hands
with himself

The other day we met an old prospect. He was
crying. “Well, old timer,” we said, “what’s that
you've got in your hand?”

“My other hand,” he replied, shaking it.

It just didn’t make sense. But his reason did.

Now, the reason this old WOR prospect was
shaking hands with himself—and crying, too—
is simple. He once talked us out of selling him a
half-hour evening show. He did such a good job of
it, that from that day on he began shaking hands
with himself. A week later, we went around the
corner and sold the same idea to his competitor.

Using no promotion other than WOR, our old
prospect’s competitor jumped his product list
from one to 36. He also showed a 1009 sales
increase for every year he was on WOR.*

After this, of course, our old prospect began

- crying. But would he stop shaking hands with

himself? Not much. He even asked other people

perhaps the greatest collection of success stories
ever gathered by any one station.

the man who shook

*x This is an authentic WOR success story, from our file of more than 100 —
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to shake hands with HIM. That is, people who
hadn’t used WOR. And he had one heck of a time
finding those.

This, gentlemen, is a story you might well
take to heart.

—that power-full station

at 1440 Broadway, New York
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* PROTECTING the I ERESTS

WLS helps find a
stolen truck...quickly

“I want to thank you from the depths of my heart f6r your promptness and
cooperation,” writes Mrs. Alex Kedas of Weétville, Illinois.

The farm family truck had been stolen and they needed it. At. 10 a.m., Mrs. Kedas called
WLS. At noon, the stolen truck was described on WLS Dinnerbell Time.

Mrs. Kedas continues:

"Before your program went off the air, the whereabouts of this truck was
reported to the sheriff of Kankakee County by one of your listeners."”
Undamaged, the truck was located near Manteno, Illinors, -
100 miles from Westville, and returned to its owners.
More dramatic than the day to day assistance and entertainment
WLS gives its audience, this story of a stolen farm truck

points up the long-established fact:

WIS SERVES THE PEOPLE OF MIDWEST AMERICA

The
PRAIRIE
FARMER
STATION

BURRIDGE D. BUTLER
President

GLENN SNYDER

Manager
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...and In a good cause

in the Philadelphia area there are 4 major college radio
stations.* WPEN set up a network with these statiens . .

and educated the students to professional broadcasting.

WPEN’s modern studios are a laboratory, open to under-
graduates at all times. WPEN’s staff volunteered as instruc-
tors in engineering, programming, production and script
writing.

This sort of progressive activity is typical of the many
reasons why WPEN is daily welcomed into the homes of
more and more Philadelghians. Both on and off the campus,
WPEN’s tailor-made shows fit precisely the interests and

preferences of the people of Penn’s town.

WPEN will be glad to introduce you to this audience which

is America’s third largest market. It’s worth meeting.

*WBMC—Bryn Mawr WHAV—Haverford WXPN—Pennsylvania WSRM-—Swarthmore

950
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WASHINGTON, enigma to many radio as-
pirants, also nemesis of commercial sports tele-
casters. Clark Griffith, owner of Washington
American League baseball club, holdout against
televising big league baseball games, while
George Marshall, prexy of Washington’s foot-
ball Redskins, doesn’t care much about tele-
casting home games. Both resisted overtures
from prospective sponsors.

BROADCASTERS, long aware of FCC’s Blue
Book, due to get their first look at Blue Book
hearing issues this week. Working carefully,
Commission within few days expected to com-
plete and announce issues for renewal hearing
for WBAL Baltimore, cited in Blue Book for
commercial programming and waiting hearing
since February. With WBAL probably serving
as “model,” issues on six others up for re-
newal hearings on programming considera-
tions expected to follow quickly.

PROBABLE resumption date for clear chan-
nel hearings continues to recede, with latest
estimates putting it around first of year al-
though participants report slim chance it may
be earlier. Chief delaying factor: Preparation
of technical exhibits by industry and FCC,
which are taking more time than anticipated.
Date for decision, originally expected in early
fall, pushed back accordingly.

NOT ONLY Clear Channel Group (see story
page 18) but many FCC members getting
headache from question of daytime and lim-
ited-time assignments on clear channels. Up to
this year, only 70 such stations. Since then,
130 others authorized. Though last week’s
grants included many daytime operations on
clears, FCC understood to be studying all
angles looking for solution, including possi-
bility of ‘“specified hours” for daytimers.

DESPITE thin trickle of FM receivers during
last few months, production lines haven’t
stopped and thousands of FM-equipped sets
should be available for Christmas trade, ac-
cording to reliable reports. Scarcity of cabinets
responsible for slowdown, but with more lum-
ber available, and at least one big newcomer
to cabinet field, large scale distribution should
begin within month.

WONDERING about plans of Sen. Burton K.
Wheeler (D-Mont.) who returns to private
life next January by virtue of Democratic pri-
mary defeat? Ex-chalrman of Senate Inter-
state Commerce Committee, in which radio
legislation originates, will open law offices in
Washington and Boston. Best bet: He'll run
against New Deal Sen. James E. Murray in
1948.

INITIAL step in postwar expansion of foreign
operations is RCA action of Oct. 1 whereby
two executives of subsidiaries became direc-
tors of RCA Photophone of London, English
limited affiliation. Meade Brunet, managing

(Continued on page 89)
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Oct. 20-24: NAB Convention, Palmer House

and Stevens Hotel, Chicago.

Oct. 20: NAB Golf Tournament,
Country Club, Chicago.

Acacia

Oct. 20: Council on Radio Journalism, 2 p.m.,
Chicago.

ch.. 20-25: Society of Motion Picture Engi-

neers 60th Semi-Annual Meeting (five
papers on television), Roosevelt Hotel,
Hollywood.

Oct. 24-26: First General Meeting, National
Assn. of Radio News Editors, Hotel Aller-
ton, Cleveland.

Bulletins

TELEVISION BROADCASTERS Assn.,
through Washington attorneys Roberts & Mec-
Innis, reported Friday to have sent letter to
FCC asking rule requiring video stations to
broadcast 28 hours weekly (3.661) be further
waived to Dec. 31, Present waiver expires Oct.
31, but extension through 1946 predicted by
FCC Acting Chairman Denny in June.

AMERICAN Civil Liberties Urnion Friday
denied petition to enter U. S. vs. James
Caesar Petrillo case in Chicago by Federal
District Judge Walter La Buy. ACLU at-
tempted to enter as ‘“friend of the court.”
Judge La Buy ruled court didn’t need a friend
(earlier story page 80).

Business Briefly

MOGUL NAMED ® House of Delicacies, N. Y.
(French-kettle onion soup), appointed Emil
Mogul, N. Y., as agency. Firm starting thrice-
weekly participations on Breakfast With Doro-
thy and Dick, WOR N. Y.; Yankee Kitchen,
Yankee Network, and Mrs. Page, WJR Detroit.
Future plans: Nationwide participation in
other women’s programs, national spot cam-
paign.

LUDENS SPONSORS @ Ludens Inc, N. Y.
(cough drops), Oct. 20 for 13 weeks starts
Hoagy Carmichael Sings, 126 CBS stations
Sun. 5:30-5:45 p.m. EST. Agency, J. M.
Mathes Inc., N. Y

VARIETY STORE RADIO & J J. Newberry
Co., Los Angeles, appointed Allied Adv. Agen-
cies, that city, to handle western states ad-
vertising. Firm Oct. 7 started transcribed
spots on nine local area stations, utilizing 35
singing jingles weekly. Oct. 14 firm starts five-
weekly, quarter-hour transcribed Frank Parker
Show on KECA Los Angeles.

PUBLISHER TAKES SPOTS @ Lantern
Press, N. Y. (4 Treasury of Sports Humor),
starts spot campaign Oct, 24 in 15 major mar-
kets for two weeks. Book edited by Dave Stan-
ley, former radio publicist. Ted Husing, sports-
caster, wrote introduction.

AMOCO ADDS @ American 0Oil Co., Balti-
more, added six North Carolina stations to
Professor Quiz on ABC, Thurs. 7:30-8 p.m.
Stations: WFNC WGBR WGTC WGTM
WHIT WJINC. Series now on 93 ABC sta-
tions. Agency, Joseph Katz, Baltimore.

