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FOOD FOR THOUGHT!)

Where large urban populations are a Timebuyer’s
only consideration, a one-city Hooperating may be
the final test of values.

In Iowa, it’s different. Our largest city has only
6.8% of the State’s population. Our typical smaller
So WHO asked

Hooper to survey eleven typical “outside zone”

cities are far more important.
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cities, 30 to 146 airline miles from Des Moines.
Seven have their own stations.

Discovered: (1) Far greater percentages of radio
sets found “in use” in the outside cities; (2) WHO
gets 46.7 to 64.0 share of audience in the outside
cities.

Here are the three main summaries:

SETS IN USE WHO RATING WHO SHARE OF AUDIENCE
DES MOINES | "OUTSIDE" | DES MOINES | "OUTSIDE" | DES MOINES | "OUTSIDE"
8 AM. TO NOON—MON. THRU FRL. 14.3 | 203 35 9.5 24.4 46.7
NOON TO 6 P.M.—MON. THRU SAT. 139 | 229 4 1.8 463 51.5
6 P.M. TO 10 P.M.—SUN. THRU SAT. 319 | 349 59 | 223 49.8 64.0

Yes, Des Moines AND IOWA respond to good
programming, good showmanship, good public
service.
copy of the complete Hooper' Report — or ask
Free & Peters.

WHO gives all* three, Write for your .

¥ for lowa PLUS #

Des Moines . . . 50,000 Watts
B. J. Palmer, Pres. J. O. Maland, Mgr.
FREE & PETERS, Inc., National Representatives
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IN GREATER BOSTON ...

The people who sell merchandise

Ld 6

join

who buy
WCOP’s

000-watis power

in praising

new 5(

From all over the Greater Boston area — from Ipswich to Mansfield and
from Cohasset to Wellesley — letters have poured in congratulating WCOP
on the range and clearness of our new 5000-watt signal.

Gist of the dealer comments: “Your station is covering this area 1009,
. . . have been getting your monthly magazine SPOTLIGHT, and find it very
helpful . . . | have been more than pleased with the WCOP Window Display
that you installed for me . . . congratulations on your increase in power.”

Gist of the customer comments: "“The reception is fine and clear . . .

all programs come through splendidly . . . the Louis-Conn fight came in

loud and clear . . . you won a great many new friends along the North Shore
last evening . . . the reception from WCOP is now perfect.”

You can “air your advertising” to these enthusiastic listeners in Greater
Boston, America’s third richest market of 3,000,000 population ... and

we'll help you move your product through the dealers who have been so
favorably impressed with WCOP's new power and live merchandising service.

Rates and availabilities from any Katz office.

-

' E B

A Cowles Station
Exclusive American Broadcasting Company Outlet in Boston
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) There’s no worry about those 4-gallon coupons any more . .. And gaso-
- line sales in the Nashville area are running well ahead of the pre-war

")‘ 20 million dollars a year. The key to any part of this rich market is the

~ buying power of its 190 thousand radio families . . . WSIX attracts

them with top programs of AMERICAN and MUTUAL.

AMERICAN and MUTUAL

s

5.000 WATTS
. 980 KILOCYCLES

Represented Nationally by

is

THE KATZ AGENCY, Inc.

BrnT R
LOPERTY U. S, AIR

b
i g

WSIX gives you all three: Market, Coverage, Economy

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

PLANS for permanent installation of tele-
vision facilities in galleries of both House and
Senate under consideration. Rapid growth of
gallery, now boasting some 130 radio corres-
pondents, necessitates expanded accommoda-
tions, to be undertaken next summer and,
while about it, Sen. Byrd of Va. and Speaker
Rayburn of Texas, who direct gallery opera-
tions, have been asked to provide space for
television cameras and gear before Nov. 1
deadline.

INSIDE reports floating about on laboratory
production of television process using elec-
tronic rather than mechanical or “whirling
disk” color scanning. Work is going forward
on West Coast employing so-called “Thomas-
color” blending with hopes running high, ac-
cording to those who have seen it.

WHEN Pearson-Allen application for facilities
of Hearst’s WBAL Baltimore reaches hear-
ings stage, there’ll be fireworks aplenty prob-
ably highlighted by opposition of Sen. Millard
Tydings (D-Md.), to columnists’ request.
Pearson and Maryland’s Democratic leader
have engaged in bitter running feud for more
than decade. Tydings on occasions has had
regular weekly program on WBAL.

NEWEST plan to stimulate FM set produc-
tion and exploitation being broached to FM
licensees by Electronics Inc., recently organized
Washington firm established by three ex-GI’s
largely for introduction of FM by wire lines
into hotels and other public places. Project
contemplates pre-order or single band FM re-
ceivers to be sold to licensees at $25 to $30
each, but to be used for demonstration purposes
only and not for resale. Low price would be
possible through guaranteed purchase of sets.

NAB’s 25th annual convention in 1947 will
shift to auditorium type of assembly, judging
by present indications. Intra-hotel type of con-
vention isn’t adequate for fast-growing broad-
cast association, with over 3,000 expected in
Chicago Oct. 20-24. Combined Hilton hotels
won’t hold NAB delegates and visitors, with
Palmer House’s biggest hall too small for all
desiring to attend meetings .and Stevens ban-
quet hall too small for annual dinner.

DEAL whereby Crosley Broadcasting Corp.
would acquire 75% ownership of KSTP, NBC
outlet for St. Paul-Minneapolis, for $1,200,000
[BroADCASTING, Sept. 30] has kicked up stir
in St. Paul civic circles. St. Paulers want 50,-
000-watter to remain identified with their seg-
ment of Twin Cities. Ridder newspaper and
radio family, identified with St. Paul life,
sought to buy station in deal with Stanley Hub-
bard, president, general manager and 25%
owner, but lost out to Avco-Crosley.

DESPITE great gobs of silence about report
of imminent return of OPA Administrator
Paul A. Porter to FCC’s chairmanship, pre-

(Continued on page 117)
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L(/acominy

Oct. 10-11: TBA Second Conference, Wal-
dorf-Astoria, New York.

Oct. 20: NAB Radio Journalism Committee,
2 p.m., Chicago.

Oct. 21-24: NAB Convention, Palmer House
and Stevens Hotel, Chicago.

(Other upcomings on page 115)

Bulletins

COMMERCIAL TELEVISION grant for
WTCN Minneapolis, Minn., announced Friday
by FCC. To use Channel 4 (66-72 mc) with
power 17.9 kw visual and 9.2 kw aural, an-
tenna height 490 feet. St. Louis U. given
experimental video grant, frequencies to be
assigned. (Earlier story page 39).

ESTABLISHMENT of permanent inter-
American organization, Asociacion Inter-
Americana de Radiodifusion, voted by dele-
gates from 21 countries at first Inter-American
broadcasting congress (early story page 114).

PRODUCTION of radio receiving tubes set
alltime record in August, totaling 20,430,868,
of which 13,473,973 were for new sets, Radio
Manufacturers Assn. announced Friday. Pre-
vious record was 17,979,636 in June. July’s
output was 14,489,130 tubes, with January-
August total of 120,390,798.

Business Briefly

FORD GRID VIDEO ® Ford Motor Co., Dear-
born, Mich., Oct. 11 and 25 sponsor telecasts
of Brooklyn Dodgers pro football team vs.
Chicago Rockets and Miami Seahawks, respec-
tively, on WCBW New York, from Ebbets

Field, Brooklyn. Ford agency, J. Walter

Thompson Co., N. Y.

FIRE UNDERWRITERS PLAN @® More than
200 leading capital stock fire insurance com-
panies which maintain National Board of Fire
Underwriters, effective Nov. 3 begin half-hour
mystery drama on 300 MBS stations, Sun.
3:30-4 p.m. As yet unnamed, program to be
produced and directed by James Sheldon, Ra-
dio Director, MacFarland, Aveyard & Co.,
N. Y., agency for Fire Underwriters.

GILLETTE SPONSORS GAMES @ Gillette
Safety Razor Co. sponsors Navy-Notre Dame
football game Nov. 2, Army-Navy tilt Nov. 30
on NBC. Agency, Maxon Inc., N. Y.

COAST MYSTERY SERIES ® Gallenks .
Stores, San Francisco (footwear), contracted
Pat Novak for Hire on 16 ABC Pacific Net-
work stations. Bruce Eldridge Agency, San
Francisco, has account.

CYNTHIA SWEETS SIGNS @ Cynthia
Sweets Co., Boston, (candy) to sponsor Sunday
With Bill 1:15-1:30 p.m., Sun. on six Yankee
Network stations. Agency, Hirshon-Garfield,
Boston.

PERMIT to build new station at $11,000 cost
granted Friday by Civilian Production Admin-
istration to Maui Publishing Co., Wailuku,
T. H.

67% of People Want Television Sets—IF

SIXTY-SEVEN per cent of prospective re-
ceiver purchasers want television sets—IF
prices are reasonable, IF telecasting is avail-
able in all markets. Forty-one per cent want
FM in sets they buy.

This is revealed in comprehensive study of
set market conducted among subscribers to
The American Magazine by Crowell-Collier
Publishing Co. Research Dept.

Most respondents named $200 figure as “rea-
sonable” price for video receiver. Survey made
among 4000 magazine subscribers, with 71%
responding.

Other important market estimates uncov-
ered:

Thirty-five per cent of families surveyed in
market for new radios, many desiring more
than one set.

Sixty-three per cent of latter prefer combi-
nation radio-phonographs, expect to spend
about $200 for console models.

Study shows that 999% of American Maga-
zine subscriber homes are radio-equipped.

Ownership of radios, by model: table models,
68% ; Consoles (floor), 50%; portables, 229%:;
radio-phonograph (console), 12%; radio-
phonograph (table), 6%.

Accepting poll sample as representative of
national situation, 82% of people do not have
radio-phonograph combination sets. Interest-
ing sidelight is indication that table mode!
will be in great demand for bedrooms and
kitchens among homes now radio-equipped.

Those polled said they planned to buy ‘“thi
year”’ radio-phonograph console models (40%) ;
table models (259%); console floor model:
(16) ; radio-phonograph table models (18%):
portables (11%).

Median average prices they expect to pay:
table models, $39; portables, $39; radio-phono-
graph consoles, $202; radio-phonograph table
model, $79. Most important factor in determin-
ing make purchased will be, in order, (1)
reputation of manufacturer; (2) tone quality
(3); price.

Fifty-three per cent familiar with FM
Seventy-five per cent said would demand FM
in sets they buy during next year. Only 16%
acknowledged familiarity with term FM bu
said did not want it.

Only 15% of respondents had seen televisiot
program. Young people, survey revealed, mort
interested in purchase of television sets thar
elders.
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THE NATIONAL AIRCRAFT SHOW

AND
THE AIR TRANSPORT ASSOCIATION OF AMERICA
INVITE

THE RADIO INDLISTRY TO PARTICIPATE
IN THE PRESENTATION OF
OUTSTANDING RADIO PROGRAMS AND TALENT
FROM THE STAGE OF THE AIRLINE'S
"INTERNATIONAL BAZAAR” . . . TO BE HELD
IN CLEVFLAND, OHIO
FROM NOVEMBER 75 TO s+

RSVP

DIRECTOR OF RADIO
AR TRANSPORT ASSOCIATION
7707 16th STREET WASHINGTON D. C
OR
THE NATIONAL AIRCRAFT SHOW
LINION COMMERCE PLDG., CLEVELAND
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AT 600 KC’S

“IOWA'’S FINEST FREQUENCY”’

OF THE GREATEST FARM

AREA IN THE WORLD! S

NI

IOWA’S FARM FIRSTS !

50"

st in Average Gross Farm Income! F

: 5‘ \ Ist in percent of Land Under Cultivation!
\ 1st'in Rural Telephone Development'
1st in CORN production in the entire world ! y 7

#
it

\

\

Y (Record lowa Corn Crop Forecast by U. S.
) 7| ) Dept. of Agriculture of 652,242,000 Bushels.)

o

Your “‘Best Buy’’ to
Cover Eastern lowa - the richest

part of this great market
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Member of Mid-States Group
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SPONSORS want “class’” and sales punch in the programs

they buy. Even on limited budgets, they want network-type shows. But

why not? They’re available. And your station can make the sale! Capitol’s

Transcription Service now gives you all the elements of successful live-

talent network shows . . . to lure more listeners, attract more sponsors.

Sponsors want the latest tunes and

arrangements...

Capitol’s basic library includes 2000 selections . . . with
a minimum of 50 additional guaranteed each month.
(Bonus! . . . production plans indicate not 50 but 70
monthly releases.)

Sponsors want a choice of complete
SHOWS...

And Capitol furnishes dated program formats for more
than 400 different shows each month . . . suggested pro-
gramming for 30 hours of entertainment each week.

Sponsors want the "‘personal touch’ of
famous stars...

Voices and personal chatter of featured artists are in-
cluded on special tracks with the Capitol Service.

Sponsorswant distinctive productiden-
tification...

With Capitol’s service you background commercials
with special harp, celeste, piano, or organ interludes.

i P i R“
Sponsors want musical themes they can ME Eslﬂ‘ N
. £
call “‘theirown’’... B\G'“A ALY EO“Z;TY
That's why every Capitol show has its own special HER RL & H
. ] “ HuG ¥l 1E ° TE
opening and closing musical theme. S K UTHR RTET V1S
o ME ¥ AR‘E ] TEX RYYTERLEY TUTTLE (NAL
A KIND WES ORIS “cqs
16-M A HENRY O AINE
® y COLES EO‘;F(;P ONCERT USNCTLE y MO
pUDPD VOLS CyRA a ®
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“GERS FRAN oRCC _g TRIO ANS .
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tion on request.

Hear the features that make the Capitol
Service excitingly different! Capitol will be
glad to send you a demonstration transcrip-

TOLRECORDS




SPEAKING OF
INTEREST . . .

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

Represented by
EDWARD PETRY CO., INC.

£y ORDON GRAY,
Vice Pres. and =
General Manager
_HARRY PECK, .
~ Station Manager ..
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Memorandum to Readers:

This issue of BROADCASTING-TELECASTING, is de-
voted largely to the arrival of television as a
mass communications medium. This is signalized by
events scheduled at the Second Annual Conference
of the Television Broadcasters Assn. Between the
covers of this 120-page number are articles and
analyses depicting television's status today, im-
mediate prospects, and what the future may
hold. Virtually all available factual data and
experience stories pertinent to this energetic
new radio art are marshalled in this issue.

In direct charge of the production of the tele-
vision features incorporated in this issue was
Bruce Robertson, senior associate editor of BROAD-
CASTING-TELECASTING, headquartered in New York.

As our television specialist, Mr. Robertson has
covered the video scene for a dozen years, both
as an editor and reporter and as a television en-
thusiast. No journalist in the country is bhetter
informed on television than Mr. Robertson; none
more devoted to the video cause.

Since the founding of BROADCASTING in 1931,
it has endeavored to cover all facets of the mass
radio field accurately, comprehensively, objec-
tively. With the debut of television as a public
service and an advertising medium whose potency
is yet unmeasured, we of BROADCASTING pledge our-
selves to espousal of this new art with the same
vigor, force and zeal which has marked our alle-
giance to Radio by the American Plan these past
15 years as the only independent trade journal

dedicated to all radio.

