depend-
able messagebearers, economicallyreach-
ing the large and profitable Baltimore
Market. For a profitable linking of prod-
uct, public and program, remember the
symbol “WCBM.”

Baltimone's Listening Habet

WEBI

MUTUAL BROADCASTING SYSTEM
Free & Peters, Inc. : —
Exclusive National Representatives
John Elmer, President George H. Roeder, General Manager
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This is a husky, lively market, with
KFYO as the central selling force.
As for money—over $167,892,000 in
effective buying incomes trickles in
and out of circulation annually out
here. This is an important market
. and KFYO is your lead station

for getting results!
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1140 ON THE DIAL

LUBBOCK, TEXAS

AFFILIATED WITH
LONE STAR CHAIN
AMERICAN BROADCASTING CO.

AFFILIATED WITH

TAYLUR-HUWE -g NOWDEN
-

A5

250 WATTS—1340 KILOCYCLES
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ABC Adds 7 New
Outlets; 2 Changes

Total Stations
Is Raised to 217

ABC last week announced the ad-
dition of seven affiliates and the
replacement of two affiliates by
new outlets, bringing the network’s
total number of stations to 217.

Effective Oct. 1 four Idaho sta-
tions will join the network as
mountain supplementary stations.
They are as follows: KGEM Boise,
operating full time with 250 w on
1340 ke, owned by the Idaho Broad-
casting Co., and managed by Fen-
tress Kuhn; KEIO Pocatello,
owned by the Eastern Idaho Broad-
casting and Television Co., operat-
ing with 250 w on 1450 ke, and
managed by James Brady; KLIX
Twin Falls, operating full time
with 250 w on 1340 ke, managed by
Frank MecIntyre and owned by
Southern Idaho Broadcasting and
Television Co.; and KBIO Burley,
managed by Edward Jansen, owned
by Jessica Longston and operating
with 250 w on 1400 ke.

WRHP Tallahassee, Fla., operat-
ing with 250 w on 1450 kc and
owned by the Tallahassee Appliance
Corp., joins ABC on Oct. 1 as does
WHAN Charleston, S. C., which
will operate full time with 250 w
on 1340 ke and is owned by the
Charleston Broadecasting Co.

On Sept. 28 WBSR Pensacola,
Fla., joins ABC operating with 250
w on 1450 kc. Station is owned by
the Escambia Broadcasting Co. and
is managed by Ruth Braden.

WLCS Baton Rouge, owned by
Air-Waves Inc., will replace WJBO
Baton Rouge on Oct. 1 as an ABC
affiliate and will operate full time
with 250 w on 1400 kec. Manager
of the station is Earl Smith. Ef-
fective Jan. 1, 1947, WHBF Rock
Island, Ill.,, will replace WOC
Davenport as ABC affiliate in the
Rock  Island - Moline - Davenport
market. The station is owned by
the Rock Island Broadeasting Co.,
operates full time with 5000 w on
1270 ke and is managed by Leslie
C. Johnson.

in Network

Moline Station Starts:

To Join MBS by Jan. 1

NEW MOLINE, I, station,
WQUA, last week went on the air,
operating on 1230 ke with 250 w
power. Now an independent, the
station will join Mutual before
Jan. 1.

Bruff W. Olin Jr., is president,
and general manager, heading a
staff of 22 including: Marvin L.
Rosene, formerly of WHBF Rock
Island, Ill., sales manager. George
W. Travis is acting chief engineer
and Ed Masters, formerly of WOC
Davenport, Iowa, is news editor.
Station has World transcription
library and Press Assn. news wire.

CKNW Names Agency

CKNW New Westminster, B. C., has ap-
pointed Canadian Adv., Vancouver, to
handle all station advertising.

BROADCASTING o

VIDEO SCHEDULE of the New York Yankees football team on WABD
New York with Ford Motor Co. as sponsor [BROADCASTING, Sept. 16]

apparently pleases (left to right) Leonard F.

Cramer, executive vice

president of Allen B. Du Mont Labs., owner and operator of WABD;

Tom Gallery, business manager of the Yankees; Sam Cuff, WABD gen-

eral manager; Robert Gillham, television director of J. Walter Thomp-
son Co., agency for Ford.