19 New AM Grants Announced by FCC

GRANTS for stations in Glendale and Yuma,
Ariz. to Mrs. Gene Burke Brophy (her second
and third authorizations in two weeks, other
being for Flagstaff, Ariz.) among 19 construec-
tion permits for new AM stations announced
by FCC Friday. A. Earl Cullum, Dallas con-
sulting radio engineer and one-third owner of
Liberty Broadcasting Co., applicant for Roch-
ester, N. Y., is officer and stockholder in Fort
Worth and Oklahoma City grantees.

J. Harold Smith, Knoxville Fundamentalist
preacher who condemned Federal Council of
Churches and WNOX Knoxville after WNOX
cancelled paid religious broadcasts [BROAD-
CASTING, July 29], granted CP for new Knox-

ville daytime station on 800 ke, 1 kw. Grants:

Pittsfield, Mass.—Western Mass. Broadcasting Co.
1490 ke, 100 w fulltime. Principals: Lawrence K. and
Donald B. Miller, owners of Eagle Publishing Co.,
which publishes the Berkshire Evening Eagle, Pitts-
field. Granted Oct. 10.

Winston-Salem, N. C.—Winston-Salem Broadcast-
ing Co. 710 kc, 1 kw daytime only. Principals (25%
each): James W. Coan, FBI agent, president; Robert
V. Brawley, attorney, vice president; John G. John-
son, FBI agent, secretary-treasurer; Archibald Craige,
attorney, assistant secretary. Granted Oct. 10.

Clinton, N. C.—Tar Heel Broadcasting System, 880
kc 1 kw daytime only. Company, licensee of WRRF
Washington, N. C., is principally owned (95.2%) by
W. R. Roberson Sr., head of Dr. Pepper Bottling Co.
in several North Carolina cities. W. R. Roberson Jr.,
WRRF general manager, owns rest. Granted Oct. 10.

Carrollton, Ga.—Carroll Broadcasting Co. 1100 kc,
250 w daytime only (subject to satisfying of com-
plaints of blanket interference within 250 mv/m
contour). Equal partnership: Roy Richards, electri-
cal contractor and theatre operator; Robert Tissin-
ger, attorney; Thomas Carr, employed by WGAA
Cedartown, Ga. Granted Oct. 10.

Fort Worth, Tex.—Blue Bonnet Broadcasting Corp.
870 ke, 250 w daytime only. Principals: Jim Hill
Speck, owns KVSF Santa Fe, N. M., president,
33 1/3%; A. Earl Gullum Jr., consulting radio engi-
neer and 2.89 owner KFDM Beaumont, Tex. vice
president, 33 1/39%; Elliott Wilkinson, partner Wil-
kinson Bros., radio parts distributors, secretary-
treasurer, 33 1/3%. Granted Oct. 10.

Carthage, Mo.—Carthage Broadcasting Co. 1490 ke,
250 w fulltime. Equal partnership: Lloyd Clinton
McKinney and John J. Hale, both with Continental
0Oil Co. 1490 kc, 250 w fulltime.

Glendale, Ariz.—Gene Burke Brophy, holder of CP
for Flagstaff, Ariz., formerly with KFWB Los Ange-
les, and director of OWI Pacific and Far Eastern
shortwave broadcasts, sole owner. 1340 kc, 250 w
fulltime. Granted Oct. 10.

Yuma, Ariz.—Gene Burk Brophy, sole owner. 1400
ke, 250 w fulltime. Granted Oct. 10.

Johnstown, Pa.—Century Broadcasting Corp. 1230
ke, 250 w unlimited hours. Equal partnership: Lloyd
W. Dennis Jr., program supervisor of CBS morning
program, ‘‘Home Service Daily;” John J. Keel, con-
sulting radio engineer, formerly with WOR New
York; and Henry Gladstone, WOR newscaster, and
successor to late Raymond Clapper program. Granted
Oct. 10.

Knoxville, Tenn.—Independent Broadcasting Corp.,
800 kc, 1 kw daytime only. Principals (33 1/3%
each): Rev. J. Harold Smith, Fundamentalist
preacher; Marvin I. Thompson, formerly with WGRC

(Continued on page 90)
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Architect’s Drawing of New KCMO Transmitter Station, to house

o Sl S PG iy

50,000 Watt Transmitter, 5,000 Watt Emergency Transmitter,

e

Emergency Power Equipment, Studio and Living Facilities for

é Engineers, 3-car Garage.

KCMO IS UP TO SOMETHING!

Mid-America’s First 50,000 Watt Radio Station

Architects. . ... .. .. Bloomgarten & Frohwerk,
Kansas City, Mo.

General Contractor. . ... ... .. F. E. Patterson,
Kansas City, Mo.

Electrical . . . . .. North Kansas City Electric Co.,
North Kansas City, Mo.

Heating and Ventilating . U. S. Engineering Co.,
Kansas City, Mo.

Towers. .. .. ... Tower Sales and Erecting Co.,
Portland, Oregon

Transmitters and
Phasing . . . .Radio Corporation of Americq,
Camden, N. J.

(The first post-war RCA 50,000 Watt
Transmitter, embodying all the latest
developments.)

Substation Equipment. .  General Electric Co.,
Kansas City, Mo.
Ground Condition-
ing..... ... .. .Massman Construction Co.,
Kansas City, Mo.
{Moving 178,000 cu. yds. of dirt—
completed.) .

Consultant Radio
Engineer. .. Andrew D. Ring of Ring & Clark,
Washington, D. C.
Radio Attorney
Andrew Haley of Cramer and Haley,
Washington, D. C.

_
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It's KCMO! . . . with new towers and transmitter station now
under construction to offer you ten times the power (day-
time) of any other Mid-America radio station—50,000
Watts Day, 10,000 Watts Night at 810 kc. Located in the
very center of this vast, industrial and agricultural area,
KCMO will offer complete, economical coverage for this
rapidly growing section.

Co-operating in the construction of the new KCMO towers
and transmitters, are the firms listed—each one contributing
their skill and know-how to the KCMO broadcasting facili-
ties that will offer expanded coverage

for expanding Mid-America.

Basic ABC
KANSAS CITY, MO.

October 14, 1946
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WHY MINNESOTA
FARMERS LISTEN
TO_WDGY

Farmers in Minnesota and bor-

dering states make a habit of Stevens, Eleanor Schadi.
/ tuning to WDGY because it’s the AUDITING: B. T. Taishoff, Irving C. Miller,
M- t ? c h F R - t station that serves them best with Viola Sutherland.
Inneso a s as arm ecelp s good music, frequent market CIRCULATION AND READERS' SERVICE
e broadeasts, news and farm shows. BERNARD PLATT, Director
Last Year $901 183 100 " From the early morning hours Dorothy Young, David Ackerman, Leslie Helm,
’ ’ until night, WDGY is constantly Pauline Armold.
This near-billion dollar figure is one of the greatest apiithe iob isery ingiiibhe St armer, PROMOTION
in all the nation. Only four states out of 48 topped Withithe entertainment S he [likcay WINFIELD R. LEVI, Manager
Minnesota in cash receipts from farming. Gl tthe mf°rmat‘°f‘i‘t }l’)‘; “‘i&‘?snm NEW_-YB;K——BUREAU
What is more, for the first two months of 1946 (the Zf::afzmrg:e 1i§:o thztesey 'ser\trilcees. 260 Park Ave. PLaza 5-8355
only figures available), Minnesota’s cash farm receipts The buying power represented in EDITORIAL: Edwin H. James, New York Editor;
increased 18 percent over the same two months of the WDGY’s farm area offers a tre- Florence Small, Dorothy Macarow, Patricia Ryden.
previous year. 4 " ' Bruce Robertson, Senior Associate Editor
A mendous market for farm ad- ADVERTISING: S. J. Paul, New York Adver-
Reach this tremendous market through WDGY—the vertisers. bisingl Minager’, Martin Davadson.
station that not only blankets the area, but has the

4 : G ICAGO BUREAU
B ta’ opulation. CH
friendly ear of Minnesota’s farm populat _ ‘ ' S0 T T fe (il /BT

* U.S.D.A. statistics. Fred W. Sample, Manager; Jean Eldridge.
HOLLYWOOD BUREAU

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

]]30 KC Patricia Jane Lyon.