SOL TAISHOFF
Editor and Publisher

Sellers of Sales

AN OF the age—the teen
M age—would seem to be

the description that best

fits Nat Strom,
executive of Teen-Timers Inc., for
Buchanan & Co., New York.

The success of that account
(Teen-Timers Inc.) parallels the
rise of Mr. Strom, himself.

Mr. Strom has
been producing the
Teen - Timers Club,
Saturdays, 11-11:30
a.m, on NBC for the
past year. The pro-
gram sponsored by
the dress manufac-
turer originally was
placed on 40 NBC
stations. It is now
heard on 93. Ap-
proximately 809% of
the account’s adver-
tising budget is de-
voted to radio.

Mr. Strom says
that to his knowl-
edge it’s the first
time a fashion or-
ganization has suc-
cessfully used network radio. The
advertiser spends about $9,000
weekly for the show.

Nat Strom started with Bu-
chanan & Co. in 1928, when the
agency was known as Hanff-
Metzger. He has risen from file
clerk to traffic clerk, traffic depart-

account -

NAT

ment manager to media time buyer,
business manager of the radio de-
partment and as of June 1, to the
agency’s account executive in
charge of Teen-Timers Inc., New
York. '

He was born on June 29,
1909, in New York City. For three
years he majored in business at
the New York City
College (school of
Commerce).

His first and only
job prior to joining
Buchanan & Co. was
as a clerk with The
Fourth Estate, later
bought by Editor &
Publisher,

The Stroms have
been married for
eleven years. They
have one daughter,
Judy, 8 years old.
They live in Brook-
lyn, practically in
the shadow of Eb-
bets Field, the home
of the Brooklyn
Dodgers. But Mr.
Strom is a Giants fan. He says his
father was a Giants fan before him,
his daughter too is a Giants fan.

Mr. Strom claims that his chief
hobby is being a sports spectator.
He likes to watch all sports events
such as baseball, races, football,
basketball, ete.

BROADCASTING o
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WDEL is located in Wil-
mington, Delaware
which, because of its
strategic location, trans-
portation facilities and
wide industrial diversifi-
cationis assured a great,
stable and prosperous
future. WDEL sells profit-
ably for you in this area
composed of Delaware,
southern New Jersey,
parts of Maryland and
Pennsylvania.

5000 WATTS

DAY AND NIGHT

Telecastin
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HIGH-RATED PROGRAMS

AVAILABLE

that can DO A JOB for you

[ ST. LOUIS
TTTTTTTTTTTTTTT These Ratings are
KWK the Average for
mron 3 LOCAL SUSTAINING
PROGRAMS
rrrrrrr c 8 AM—-7PM
_ (Sept. 2nd-6th)
,,,,,, ) MONDAY through FRIDAY
For Details -\D
See Your Raymer Man

Bor St Lowis’ @ufu‘an&«q
Perdonclilied and .L’ocaﬁ(f

HOTEL CHASE
ST. LOUIS

. PAUL H. RAYMER CO., Representative

3ROADCASTING e Telecasting October 7, 1946 o Page 11



A LETTLE EXTRA EFFORT

OFTEN GETS A BIG

@® Sure, sure . .

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 Penpbscot Bldg. SAN FRANCISCO:. 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: éziP@zlmer'Idg_
' ' Hollywood 2151

Franklin 6373
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RESULT?

. we all occasionally go up against something that

seems too difficult —but ever notice the number of tough jobs

that do yield to hard work?

Effort, more than faith, moves mountains. Right now F & P is
working even harder than during the War, to help our accounts
get better spot-broadecasting results—hence give them good rea-
sons to buy more spot broadcasting. And what do you know?!
—we’re beating the industry’s general figures by very large
How about

percentages! Extra effort does get extra results.

letting us prove it?

FREE & PETERS., inc.

Pioneer Radio Station Representatives
‘ Since May, 1932

Plaza 5-4130 Cadillac 4255 Sutter 4353

ALBUQUERQUE
BALTIMORE
BEAUMONT
BROWNSVILLE
BUFFALO
CHARLESTON, S. C.
CINCINNATI
COLUMBIA, S. C.
CORPUS CHRISTI
DAVENPORT

DES MOINES
DULUTH-SUPERIOR
FARGO
HOUSTON
INDIANAPOLIS
KANSAS CITY
LOUISVILLE

OKLAHOMA CITY
PEORIA-TUSCOLA
RALEIGH
ROANOKE

SAN DIEGO

ST. LOUIS
SEATTLE
SYRACUSE
TULSA

EXCLUSIVE REPRESENTATIVES:

MINNEAPOLIS-ST. PAUL

KOB

WCBM

KFDM

KVAL
WGR-WKBW
WCSC
WCKY
WIS
KRIS
woC
WHO
WDSM
WDAY
KXYZ
WISH
KMBC
WAVE
WTCN
KOMA
WMBD-WD2Z
WPTF

WDBJ

KSDJ

KSD

KIRO

WEFBL

KTUL

BROADCASTING o
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Expect Over 1,000 for TBA Conference

550 Are Registered
In Advance

Of Meet

By BRUCE ROBERTSON

(Index of Television Features,
page 107; TBA Program, page 14)

THE PROGRAM of the second tele-
vision conference that the Televi-
sion Broadcasters Assn. is present-
ing the end of this week in New
York provides clear proof of the
changes not only in television
thinking but also in television ac-
tions since TBA’s first conference
in January 1945.

“At that time,” Ralph B. Aus-
trian, general chairman of the con-
ference, said the other day, ‘“the
best we could do was to talk about
television. This time we are go-
ing to demonstrate television as
well as talk about it.”

Several sessions of this year’s
TBA meeting will be televised.
That is a simple matter today, but
it was too difficult even to be con-
sidered when the first meeting was
held, although that was less than
two years ago. A video salute from

Washington, scheduled for the first
afternoon, will travel to the con-
vention hall in New York’s Wal-
dorf-Astoria Hotel over an AT&T
coaxial cable circuit that existed
only on an engineer’s drafting
board in January 1945.

War Still On

At that time the war was still
very much with us. The New York
video stations that had started op-
erations before the war were still
operating, but on an extremely cur-
tailed wartime basis. Speakers at
the first TBA convention had to
avoid more than the most general
mention of the technical develop-
ments that were then military se-
crets, that have since given tele-
vision broadcasting tremendous im-
provements in picture transmission
and reception. The image orthicon
camera tube, to mention only a
single example, today makes a
baseball game ideal video program
material, instead of the try-to-see-
the-ball puzzle it was in 40 and ’41.

Video program techniques have
similarly undergone as great a
change, for which much of the
credit must go to the advertisers
and advertising agencies who dur-

Mr. Austrian

‘Opening Day, Oct. 10, 1946.

MUSIC, LIGHTS, CURTAIN!
By RALPH B. AUSTRIAN

General Conference Chairman, Television Broadcasters Association, Second
Conference and Exhibition

THE AUDIENCE at last has assembled, the footlights are on, the
orchestra is in the pit, and the curtain is about to rise on the
greatest show the world has ever seen.

It has taken a long time to cast this show and a longer time to
rehearse it. Troubles plagued the production. Sometimes many
members of the cast became ill, the stage man-
agers were temporarily discouraged at the poor
performance some of the actors gave. A few of
the backers became impatient and turned to
other seemingly greener fields.
terminably long time to get all of the chorus
to sing in the same key, and the ballet just
didn’t seem to be able to keep in step.

Suddenly the whole production jelled. It co-
hered, it took on form, shape, and substance.
The word spread rapidly. Sponsors rushed in
anxious to become identified with the great new
smash hit. The advance sale is in the millions—

Well, here we are folks, as Barnum used to say, “The Greatest
Show on Earth,” but unlike the great P. T. we’re not looking for
suckers because, dear public, it is all free. It’s yours for the asking,
yours for the taking. The world will no longer pass your door but
will march right through your living room. A simple little switch
will someday be your global passport. Oct. 10, 1946 marks the real
starting date of our march toward the fulfillment of Television
Broadcasters Association’s creed “Uniting All Peoples.”

It took an in-
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ing the past few postwar months
have embarked on a learning-by-
deing video program with the same
earnest eagerness that they dis-
played some 20 years ago when
they started out to explore the ad-
vertising possibilities of the then
new medium called radio.

In January 1945 television was
still something that was going to
come along some day after the war
was over. Yet even then the inter-
est in television was great enough
to fill the rooms for all of the TBA
sessions. This year an advance paid
registration of 550 (at $25 a head)
last Friday, nearly a week ahead
of the conference’s opening day,
presages an attendance well above

the thousand-mark, ample evidence .

that the reality of television has
more than lived up to expectations.

Look at Agenda

A look at this year’s convention
agenda (see page 14 for the full
details) points up the fact that
television is here to everyone who
recalls that first TBA conference.
Then the speakers, by and large,
were talking about their hopes and
plans for the television age that
was to come. Now many of the
speakers, particularly those deal-
ing with video production and
broadcasting techniques, will give
talks based on actual experiences
in the television studio with actual
programs that actually were tele-
cast and actually seen by a real
audience.

The speakers at the Friday
panels on television commercials,
for example, have been responsible
for extensive video campaigns for
their companies or clients. They
have experimented with various
types of visual presentation of
their commercial messages via tele-
vision. Even at today’s early stage
of video development, theirs is the
voice of experience.

The conference falls a fortnight
before the NAB first postwar con-
vention at which television also
will be on the agenda. Among
those registering in advance for
the television parley were promi-
nent broadcasters—some of whom
are pioneering in telecasting now,
but many of whom are still in the
contemplative stage. The enthusi-
asm for the new art which emerges
in the NAB meeting may depend,
to a great extent, upon the success
of TBA’s second indoctrination
conference.

President Points
To Progress
In Year

MR. POPPELE

J. R. POPPELE, president of the
Television Broadcasters Assn. and
chief engineer of WOR New York,
made the following statement on
the eve of the annual TBA conven-
tion in New York this week:

TELEVISION broadcasting, or tel-
ecasting, if you prefer, is rapidly
becoming the concern of every en-
terprising radio broadcaster in the
nation. This is a good sign; it in-
dicates television’s possibilities are,
at long last, being recognized and
it augurs well for the future of
this toddling new industry.

One thing is a certainty: Televi-
sion has finally gotten over the
“hump” that separated commercial
development from laboratory ex-
perimentation. It is no longer a
scientific curiosity, a ‘“something”
that might be coming along some-
time-I-don’t-know-when.”  Televi-
sion is here—painfully so for a lot
of the “boys” who would just as
soon look the other way.

Now that it is here commer-
cially, what does the broadcaster
propose to do about it? Admit-
tedly, television is hardly a shoe-
string operation; it is really big
business from the word go—and a
big business it definitely will be as

(Continued on page 107)
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THURSDAY, OCT. 10

7 am. to 11 p.m.—All Day Exhibits,
Jade, Basildon and Astor Galleries.

9 a.m.—Registration for Conference.
East Foyer.

10 am.—Opening Session: Main Ball-
room. Welcome to Guests, Ralph B.

Austrian, president, REKO Television
Corp., General Chairman of Confer-
ence.

“Television; Great Challenge’—1J.

R. Poppele, vice president, Bamber-
ger Broadcasting Service; president,
Television Broadcasters Assn. Inc.
“Television—1926 to 1946°—Dr. Al-
fred N. Goldsmith, vice president,
Institute of Radio Engineers.

Televizing the Atom Bomb Test at
Bikini”—Arthur F. Van Dyck, RCA
Laboratories Inc., Princeton, N. J.

“The Effect of Television on News-
papers”’—Merlin H. Aylesworth,
business consultant.

11:15 a.m.—Television Program Panel;
Main Ballroom. Robert S. Peare, : vice
president, General Electric Co., mod-
erator.

““Television, A New Stage for Your
Talents’”’—Edgar Kobak, president,
Mutual Broadcasting System.

*“Good Taste in Television Program-
ming”’—Dr. Frank Kingdon, com-
mentator, WOR-Mutual.

“Television in Education’’—Dr. Paul
Douglas, American U.

12:45 p.m.—Luncheon: Main Ballroom.
Salute to United Nations. Guest speak-
er, Benjamin Cohen of Chile, assistant
secretary-general, United Nations or-
ganization.

2:45 p.m.—Panel Meetings (Feurth
‘Floor: Pillement Suite, Rooms J-K-L-
M-N-P) “Television Receivers’’—Thomas
F. Joyce, Raymond Rosen Co., modera-
tor.
Production Forecasts and Market
Potentials—Frank Mansfield, Syl-
vania Electric Co.
The Nced for a Demonstration
Broadcast Szrvice During Daytime
Hours—William Howard, R. H. Macy
Co.
I Want a Television Receiver—H.
Allen Smith, author “Low Man On
A Totem Pole”, “Rhubarb” and
other books.
The Need for Accurate Television
Receiver Distribution Data—Dr.
George Gallup, director, American
Institute of Public Opinion.
“Television Programming’”: Bob Emery,
Sustaining Program Manager, Du Mont
Television Station WABD, moderator.
Package Programs—Selma Lee, Wil-

PROGRAM OF EVEN

SECOND TELEVISION CONFERENCE AND EXHIBITION
TELEVISION BROADCASTERS ASSN. INC. ’
Thursday and Friday, Oct. 10 and 11, 1946. Waldorf-Astoria Hotel, New Y

liam Morris Agency.

The Guest Producer and the Sta-
tion Producer Look at Each Other
—Richard Goggins, American Broad-
casting Co. and Clark Jones, WRGB
Schenectady.

The Radio Director Looks at Tele-
vision—Jock MacGregor, WOR.

Studio Production, Films and Re-
motes—Warren Wade, executive pro-
ducer, WNBT, NBC Television Sta-

tion.
What the Advertising Director
Wants of the Producer—Charles

Hammond, NBC director of adver-
tising and promotion.

What the Salesman Expects of the
Producer—Ken Farnsworth, ABC.
What the Operations Head Expects
of the Producer—Louis Sposa, pro-
gram service manager, WABD.
What the Actress Expects of the
Producer—Helen Choate, actress.

The Necessity of the Exchange of

Ideas and Techniques Between
Broadcasters—Hoyland Bettinger,
consultant.

‘“Television Station Management’: The-
odore C. Streibert, president, Bamber-
ger Broadcasting Service, moderator.

Job Opportunities in Television—
Dan D. Halpin, television sales
manager, RCA Victor Division, Ra-
dio Corp. of America.

Where to Find Your Personnel—
Harry Houston, personnel manager,
Allen B. Du Mont Labs. Inc.
Equipment Today and Tomorrow—
James D. McLean, electronics divi-
sion, General Electric Co.

Legal Problems in Television—Jo-
seph McDonald, ABC.

Relaying Problems in Television—F.
J. Bingley, chief television engineer,
Philco Corp.

Studio Audences in Television—
Helen Rhodes, WRGB Schenectady.

“Television and Education”: H. V. Kal-
tenborn, commentator, NBC, modera-
tor.
How Television Can Add to the Cul-
tural Level of American Life—
(spsaker to be announced.)