Elder, Feltis Among Speakers
On ANA Convention Agenda

ROBERT F. ELDER, vice presi-
dent of Lever Bros. Co., and Hugh
Feltis, president, BMB, will make
the major addresses on broadcast-
ing matters at the 37th annual
meeting of the Assn. of National
Advertisers, to be held Sept. 30-
Oct. 2, at the Hotel Traymore, At-
lantic City.

Three-day meeting will open
Monday morning with a report on
“ANA’s Expanding Program’” by
Paul S. Ellison, director of public
relations, Sylvania Electric Prod-
ucts, and ANA chairman. Mr. El-
der, in his capacity as chairman
of the executive committee of the
ANA radio council, will also speak
at this session on “Important De-
velopments Affecting Sponsors.”

Other opening morning speakers
will be William G. Werner, direc-
tor of public relations for Procter
& Gamble Co., and chairman of
ANA'’s Government Relations Com-
mittee, reporting on recent activi-
ties in that field; Caspar Ooms,
U. S. Commissioner of Patents, on
“Good News for Brand Advertis-
ers”’; Lowell B. Mason, Federal
Trade Commissioner, on “Now
Let the Consumer Be King.”

Monday Afternoon

Stuart Peabody, assistant vice
president, Borden Co., and chair-
man of the Advertising Research
Foundation, will open the Monday
afternoon session with a report on
“New Developments in Coopera-
tive Research.” Other committee
reports will be given by W. B.
Potter director of advertising op-
erations, Eastman Kodak Co,,
chairman, ANA films committee;
Mrs. Virginia Lawson Skinner,
baby service director, Chicopee
Sales Co., chairman, ANA educa-
tional activities committee; Hugh

Telecasting

W. Hitchcock, director of advertis-
ing, Packard Motor Car Co., chair-
man, ANA membership committee,.
Session will conclude with a busi-
ness meeting and the election of
officers.

Tuesday morning speakers and
their subjects will be Royal Little,
president, Textron Inc. “Evaluat-
ing Advertising in Terms of
Profits”; Louis Ruthenburg, presi-
dent, Servel Inc., “Reconverting
Advertising and Sales Techniques
for the Job Ahead”; Howard Chase,
director of public relations, General
Foods Corp., “Potentialities of the
Advertising Method—A Public Re-
lations Director’s View.” An ad-
vertising agent’s view of that sub-
ject will be given by a speaker
still to be announced. Mr. Potter
will preside at this session.

Agency Speakers

Four agency executives will head
half-hour discussion panels during
that afternoon; James H. S. Ellis,
president, Kudner Agency, heads
the panel on “Selection and Train-
ing of Advertising Personnel”; Dr.
H. H. Kynett, space buyer, Aitken-
Kynett Co, on “New Developments
in Fact Finding” (Washington
newspaper study); Allen L. Bill-
ingsley president, Fuller & Smith
& Ross, on “Improving Advertising
Effectiveness through Improved
Advertising Content”; Fairfax M.
Cone, chairman, executive commit-
tee, Foote, Cone & Belding, on
“The Need for Better Understand-
ing of Advertising in Business.”
John C. Cornelius, executive vice
president, BBDO, will keynote and
sum up the session.

Mr. Feltis will discuss the sig-
nificance of BMB findings during
the Wednesday morning research
session which will also include re-

90% Set Ownership

On Farms in Minn.

Figures Released by Census
Cover Five States

RADIO ownership on Minnesota
farms amounted to 90% as of Jan.
1, 1945, according to figures re-
leased last week by the Bureau of
the Census. The bureau found
that 166,243 of 181,550 occupied
farms has receiving sets, with 103,-
176 farms having telephones and
96,342 having electricity, Value of
all farm products in 1944 was $515,-
000,000 with livestock, diary prod-
ucts, poultry and field crops rank-
ing in that order.

Illinois showed 89% radio owner-
ship, with 175,778 of 197,768 oc-
cupied farms having receivers;
124,039 had telephones and 120,-
177 had elecetricity. Total value
of farm products in 1944 was $954,-
000,000, led by livestock, field crops
and dairy products.

In West Virginia 66,201 of 93,-
931 occupied farms had radios, or
70%, with 21,699 having tele-
phones and 38,763 having electri-
city. Value of all farm produects
in 1944 was $63,000,000, led by
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