TORONTO BUREAU

417 Harbour Commission Bldg. ELgin 0775
James Montagnes. Manager,
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Broadcasting Publications Inc., using the title:
2 BROADCASTING *—The News Magazine of the F(‘iifth

Estate. Broadcast Advertising * was acquired in
SAINT PAUL 1932 and Broadcast Reporter in 1933.
* Reg. U. S. Pat. Office

Copyright 19468 by Broadcasting Publications, Ine.
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5000 Watts
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ropes

It looks

complex but if you know the ropes

it’s simple. Weed and Company men

know the ropes and know the people.

RADIO STATION REPRESENTATIVES
NEW YORK © BOSTON o CHIBAGO L ATLANTA o DETROIT ® SAN FRANCISCO ® HOLLYWOOD

e
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s just like Cleveland

‘ ‘alls of the auditorium bulged when the WTAM Orchestra came to
town. Everybody and his forty-second cousin crowded into the building
to see and hear these nationally famous musiclans present a concert.

It happened again, and again; in Lorain, Warren, Mansfield . . . everywhere

the orchestra played, a hall was packed.

In 1945, when WTAM first arranged for its ensemble to make personal
appearances in cities outside Cleveland, it was thought that response
might be something less than overwhelming. The project of transporting a
large troupe throughout Ohio to present concerts of serious music seemed

highly ambitious. Even the fact that all gate receipts would be donated

to the betterment of a ca[)[)ella societies in local high schools was no

guarantee of a sell-out.

But WTAM had reckoned without the pulling power of its stars—emcee
Tom Manning, the WTAM String Quartet, violinist Ben Silverberg —
names the audiences had heard on their favorite station and now had the
opportunity to see In person.

Naturally S-R-O 1s in order at every performance, in the same way W-T-A-M
is required listening in northern Ohio homes. No wonder sponsors rave
about the loyalty of WTAM audiences—a loyalty reflected in the sales of
every product and service advertised on Cleveland’s first station.

E
?
|
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THE NATIONAL BROADCASTING COMPANY



OUR
LISTENERS
CO0K
THEIR OWN
MEALS

They’re home folks. They buy
their own groceries. They cook their
own meals. They like their homes
. .. and they like to get home.

We think maybe that’s why we’ve
got: peak ratings for listeners. When
they get home, they turn their radios
on to WWDC, the entertainment
stdtion.

If you've got something to sell,
WWDC will move it at lower costs.

41,000 REFRIGER-
ATORS NEEDED
IN WASHINGTON

‘The demand for refrigerators was
placed at 41,000, a jump of 1509,
and for ranges, 11,000, an increase
of 300%. These figures are from The
Planning Committee of the Wash-
ington Board of Trade and the
Opinion Research Corporation of
Princeton, N. ]J.

WWD(

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

represented nationally by

WEED & COMPANY
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Feature of the Week

A COMPLETE SELLOUT of tick-
ets was South Bend’s response to
the two-day broadcasts offered to
the public gratis by WSBT,
pioneer station celebrating its 25th
anniversary.

The silver anniversary broad-
casts included Give and Take,
Chef-Boy-Ar-Dee’s question - and-
answer package with John Reed
King, m.c.; and Hint Hunt, a
new 15-minute five-a-week regional
show for Chiffon Flakes (Armour
& Co.). A specially produced birth-
day show starred Allan Jones and
Johnny Long’s orchestra.

WSBT’s 25-year history goes
back to 1921 when radio was in its
infancy and members of South
Bend Tribune’s editorial staff car-
ried on experiments with transmit-
ting equipment. By the following
spring they were ready to go on
the air using the call letters WGAZ.
In 1925 the call letters were changed
to WSBT, which, incidentally,
stand for South Bend Tribune,
owner of the station. Six years
later WRAF, then operating in
Laporte, was purchased and its
call letters changed to WFAM to
combine that station’s time with
that of WSBT. The operation of

SORRY
NO MORE
TICKETS 2

WFAM was discontinued when
WSBT was granted full time on
960 ke, in March 1941.

And even after 25 years of suec-
cessful operation, WSBT is still
growing. They are now at work on
construction of a new transmitter
and towers which will increase the
station’s power to 5000 w. A new
transmitter is being installed for
WSBT’s FM station, WSBF, which
will operate on 101.3 mec.

Sellers of Sales

Howard Tullis and secre-

tary. Place: Los Angeles.

Time: March 15, 1945. Busi-
ness: None.

Starting out in a plush, well-fur-
nished office representing an in-
itial investment of $10,000, The
Tullis Co. was ready for its first
client.

Formidable is word for Howard
and now 19 months later his agen-
cy lists sueh
accounts as Bible
Institute of Los An-
geles, National Chi-
ropractic Assn,, Jean
Ball School of
Charm, and 50 lo-
cal accounts, all of
which represent
more than $1,000,-
000 in radio billings
alone,

Starting with lone
office in Los Ange-
les, agency now also
lists Hollywood, San
Francisco, Chicago
and New York. Per-
sonnel has grown
from starting cast of
two to present 16.
No one in the organ-
ization is more than
36 and Howard
Langdon Tullis is
moving forward rapidly as the
young ‘“old man” of 29.

A native of Ottumwa, Iowa,
where he was born Nov. 17, 1916,
Howard first got the advertising
bug in high school. He was adver-
tising manager as well as editor of

D RAMATIS PERSONNAE:

HOWARD
Ruth Harrison became Mrs, H. L.

Ottumwa High School annual be-
fore graduating in 1935. He di-
vided his college years equally be-
tween Grinnell College (Ia.) and
Pomona College (Calif.)

Upon graduation in 1939, he
went to work for KIEV Glendale
as a salesman where he remained
until spring of 1940, shifting
to Charles Sieck Adv., Los An-
geles, as account executive and

staying at it until January 1941.

Then he left Los An-
geles to take spot as
sales manager of
KDB Santa Barbara
as well as doubling
as announcer until
late December 1941.
From December 1941
through August
1943, he served
KPAS Pasadena as
time salesman, be-
fore taking over as
vice president and
general manager of
K W K W Pasadena.
Leaving that in Oc-
tober 1944, Howard
next joined Glasser-
Gailey Adv. Inc., Los
Angeles, as account
executive until start-
ing his own agency.

Marriage came on
June 3, 1945 when

Tullis. Hobbies include tennis,
horseback riding, swimming.
Organizationally it’s the Los An-
geles Ad Club, Phi Delta Theta,
Pomona College Alumni Assn., Los
Angeles Kiwanis.

oAt At e
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Market-wise time buy-

ers looking for profit-
able sales have found these
four progressive markets
outstanding buys. Write for
information.
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KA fine promotional

stunt...| like it!”

says Eddie Cantor

Where

In a personal note to KGW, Eddie Cantor
indicated his enthusiastic approval of the
KGW Junior Parade of Stars, October 12,
1946. Reaction from other leading NBC net-
work artists was equally favorable.

In this unique event Portland school chil-
dren, 16 or under, impersonated their favorite
radio stars, competing for prizes.

s purely for the sake of
ort is always made to relate
on ‘projects to the sale of products and
services advertised over this station.
For instance, our fall Parade

of Stars promotion campaign

------

REPRODUCED ABOVE is the cover of the
eight-page KGW Parade of Stars tab-
loid. The original is in color, size
11-in. x 16-in. On Oct. 10, these tablolds
—100,000 of them,will be delivered to
the door of EVERY DWELLING in
the city of Portland.

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.

gives the big play to
commercial programs.
Read the detailed list at
the right and you'lk
admit that when KGW
goes out to do a pro-
motion job it really
covers the field.

We think this is
showmanship

with the

emphasis on

salesmanship

ON YOUR

62 DIAL

AFFILIATED WITH

... PARTIAL LIST OF KGW
PARADE OF STARS PROMOTIONS

1. JUNIOR PARADE OF STARS
2. PARADE OF STARS TABLOID

(see description at left)

3. NEWSPAPER ADVERTISING

September 29 through October 13 KGW will
use 13 ads in The Oregonian, a total of 80
inches, and 60 inches in the Oregon J o_urnal.