Television’s Place in the University
Curricula—Prof. Kenneth Bartlett,
Syracuse U.

Education Through ‘How to Do It’
Programs—ILt. Col. Eric Tebow, U. S.
Army Signal Corps.

What Can Documentary Programs
Do PFor the Student and How Tele-
vision Can Contribute—Comdr.
Bonney Powell, USN.

Television As An Adjunct to Other
Visua¥ Media in Primary, Secondary

and College Education—Edward
Stasheff, radio-television director,
New York City Board of Education.

6 p.m.—General Reception and Cocktail
Party—East Foyer.

7 p.m.—Banquet Session: Main Ballr¢om.
Presentation of Annual TBA Awards
of merit, Paul Raiburn, vice presi-
dent of Paramount Pictures Inc., presi-
dent of Television Productions Inc.,
Chairman of Awards Committee. Talks
by prominent speakers. Entertainment:
“March of Communications.”

FRIDAY, OCT. 11

All day exhibits in the Jade, Basildon
and Astor Galleries

9 a.m.—Registration of Guests. East
Foyer.
10 a.m.—General Session: Main ball-

room. Ralph B. Austrian, General CGon-
ference Chairman, presiding.

‘‘Television, A New Public Service”
—Ernest H. Vogel, vice president in
charge of sales, Farnsworth Telpvi-
sion & Radio Corp.

‘“‘Selling  Television’’—Leonard | F.
Cramer, executive vice president in
charge of television broadcasting,
Allen B. Du Mont Labs. Inc.

‘“Television Networks”—L. G. Wdod-
ford, general manager, long lines
department, American Telephone &
Telegraph Co.

11:15 a.m.—Television Commerdials
Panel: Main Ballroom. Dr. Allen B.|Du
Moent, president, Allen B. Du Mont
Labs., moderator.

What an Advertiser Wants From
Television Commercials—R. M. Gray,
Standard Oil Co. of New Jersey.

Live Talent vs. Film Commerdials
Charles Durban, U. S. Rubber |Co.
A Showman Looks at Television—
T:srry Ramsaye, Motion Pictiure
Herald.

12:45 p.m.—Luncheon: Main Ballropm.
Program of Entertainment arranged| by
William Morris of William Mopris
Agency.

2:45 p.m.—Panel Meetings (Fourth
Floor: Pillement Suite, Rooms J-K-L-
M-N-P) ‘‘Preparing a Television Caom-
mercial,” Reynold R. Kraft, sales man-
ager, NBC Television Dept., moderator.
The Film Approach to Preparing a
Television Commercial—John. Allen,
Marschalk & Pratt.

The Live Talent Approach to Build-
ing a Television Commercigl—
K. A. L. Foster, William Esty| &
Co.
Experimenting With Television
Commercials — Edward Franklin,
Newell-Emmett Co.

TS |

‘ork, N. Y.

Success With Television Commer-
cials in Chicago—A. D. Rodner Jr.,
Commonwealth Edison Co.

Six Years Experience With One
Client’s Commercials—Don McClure,
N. W. Ayer & Son.

A Department Store Gets Results
From Television Advert.sing—David
Arons, Gimbel’s, Philadelphia.

“Present Status of Television Station
Operations,” Dr. O. H. Caldwell, Cald-
well-Clements Publishing Co., modera-
tor.

Discussion by: Noran E. Kersta,
WNBT, NBC. G. Emerson Markham,
WRGB, GE. Samuel H. Cuff, WABD,
Du Mont. Klaus Landsberg, W6XYZ,
Television Productions, Inc. Harry
Lubcke, W6XAO, Don Lee Television.
W. C. Eddy, WBKB, Balaban &
Katz. Roland Tooke, WPTZ, Philco.
Paul Mowrey, ABC.

‘“Talent Looks at Television,” Selma

Lee, William Morris Agency, moderator.
Participants: Paul Douglas, actor.
Pauline Koner, dancer. Norman Cor-
don, vocalist. Hope and Maury Bun-
in, puppets. John Reed King. mas-
ter of ceremonies. Ireene Wicker,
children’s show.

‘“Television Receiver Servicing,” Lewis
Winner, Editorial Director, Bryan Davis
Publishing Co., moderator.

Television Servicing Programs:
W. L. Parkinson, supervising, tech-
nical service section, General Elec-
tric Co.

Ken Kenyon, manager, radar and
television service, Philco Corp.

Ernest A. Marx, general manager,
television division, Allen B. Du
Mont Labs.

W. J. Zaun, manager, radio and
television service, RCA Service Co.
Panel discussion: Lewis W. Clement,
vice president in charge of engineer-
ing, Crosley Corp.; Harold A. Newell,
service manager, Crosley.

‘““The Service Man and Television
Servicing and Maintenance.”

John F. Rider, publisher and writer
of service books. Williamm M. Jones,
Amie Assoc. George Duval, Televi-
sion Technicians. v '

Television Antennas and Installation
and Szrvicing. ]
Madison Cawein, Farnsworth Tele-
vision & Radio Corp. Heinz Kall-
mann, Telicon Corp.

Training Schools and Television.
Albert Preisman, vice president in
charge of engineering, Capitol Ra-
dio Engineering Institute.

5:00 to 11 p.m.—Exhibits in Jade, Basil-
don and Astor Galleries.

Sarnoff at Princeton
BRIG. GEN. DAVID SARNOFF,
president of RCA, last week ad-
dressed the Princeton U. Confer-
ence on Engineering and Human
Affairs. General Sarnoff reiterated
his proposal to the United Nations
to establish an independent inter-
national broadcasting system to be
known as “The Voice of the UN,”
and spoke of the importance of
maintaining freedom to listen as
a basic right of the world’s people.
{See earlier story, page 74.)

Salzman Switches
HAL A. SALZMAN, former head
of Hal A. Salzman Adv., New
“York, Nov. 1 joins Small & Seif-
fer, New York, as executive vice
‘president. The Salzman organiza-
“tion will be continued as a publicity
‘and public relations organization
“while all advertising interests will
be handled by Small & Seiffer.
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“He’s trying to devise combination color and black and white television.
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Renews Tele Contract
GENERAL ELECTRIC Co., Sche-
nectady, N. Y., Oct. 1 for 13 weeks
renewed its contract with the Tele-
vision Workshop of New York for
13 half-hour weekly programs to
be presented between Oct. 1 and
Dec. 31, 1946, on behalf of WRGB,
GE television station in Schenec-
tady. Schedule consists of dramatic
series, dance series, variety series
and children’s program series,
with latter directed by Dorothy
McFadden, president of Junior
Programs Inc., and producer of
children’s programs at WNBT New
York, NBC television station.

Miller Bar Speech

JUSTIN MILLER, NAB presi-
dent, will address the 13th Junior
Bar Conference of the American
Bar Assn., meeting Oct. 29 at At-
lantic City. Topic: “Lawyers and
Broadcasting in Public Interest.”

Telecasting



OFFICERS AND DIRECTORS of ANA caught by cameraman at conven-
tion (see separate story) last week were (1l to r): Edward T. Batchelder,
secretary; D. H. Odell, director; Marshall Adams, director; W. B. Potter,
director; Albert Brown, director; Paul S. Ellison, director; Robert B.

Brown, vice chairman; T. H. Yourrg, chairman; Paul B. West, president;
Dan B. Stetler, director; Val Schmitz, director; Frank Ennis, director;
H. M. Shackelford, director; Hugh Hitchcock, director; Eric Haase,
assistant to president. Not in photo, William C. Connolly, vice chairman.

Movie Depicts BMB’s Role to ANA

Methods of Using

Reports Shown
Advertisers

A 17-MINUTE technicolor sound
motion picture dramatically ex-
plaining the way in which the
three BMB reports can be used by
advertisers and agencies in the
solution of their day-to-day radio
problems was given its premiere
showing Wednesday morning at the
37th annual meeting of the Assn.
of National Advertisers, held Sept.
29-Oct, 2 at the Hotel Traymore,
Atlantic City.

Film was shown during a ses-
sion on the general theme, “What
You Get for Your Advertising Dol-
lar,” which in addition to the BMB
presentation on this new type of
radio research included reports on
recent fact-finding activities in the
fields of transportation, outdoor,
newspaper and magazine advertis-
ing.

Produced by Harold Young un-
der the supervision of J. Walter
Thompson Co., the movie portrayed
an advertising conference at which
specific problems of reaching lis-
teners in a certain market most
effectively and economically are
solved through reference to the
three BMB reports—station, area
and network. In essence a motion
picture version of the clinies con-
ducted by BMB in New York and
Chicago to explain the uses of its
data to sellers and buyers of radio
time, the film is designed as a
spring-board for discussion. It
concludes with one member of the
conference turning to face the au-
dience and, as the camera moves
in for a closeup, saying, “I have
one more question. Shouldn’t we
ask the people out there if they
have some questions?”

Both the film and BMB Presi-
dent Hugh Feltis in his introduc-
tory remarks stressed the point
that BMB is not the answer to all
radio problems, not even to all
time-buying problems, but that it
does supply new and standard data
on which to base the two most

BROADCASTING

important factors in any problem’s
solution, experience and judgment.
Mr. Feltis said that prints of the
film for use at local meetings may
be obtained from BMB, NAB, ANA
or AAAA.

BMB station audience reports
are already in the mail, Mr. Feltis
said, with the area report ex-
pected to be ready for publication
in late November and the network
report about 30 days after that.

Introducing Mr. Feltis to the
gathering of some 500 advertiser,
agency and media representatives,
D. B. Stetler, advertising manager
of Standard Brands and chairman
of the ANA Radio Committee, stat-
ed that he had been greatly im-
pressed with BMB’s ‘“clinical atti-
tude” toward its own work.

Three Virtues

“The BMB researchers,” he said,
“know that they have something
important in this first uniform
measurement of station and net-

work audiences. However, they are
by no means entirely satisfied with
it. But, whatever its shortcom-
ings, it has the important virtues
of comparability, uniformity and,
perhaps most important of all, the
virtue of being an actual measure-
ment, something that can be an-
alyzed and studied and improved
upon as BMB has every intention
of doing.

“But while it is right and fitting
that the researchers should probe
for possible weaknesses and points
that can be improved, we as ad-
vertisers are more concerned with
employing the measurement to
help us use radio advertising more
effectively and efficiently.

“One of the chief reasons why
706 stations, the four major net-
works and a number of regional
networks financed BMB’s first
survey of station and network au-
diences to the tune of almost one
and a quarter million dollars is
because we advertisers and our

advertising agencies have long.
urged the broadcasters to supply
us with a uniform, comparable
measurement of their audiences.
Now that the measurement is about
to be made available for our use,
by all means let’s use it. _

“I know that the agencies, which’
serve as liaison between us ad-
vertisers and the broadcasters,
plan to use BMB extensively. Al-
though we advertisers do not have
the same direct contact with broad-
casters as do the agencies, I hope
we, too, will lend BMB the support
it deserves. Such suvpvort, together
with our conservative criticism
will serve as the greatest possible
incentive for the improvement of
the measurement.”

Aside from the Wednesday morn-
ing media session and the AAAA
one the previous afternoon, the
convention meetings were largely
concerned with the responsibilities
of advertising to keep the people

(Continued on page 106)

U. S. Says Petrillo Broke Four Laws

Brief Charges Other
Violations Than

Lea Act

JAMES CAESAR PETRILLO vio-
lated not only the Lea Act but the
Sherman Anti-Trust, Norris-La-
Guardia and Clayton Acts as well
when he called a strike against
WAATF Chicago last May 28, the
Government contended in a brief
filed Monday in U. S. District
Court, Chicago.

Oral argument in the Govern-
ment’s criminal charges against
the music czar is expected to be set
for next week—possibly about Oct.
15—by U. S. District Judge Wal-
ter Labuy.

~J. Albert Woll, U. S. District At-
torney for the Northern Distriet of
Illinois, performed his last official
act in connection with the Petrillo
case when he filed the Government’s
reply brief Monday to Mr. Petrillo’s
earlier brief. Mr. Woll, son of Mat-
thew Woll, second vice president of
the American Federation of Labor,

® Telecasting

with which Mr. Petrillo’s American
Federation of Musicians is affili-
ated, withdrew as prosecutor
[BROADCASTING, Sept. 30].

Pratt, Stern Named

The brief was signed by Theron
Lamar Caudle, Assistant Attorney
General in charge of the Criminal
Division; John S. Pratt and Robert
L. Stern, special assistants to the
Attorney General (who will repre-
sent the Government henceforth in
the case) ; Andrew F. Oehmann and
Irvin Goldstein, attorneys, Dept.
of Justice. The Government asks
denial of a Petrillo motion to dis-
miss.

Last Monday’s filing was the last
step by the Government short of a
Supreme Court decision on consti-
tutionality of the Lea Act. Mr. Pe-
trillo had filed motion to dismiss a
criminal complaint against him,
contending that the Lea Act is un-
constitutional and that he had a
legal right to call a strike against
WAAF Chicago last May 28 be-
cause the station refused to em-

WHEN James Caesar Petrillo
called a strike against WAAF Chi-
cago last May 28 to enforce his de-
mands that the station hire three
members of the AFM, although not
needed, he violated not only the Lea
Act (on which he is specifically
charged) but three other labor
laws, the Dept. of Justice contended
in a brief filed last Monday asking
denial of the music czar’s motion
to dismiss. Government also denied
Petrillo’s allegations that the Lea
Act is unconstitutional.

ploy three extra AFM members as
librarians.

In its brief the Government said
the Lea Act is “nothing more than
a specific application of a long-
established Congressional policy
against monopoly and restraint of
trade.” The brief defended the Gov-
ernment’s right to protect the radio
industry against coercion by an al-
leged monopoly such as the AFM.
It also contended that the Govern-

(Continued on page 108)
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Bristol - Myers Puts Blue Chips on TV

Advertiser Is Convinced That Medium
Offers Untold Possibilities

By JOSEPH M. ALLEN

Vice President in Charge of Advertising,
Bristol-Myers Company

TWENTY-ONE years ago radio advertising was just start-
ing to become important as an advertising medium. And 21
years ago Bristol-Myers Company sponsored its first radio
program on a three-station network.

Today, in my opinion, television is potentially in much the
same position as radio was in 1924 so far as its importance to
the advertiser is concerned. We at Bristol-Myers have confi-
dence in television. We agree that what there is now to

see on the air, leaves much to be
desired. But better television pro-
grams will develop and evolve as
more people concern themselves
with the problem and as more tele-
vision sets are made available for
purchase by the public.

‘We are backing up our confi-
dence in television in becoming one
of its first sponsors. Each week
three television programs are
broadcast to the New York area
under Bristol-Myers sponsorship.
On NBC’s station, WNBT, Geo-
graphically Speaking is telecast at
8:15 p.m. each Sunday. It is spon-
sored by Trushay and Minit-Rub.
On WCBW, television station of
CBS, Ipana Tooth Paste sponsors
Shorty, a story-cartoon series told
and drawn by Cartoonist Syd Hoff,
at 8:30 p.m,. each Sunday. And this
is followed at 8:45 by The Vitalis
Sports Almanac, featuring Bob
Edge as sportsman-commentator.