4, HIGH SCHOOL PAPERS

In the first two weeks of October KGW will
use 320 inches of space in Portland’s eight
high schoal papers.

5."COMIC STRIPS

Parade of Stars advertisements will be used
in The Oregonian comic sections, October 6,
13 and 20.

6. CITY BRIEFS

Oregonian City Briefs, two or three per day,
for the duration of the Parade of Stars
campaign.

7. OUTDOOR BOARDS

KGW will use Parade of Stars 24-sheet
outdoor boards throughout the city of Port-
land for the entire month of October.

8. STREETCAR CARDS

Streetcars and busses in Portland will carry
Parade of Stars cards the entire month of
October.

9. RADIO ANNOUNCEMENTS

Station KGW will carry a heavy schedule
of Parade of Stars announcements. An-

nouncements have also been scheduled on
Station KXL, Portland.

10. NEWS RELEASES

All Portland publications will be covered
with Parade of Stars news releases.

11. WINDOW DISPLAYS

Parade of Stars special window displays in
retail stores.




The TALENT — For Superior Showmanship
The POWER — For Superior Coverage
The KNOW-HOW — For Superior Entertainment

Reese Bach. Director of Farm-
ing Activities. A farmer's farm-
er with college training and tull
backing of University of Ken-
tucky Experiment Station and

Central

Eentucky County

Phil Sutterfield. Assistant Mana-
ger and Program Director. Nine
yvears of Sports Announcing
and Program Directing. Form-
er WHAS Sports Announcer.
Handles all University of Ken-
tucky football and basketball

Agents. Will direct two half
hour shows daily in addition to
numerous field trips.

games.

i,

Dewey H. Long. General Mana-
ger and Sales Manager. Form-
er head of WLW Chicago Sales
office — WSAI General Mana-.
ger. Commercial Manager of
WBT — Southeastern Repre-
sentative Columbia Broadcast-
ing System.

Royce Woodward. Chief En-
gineer, Fifteen years Planning
and Designing Engineering in-
cluding stint with WLW Staff.

Forrest Wolverlon. Captain of
“1300 Club” from 6:00 A.M. to
9:00 A.M. daily. Former WHAS
man who can sell any product
when turned loose with a mi-
crophone.

THAT'S

Jack Feierabend.  Organtst.

Formerly network organist. All
sel to play seven organ shows
per week for WELX in a man.
ner that only Feierabend can
play.

LEXINGTON, KENTUCKY'S
NEWEST %,

MOST POWERFUL
RADIO STATION

Bill Moore. Zaniest Disc Jockey
in radio. Conductor of “WKLX
Sports Parade” every day from
1:00 P.M. to 5:00 P.M. Already
established sports and disc
man in south and midwest.

Dr. Henry Noble Sherwood.
Former president of George-
town College, now chancellor
of Transylvania University.
Able commentator on foreign
relations and domestic affairs
for WELX. Nationally recog-
nized.

lucy Marshall Elliott. Conli-
auity Head. Formerly with
‘WWDC as well as freelancing
among the Agencies and scrip-
ter for many network shows.

Director of Wo-
One of the

Sara Dean.
men’s Features.
smoothest and most persuasive
voices in radio with plenty of
commercial radio experience to
back it up.

Claude Sullivan. Director of
News and Special Events.
Formerly with WAVE and

1000 WATTS WNOX. Local people are al- PROGRAMED IN
ready standing in line for Sul-
ON 1300 KC livan”s newscasts. A MANNER THAT
TO DO A WILL HAVE THE WHOLE
BETTER JOB INDUSTRY TALKING!

IN THE BLUEGRASS.

Here Are The “FOUR FREEDOMS” of WKLX

Most extensive farm coverage ever attemped in Central Kentucky. Portable recording units to be taken into field for first hand accounts
FARMING of farm activities in addition to two half-hour shows daily. University of Kentucky Department of Agriculture and Experiment Station
are enthusiastic backers. All County Agents have pledged 1009 cooperation.

% GOODMUSI

A More Powerful Station — Giving Better Entertainment
BROADCASTING

Whether it is International, National or Local in scope, WKLX will have it, every-hour-on-the-hour from 5:00 A.M. thru midnight with
no exceptions. Full time news staff of seven people will gather and prepare all newscasts with any eye toward perfect coverage of Local,
International and National coverage. '

Most revoluntionary sports coverage known to industry. All race results, scores and complete sports coverage on “WKLX’s Sports
Parade” from 1:00 P.M. to 5:00 P.M. daily, including good music and answers to requests. Al! University of Kentucky football and
basketball games will be broadcast by direct wire, no matter what the distance or cost. WKLX staff includes three full fime sports

announcers.

And by good music, we have in mind everything from heavy classics through the jitterbug catagory with broadcasts in the best listen.
ing hours. Come what may there will be no “slicing off” of musical selections, At least, long-suffering listeners should be pleased.

Page 12 o October 14, 1946 ¢ Telecasting



8 OF THE FIRST 10 TOP SHOWS

are heard over CFRB

NDEPENDENT surveys prove CFRB broadcasts
a larger number of popular evening programmes,

than any other Toronto station.

zoronto

20 top-rated shows are heard over CFRB

CFRB STATION X STATION Y STATION Z
10,000 watts 50,000 watts 5,000 wudits 1,000 watts
80% 12% 4% 4%

(BROADCAST ORIGIN OF FIRST 25 EVENING PROGRAMMES)

and

14 top-rated shows are heard over CFRB

CFRB STATION X STATION Y STATION Z
10,000 watts 50,000 watts l 5,000 watts 1,000 watts
56% 44% —

(BROADCAST ORIGIN OF FIRST 25 EVENING PROGRAMMES)

Ontario represents over 40% of Canada’s richest market

It can be reached most effectively through CFRB . . .

this station delivers the largest share of the radio audience . ..
more of the people who listen and BUY!

860 ke. TORONTO

Repmsentatz’ves

UNITED STATES

BROADCASTING e Telecasting

n n r oy
N CANADA
All-Canada Radio Facilities Ltd.

First for INFORMATION! First for ENTERTAINMENT! First for INSPIRATION!

Adam J. Young Jr., Incorporated
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A LITTLE EXTRA EFFORT

OFTEN GETS A BIG

Maybe we’re boasting — but if you’ll let us into the cage with some
y y g

of your ferocious problems . . . well, maybe we can surprise you!

Seriously, have you ever tried letting F & P tackle your worries
“from your side of the desk”? We’re a nation-wide organization
of proven, hard-working, intelligent radio veterans. We know
spot-broadcasting, markets, competitive situations. We've got a lot
to contribute, if you’ll give us the chance to work with you. Let’s

see if our extra efforts can help you get your big results! Ready ?

FREE & PETERNS., inc.

Pioneer Radio Station Representatives
Since May, 1932

Y 4

RESULT!

EXCLUSIVE REPRESENTATIVESs

ALBUQUERQUE KOs
BALTIMORE WCBM
BEAUMONT KFDM
BROWNSVILLE KVAL
BUFFALO WGR-WKBW
CHARLESTON, S. C. WCSC
CINCINNATI WCKY
COLUMBIA, S. C. WIS
CORPUS CHRISTI KRIS
DAVENPORT wocC
DES MOINES WHO
DULUTH-SUPERIOR WDSM
FARGO WDAY
HOUSTON KXYZ
INDIANAPOLIS WISH
KANSAS CITY KMBC
LOUISVILLE WAVE
MINNEAPOLIS-ST. PAUL WTCN
OKLAHOMA CITY KOMA
PEORIA-TUSCOLA WMBD-WDZ
RALEIGH WPTF
ROANOKE WDBJ
SAN DIEGO KSDJ
ST. LOUIS KSD
SEATTLE KIRO
SYRACUSE WEFBL
TULSA KTUL

[v®]

CHICAGO: 180 N. Michigan NEW YORK: 444 M adison Ave. DETROIT: 3463 Penobscot Bldg. SAN FRANCISCO: 58 Suster HOLLYWOOD: 6331 Hollywood ATLANTA: 322 PalmerBldg,

Cadillac 4255 Sutter 4353

Franklin 6373 Plaza 54130
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Nationwide Video Network by 1951 Seen

Sessions, Exhibits

At TBA Meet
Draw 900

By BRUCE ROBERTSON

A NATIONWIDE television net-
work, utilizing coaxial cable and
possibly radio relays, will be in
service by 1951, L. G. Woodford,
general manager, Long Lines
Dept., AT&T, told delegates to the
Second Television Conference and
Exhibition of Television Broadcast-
ers Assn., Friday.

The more than 900 individuals

Television features on pages 16,
18, 20, 27, 32, 68, 70, 76, 77, 78.

registered at the conference at
New York’s Waldorf-Astoria Ho-
tel, were offered a liberal video
education by the jam-packed sched-
ule of the two-day meeting which
opened Thursday.

From an account of the part
played by television in the atom
bomb tests at Bikini to a panel on
what talent thinks of this new field,
the program included authoritative

HONORED by TBA for their part in developing Image Orthicon camera

are these RCA Labs. engineers (l to »): Dr. P. K. Weimer,

Dr. H. B.

Law, Dr. Albert Rose. (See story on page 16.)

statements on every phase of the
video art, with exhibits supplying
concrete proof of the convention slo-
gan—*“Television is Really Here.”

Mr. Woodford said the five-to-
six-year construction program in-
volving 7,000 route miles of co-
axial cable, announced in 1944 by
AT&T, has been compressed into
about three years and expanded to
12,000 miles.

Some 2,700 miles already are in,

he stated. Plow trains are laying
cable now between Jackson, Miss.,
and Shreveport, La., and operat-
ing west to EI Paso. In the
north, he explained, trains are
placing cable between Buffalo and
Cleveland.

In addition to the coaxial lines,
Bell Labs are conducting extensive
developmental work on radio relays,
said Mr. Woodford, with the New
York-Boston link expected to be

ready for experimental use next
spring. Two additional one-way
video ecircuits between New York-
Washington should be ready next
year, he added. “In 1947 we will
push westward toward Pittsburgh
and hope to be able to connect
such cities as Cleveland, Buffalo,
Detroit, Chicago and St. Louis by
the end of 1948 or shortly there-
after,” the AT&T official said.

Ralph B. Austrian, general chair-
man of the TBA conference, last
Thursday morning officially opened
the meeting. First speaker was
J. R. Poppele, TBA president and
vice president of WOR New York.
Using as his subject, “Television’s
Great Challenge,” he declared:
“Unquestionably, television’s im-
mediate challenge is not a techni-
cal one. Television’s great challenge
today—and always—is one of
moral responsibility.”

Without mentioning any names,
Dr. Alfred N. Goldsmith, engineer-
ing consultant, urged CBS and the
disciples of its “color or nothing”
philosophy to rejoin the majority
of the video industry in getting
television started without further
delay. He voiced “an earnest and

(Continued on page 16)

Public Likes and Trusts American Radio

Denver University Poll Analysts Find

Critics Are From Minorities
By ROBERT K. RICHARDS

THE PEOPLE LOOK AT RADIO—the most important effort
in radio’s history to calibrate the people’s reaction to Ameri-
can broadcasting—is being sent to broadcasters.

The 151-page volume is a report on the survey conducted
in November 1945 by the National Opinion Research Center
of the U. of Denver, under auspices of the NAB. It has been
printed by the William Byrd Press in Richmond for The
University of North Carolina Press.

The report is analyzed and interpreted by the Bureau of
Applied Social Research, Columbia U., under the direction of

Dr. Paul F. Lazarsfeld.

Significance of this comprehen-
sive document, which measures the
reaction of all strata of the listen-
ing public to all types of radio pro-
gramming, is indicated in a preface
statement:

“There is, to our knowledge,
no other study on record where
an industry has on its own in-
initiative presented the argu-
ment of its critics as fully and

BROADCASTING o

as frankly as it is done in the
present report.”

There are myriad conclusions to
be drawn from the report. The
most important of these are deli-
neated skillfully in the Columbia U.
analysis. One finishes the volume,
however, with these general de-
ductions uppermost:

(1) The public likes most

Telecasting

American radio and, more im-
portantly, trusts it; indeed,
places more faith in it than in
newspapers or motion pictures.

(2) Dissatisfaction with ra-
dio is most apparent among
the more highly educated.

(3) Radio’s greatest weak-
ness, in the view of the gen-
eral public, lies in its treat-
ment of advertising—with the
general conclusion indicated
that advertising is desirable,
but it should be more care-
fully presented.

The study was projected as a fac-
tual examination of listener reac-
tion. It attempts neither to indiet
radio nor to defend it. It reports
the facts, through an independent
study by one university; interprets
those facts through application of
a second university’s techniques. In
that measure, it differs sharply
with recent volumes or articles pub-
lished about American radio.

In one section of the book, sub-
headed “The Score Card,” the edi-

THE PUBLIC likes American ra-
dio, trusts it and places more faith
in it than in newspapers or motion
pictures, results of a survey titled
“The People Look at Radio” reveal.
Conducted by the National Opinion
Research Center, U. of Denver,
under NAB auspices, the survey
points out radio’s weaknesses, as
listed by listeners, concludes that
critics represent a minority.

tors undertake to outline the phil-
osophy which dominated their ap-
proach to the job of analysis. “Ap-
proval by public opinion—accep-
tance by the ultimate consumer—is
as important a criterion of evalua-
tion as program standards and so-
cial implications,” they say.

“, . . public opinion (never-
theless) is only one of the sev-
eral pillars upon which the final
evaluation should be based.”

The People Look at Radio is gen-
erously illustrated with charts

(Continued on page 61)
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Paul Belanger
Best Program

TBA Convention
(Continued from page 15)

urgent plea to all groups interestcd
in television—and that means all
groups interested in preseni-day
radio and its future—to support
vigorously whatever programn the
majority may desire and to carry
forward, without mental reserva-
tions, the great new task of bring-
ing television to the people of the
world.”
An Informed Public

Contrasting television in 1926
with its status today, Dr. Gold-
smith said that today the pub-
lic is “thoroughly informed.” Basic
scientific knowledge needed for
video development is largely avail-
able and “there seems no reason to
doubt that any sort of television
which the public may desire can
be produced effectively by the en-
gineer.”

Reporting on television at Bi-
kini, Arthur Van Dyck, assistant
to the vice president in charge of
RCA Labs., cited the Bikini test
as an example of the “great op-
portunities waiting television out-
side the studio. . . . The lesson of
Bikini is that the best service of
television, the one wherein it has
no competition, is that of bringing
to people sights which otherwise
they could not see at all, rather
than that of bringing to them imi-
tations of the theatre and motion
pictures.”

Merlin H. Aylesworth, busi-
ness consultant, former president
of NBC and RKO, speaking on
“The Effect of Television on News-
papers,” said, “Within two years
after production is well under
way, I can see 2,000,000 television
sets in our homes.”

‘Show Business’

' Edgar Kobak, president of
MBS, in his talk on “Is Television
Necessary,” said that ‘“television

(Continued on page 76)
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Paul Raibourn
Presented Awards

Klaus Landsburg
Best Public Service

TBA Awards Given to Nine

For Notable Achievements

AWARDS to nine men for out-
standing achievements in television
were presented Thursday evening
by the TBA at a banquet high-
lighting the second television con-
ference and exhibition.

Paul Raibourn, vice president of
Paramount Pictures, president of
Paramount’s subsidiary, Television
Productions, and chairman of the
TBA Awards Committee, made the
presentations to ‘“the individuals
whose contributions have furthered
the progress of television as a
science and as a commercial util-

ity.” The awards, divided into
three groups are:
Awards in the first group,

for the outstanding technical con-
tribution to television, were pre-
sented jointly to Drs. Albert Rose,
Harold Bell Law and Paul Kessler

Weimer, all of RCA Labs., for
“the development of the Image
Orthicon camera tube, thereby
freeing television from the limita-
tions arising from the necessity for
high intensity illumination.” (Pie-
tures on page 15.)