Cost ‘Sizeable Amount’

While none of these programs is
costly as judged by current radio
time-and-talent costs, the three
shows do call for the spending of a
sizeable amount of money over a
year’s time. I have no illusions
about such an expenditure being
justified by the immediate adver-
tising results achieved. But I do
believe an advertiser who is able to
do so can make an investment in
television today that may very well
pay important dividends a few
years from now.

We all know the old Chinese
proverb: ‘One picture is worth
10,000 words.” We know that words
plus pictures are more effective in
printed advertising than words
alone. We know the amazing job
that words alone have done in sell-
ing a great variety of products via
radio. Isn’t it easy to see that the
words-plus-pictures medium televi-
sion will be even more effective
than radio?

All right then. Let’s acknowl-

edge the ©potential advertising
value of television.
We know it was advertising

money, blood, sweat and tears that
built the highly successful radio
programs—that made radio an im-
portant mass advertising medium.
Because more and more good spon-
sored entertainment was put on
the air, more and more people
bought radio sets. I believe that as
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more and more good television
entertainment becomes available,
more and more people will buy
television sets. The sooner this be-
comes true, the quicker we will
have television as an important
mass advertising medium — the
quicker we will be able to reap
rewards from added sales via tele-
vision.

I am convinced that color adds
very greatly to the enjoyment of a
televised picture. And so does a
large picture size. But when we
will have color, and when we will
have television sets that show a

large size picture-—sold at a rea-
sonable cost, are two questions
that do not concern me today. Both
are coming, eventually, because the
public wants them. I hope they will
be here soon, together with other
technical advances.

I don’t believe an advertiser
should wait for color or other
changes and improvements in the
equipment for broadcasting and re-
ceiving television entertainment
any more than we waited for the
improvement and simplification of
radio sets. I know the Ipana pack-
age, for example, will doubtless
register better in the televiewer’s
mind when shown in brilliant red
and yellow and black than it does
in black and white on our present
television show. On the other
hand, we advertise Ipana in black
and white in our printed advertis-
ing with excellent results indeed.

Color, when it is ready for com-
mercial telecasting, will be a very
important plus. But it is no more
essential to television entertain-
ment than it is to motion pictures.
Good entertainment can be aided
by color; can be made more en-
joyable. But color does not guar-
antee good entertainment.

The one thing television needs

THE VICE PRESIDENT of Bri-
stol-Myers Co. in charge of adver-
tising, Joseph M. Allen, has been
with the firm since 1917. He started
in sales promotion under the com-
pany’s president,
Henry P. Bristol.
In 1924 he became
assistant to Lee
H. Bristol, execu-
tive vice presi-
dent, and when
Bristol - Myers
first went on the
air in April 1925,
Mr. Allen was
placed in charge
of radio advertis-
ing. Active in advertising circles
he has been a member of the radio
committee of the Association of
National Advertisers and on the
board of directors of BMB.

Mr. Allen

most today is programs—more pro-
grams and better programs. And
that’s the job of those who are
in position to enjoy the greatest
benefits from television-——the ad-
vertisers. The individual stations

(Continued on page 88)

They Like Video But Look to Future

By DONALD HORTON
CBS Television Audience
Research Institute

BY THE end of 1941, when the ad-
vent of war stopped the further
manufacture of television receiv-
ers, the present television audi-
ence had taken shape; approxi-
mately 68% of today’s set-owners
had purchased their sets by that
time. During the war years there
was a considerable exchange of
second-hand receivers, but until
very recently no increase in the
total number of receivers in New
York homes.

For better or worse, the current

Mr. HORTON

audience has been the constant and
sole standard by which the New
York television broadcaster could
judge the performance of televi-
sion in the home. It is also the
base-line audience against which
future trends in audience develop-
ment will be measured.

Audience Studied

In the course of our continuing
studies of the television audience,
we have obtained a fairly compre-
hensive picture of its composition,
viewing habits and attitudes, by
which its value as a standard and
base-line may be judged. Most of
the following information was ob-
tained in personal interviews with
517 television families in New
York City early this year, just be-
fore the recent channel changes.*
HOW MANY ?—So few television
receivers now exist that it is im-
possible to measure the size of the
audience by sampling methods.
Block sampling, for instance, or
random phone calls might not re-
veal a single set. Only actual lists
of names and addresses, obtained
from dealers and repairmen, sta-
tion fan mail, and the records of
manufacturers, can give an indica-
tion of the number of sets in the
area. ,

Such lists are untrustworthy be-
cause there is no way of knowing
how complete they are, and they
inevitably include the names of

* It is estimated that the New York City
audience accounts for approximately two-
thirds of the television receivers in private
homes within the coverage area of the three
New York stations.
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MAIN source of information on
television audience habits is the
New York audience. What's to
come in the visual medium depends
to some extent on lessons learned
by analyzing this audience. The
author has been dissecting this au-
dience and its habits for some
time. He tells here what he has
learned.

former owners, people who view on
other people’s sets, the merely
curious, and so on. However, by
checking on a large sample of a
reasonably complete list and de-
termining the percentage of actual
set-owners it contained, the CBS
Television Audience Research In-
stitute is able to confirm the fre-
quently voiced estimate of approxi-
mately 5,000 receivers in the New
York area, of which some 4,400 are
in private homes,

In Upper Brackets

We have also determined that
some 87% of these were in work-
ing condition prior to the channel
changes—from which an actual
home audience of 3,800 families
may be projected. Figures on fam-
ily composition obtained in the
survey indicate at least 10,000
adults and 3,000 children (exclu-
sive of guest viewers). To this may
be added a large circulating popu-
lation of guest viewers.

WHO ARE THEY ?—Today’s set-
owners, by and large, tend to be

(Continued on page 82)
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ABC Learns Television Hard
Way; Uses Rented Facilities

Tie-Ups With Various Other Video Outlets Gives Network

First-Hand Programming Experience

By PAUL MOWREY
ABC NATIONAL DIRECTOR
OF TELEVISION

DID YOU ever grab the hair on
the top of your head and pull,
hard enough to lift your feet off
the ground? It’s not easy, but it
can be done, At least it can be done
in television. We know because we
did it. We’ve produced 275 differ-
ent television programs, at present
are averaging six to eight hours
a week on the air, and have es-
tablished the closest thing to a
television network now operating—
all without operating a single
station of our own,

Our first show was produced over
station WRGB in Schenectady in
February 1945. A few days later
we went on the air over WABD in
New York. Last June we started
using the facilities of WPTZ in
Philadelphia and WTTG in Wash-
ington, D, C. And a few weeks ago
we moved into station WBKB, in
Chicago.

We didn’t go knocking on the
doors of other people’s studios be-
cause we thought it was better to
rent facilities than to build our
own. We had no choice. The Amer-
ican Broadcasting Company was
born during the war. We wanted to
be part of television, to experiment
with programs, develop and train
video personnel, and to be the
leader in this new medium. There
was no other way than the way
we chose,

Ideas Limited

Operating as we have without
a home of our own has had both
advantages and disadvantages. Our
directors, moving about from
studio to studio, have never had
the chance to develop the close
quick understanding with a studio
crew which comes from constantly
working together and which helps
so much to make smooth, finished
productions. We have always work-
ed under the handicap of being an
“outsider.”

Also, when our production peo-
ple get an idea by the tail, they
have to work it out on paper in-
stead of with props, sets and cam-
eras. This has inhibited, somewhat,
our experiments with new program
types. A third disadvantage, the

ADVERTISING AGENCY art di-

rectors, whose work has hitherto
been confined largely to printed
media, will be called on to play an
integral role in tele-

vision. They may de- -
sign sets, arrange

backdrops, lighting

and framing of pictures. What
some art directors are doing to
prepare for this is described in this
symposium.
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studio personnel we work with

makes no special effort to do a

good job for us; at least they
(Continued on page 384)

WITH no television station of its
own, American Broadecasting Co.
set out on the formidable task of
not only learning television, but
becoming the leader in it. Here
Paul Mowrey, ABC’s national di-
rector of television, tells some of
the headaches and, along with
them, some of the valuable experi-
ences which the energetic young
network has gained.

TELEVISION show Fir For A KING presented over WABD-DuMont in

New York on June 18 is one of the many telecasts provided by ABC in
various studios. This was an experimental for General Motors (Chevrolet
Division).

Agency Art Men See Ne

BY AND LARGE, the advertis-
ing agency director has been able
to sit radio out. While other mem-
bers of the agency were learning
how to write copy for the ear in-
stead of the eye, how to buy time
as well as space, how to deal with
actors and talent agents, how to
operate a stopwatch and all the
other new techniques accompany-
ing the advent of this new adver-
tising medium, the art director
paid little heed. His job continued
much as before; his problems were
those of pictures, layout and type.

Television is certainly going to
change all that. For television is
pictures — black - and - white now,
probably color later—and where
pictures are concerned the art di-
rector is too.

To afford a preview of the im-
pact of sight-and-sound broadcast-
ing on the agency art department,
BROADCASTING asked several art di-
rectors to consider the problem, to
set out the results of their think-
ing in a few well chosen words.
Here are their thoughts:

Arthur Hawkins

First to mount this forum plat-
form is Arthur Hawkins Jr. of
Alley & Richards Co. Mr. Hawkins
has as yet had no personal profes-
sional contact with television but
as an occasional viewer he has ex-
pressed keen interest in this com-
ing field. As president of the Art
Directors Club of New York during
1945-46, Mr. Hawkins invited tele-
vision executives to outline their
needs to the club’s members, inau-
gurated a system of associate
memberships designed to keep the
club abreast of developments in
this and other allied fields., Mr.
Hawkins:

“As of September 1946 the aver-
age advertising agency hasn’t yet
felt the real effects of television.
But, as soon as the flow of sets
from factory to home produces a
buying audience of reasonable pro-
portions, plan boards everywhere
will begin laying out programs for

¢ Telecasting

selling their clients’ wares this new
way.

“Ag in the case of other visual
media, a key man in this new en-
deavor will doubtless be the agency
art director who has had the job
for years of interpreting the ad-
vertiser’s problem in terms of pic-
tures—by whatever medium is de-
manded.

“Regardless of what this man’s
position may be in relation to the
entertainment portion of television
(if, indeed, he is called upon at
all), it seems assured that he will
serve a major role when the ad-
vertising commercials are pre-
sented.

“Once again it will be the art
director’s responsibility to present
the client’s product as prominently,
as correctly and as tastefully as
possible. To accomplish this end it
will be necessary for him to lend a
hand in the selection of models or
actors—and check their costumes;
it will be an important part of his
job to design or arrange the set,
backdrop and props. He will have
to work closely with technicians
to produce the action, the lighting,
the closeups that will present the
product at its best and at the same
time insure quick package or label
identification.

Same Fundamentals

“Actually, though the form of
expression may be new and tech-
nical details different, pictures
telecast through the air waves will
require very much the same sort of
art direction as pictures printed in
magazines or newspapers, on post-
ers or point-of-purchase displays.
The agency art director has suc-
cessfully met challenges in the
past. Experiences gained from
these past performances and expe-
riences in the selection and posing
of models, creation of backgrounds,
setting of moods and dramatization
of the product-—should help im-
measurably in meeting this latest,
and in all probability, toughest as-
signment.

“Appetite appeal, glamour, hu-

w Video Role

man interest, style and humor have
always been vital ingredients of
good advertising regardless of me-
dium. And because there is a lit-
tle of the stage designer in every
art director, he has always had a
flair for the dramatic presentation
of these ingredients.”

Young & Rubicam

Next, Walter K. Nield of Young
& Rubicam reports on a specific
video problem that was assigned to
the Y & R art department and the
way in which it was handled. Mr.
Nield:

“In January 1946 we put on our
first television show, Fashions
Coming and Becoming (a fifteen
minute fashion show every other
week) with Betty Furness—for
Cluett Peabody’s Sanforizing over
Du Mont’'s WABD New York.

“We were to handle all phases of
production including writing, cast-
ing, directing, set designing, set
dressing, costumes, commercial de-
vicing, motion pictures and me-
chanical effects.

“The Art Department was called
upon to assign someone to the de-
signing job. No Art Department
member had any previous televi-
sion experience.

“We were, therefore, forced to a
decision. Either we could hire a
specialized designer or assign a
member of our own staff. We chose
the latter course and assigned Carl
Harris, an art director with no
television or stage experience, the
task of learning for ourselves what
art demands the new medium
made on an agency art director.
Our stylist too was called upon for
assistance.

Animated Film

“After first acquainting himself
with television equipment and tele-
vision studio operation, here are
some of the new problems our art
director faced.

“Qur first show was to have an
animated film opening. The art di-
rector, therefore, had to work with

(Continued on page 8%)
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Television Can Really Get to Work

Field Programs Still
Lead in Capturing
Public Evye

By BURKE CROTTY

TEEING OFF with the Louis-Conn
bout which in all probability has
done more to stimulate interest
than any single event to date and
following up with the marketing of
the first postwar receivers, tele-
vision interest can at last begin
to see the light and look hopefully
to the future.

After so many years of striving
desperately to keep interest alive
and the spark glowing, this brings
with it an impulse to emit a tre-
mendous sigh, but fortunately
those who have labored so long
for this day are ready to greet it
with the attitude that now they
can really get to work.

Balanced Programs

In the few years of television
already past certainly little more
can have been asked of those in
the television broadcasting field.
Studio, field and film branches have
all contributed to the overall pro-
gramming to date and as in the
early days of radio the field pro-
grams were the ones which ap-
peared quickest to catch the eye
and demand the public attention.
This was a natural development
and one that will continue at least
through the next year or two.
Probably in the long run, with
many more hours of program time
daily, this will begin to level off
to a stable balance between studio,
field and film programs.

Each year, since the birth of
television service in 1939, has seen
some development which has helped
bring the industry to its present
state—commercially acceptable and
artistically mature., While these de-
velopments have occurred in every
branch again we turn to field
equipment and field programs for
the biggest surprises.

Since NBC’s two huge original
television pick-up units rolled wup
to the World’s Fair in ’39 remark-
able strides have been made in
pick-up equipment. NBC, quick to
realize the weakness of the icono-
scope cameras for outside work,
brought the first orthicon into gen-
eral use over five years ago and,
still dissatisfied, began immediately
with RCA engineers to find a still
more sensitive, compact and flex-
ible camera unit.

This work, stimulated by the war,
finally resulted in the sensational
image orthicon which set the tele-
vision world agog with its perform-
ance on the Louis-Conn champion-
ship bout in June. In a few weeks,
similar units will be in the hands
of other broadcasters and a marked
improvement in their field pickups
will naturally result as it has in
our work at NBC,
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The image orthicon produces a
satisfactory picture under such low
lighting conditions that we have
already telecast things heretofore
considered impossible, The four-
lens turret mounted on each camera
has revolutionized much of our
technique permitting as it does
lens changes faster than ever be-
fore in any type of picture busi-
ness.

The control equipment has been
reduced in size to a mere fraction
of that in use seven years ago, the
size of the camera cable alone be-
ing cut in half. Such radical chang-
es are bound eventually to revo-
lutionize field programming. Since

these new cameras have been in
use television piékups are permit-
ted in many places where we were
refused admittance in the past
due to the necessity then of cum-
bersome lighting arrangements.