The second group of awards
went to individuals responsible for
the outstanding programs of the
past year. John F. Royal, vice
president of NBC, received the
award for the best special events
program for his “initiative in
bringing the Louis-Conn fight to
the television audience through the
Image Orthicon camera.”

Donovan B. Stetler, advertising
director of Standard Brands, re-
ceived the award for the best en-

(Continued on page 83)

Drawn for BROADCASTING by Sid Hix

“Poor Dulin, he’s never written a book exposing life in an agency.”

BROADCASTING o

John Royal
Louis-Conn Fight

College to Honor
Miller With Degree

AN HONORARY degree of Doctor
of Laws will be conferred upon
NAB president Justin Miller by
Franklin and Marshall College,
Lancaster, Pa., on Nov. 1 at its
160th Annual Founders’ Day-
Homecoming celebration. Judge
Miller also will make a principal
address, to be broadcast statewide
and possibly nationwide.

Others upon whom honorary de-
grees will be conferred are Dr.
Paul M. Limbert, president of
Springfield College, Springfield,
Mass., and Dr. Nevin C. Harner,
president of Heidelberg College,
Tiffin, Ohio.

Clair R. McCollough, general
manager of Mason Dixon Radio
Group, though not a graduate of
Franklin and Marshall, is handling
radio arrangements.

WARNER FIRM BUYS
THREE NET SHOWS

WILLIAM R. WARNER Co., New
York, parent company of Richard
Hudnut Cosmetics and Raymond
Labs. (Rayve cream shampoo) has
bought three network shows.

Starting Nov. 3 the Sammy Kaye
Sunday Serenade, 1:30-2 p. m. on
ABC, will be sponsored by the
Richard Hudnut Gemey perfumes
and cosmetics. Show was formerly
sponsored by Rayve cream sham-
poo. The latter account, effective
Oct. 30, will switch to sponsorship
of a new mystery program, The
Affairs of Amn Scotland, 9-9:30
p.m. Wednesdays, on ABC. Both
shows are handled by Roche, Wil-
liams & Cleary, New York.

Richard Hudnut lipstick and
powder will be advertised on a
quarter-hour program, Jean Sab-
lon, Saturdays, 7:15-7:30 p. m. on
CBS, effective Nov. 2 or Nov. 9.
Kenyon & Eckhardt, New York, is
the agency. All three shows have
been signed for 52 weeks.

Telecasting



NAB To Highlight Free Expression

Packed Schedule

Covers Entire

Industry
By J. FRANK BEATTY

RIGHT of all Americans to com-
municate freely will provide the
theme for a panel discussion ar-
ranged as a highlight of the NAB’s
24th annual convention at the Pal-
mer House, Chicago, Oct. 20-24.

Leaders of the three main me-
diums of expression—broadcast-
ing, motion pictures and printed
media—will discuss the subject
“Do We Have Freedom of Speech
in the United States?” at a dinner
meeting to be held Wednesday eve-
ning, Oct. 23.

Edgar Kobak, president of MBS,
will serve as panel moderator. Un-
der present plans each of the
speakers will present a 10-minute
outline of his medium’s views on
freedom of speech after which a
roundtable discussion will take
place, with no holds barred.

John S. Knight, president of the
American Society of Newspaper
Editors and head of the Knight
radio and newspaper interests,
will speak for the press; Byron
Price, director of the Office of Cen-
sorship during the war and now
vice president of the Motion Pic-
ture Assn. of America, will speak
for the film industry; A. D. Wil-
lard Jr., NAB executive vice presi-
dent, will present the broadcasting
industry’s position.

The dinner will be a ‘“no host”
affair, starting at 6 p. m. Wednes-
day at the Palmer House. Tickets
will be on sale for $5 at the Palmer
House registration booth.

Accommodations Ready

As opening day of the conven-
tion drew near C. E. Arney Jr.,
NAB  secretary-treasurer, an-
nounced that the task of accommo-
dating delegates had been officially
completed. He has been at the
Palmer House for a fortnight,
along with Arthur C. Stringer,
NAB director of special services,
who is in charge of the eighth and
fourth floor exhibits. Several other
members of the NAB staff went to
Chicago over the weekend.

“Those who come to the conven-
tion without a confirmed reserva-
tion will do so at their own risk,”
Mr. Arney said Thursday. “They
will be unable to secure rooms at
the Palmer House or Stevens.” He
added that NAB already has
passed the allowed quota of 1,000
rooms for the two hotels. Of these
0% will be occupied by two or
more persons. He predicted an at-
tendance of 3,000 persons.

Exhibitors include 52 transcrip-
tion, program service and equip-
ment manufacturers on the eighth
floor along with nine heavy exhib-
its on the fourth floor. All general
meetings will be held in the Red

of delegates.

NAB secretary-treasurer,

cago Oct. 20-24.

Television Broadcasters Assn.

CONVENTION TO BE TELEVISED

FOR THE FIRST time in history a convention of the NAB will
be televised, primarily to accommodate the anticipated overflow

Arrangements were completed last week by C. E. Arney Jr,,
with T. A.
sales manager of RCA Victor Engineering Products Division, for
televising all open sessions of the 24th annual convention in Chi-

Image orthicon cameras will be set up in the Red Lacquer room
of the headquarters, Palmer House, with some 30 receivers placed
in the exhibition hall on the fourth floor and in other public rooms
so overflow guests who can’t be accommodated in the main meeting
room may see as well as hear the proceedings.

Arrangements were consummated by H. E. Rhea, manager of
television equipment sales, and J. P. Taylor, advertising manager
of the RCA division, in conferences with Mr. Arney last week.
The convention attendance, expected to reach 3,000, can’t be
accommodated in any Chicago hotel.

NBC, using RCA equipment, telecast the proceedings of the
second annual conference at the
Waldorf-Astoria in New York last Thursday and Friday.

(Ted) Smith, general

Lacquer Room of the Palmer
House, with luncheon meetings and
Wednesday dinner in the Grand
Ballroom. Final banquet Thursday
night will be held at the Stevens.

Added to the agenda last week

was a facsimile panel discussion at
4 p. m. Monday, following an FM
panel. Speakers and their subjects
will be: Capt. W. G. H. Finch,
president, Finch Telecommunica-
tions Inc.,, “Facsimile Broadcast-

ing”; Philip G. Caldwell, sales
manager for television and fae-
simile, General Electric Co., “Mod-
ern Facsimile Broadcast Equip-
ment”; Elliott Crooks, director,
Newspaper Publishers Facsimile
Service, Radio Inventions Ine.,
“Preparing Your Facsimile News-
paper”; John V. L. Hogan, presi-
dent, Radio Inventions Inc., “Fac-
simile and the Broadcaster.”

Small Markets

Monday morning will be taken
up by standing committee sessions,
starting at 9. District chairmen
from each of the 17 NAB districts
will meet with members of the
Small Market Stations Executive
Committee, headed by Marshall H.
Pengra, KRNR Roseburg, Ore.,
committee chairman. This commit-
tee represents 750 small market
stations (less than 5,000 w in cities
vnder 50,000). They have doubled
in number since the last War Con-
ference in 1944,

This group will discuss: The
shortage of operators, multiple
grants in small cities, FCC Order
91-D requiring first class operators
at all times, local and national

(Continued on page 86)

Certain Proposed BMB Uses Disputed

Stormy Sessions Arise
Between Bureau,

Broadcasters
TWO REPORTEDLY stormy con-
ferences between Broadcast Mea-
surement Bureau executives and a
group of 30 broadcasters and sta-
tion representatives last week led
to revisions and clarifications in
BMB’s suggested uses of its data.

Protest against certain uses
which BMB has suggested arose a
fortnight ago [BROADCASTING, Oct.
7] when Hugh Feltis, BMB presi-
dent, invited the broadcasters and
representatives to hear a preview
of the presentation which he ex-
pected to make at the forthcoming
NAB Convention.

Many of the conferees, it was
said, strongly objected to the in-
clusion in the presentation of sug-
gestions for the use of BMB data
as contained in a series of three
articles which Philip Frank, BMB
executive secretary, wrote for
BROADCASTING (Sept. 16, 23, 30).