The similar size of the equip-
ment permits much more rapid
setup and breakdown, allowing us
to broadcast a considerably great-
er number of programs than in the
past. In fact, in many weeks using
one set of equipment we have been
able to broadcast as many as six
or seven programs. In being hon-
est about this performance we must
perforce credit the telephone com-
pany with an assist, for without
their lines to St. Nicholas Arena,
Madison Square Garden, and so
forth we would not have been able
to accomplish so much.

In looking back over the past

seven years, we can surely be said

to have majored in sports. The
same will be true of any broad-
casting company’s television field
unit, but none will ever be able
to approach even remotely NBC’s
remarkable list of “firsts.” How-
ever, in accomplishing our nearly
800 field programs we have also
made a great number of news and
human interest telecasts far re-
moved from any sports angle; New
York, Philadelphia, Schenectady,
and Washington viewers have sat
bound to their sets by the hour
watching NBC telecasts of such

A. BURKE CROTTY entered tele-
vision in 1939 after nine years with
NBC’s press department as assist-
ant photo editor and photo editor.
Appointed special events producer
for NBC television, Mr. Crotty was
responsible for the operation of the
mobilé unit trucks and supervised
the production of many of televi-
sion’s early sports pickups. On his
return from Army service, he was
named director of field programs
for NBC television, and has super-
vised among others such outstand-
ing video events as last fall’'s Army-
Navy football game and the Louis-
Conn championship prizefight.

things as a New York election,
addresses by President Truman,
V-E and V-J Day crowds in Times
Square, the victory parade of the
82nd Airborne Division and many
other timely news programs. With
a second set of image orthicon
equipment we plan to take our
audience to an even greater variety
of places than in the past.

Ready to Go

So far we have followed a “first
things first” policy in field pro-
gramming. With limited air time
we have brought our audience the
things they appeared most anxious
to see and we have given them as
much as humanly possible under
the conditions. This we will by all
means continue to do but now that
parts and equipment are available,
now that we can hope for addi-

(Continued on page 110)

Miller Warns of Government Conirol

NAB President Tells
Legion Freedom

Is at Stake

“STIGMATIC perverts” and other
enemies of democracy must not be
permitted to insinuate Government
control of what people read or hear
into the American way of life, Jus-
tin Miller, NAB president, told the
national convention of the Ameri-
can Legion last Wednesday at San
Francisco.

Warning that a group of people
in this country is just as anxious to
take over free institutions as Hit-
ler was to take them over in Ger-
many, he resumed the campaign
started a fortnight ago in New
York when he told the Rotary Club
of that city of this danger to
American freedom. He identified
the group as the Communist Party.

Mr. Miller recalled to Legion-
naires the revolt of pioneer Ameri-
cans against “administrative over-
reaching and arrogance” in colonial
days, culminating in the Constitu-
tion’s protection of free speech.
Broadcasting today is recapitulat-
ing the fight for freedom which
man and press fought out a cen-
tury-and-a-half ago, he said, adding
that ‘“the same guileful arguments
are heard today; to divide us and
gain again Government controls of

the media of free communication.
Do not let anyone deceive you into
believing that the problem is a dif-
ferent one, for radio broadcasting
than it was for the press.”

Confronted by representatives of
the most powerful veterans organi-
zation, President Miller lashed at
those who would take away basic
freedoms.

Freedom at Stake

“Once concede to Government,
power to tell our people what they
may read or hear——on the theory
of good or bad taste—and we have
conceded power to tell us what our
political beliefs must be; what our
religious beliefs must be and whom
we shall call ‘Der Fuehrer’,” he
said.

“That is not in the way of Ameri-
can life. That is what you men of
the Legion fought to prevent, to
eliminate. It is inconceivable that
you will permit it to be insinuated
into our way of life, by guileful
men looking for power, or by the
ignorant, the shortsighted, the stig-
matic perverts of society.

“Instead it is your right to in-
sist that this great invention
(broadcasting) shall be kept free
and untrammeled; to serve us in
our achievements of peace as it
served us in the achievements of
war. Let the world know that in

BROADCASTING o

this respect, as in others, the
United States is a ‘great oasis of
individual liberty, of free enter-
prise, of self-government; that we
are not yet ready to trade free-
dom for fancied security; that we
are willing to surrender freedom
to Government only when it will
give us greater freedom in return.

“I am sure that I speak for the
broadcasters of America when I
pledge to you full cooperation in
all honest efforts to secure and
maintain the freedoms for which
you fought; the American way of
life; the sacred heritage which has
come down to us from the many
generations of free men who fought
for liberty in the years gone by.”

Radio Press Freedom

Actually the Constitution gives
more power to control the press
than it does broadcasting, Mr. Mil-
ler said, “because both the com-
merce clause and the post office
clause apply to the press, while
only the former applies to broad-
casting. Make no mistake, that the
concession of power to Government
to control broadcasting will be fol-
lowed by a demand for Government
control of the press, of motion piec-
tures and of other media as well.”

He recalled the Supreme Court
decision in the Esquire case, in

(Continued on page 109)
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Being a city fellow, we’ve only heard there is a trick

to milking a cow. And especially that peculiar move-
ment of the hands at the last of the milking which gets
the bag dry.

But that picture is in this ad for one reason: we just
want to point out that there is no trick or mystery
about buying radio time in the country’s 6th largest
city.

If you want to get the last sales drop out of this
market at the lowest cost, put W-I-T-H on that radio

list.
BROADCASTING o Telecasting

W-I-T-H is the successful independent that delivers
more listeners-per-dollar-spent than any other station
in this big 5-station town. Facts are available . .

proof positive!

\VITH

and the FM Station W3XMB

/ Baltimore, Md.

Tom Tinsley, President =  Represented Nationally by Headley-Reed
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TELEVISION in BUSINESS: STATIONS AND SPONSORS

WABD NEW YORK

Owned and operated by Allen B.
Du Mont Labs. Channel 5, 76-82
mc. Offices, transmitter and one
studio at 515 Madison Ave.; three
studios (two currently available)
at John Wanamaker Store, 9th St.
at Broadway. Personnel: Leonard
F. Cramer, executive vice presi-
dent; Samuel H. Cuff, general
manager; Robert F. Jamieson, as-
sistant general manager; Salvatore
Patremio, chief engineer; Louis A.
Sposa, program operations man-
ager; Bob Emery, sustaining pro-
grams manager; John B. Murphy,

remote operations manager. Staff
totals 77.
Facilities: Studio D at 515

Madison: 1100 sq. ft. with audience
capacity of 75. Equipped with two
iconoscope cameras, both dolly
mounted. Studio C at Wanamak-
ers: 860 sq. ft., used for interviews
and other small-cast programs,
equipped with two dolly-mounted
iconoscope cameras. Studio A at
Wanamakers: 3300 sq. ft.,, 55 ft.
ceiling, audience capacity 550.
Equipped with four iconoscope

cameras, one with boom dolly, the
others with regular dolly mounts.
Film studio, equipped with two 35
mm and one 16 mm film projec-
tors, one baloptican for still pie-
tures and slides, one baloptican
with news ticker attachment, one
special test pattern and clock pro-
jector. Film studio has two icono-
scope cameras. Remote equipment
includes one single image orthicon
chain and one double image orthi-
con chain.

Charges: WABD has waived its
air time rates of $180 a half-hour
for the time being in view of the
present limited circulation of video
programs, and charges only for re-
hearsal time at the rate of $65 an
hour for Studio A, $40 for Studio
C, $50 for Studio D. Art work on
scenery and flats is charged at $5
an hour, construction work at $3,
rental of flats at $1. Remote fees
on request. These rehearsal charges
represent actual operating costs
and are not commissionable. Opes-
ating Schedule: About 15 hours a
week, depending on remotes.

WABD Current Commercial Schedule:

Advertiser Program Agency
Ford Motor Co. Professional  football J. Walter Thompson Co.
games

U. S. Rubber Co.

Alexander Smith & Sons
Carpet Co.

John Wanamaker

Series of programs with

Serving Through Science Campbell-Ewald Co.
Magic Carpet

Anderson, Davis &
Platte

each devoted to a
product sold in store,

program prepared by
manufacturer of
product

Caples Co.

clients

American Broadcasting
Co.

Programs for various

Two half-hours a week
devoted to various

........

programs, some for
ABC clients

Longines-Wittnauer
Watch Co.

Waltham Watch Co.

Elgin National Watch Co.

Botany Worsted Mills

P

NEW YORK

WCBW
Owned and operated by CBS.
Channel 2, 54-60 mec. (Call to be
changed Nov. 1 to WCBS-TV).
Studio and offices: 15 Vanderbilt
Ave., across street from Chrysler
Tower where transmitter is located.
Personnel: Lawrence W. Lowman,
vice president in charge of televi-
sion; Worthington C. Miner, man-
ager, television department;
George Moskovics, commercial man-
ager; Ben Feiner Jr., director of
programs. Staff totals 110.
Facilities: Studio comprises three
stages; one 15 x 20 ft., used mostly
for CBS Television News; others,
each 20 x 30 ft., accommodate all
other studio shows. Two cameras,
a dolly and a pedestal, on studio
floor; third camera in projection
room, also a baloptican for pro-
jecting slides and pictures. Com-
plete mobile unit, with two image
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Time signals

Time signals
Time signals
Weather forecasts

Arthur Rosenberg Co.

N. W. Ayer & Son

J. Walter Thompson Co.

Afred Silberstein, Bert
Goldsmith Inc.

orthicon cameras, available for re-
mote pickups.

Charges: No charge is made for
air time as such, on premise that
there are not enough sets in use
today on which to project an in-
telligent rating of television’s real
commercial value. For use of studio
for both broadcasts and rehearsals
(rehearsal-to-broadcast time ratio
is normally 12 to 1), charges.are:

Up tolbmins.. $60.00
15t0 30 mins. . __________ 90.00
30 to 60 mins.____________ 150.00

Additional quarter-hours,

cachac - — o Loy o 37.50

Film rates are same as any
other studio use. Sound film nor-
mally requires one practice run-
through, so total time would be
twice film’s running time. Time
signals or weather reports (20-sec-
ond duration) complete on sound

film, $30 per broadcast. Remote
costs dependent on location,
whether relayed over line or radio
link, clearance, ete. Charges for
complete programs or components,
such as sets, props, costumes, tal-

ent, ete., on request. Charges for
film shooting, editing, processing,
ete. also on request.

Operating Schedule: Currently
6-10 hours a week, depending on
number of remote pickups.

WCBW Current Commercicl Schedule:

Advertiser Program Agency
Ford Motor Co. Football and other J. Walter Thompson Co.
sports

Gulf Oil Corp.

ture
Bristol-Myers Co. (Vitalis) Bob
Almanac

Borden Co., Reid’s Ice Weather reports

Cream
Bulova Watch Co.
Elgin Watch Co.
(Gruen Watch Co.

CBS Television News
Bristol-Myers Co. (Ipana) Syd Hoff cartoon fea-

Edge’s

Time signals
Time signals
Time signals

Young & Rubicam

Doherty, Clifford &
Shenfield -

Doherty, Clifford &
Shenfield

Doherty, Clifford &
Shenfield

Biow Co.

J. Walter Thompson Co.

MecCann-Erickson

Sports

HERE is a summary of vital facts about television stations now
on the air and selling time. Condensed to a few paragraphs
and tables, the information includes studio and broadcast
facilities of each station, names of its key personnel, names
of its current commercial programs with sponsors and agen-
cies, and its rate schedule. Stations are: WABD, WNBT,
WCBW New York, WRGB Schenectady, WPTZ Philadelphia,
WBKB Chicago, and W6XYZ and W6XAO Hollywood.

WNBT NEW YORK

Owned and operated by NBC.
Channel 4, 66-72 mec. Studio and
offices: RCA Bldg. Transmitter:
Empire State Bldg. Personnel:
John F. Royal, vice president in
charge of television; Noran E.
Kersta, manager, television de-
partment; Warren Wade, execu-
tive producer; Reynold R. Kraft,
sales manager; John T. Williams,
business manager. Staff totals 160.

Facilities: Studio 3H, 30 x 50 ft.
with an 18 ft. ceiling. Equipped
with three iconoscope cameras, one
mounted on a dolly. Film studio
equipped with two iconoscope cam-
eras, two 3bmm projectors, one
16mm projector, equipment for
projecting slides. Mobile pickup
equipment includes a complete two-
camera set of image orthicons,
microwave relay link and short-
wave relay link.

Charges: Transmitter: 10 mins.

$75; 11 mins. to 1 hr. $100.

Program 1 Y Y 10
Facilities hr. hr. hr. min.
Studio 3H $750 $500 $300 $250

Film Studio 250 200 150 125

Field Pickups: Charges on re-
quest. Rehearsal time will be allot-
ted without charge, as follows:

Broadcast Rehearsal Time
Time Studio 3H Film Studio
1 hr. 5 hrs. 3 hrs.
% hr, 3 hrs. 2 hrs.
14 hr. 2 hrs. 1 hr.

10 min. 1% hrs. 40 min.
Excess rehearsal time: Studio

3H, $150 an hour; Film studio, $50
an hour. Programs not requiring
full allotted rehearsal time (audi-
ence participation shows, etc.)
shall be charged at rate of $150
an hour for total time used, pre-
paratory and actual broadcast. For
use of film studio in connection
(Continued on page 104)

WNBT Current Commercial Schedule:

Advertiser

Esso Marketers

Firestone Tire & Rubber
Co.

Gillette Safety Razor Co.

Standard Brands

News films

Program

Eduecational films

Boxing bouts
Variety shows

Agency

Marschalk & Pratt
Sweeney & James

Maxon Inc.
J. Walter Thompson Co.

Borden Co. ' Food programs Young & Rubicam

R%% Xictor Division o Travel films Direct

Bristol-Myers Co. Traflelogs — live and Young & Rubicam
film

U. S. Rubber Co.
Goodyear Tire & Rubber
C

0.
Elgin National Watch Co.
Bulova Watch Co.
Waltham Watch Co.
Botany Worsted Mills

Football discussions
Army football games

Time signals
Time signals
Time signals
Weather forecasts

Campbell-Ewald Co.
N. W. Ayer & Son

J. Walter Thompson Co.

Biow Co.

N. W. Ayer & Son

Alfred Silberstein, Bert
Goldsmith Ine.
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W FIL has just distributed 10,000 Teacher's Manuals to elementary schools in

the Philadelphia area. This 96-page book enables the teacher to secure maximum

educational value from the “‘in-school” listening to WFIL’s Studio Schoolhouse series.

The “STUDIO SCHOOLHOUSE,” now beginning its fourth year on WFIL, has an

established place in Philadelphia’s school curricula. A survey made by the Philadelphia

Board of Education shows that of the 126,025 regular listeners to 13 school

programs broadcast by Philadelphia stations, 80,954 or 64.2 percent were listeners

to the WFIL ““Studio Schoolhouse’ series. The survey also shows that the four

most popular of these 13 programs were all WFIL productions.