At a second conference last
Wednesday, the broadcasters and
representatives urged a retreat
from what they regarded as ambi-
tious proposals by BMB for inter-
pretive uses of its data. In explana-
tion, Mr. Frank was understood to
have said that the nine uses which
he suggested were not the inspira-
tion of BMB nor even necessarily
endorsed by his organization. All
of them, he said, had been sug-
gested by other agencies.

On Thursday further clarifica-
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tion of the situation came from
BMB. In an official appraisal of
the results of the conferences,
BMB announced that the conferees
had voted to endorse Mr. Feltis?
proposed NAB report “as outlined
by Mr. Feltis.”

Said the official statement:
“BMB recognizes that it cannot

WKY DISAVOWS BMB

Will Continue to Support
Bureau, However

COVERAGE maps for WKY Okla-
homa City as presented in BMB’s
ﬁrst report were disavowed Friday
In a letter mailed by the station to
advertisers. WKY said it appreci-
ated the BMB maps, giving it wider
coverage than the Whan and other
surveys, but objected to the
BMB standard—only 10% of au-
dience listening to one or more
programs per week.
Text of the letter follows:

Broadcast Measurement Bureau’s
audited ‘“Station Audience Map” for
WKY has just been released. The Day
Map indicates WKY coverage of 71 of
Oklahoma’s 77 counties plus additional
cqunties in Kansas and Texas. The
Night Map includes 67 counties in Okla-
homa in addition to counties in Kan-
sas and Texas. This is more than twice
the area claimed by WKY.

To safeguard WKY’s reputation for
accuracy in its claims in coverage and
audience we are constrained to disavow
the BMB station audience map.

Early in 1946 WKY retained Dr. F. L.
Whan of the U. of Wichita to survey
Oklahoma listening habits and his find-
ings are set out in a report “The Okla-
homa Radio Audience for 1945-46.”

According to this report WKY is the

(Continued on page 83)

control individuals in their use of
BMB data but does propose to.do
everything within its power to en-
courage the use of BMB only for
purposes for which its findings ean
be validly used and to discourage
its misuses and application.”

The statement admitted that,
“There is an area of disagreement
with regard to many possible uses,
whose validity is subject to fur-
ther experimentation and testing
after all reports are available.”

At the NAB Convention, the
statement continued, BMB will re-
iterate:

“(1) That the discussion of pro-
posed uses at the clinics is not
to be construed as BMB endorse-
raent of these uses.

“(2) That BMB audience and
ABC circulation are not compar-
able since space media and radio
are not measureable in the same
terms and no one yardstick is ap-
plicable to both media.

““(3) That those who proposed
to evaluate stations in terms of
cost per thousand BMB, must be-
ware of certain false and danger-
ous conclusions.” (This was said
to have been a major point of pro-
test at the conferences.)

“(4) That BMB audience in-
formation calls for continued ex-
perimentation and testing by ad-
vertisers, agencies and broadcast-
ers to determine valid uses.

“(5) That BMB data are neither
comparable with nor a substitute
for any other forms of existing
radio research material.”’
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Standard Oil Learns About Television

Advertisers Are Urged
To ‘Get in Now’
In New Art

By R. M. GRAY

Manager, Advertising-Sales Promotion
Dept., Standard 0il Co. of N, J.

THE STANDARD OIL Co. of New
Jersey has been in television since
the winter of 1939-40. Today we
are confident that television is
growing up into an important
new medium. We
are in television
to stay.

ESSO Market-
ers are sponsor-
ing the NBC
newsreel, known
as Your ESSO
Reporter. It is on
twice a week over
WNBT New
York. Of the total
show — 1% min-
utes are devoted to commercial
message. The rest is highspot news,
in the newsreel manner. My re-
marks will be confined to our ex-
perience with those vital 1% min-
utes of commercial time. Those are
the minutes which will some day
pay off at the ESSO station.

Future of Advertising

We believed at the beginning
and we still believe that television
commercials will some day take
their rightful place along with
newspapers, outdoor, radio, and
sales promotion activity to help
sell more ESSO products for more
ESSO dealers. And we expect that
this will be done at an advertising
cost that will not require elabor-
ate justification.

As far as we can tell in our
company, our hours and dollars in
television have not yet made a
ripple in our total sales. . .. But
don’t despair. This is no time to
sit back and wait for television
to arrive. The parade may pass
you bhy.

Set Volume Needed

We have all seen some wonder-
ful new sets on display at this
meeting. We have seen them work.
But they still must be produced
in volume and sold in volume be-
fore any large segment of con-
sumers will be approachable
through television.

There are four main reasons why
we are spending important money
on a television program and on
television commercials.

The first I would call techni-
cal experience. We want to
know how to produce good
commercials, from a produc-
tion standpoint. Commerecials
that will make the best pos-
sible use of a new medium
which combines sight, sound
and motion.

The second is to gain knowl-
edge of showmanship in this
medium—to learn by doing . . .
and to gain an appreciation of

Mr. Gray
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what people like. We know
only too well from past exper-
ience that if too many people
produce poor outdoor posters,

poor newspaper advertise-
ments, poor radio commer-
cials—that it will hurt the

whole medium . . . in addition
to the advertiser, himself.

The third reason . .. grows
out of an obligation we believe
most advertisers feel towards
any new medium. Development
is a teamwork job. It requires
cooperation of advertiser and
advertising medium to lead the
medium out of experimental
stages to the point where it
can roll up its sleeves and go
to work.

The fourth objective . . . is
to gain knowledge of the best
program times to suit our indi-
vidual problems—and to be in
the best possible position to
establish priorities on those
times.

Results

Have the results justified these
immediate expectations from tele-
vision? Yes—they have. Let’s see
how:

First—take the subject of techni-
cal “know-how.”,. . . We learned
the hard way that commercials
should be planned well in advance

and that enough commercials must
be on hand to keep from repeating
too close together. We learned the
hard way that differences in opin-
ion as to what was wanted amorg
our own people, the agency peo-
ple and the people producing the
film must be reconciled -early.
Otherwise you can get right up to
the day before your first program
without one completed commercial.

Motion Essential

Incidentally, the fact that our
commercials are produced on 33
mm film and the narration record-
ed on the same film—thatl’s an-
other thing we learned the hard
way. I won’t go into all the reasons
for our selection of commercials
on film. We tried many other tech-
niques. We wanted motion. We
wanted cars on the road. We
wanted ESSO dealers in action at
actual ESSO stations.

We found that—on film—we got
more of the things we wanted in
a more interesting form. We found
these commercials could be repeated
several times, thus distributing the
cost over several broadcasts.

Your own particular selling prob-
lem will be different. It may very
well lend itself better to the use
of still slides or live commercials.
We learned about film costs too.
And my best advice to you is to
plan a careful budget, based on

Clears Ask FCC to Reconsider
Day Grants on Their Channels

ARGUING that otherwise its bid
for power above 50 kw for clear
channel stations may be jeopar-
dized, the Clear Channel Group pe-
titioned FCC last week to recon-
sider its policy permitting assign-
ment of daytime stations on clears
[CrosED CIircuilr, Sept. 30].

The petition, filed Tuesday by
Louis G. Caldwell, CCG counsel,
noted that since the policy was an-
nounced June 21 [BROADCASTING,
June 24] 11 daytime stations have
been put on Class 1-A clear chan-
nels, 14 have been authorized to
use 1-B frequencies, and “numer-
ous applications” have been granted
for use of channels adjacent to
1-A’s and 1-B’s.

While not asking that these
grants be set aside, CCG did pro-
test that they may make it more
difficult to grant increased power
to clear channel stations, and
asked that all such pending and
future applications be kept pend-
ing until the clear channel issues
are decided, or that they be desig-
nated for hearing.

The June 21 statement of policy
allows the Commission to consider
“on their individual merits” appli-
cations involving 1-A channels,
daytime or limited time, if the pro-
posed station is not more than 750
miles from the dominant station

using a non-directional antenna, or
is within the 500 microvolt per
meter 50% skywave contour of the
dominant station using a direc-
tional antenna. Such applications,
FCC said, “may be conditionally
granted for daytime operation
only.”
Some Applications Held

Applications for daytime or lim-
ited-time stations on 1-A channels
are being put into the pending
file until the clear channel deci-
sion is reached, if the proposed sta-
tions are outside the 750-mile ra-
dius of the dominant 1-A outlet,
using non-directional antenna, or
outside the 500 microvolt per me-
ter 50% skywave contour of the
dominant station, using directional.