This proven program in the public interest is one
of WFIL’s many contributions to the Philadelphia
community, and one of the many reasons for
WFIL's potent appeal to the people of Philadelphia.

o The Philadelphia Inquirer Station
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With the Capitol Transcription Library Service . . .
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“W e always do our level best, but if THEY

hold their moses, we qjust start over!”

A o O B S T i o N L e 08 e
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U.S. Rubber Learns How to Use Video

Film for Telecast
To Highlight

Promotion
By C. J. DURBAN

Assistant Director of Advertising
United States Rubber Co.

WHEN I sat down to write this
article, I found there were so many
themes which could form a basis
for discussion that it was rather
difficult to choose one. The analy-
sis of television as an advertising
medium, for instance, is tempting.
There doesn’t seem to be much ma-
terial of that kind extant at the
moment.

Instead we hear, “Television is
a new medium. It must create its
own techniques. It can borrow noth-
ing from stage, screen or radio!”
or perhaps, “Motion pictures—and
only motion pictures—can solve the
production problems of television!”
Or we find ourselves lost in the
technical arguments of color versus
black-and-white. '

In starting television experiments
for our company early in 1945, I
had a very simple idea. “Television
is the first advertising medium
which makes possible a visual
demonstration of merchandise—
right in the consumer’s own living
room. We’d better get in there and
learn how to use it!”

Invited Guest
This simplified the thing a lot.
I already knew something about
visual demonstrations and their
value in sales and sales training

work. Next to be kept in mind was
that the demonstration on televi-
sion is going right into the living
room. This does make a difference.
It demands good taste—good judg-
ment, for after all, the advertiser
is in the position of an invited guest
in the home, and must remember
that very probably the whole family
is present.

During the entire first year in
television we limited ourselves to
such considerations. We put on a
total of 27 programs in that time.
Qur agency, Campbell - Ewald,
worked with us closely, building
their own knowledge of the medium
at the same time.

This year, with the prospect that
receivers will begin to reach the
market by Christmas and that next
year there will be the beginnings
of a sizeable audience, we have
widened our approach somewhat,
and have found one way at least
to tie television into our other ac-
tivities and to justify its cost.

Detroit Jubilee Chosen

Early in May, Paul Mowrey,
ABC director of television, ap-
proached us with the suggestion
that we televise so-called “special
events” from films made on the spot
and rushed to the telecasting studio
quickly enough to still retain their
timeliness and news value. His
first suggestion for this treatment
was Detroit’s Golden Jubilee—a
citywide celebration of the 50th
anniversary of the automobile. That
just happened to hit the spot—
for Detroit is the home of our

largest tire factory, and many of

This was setting for commercial used by U.S. Rubber in television
presentation of Minneapolis Aquatennial film.

BROADCASTING
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the U. S. Royal tires which roll
from it find their way onto the
wheels of Detroit-made cars as
original equipment. The promo-
tional possibilities of such a film,
entirely apart from television, made
it a natural for us. We therefore
accepted the ABC proposal with
some very definite stipulations.

We wanted 20 minutes of straight
newsreel. No attempt was to be
made to inject company ‘‘angles.”
Editing would be on the basis of
news value and interesting action,
just as is the case with any news-
reel. We wanted top camera men
accustomed to this type of shooting.
And we must have full rights to the
picture thereafter.

Results exceeded our own antici-
pations, and a trail was blazed
which may point the way for other
advertisers to tie television in with
other promotional activities.

First, we found we had really
top-flight new coverage. Second, the
automobile industry itself attached
historical importance to the film,
requesting prints for their archives
—a lead shortly followed by sev-
eral universities. Before releasing
it for any purpose, we added a
short introductory sequence, made
by Dr. S. M. Cadwell, head of our
Research and Technical Develop-
ment, and a slightly longer trailer
showing how we, in U. S. Rubber,
are keeping pace with the progress
of the automobile.

We now had a complete half-hour
of film, which for television or any
other purpose, had its own intro-
duction and sign-off. We televised
it over five stations, and it now re-
poses in our own library as a com-
plete ‘“packaged” half-hour televi-
sion program for later showing
over any station we may elect.
Beyond that, the “trailer” is in
itself a complete commercial which
can be used at any time in con-
nection with any live or film tele-
cast.

Good Promotion

But the pay-off—the factor which
made it all possible—was the use
of the film by our tire division in a
planned promotional effort across
the country. With the U. 8. tire
dealer as host, automotive men in
nearly every important city in the
country will see the Jubilee, and
a business relationship which has
languished during the war is once
more being renewed on film and
friendly basis. This will be fol-
lowed by showings before civie
bodies, business organizations, ete.,
and we may eventually release it
to the schools who have already
shown their interest.

With the Jubilee film as a pat-
tern, ABC has since filmed for us
the Tam O’Shanter Golf Tourna-
ment at Chicago—incidentally also
televising this direct from the
course by mobile pick-up to the
B & K station there—the Minne-
apolis Aquatennial and the Cleve-

C. J. DURBAN, assistant director
of advertising, United States Rub-
ber Co., believes television offers a
new avenue for
manufac-
turers and deal-
ers to present ef-
fective illustrated
sales messages
directly to con-
sumers in the
home, Mr. Dur-
ban tells herewith
how U. S. Rubber
is using a televi-
sion film, not only
for telecast on five stations, but for
dealer promotion throughout the
country. U.S. Rubber plans to ex-
pand its knowledge of the “audio-
visual” to be better able to judge
“when to use what and why,” says
Mr. Durban,

Mr. Durban

land Air Races. Each of these films
will eventually have introductory
and trailer sequences—the prod-
ucts featured, of course, tying in
with the subject matter of the film.
Golf Balls, Lastex, and airplane
tires, respectively, make perfect tie-
ins with the pictures, and the re-
sulting completed film will be used
by the sales departments of those
divisions of our company in hard-
hitting sales promotion.

For television purposes we fre-
quently prefer to do the commer-
cial with live talent in the studio—
later following approximately the
same script for a film sequence.

Following the Minneapolis Aqua-
tennial film which featured water
sports, we did a little skit based
on a beach party in which every-
one was asked to come in 1910 cos-
tumes. Later, the ‘“‘guests” peeled
off these cumbersome things to go
swimming, revealing the latest in
1946 swim suits made (of course!)
with Lastex. Similarly, following
the golf tournament, we staged
a live sequence with Jed Prouty of
stage and screen playing the typi-
cal golf dub, and Jack Mallon, a
real golf pro from Garden City
Country Club, playing himself and
dishing out sound advice—which
included information about U. S.
Royal Golf Balls.

Three More Shows

The result was a rather interest-
ing television presentation — and
our Television Dept. now has three
more packaged shows and three
more diversified commercial shorts.
In each case, the featured product
carries all costs except the actual
television time, which is still re-
tained on our experimental budget.
In the course of time, our library
of special events films may have
considerable value. No newsreel
can afford the footage we have de-
voted to each of these events, which
gives us the most complete cover-
age available.

Since there has been so much

(Continued on page 96)
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take the lead in television

ol WBAL—Hearst Radio, Inc., Baltimore, Md. Owned by Hearst newspapers and publi-

7 cations including “Baltimore News-Post,” and others.

WBAP —Carter Publications Inc., Fort Worth, Texas. Publishers of ““The Fort Worth
Star-Telegram.”

*WGN—WGN, Inc., Chicago, Ill. Subsidiary of The Tribune Co., publishers of
“Chicago Tribune.”

*WLIB—wWLIB, Inc., Brooklyn, N.Y. Owned by Theodoro Corp., Dorothy S. Thackrey,
. Pres., publisher “New York Post.”

WMAQ—National Broadcasting Co., Inc., Chicago, Ill

WTVW —Evening Star Broadcasting Co., (WMAL), Washington, D. C., Subsidiary of
“The Evening Star.”

o **WNBT —National Broadcasting Co., Inc., New York, N. Y.
j **WPTZ—Philco Television Broadcasting Corporation, Philadelphia, Pa.

WNBW —National Broadcasting Co., Inc., (WRC), Washington, D. C.

WTAM —National Broadcasting Co., Inc., Cleveland, Ohio.
*WTTM —Trent Broadcast Corp., Trenton, N. J.

WWJ —Evening News Association, Detroit, Mich.., publishers of *“The Detroit News.”
*KFl—Earl C. Anthony, Inc., Los Angeles, Calif.

*KLAC—(Formerly KMTR). Los Angeles, Calif. Owned by Dorothy S. Thackrey,
publisher of “New York Post.”

KKOB —Albuquerque Broadcasting Co., (KOB), Albuquerque, New Mexico.
KSD —Pulitzer Publishing Co., St. Louis, Mo.,——*St. Louis Post-Dispatch.”
KSTP—KSTP, Inc., Minneapolis/St. Paul, Minnesota.
**KTSL—Don Lee Broadcasting System, Hollywood, Calif.
*L. A, TIMES —“Los Angeles Times,” published by the Times-Mirror Co., Los Angeles.
*KYA—San Francisco. Owned by Dorothy S. Thackrey, publisher of “New York Post.”

*Construction subject to FFC approval
**Already broadcasting on a regular schedule

THE companies listed above have indicated by firm
orders that they are anxious to start telecasting
immediately and have authorized us to say that they
plan to start as soon as their equipment is ready and
FCC approval is granted. It is interesting to note that
ten of the stations are owned by publishers.

The coming months should see all of these stations
bringing television programs to their respective areas.
Almost every item necessary for a television station
has now been fully developed by RCA. Most equip-

ments are now in production. Deliveries have already
begun on such items as monoscope cameras and syn-
chronizing generators. Shipments on existing orders
for portable field equipment, relays, antennas, 5-kw
transmitters, and studio equipment will begin this fall.

It will pay you to investigate RCA television equip-
ment immediately, so that you will also be ready to
explore the tremendous potential promised by this
new market. Write: Engineering Products Department,
Sec.18-], Radio Corporation of America, Camden, N. J.

TELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N.J.

In Canada: RCA VICTOR Company Limited, Montreal



NRI Is Prepared to Serve Video, FM

Expert in Research

Outlines Uses
Of Service

By ARTHUR C. NIELSEN

President, A. C. Nielsen Company

I WELCOME this opportunity to
tell the readers of BROADCASTING
what the Nielsen Radio Index is
doing to prepare for the develop-
ment of FM and television as sig-
nificant advertising media. BROAD-
CASTING’S invitation to present our
views is of interest to me because
it highlights the increasing recog-
nition being accorded the values
of the Nielsen Radio Index as a
complete radio research service.
For those score of NRI clients
who have become familiar with
these values by day-to-day appli-
cation of NRI data to the solution
of AM timebuying and program-
ming problems, the Audimeter* of-
fers the only complete solution to
development of an audience-meas-
urement service for FM and televi-
sion. For the radio people who
have not had this opportunity, it
will be interesting to review briefly
some of the major considerations
that have guided our 10-year de-
velopment of the Nielsen Radio In-
dex to its present uncontested po-
sition as the only comprehensive

radio research service on AM
broadcasting,
Basic Data

Research directed to the correct
measurement of FM and video—as
with AM-—requires that the basic
data be

—independent of human errors
(memory, judgment, whims,
mood, ete., etc.).
—properly representative of
all radio families (by size, by
income class, urban vs. rural
telephone vs. non-telephone.
—productive of ‘analysis or
diagnostic data,’ e.g., informa-
tion that will enable media
and programming people to
discover radio faults and de-
sign correctives.

(in addition to a number of

other rather complex require-

ments that have been detailed
in previous publications**),

An objective, forthright exami-
nation of the several methods of
obtaining basic radio-research data,
in light of the above requirements,
reveals the shortcomings of tele-
phone-interview techniques, diary
methods, personal interviews, etc.,
and leads to the conclusion that
suitable recording instruments (lo-
cated in a scientifically selected
sample of radio homes) provide
the best solution.

)

* A graphic recording instrument that pro-
vides, fully automatically, an accurate record
of station (and program) choice vs. time,
24 hours per day—for each radio to which
it is attached.

** See THE IDEAL RADIO RESEARCH

SERVICE and NEW FACTS ABOUT
RADIO RESEARCH available from the
writer at 2101 Howard Street, Chicago,
45.
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It was such an analysis, corrobo-
rated by a number of impartial
tests of these several methods,
which dictated the beginnings
(some 10 years ago) of our tech-
nical research program, and which
has culminated in the present Au-
dimeter and the Nielsen Radio In-
dex with the largest sample in ra-
dio program research.

By planning for the application
of the experience thus gained in
AM broadcasting, to the new me-
dia, FM and television, we have
recognized our obligation to the
industry to extend the utility of
the Audimeter to these new serv-
ices, We, of course, have been
aware of this obligation for a
number of years, and accordingly

now have combination AM-FM-
television Audimeters under de-
velopment and test.

Gradually built up over the

years, these laboratories—superbly
equipped and staffed by 20 full-
time engineers and technicians,
and supplemented by a staff of
able consultants — are producing
new Audimeters with both elec-
tronic and mechanical innovations.
The Instantaneous Audimeter,
demonstrated first this summer at
NRI Open Houses in Chicago, is
another product of the laboratories
designed to solve and pilot-test one
solution to a radio research need.

Not only will NRI be prepared
to serve the radio industry via
new FM and television Audi-
meters, when these media reach

maturity, but NRI is preparing to
offer its clients a valuable service
during the forthcoming transition
period! Broadcasters and media
buyers will soon be facing the
question: How much time do peo-
ple actually spend listening to FM
broadcasts, and listening to and
viewing telecasts? The answer to
this question will materially affect
the early pricing of the new media,
and will of course determine when
the size of the audience merits the
advertiser’s dollar. In recognition
of the importance of this transi-
tional question, Nielsen Radio In-
dex will be ready to offer its cli-
ents data showing, separately for
both FM and television, (a) the
number of hours of daily use and
(b) the number of receivers in use
at each hour of the day.

Stakes too Big

Many of today’s leading radio
users, realizing that the stakes
were simply too big for them to
trust to mere human judgment,
turned to NRI for Audimeter-pro-
duced research data that are accu-
rate and dependable—and suscepti-
ble to intelligent diagnosis. The
coming of FM and television is al-
most certain to accentuate the need
for program diagnostic analyses,
such as duplication studies, and
such information is “obtainable
only from the Audimeter and the
Nielsen Radio Index. Furthermore,
minute-by-minute data will be an
indispensable, factual tool for tele-
vision programming personnel

NEGOTIATING for Commonwealth Edison Co., Chicago, as the first

purchaser of television time in the Chicago area, is George B. Bogart,

vice president of J. R. Pershall Co., Edison’s agency. Standing (1 to r)

are John Balaban, secretary-treasurer of Balaban & Katz, licensee of

WBKB Chicago; Adrien B. Rodner, Edison’s television official; and
Captain Bill Eddy, WBKB director.

BROADCASTING o

LEADER and pioneer in marketing
research, Arthur C. Nielsen’s in-
terests spread from coast to coast
and across two continents. Presi-
dent of the company bearing his
name in Chicago
and New York,
and chairman of
the board of A. C.
Nielsen companies
of Great Britain
and Northern
Ireland, and Can-
ada, Mr. Nielsen
is developer of
the Nielsen Food,
Drug and Liguor
Index services and
the Nielsen Radio Index. He has a
B.S. degree in Electrical Engineer-
ing from the U. of Wisconsin. In
1936 he was awarded the Silver
Medal by the Annual Advertising
Awards Committee, and in 1940
won the Chicago Federated Adver-
tising Club Award.

Mr. Nielsen

charged with the responsibility of
appraising the weakness and
strength of each video program-
component. Still another important
question that the Nielsen Audi-
meter will be able to answer is
this: What effect will town and
small city independent FM and
video operations have on the size
and nature of network audiences?

Problems Are Parallel

The Nielsen Audimeter can be
expected to do a top-notch job in
measuring FM and television au-
diences. Telephone techniques will
encounter, if they endeavor to
measure FM and television, the
very same obstacles they were un-
able to surmount in their efforts
at AM. Thus, all the errors and
insufficiencies of telephone AM re-
search will apply to attempted
measurement of new media as well.
Furthermore, the gross errors
(both in trend and level) inherent
in telephone AM research will
probably increase by virtue of ulti-
mate program duplication on the
three media, which will require the
radio home to differentiate be-
tween AM and FM stations, and in
some cases, between AM, FM, and
video stations.

Discussion of details of NRI pro-
cedure for measurement of FM
and television audiences seems pre-
mature until sufficient sets are in
use and enough revenue developed
to justify the cost of sound re-
search. Generally speaking, how-
ever, I believe it is clear that meas-
urement of these new media in-
volves problems closely paralleling
those for AM. The Nielsen Radio
Index—having solved AM research
problems, and having expended
more than $2,500,000 to achieve
this result—is leaving no stone un-
turned to make sure that the tech-
niques for FM and television audi-
ence-measurement are ready when
the industry is ready.

Telecasting
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The Management of Radio Station KSD is pleased to announce
that plans are well under way for these two NEW Media of En-
tertainment and Public Service which will be designed to provide
St. Louisans with improved sound broadcasting and completely
new visual broadcasting—presented in accordance with the tra-
ditional high standard of programming and advertising acceptance
which, for nearly a quarter of a century, has characterized the
operation of
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The ST. LOUIS POST-DISPATCH Station

" National Advertising Representatives: FREE & PETERS, Incorporated
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® Double image scanning . . . film sequence
insertion . . . small scale sets . . . process shots
...lighting tricks...microphone arrangements

—these are elements from which special tele-

vision effects are made.

The long experience of NBC crews, the dex-
terity of control board technicians, the imagi-
nation of producers and directors— these are
the skills which build exciting illusions when
a video script calls for special effects.*

WHAT MAKES WNBT TODAY’S BEST BUY
IN THE TELEVISION MEDIUM?

In every aspect of show after show on WNBT,
NBC demonstrates the result of television’s
perfect working combination: an expert staff
with years of continuous practical experience
behind them, facilities that are the finest in
television.

Whatever your requirements—whether you
produce your own show with NBC experts
s . . whether your ideas are developed and

produced by NBC . . . or whether you spon-
sor programs built and broadcast by NBC—
WNBT offers unique advantages and econo-
mies built by continuous, practical broadcast-
ing—the longest in television.

*. . . From the technical viewpoint, ‘Blithe Spirit’ was
transferred to the fluorescent screen like a finished prod-
uct with polish, fluency, and compactness . . . the tech-
nique depended here on highly mobile camera units for
a fluid vision. The trick shots demanded by the story
with its materialized ghosts were also neatly processed
with typical Hollywood expertness . . . This is television
as it should be.” —VARIETY

WNBT vcv von

NATIONAL BROADCASTING COMPANY

A SERVICE OF RADIO CORPORATION OF AMERICA
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20,000 Television Sets for Christmas

Manufacturers Say
Production Is
Started

BETWEEN 20,000 and 30,000 tele-
vision receivers will be produced
and delivered to dealers in time
for pre-Christmas purchase, ac-
cording to a survey of video set
makers conducted last month by
BROADCASTING. Sight - and - sound
sets are beginning to trickle off
production lines; the tempo will
increase steadily from now on,
hitting its stride sometime next
year, these manufacturers predict,
always adding a cautious phrase to
the effect that this will occur if
there are no repetition of the
shortages of parts and materials
that held back production during
the first half of 1946.

Video set prices will range from
the $169.95 for Viewtone’s table
model with a 7”7 tube to $2400 for
the Du Mont console that contains
a 20” viewing tube that tilts back
into the cabinet when not in use,
plus AM and FM receivers and an
automatic record player. Nearly
20 companies announced plans for
entering the video set field sooner
or later. About that number did
not reply to the letter and pre-
sumably have reconsidered their
previous plans for making such
sets.

Plans of the individual compa-
nies follow:

Andrea Radio Corp. plans to
produce four combination console
models, may add one or more table
models; hopes to start production
in November if materials are
available, to start deliveries about
Jan, 1. Tentative retail prices:
$450 for console with 10” screen,
AM, FM; other models including
automatic record players as well
as AM, FM, will run $550 for 10"
screen, $750 for 15”7, $1,000 for
18" by 24”.

Expect 7,000 Telesets

Allen B. Du Mont Laboratories is
now producing direct-viewing mod-
els under copyrighted name of
Telesets, expects to deliver 7,000
sets to dealers this year. All mod-
els are consoles with AM, FM, con-
tain 42 vacuum tubes, 14 circuits,
four chasses. Starting with a 127
tube set at approximately $700,
Du Mont line includes several
$1500 models with 15” tube, short-
wave band and automatic record
player as well as AM and FM, and
several sets at $2400 with all those
attributes and a 20” direct view-
ing tube that tilts up when not in
use to save cabinet space,

Emerson Radio & Phonograph
Corp. will get into production later
this fall with two models, a table
set with a 7” viewing tube de-
signed to receive only television
sight and sound, and a chairside

WITH set manufacturers beginning
to roll television receivers off the
line, expectations are that over
20,000 video sets will be in dealers’
hands for Christmas selling. Here’s
how production schedules and sell-
ing prices have been established by
some of the leading manufacturers.

console model that includes stand-
ard radio reception. Table set will
retail for about $150; chairside
model for about $250. Emerson or-
iginally planned to begin produc-
tion in July, market 10,000 sets
this year. Company now is making
no predictions except to get as
many sets as possible to dealers
before Christmas.

Espey Manufacturing Co. hopes
to have table models on the mar-
ket next spring, with larger sets
to follow, Table models will have
7” tube, video sight-and-sound
only, retailing at about $200. Con-
soles with 12” tube will start at
about $400, run to about $750 with
AM, FM and automatic record
player; models with larger tubes
will be priced up accordingly.

Farnsworth Plans

Farnsworth Television & Radio
Corp. is scheduled to start produc-
tion of table models this month,
anticipates getting several thou-
sand sets on the market by Decem-
ber and, ‘“unless new problems
arise in the procuring of parts and
materials,” a steadily increasing
number thereafter. With 22 tubes,
a 10”7 semi-flat face viewing tube
in a cabinet of tear-drop design
with chrome ventilation louvres,
the direct viewing table model will
provide television sight and sound,
will be priced between $250 and
$300. Farnsworth also plans con-
sole models to go into production
soon, including television-phono-
graph-radio combinations, both di-
rect viewing and projection, latter
with a 16” by 22” translucent
screen.

Galvin Manufacturing Corp. re-
ports “several models in develop-
ment which we expect to be mar-
keting before many months have
passed, but prefer to withhold any
comment about them until they are
ready for market.”

General Electric Co. has started
production of a table model with a
10" direct-viewing tube, including

Farnsworth Table Model

BROADCASTING e Telecasting

the standard broadcast band as
well as video sight and sound,
priced at $350 to $400. Early next
year GE expects to produce an
AM-FM-TV-phonograph combina-
tion set to retail for roughly $475.

Material Shortage

Hallicrafters Co. reports that
the material situation is so bad
that the company is making no
plans to produce any television
sets this year or early next but
that perhaps it may get into pro-
duction by the middle of 1947.

Majestic Radio & Television
Corp. plans eventually to produce
at least two video models, with a
7” and a 10” tube respectively, but
further data is not yet available,
company reports.

Minerva Corp. of America is
planning to produce a 7” tube di-
rect view table model and a 10”
tube direct view console model with
FM, AM and phonograph combina-
tion. The 10” picture receiver “will
incorporate an automatic fre-
quency control system for line syn-
chronization so that picture will
not be affected by noise.” Company
reports that it is now producing
engineering samples for field test,
but cannot now say when receiv-
ers will go into production or how
they will be priced.

Pilot Radio Corp. says that its
video manufacturing plans are not
far enough along to be talked
about yet.

Raytheon Manufacturing Co.
hopes to start delivery this fall of
a table model Belmont receiver
with a 7” picture tube, with pos-
sibly 500 sets to go on the mar-
ket during November. Set, meas-
uring 21” by 16” by 14%"”, receives
television sight and sound only,
will be priced between $150 and
$200.

RCA Receivers

RCA Victor Division of RCA is
getting two receivers into produc-
tion, table models with 7”7 by 10”
direct viewing tubes. Sets, designed
exclusively for television sight and
sound, will go on sale to the public
in November, RCA expects, at
prices ranging upward from $225.
Additional models, including com-
bination consoles and large screen
projection sets, will be released by
RCA early in 1947, according to
present plans.

Stewart-Warner Corp. expects to

(Continued on page 93)

RCA Table Model

Raytheon “Belmont”

Emerson

Viewtone “Vanguard”
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TIME MEANS MONEY-EARNED!

@ The hour glass and scythe have long and increased sales volume in the Balti-
been familiar as the age old symbols of more Market. For results that count, put
time. Today’s fast moving world turns WCBM on your radio schedule.

to the observatory at Palomar, California

for a more modern emblem of accuracy gdmm'd 4'253 » ﬂ/ﬂgd«‘

and time keeping.

There’sanother symbol, theletters WCBM, |
that’s as important to time-buyers as

Palomar is to time-keepers. Time-buyers

have found out that time on WCBM

means money earned through sustained MUTUAL BROADCASTING SYSTEM

Free & Peters, Inc.
Exclusive National Representatives

—

John Elmer, President George H. Roeder, General Manager
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Joske’s Had to Be Showun—And Was

By J. FRANK BEATTY
RADIO belongs in the department

store advertising budget. Docu-
mented proof—and it’s Thighly
convineing  proof—ecomes  from

Joske’s of Texas, one of the largest
department stores in the nation,
which last year undertook a clinie-
al test of the effectiveness of
broadcast advertising.

The results of this 12-month
analysis, on which the eyes of the
retail world have been focused,
surprised all those who partici-
pated as well as broadcasters who
knew all along that radio belonged
in the department store budget.
These results are being distributed
in book form to retailers by the
National Retail Dry Goods Assn.
and to broadcasters by the NAB.

The Results
In a nutshell the Joske test shows:

Addition of skilfully plan-
ned, adequate and consistent
broadcasting to the depart-

JAMES H. KEENAN, Joske’s vice
president in charge of sales promo-
tion, said:

“The Retail Radio Study has
been a highly interesting and edu-

cational experience for us at
Joske’s of Texas. We approached
the problem with what might be
called a ‘clinical attitude’—with-
out prejudices and with an open
mind. But we had to be shown.

“As the following report will
demonstrate, the study has en-
abled us to develop new and effec-
tive techniques in the use of an
important advertising medium.
After our year’s experience it is
fair to conclude that radio adver-
tising has now become a perma-
nent part of our store promotional
program. We are most pleased to
share with other retailers what
we have learned, and are certain
this knowledge will assist them,
as it has us, in the building of
their sales promotion programs.”

BROADCASTING e

Clinical Test Brings Business Gain

And Widened Trading Area

ment store budget increases
business, enlarges volume and
widens the trading area at a
very low cost.

The report contains chapters on
“Planning” and ‘“Results.” Three
additional chapters will be added
this month, “Copy,” “Programs,”
and “Promotion and Merchandis-
ing.” Copies of the entire volume
will be available at NRDGA and
NAB for $3.

The Joske Study was conceived
Nov. 4, 1943, when James H. Cal-
vert, president, and James H. Kee-
nan, vice president in charge of
sales promotion of Joske’s of
Texas, attended the NAB’s Air
Force and the Retailer movie and
presentation.

Talking with Hugh Halff, pres-
ident and general manager of
WOAI San Antonio, after the pre-
sentation, Mr. Calvert offered the
cooperation of his store in a com-
prehensive study of radio in re-
tailing. NAB and San Antonio
stations accepted the invitation.

Joske’s agreed to enlarge its ad-
vertising budget by an amount
that would give 209 to radio with-
out cutting into other media.

This six-fold series of specific
objective was adopted:

1.. To increase
and sales.

2. To identify the store with
leading civic groups.

3. To extend the store’s trad-
ing area.

4. To supplement its current
advertising.

5. To strengthen its position
with resources.

6. To give new impetus to sell-
ing personnel.

store traffic

Fifty-four programs and 109 an-
nouncements weekly on five sta-
tions were added to the Joske’s
promotional program, with changes

made frequently. A radio depart-
ment was established in charge
of Lee Hart.

Thus developed what is deserib-
ed as the “most extensive and in-
tensive schedule of radio adver-
tising ever used by a department
store.”

Planning and preparation of the
report were in charge of two com-
mittees.

Representing retailers were:
James H. Keenan, vice president
in charge of sales promotion,
Joske’s of Texas; Russell A.
Brown, vice president in charge of
sales promotion and advertising,
Allied Stores Corp.; Willard H.
Campbell, publicity director, Sib-
ley, Lindsay & Curr Co., Howard
P. Abrahams, manager, sales pro-
motion division, National Retail
Dry Goods Assn.; Walt Dennis,
radio and television director, Al-
lied Stores Corp.

Representing broadcasters were:
Cecil K. Beaver, general manager,
KTBS Shreveport; James Brown,
general manager, KONO San An-
tonio; Lewis H. Avery, president,
Lewis H. Avery Inc.; Walter John-
son, assistant general manager,
WTIC Harford; Frank E. Pelle-
grin, director of Broadcast Adver-
tising, NAB; Lee Hart, assistant
director of Broadcast Advertising,
NAB.

Decision was reached to add only
programs to the Joske radio sched-
ule, continuing the 109 announce-
ments per week then on the air.
It was felt that programs would
encourage a larger, more loyal
listening audience and offer the
store a chance to correlate the
nature of the radio program and
the advertising.

Recommended were 54 weekly
programs. This coverage thus
would reach more potential cus-
tomers and more types of potential

store.

ices and slogans.

those receiving lesser number:

JOSKE TEST RESULTS
HERE is what an increase for radio, from 7.92% to 20.5% of the
Joske’s direct advertising budget did, according to results of an
independent Ernst & Ernst audit:
1. Contributed to a profitable increase of sales volume,
far beyond the added advertising costs.
2. Directly and indirectly brought more traffic to the

3. Widened the range of Joske’s trading area.

4. Reached new customers, who had not previously been
reached by other forms of Joske advertising.
" 5. Helped increase prestige of the Joske name; sub-
stantially aided in establishing the store’s character, serv-

Ernst & Ernst revealed these results for two groups of depart-
ments, those receiving larger number of radio commercials, and

Sales went up during the study year for both groups of depart-
ments, but the greater increases were registered by the depart-
ments receiving the larger number of radio commercials. i

Telecasting

customers at more frequent inter-
vals, and could be programmed to
serve specific needs of more de-
partments of the store.

Key factor was the beaming of
each program at a specific audience
with a specific set of objectives.
The beam technique is stressed all
through the Joske report.

All the programs recommended
were of a type that any station
or store in the country could pro-
duce, with simplicity of format ad-
hered to even at the expense of
effectiveness.

Stations’ Responsibility

In the early stages of the study
it was found that San Antonio
lacked production personnel, pro-
gram talent and skilled copy writ-
ers, part of the dearth being at-
tributed to wartime personnel
shortage. This led to the observa-
tion that a prime responsibility of
stations is the training of writers,
improvement of production facil-

(Continued on page 87)

i

JAMES H. CALVERT, president of
Joske’s of Texas, said:

“The proper position of radio in
retail sales promotion has Ilong
been a subject of interest and con-
cern to the nation’s department
stores. Because we are deeply con-
scious of the contribution that will
be made by the Joske radio study to
this problem, we at Joske’s of
Texas, and our parent company,
Allied Stores Corp., are proud to
have been a part of this extensive
analysis.

“In itself the study has been a
tribute to the progressiveness of
the radio industry and its interest
in the specific problems of re-
tailing in radio. We know that
the thoroughness of the study
and the contributions of the many
highly qualified specialists who co-
operated, justify close examination
of our experience by all those in-
terested in retail promotional
problems.”
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Defamation Suit Filed
For Former B & W Show

CHARGING ‘“defamation of char-
acter,” John J. Hunter, Indian
agency employe, Sept. 19 filed
suit for.$100,000 in Chicago’s U. S.
Circuit Court against NBC, Rus-
sel M, Seeds Co., Chicago, and
Brown & Williamson Tobacco Co.

Mr. Hunter charged that as a
-result of a radio dramatization
mention of his name, and that of
his wife, Jessie, his friends held
him in contempt and in fact *“put
the Injun sign on him.” Mr. Hunter
referred specifically to “bundles
from heaven” (food packages, said
NBC), which had been dropped to
him when he and his wife, then
newlyweds, were marooned by a
blizzard at Fort Defiance, Ariz.
NBC and Seeds agency contended
that all material on program,
Wings of Destiny, (presented by
B & W for Wing cigarettes on NBC
in 1940-41), was cleared through
the Army.

‘PRIMARY...

71 counties in North Caro-
lina, Virginia and South
Carolina where 779, of the
people listen regularly to
(Latest NBC Survey)

WPTF.

Program Needs of Rural Areas

Stressed to Sholis by Wilson

M. L. WILSON, Federal Extension
Service director, Agriculture Dept.,
reiterated last week that ‘“farm
people have a right to good radio
reception at convenient times and
that much of the information must
be presented in terms of local farm
problems.”

In a letter to Director Victor A.
Sholis of the Clear Channel
Broadcasting Service, replying to
Mr. Sholis’ attack on his memo to
FCC regarding farm program-
ming on various types of stations
[BROADCASTING, Aug. 5, 12], Mr.
Wilson wrote:

“I do feel that some programs
of special interest to farmers
should be available during the
choice listening night hours. I did
not say that those programs should
be the same type of programs that

we have on the less competitive,
less valuable daytime hours. I am
convinced, though, that we will
not build adequate services to
farm people until the broadcasters
and educators get together in pro-
viding needed facilities and pro-
grams.”

He suggested that in the fields
of economics, national policy and
foreign situations “there must be
material for many local as well as
national programs aimed specifi-
cally at farmers and farm interest
that would be as interesting and
arousing for nighttime programs
as the forums and similar types of
programs that have proved suc-
cessful with the general audience.”

Mr. Wilson said it was his “un-
derstanding . .. that the origin of
our clear channel stations was for

Texas . . .. «. ..
lowa.........
llinois . . . ... ..
North Carolina .
Minnesota. . . . .
Ohio . .......
WPTF’s Primary

The Farm Giants

California . . . . . . $1,851,510,000
1,954,560,000
441,490,000
1,257,320,000

979,220,000
904,890,000
813,230,000
804,956,000

Followed By The Other

4| States

(Sales Management Estimates)

RALEIGH

h @ro/ n
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the purpose of providing service
to remote areas largely rural
which did not receive a good ra-
dio reception. I feel that farmers
in those areas have a right to ex-
pect a reasonable number of pro-
grams cued to their special needs
and broadcast at convenient times
when farmers in those areas can
get the clear channel stations.”
The Federal Extension Service is
planning further independent ra-
dio research ‘“in terms of educa-
tional service to farmers,” Mr.
Wilson asserted, inviting Mr. Sho-
lis to submit “further facts or
suggestions you have.”

“It is difficult for me to see what
the statistics on stations listened
to most has to do with those lis-
tened to most for farm service pro-
grams,” he said in answer to some
of the figures cited in Mr. Sholis’
letter. “I wasn’t very much im-
pressed with some of the points
in your letter because they dealt
largely with details of the Census
Bureau study [of rural reception,
introduced in the FCC clear chan-
nel hearings],”” he added. “I am
more concerned with the broader
job of providing good radio serv-
ice to farmers.”

Mr. Wilson said he was ‘““pleased”
to comply with the CCBS direc-
tor’s request that the Sholis letter
be sent to State extension directors
and editors who received the Wil-
son memo which it undertook to
answer.

TELE MUST BEWARE
OF COMMERCIALISM

TELEVISION must avoid sinking
into a state of commercialism if it
is to realize its full growth, ac-
cording to Joseph Gerl, president
of Sonora Radio & Television Corp.

Speaking before the Poor Rich-
ard Club, Philadelphia, last Tues-
day, Mr. Gerl suggested television
set manufacturers and television
broadcasters set up an industry-
wide committee to draft and en-
force a code of ethics against ex-
cessive commercialization in the
new industry.

“Without such a committee,” said
Mr, Gerl, “there is a danger that
television may turn out to be noth-
ing but a complicated mechanism
operated for the sole purpose of
selling mouth wash and deodor-
ants.”

On the advertising possibilities
of television Mr. Gerl said: ‘“Tele-
vision as an advertising medium
will complement all other forms of
advertising, and will be used mainly
to show a product and demonstrate
how it works.” He added that
television would not compete with
newspapers, magazines or radio.

The nation’s employment will be
considerably abetted by the growth
of television, the speaker said. With
the industry expecting to sell 25,-
000,000 sets in the next 10 years,
it is expected to give employment
to at least 2,500,000 ranging from
the actors in shows, to people sell-
ing and servicing sets.

Telecasting



who said radio is afraid of controversy?

IN soME QUARTERS there sti/] seems to be an
impression that radio won’t touch controver-
sial issues with a twenty-foot pole.

Broadcasters, it's said, are scared stifl of
offending somebody. Advertisers. .Agencies.
Financial interests. Or some other bogey-man.

The only explanation for such statements
is that the people who make them don’t
listen to radio.

Certainly they haven’t heard programs
such as KDKA puts on the air each Sunday
afternoon from 4:30 to 5:00.

This choice half-hour period could be
sold commercially at the drop of a hat. But
w's not for sale. It is dedicated to the prop-
osition of better citizenship in the Pittsburgh
territory, with chips falling where they may.
It brings up ugly facts that might be, and
often are, kept hidden. It crusades against
With both fists
times with bruised knuckles) it fights dis-

intolerance. (and some-

crimination against any of the minorities
that live and work in this busy tri-State area.

It goes to bat for veterans. It combats
inflationary trends. It seeks to shake, shove,
or shame every listener into recognition of
citizenship’s responsibilities.

If that’s not controversv, we don’t know
what the word means.

To produce and broadcast a program like
this takes courage. Plenty of courage. But
KDKA has no monopoly on radio’s supply of
intestinal fortitude. Many other stations, in
requesting copies of these KDKA-created
scripts, show an equal desire to serve the pub-
lic by hard-hitting promotion of citizenship. .
with mighty few qualms as to controversy!

Programs in the
publicinterest arc an
institution at KDKA
..and a cornerstonc of

Westinghouse policy.

WESTINGHOUSE RADIO STATIONS Inc

REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX ¢

KEX KYW WBZ WBZA WOWO0 KDKA

KE) REPRESENTED NATIONALLY BY PAUL H. RAYMER CO.

BROADCASTING o Telecasting
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ABC Video

(Continued from page 17)

don’t get enthusiastic about it. We
don’t expect them to and there is
no reason why they should. They
all know that someday we shall
be operating competing stations
and television is a highly compet-
itive business.

There are, however, some advan-
tages in our position. Our produc-
tion staff has had experience with
all types of equipment and various
types of studios. This has been ex-
tremely valuable. No one else,
through the simple process of trial
and error, knows se well the good
and bad features of so many dif-
ferent set-ups. And as a result we
have pretty definite ideas as to
what we want and what we don’t
want when we build our own stu-
dios, and why.

From our work at WABD we
learned the importance of big stu-

PAUL MOWREY

National Director of Television,

American Broadcasting Co.
dios. The importance of space to
move equipment freely and easily
from set to set. When we build,

our studios will be 60 feet by 100
feet with at least 40 feet ceilings.
And working at WABD convinced
us that a studio should be equipped
with at least four cameras. We in-
tend to have four in each studio
and a fifth standing by for emer-
gencies.

From WRGB in Schenectady we
learned how much a program can
be improved if a control room is
equipped with a panel to control
lights. And through a combination
of mercury vapor cooled and in-
candescent bulbs, WRGB has elim-
inated most of the heat which
studio crews and especially actors
find so oppressive. These things we
too shall have.

Elevated Control

Another lesson taught us at
WRGB is that an elevated con-
trol room gives a director better
command of his show. In our stu-
dio the control rooms will be 10
feet above the studio floor.
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CHECK ONE
[ ] 1. Dallas

LOVE YOU'!

[ ] 8. Fort Worth
BET YOU'RE WRONG!

Here's the Answer

U/Z for Time Buyers

Which Texas city is FIRST

in retail sales gains?

[ ] 2. Houston
[ ] 4. El Paso

If you got this one right you’re a rare character!
You’re a gentleman and a scholar... AND WE

Too few time buyers know that El Paso is a
BIG CITY in more ways than one. Even fewer
know that El Paso is as isolated from the other

big Texas cities as it is from Guam. Look at your
map. You wouldn’t broadcast from Chicago to
reach a New York City audience—and that’s
- about the same distance as from El Paso to Hous-
ton! We’re ISOLATED, brother, ISOLATED!

3 Biopen Ses o in?feeél‘? ehréggrfi This rich isolated market listens to KTSM. Mr.
i %8 t%zr Sone mont ur(;\i- Hooper, time and again, proves that KTSM is far,
| June t&aen éﬁreau’s statewide = far ahead. Sure, vsfe’ll send you facts and figures
;?:?y indicated. per cent de- —O0r prove our point with SALES!
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Geo. P. Hellingbery, Natl. Rep.
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There are more “musts” for our
studios. We intend to build them in
pairs, both the same size, separated
only by a hallway. We want our
prop and costume rooms to open
directly into the studios. And we
want all of our studios to be on the
ground floor. This is important
because it simplifies moving props
and equipment in and out because

1t permits us to bring heavy objects

into the studios.

One final point. When we equip
our studios we shall have the latest
and most modern equipment
throughout. It is a happy situation
not to be saddled with a lot of
semi-obsolete stuff that we can’t
afford to throw away.

ABC television is like a man
who has practiced . at golf with
rented clubs. Although some were
a little too long and others a little
short, he learned the game and now
wants his own matched set of ex-
actly the right weight and balance,
so he can start breaking par.

SHEEHAN WILL HEAD
SHORTW AVE OFFICE

JOHN SHEEHAN, former chief
of the Office of International In-
formation and Cultural Affairs
facilities branch, New York, has
been appointed associate chief of
the International Broadcasting Di-
vision OIC, Department of State,
in charge of the New York office.
He succeeds Wilfred S. Roberts,
who has resigned to return to pri-
vate industry.

John C. Doud, formerly assistant
chief of the facilities branch, has
been appointed chief of the facili-
ties branch, the post vacated by
Mr. Sheehan.

Active in radio broadcasting for
the past 25 years, Mr. Sheehan
joined the OWI in 1942 as chief of
the facilities branch and continued
in that position when the OIC was
established early this year as a
unit of the State Department and
took over OWI’s overseas broad-
casts. Before the war Mr. Sheehan
made his headquarters in Schenec-
tady where he managed General
Electric’s shortwave stations for
six years.

Mr. Doud has been associated
with the broadcasting and com-
munication field for the past 12
years and served as CBS facilities
supervisor and assistant traffic
manager previous to his joining
the OWI in 1942 as traffic manager
for shortwave broadcasts.

Shortage of Channels

TOO FEW radio channels for di-
recting air traffic at National Adr-
port, Washington, caused the crash
of a B-25 there Sept. 20, an Army
investigating board found. Five
died as a result of the crack-up in
landing. The board recommended
immediate installation of an addi-
tional radio range or assignment of
additional channels at National
Airport.

Telecasting
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Commercial Television
\_

~

Why ABC won the
ATS award for

J

Practical television on an economical basis

puts ABC first in the commercial field

AB C American Broadcasting Company
FIRST IN TELEVISION THAT SELLS

NOW OPERATING IN: NEW YORK

The American Television Society Award ‘‘in recognition of the year’s
outstanding contribution to the development of television commercially”
was recently won by the American Broadcasting.Company.

The winning of this award points again to the sound commercial policy
ABC set up when its Television Department was established over a year ago:

‘“Build shows which are economically practicable for advertisers —
considering present audience limitations. And help advertisers build
effective commercials that will really sell their products by television.’’

This is what ABC has been doing and plans to keep on doing. Advertisers
need an opportunity to experiment at low cost with this powerful new
medium. They need a chance to gain experience, learn new techniques,
develop an understanding of television methods so that they will be able
to take full advantage of television as it comes of age.

To give advertisers this opportunity, ABC started out by using tried
and proved radio programs and techniques —adapting them to television
in the most practical and economical ways. At the same time, ABC gave
advertisers the benefit of rich radio programming experience in developing
new shows for video.

And to keep costs in line with today’s limited television audiences, ABC
charges nothing whatever for air time!

At the right is a list of advertisers who got their start in television on
ABC. As a result of that experience, many are making plans now for
extensive use of television in the future.

The time is past for just thinking about television as the advertising
medium of the future. It’s here, right now, and ABC is
busy helping many a wide-awake advertiser get in on the
ground floor. Why not you?

SEND FCR FREE BCOKLET. If you’d like to see what ABC has already
done in the field of commercizl television and plans to do in the future,
just drop a note to ABC Television, 33 West 42 Street, New York 18,
N. Y., and ask for your copy of ‘“The Show’s the Thing.”

Hhe eting .. %

CHICAGO PHILADELPIIIA WASHINGTON SCHENECTADY
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Here are some of the
commercial programs
televised by ABC

Detican
Hoddcastipge

(Adler’s Shoes)

THE FITZGERALDS
(Gertz Department Store)

CHIME TIME
(A. E. Rittenhouse C<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>