CCG said it intends to show in
forthcoming clear channel sessions
that ‘greatly increased power”
should be permitted on “a large
number of clear channels, includ-
ing some channels now classified as
1-B.” Grants for daytime operation
on clears, the petition argued, “ran
the danger of prejudicing peti-
tioner’s case in this respect and of
increasing the problems and ob-
stacles which have to be overcome
by the Commission in providing im-
proved service to rural areas and
the smaller cities and towns not

(Continued on page 87)
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TELEVISION as an important
new advertising medium is seen by
Standard Oil of New Jersey, which
has been in it since 1939. Herewith
R. M. Gray, manager of advertising
and sales promotion for Standard
Oil, told the Television Broadcast-
ers Assn. how his company learned
“the hard way” that commercials
can be the most important part of
a telecast, that people want tele-
vision. A condensation of his
speech is presented herewith.

the most reliable estimates—and
then increase it at least 50%. It
might save you many a headache.

There is an important factor
right now that influences repeti-
tion of commercials. It is the rapia
expansion of the television receiver
market which is gathering mo-
mentum. A commercial may be seen
tonight by four-to-six thousand set
owners. That same commercial used
again in December may be seen
by 19 to 20 thousand set owners.
While next year the identical com-
mercial may be repeated again for
some 100 thousand set owners.

Now let’s see how ESSO has
profited by experience in relation
to the viewer and his interest in
commercials. . . .

Short Commercials

Short commercials were almost
universally wanted. We found that
one-and-a-half minutes on our ten-
minute show was about right.

Information 1is another pre-
requisite of the good commercial.
We found that people like to learn
something—and do.

Entertainment adds to the pala-
tability of ESSO commercials. . . .
A recent survey showed that most
people viewing our program rated
our commercials as more interest-
ing than many of the newsreel
pictures in the program itself. . ..

Good Judgment

How much have we shared in the
development of television? From a
financial point of view our sales
management has emphatically as-
sured us that we are already doing
our share. We hope that we have
helped show other prospective tele-
vision advertisers that when good
judgment is exercised good com-
mercials can result.

Incidentally, I have just attended
the ANA meeting in Atlantic City.
When I asked Paul West why tele-
vision was not included as one of
the available forms of advertising,
I was told that the Standard Oil
Co. of New Jersey was the only
national advertiser to even raise
the question of television. I can
assure you that television will be
on the agenda at the spring meet-
ing of the ANA.

Finally, the matter of priority
on television time is anyone’s
guess. We do think that we are
learning a number of the answers
to the question, “When should our
program be on the air?” It is ob-
vious that on this question too,
experience is the only teacher.
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W-1-T-H Out-Hoopers Them The
Second Time!

Lightning does strike twice in Baltimore radio! A
couple of weeks ago, Hooper showed that the successful
independent, W-I-T-H, led this town in total rated
time for July.

We said then, “Even if it never happens again, we’re
proud of that Hooper.”

Now Hooper’s August figures show that W-I-T-H
was not just a lucky stiff station for one month . . . but
did it twice in a row,!

We’ve been saying right along: W-I-T-H, the success-
ful independent, delivers more listeners-per-dollar-spent
than any other station in town.

BROADCASTING o Telecasting

Boy, do we feel good right now . . . and we still don’t

care if it never happens again!

Can you imagine that? An independent beating 4
networks . . . in the country’s 6th largest city twice in a

row! We’ll bet W-I-T-H could make sales for YOU!

WITH

and the FM Station W3XMB
Baltimore, Md.

Represented Nationally by Headley-Reed
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Television Blind to Facts, Says McDonald

Economics, Color
Being Ignored,
He Thinks

By E. F. McDONALD Jr.
President, Zenith Radio Corp.

THERE is a certain irony in the
c¢ld proverb, “None are so blind
as those who will not see.” Particu-
larly is this true when the proverb
is applied, as it aptly may be, to
those eager promoters who are
energetically trying to bring to us
the new extension of sight that
television has been promising for
many years.

Had these televisionaries been
willing to see the plain facts as
they lay before their eyes, it is
highly probable that television
would today be a reality in hun-
dreds of thousands of homes. In-
stead, they have permitted the
dazzling and utterly unique suc-
cess of radio broadcasting to ob-
scure the realities of their prob-
lem, and television is still an un-
fulfilled promise. Although the role
of a prophet is dangerous, I pre-
dict that until television’s entre-
preneurs open their eyes to the
full scope of their problem the
promise of nationwide television
for the home will remain unful-
filled.

It is true, of course, that we
have had for some years television
in a very limited way, where a few
thousand people in very few cities
were ‘“privileged’” to see a few
hours a week of inferior pro-
gramming. This, or a simple mul-
tiplication of this audience, is not
what anybody means by successful
television, I assume that the indus-
try will consider television a suc-
cess only when it becomes a great
national institution like radio,
Sunday supplements, or the movies.

Two Errors

There are two glaring facts
which the current crop of tele-
visionaries fail to see.

First is the old economic stum-
bling block which has stymied tele-
vision in the past and will continue
to prevent its large scale develop-
ment in the future until the in-
dustry joins hands and finds a
solution,

Second is the new development
of high definition color television,
with its terrific impact on public
taste,

No program could be better de-
signed to insure the ultimate fail-
ure of television than the aggres-
sive promotion of low definition
black and white television in the
50 mc¢ band. We all know, and
even one of the Federal Communi-
cations Commissioners has ad-
mitted, that this band is only
temporary. Sets sold for this wave
band will soon be obsolete. The
public has been fooled so many
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times by false starts in the indus-
try and by changes in standards
which obsoleted the few receivers
they had purchased in good faith,
that one more stinging could very
likely prove fatal to the art.

Public Likes Color

There is no question at all about
public preference for color. This
is shown in the sale of home movie
film where color outsells black and
white three to one, although it is
more costly. About 25% of
all feature pictures by major film
producers are now done in color
and the only reason that more are
not is the question of cost. Even

so, many Grade “B” pictures are
made into first class box office at-
tractions by the simple expedient
of using color. Moreover, a recent
consumer survey shows that peo-
ple, sight unseen, voted for color
television versus black and white
in the ratio of three to one. Had
they actually seen the difference
between the superb color television
demonstrated by CBS and the best
of the low definition black and
white, the ratio, I believe, would
have been more nearly ten to one.

In the face of this public prefer-
ence, the sale of any considerable
number of black and white receiv-

EUGENE F. McDONALD JR.

EUGENE F. McDONALD Jr,
president of Zenith Radio Corp.,
sold the Navy on shortwave in
1925, popularized the hearing aid,
started one of the first auto finance
companies, developed the Win-
charger windmill generating unit
for farms, and, in the meantime,
built Zenith to a leading position
among radio manufacturers. He
served as a commander in the Navy
during the war. In this article, he
discusses two obstacles to present-
day television (1) its economic
basis and (2) the advent of high
frequency color.

ers would have a disastrous effect
on public confidence. We are told
that people will buy black and
white receivers now and be per-
fectly happy about exchanging
them for color receivers in a year
or so. History does not bear out
this contention. Consider, for ex-
ample, the electric light and power
industry. In the early days gen-
erating and distributing systems
were, for the most part, direct cur-
rent. Then came more economical,
more efficient AC distribution. But
for many areas, such as the Chi-
cago loop, direct current is still
employed. The reason? The cost of
switching from DC to AC appli-
ances is so great that there has
“ (Continued on page 68)

FCC to Hear CBS Color

Order Implies Complete
Probe of UHF Video
To Be Held

A FULL-DRESS HEARING on the
CBS petition for commercial color
television in the 480-920 mc band
was ordered by FCC last week to
start Dec. 9, bringing the months-
long dispute formally into the open
for the first time.

Issues of the hearing forecast a
comprehensive investigation of
color methods, background, and
prospects; comparison of color op-
eration with both low- and high-
band black-and-white, and a study
of non-CBS systems of color trans-
mission and reception.

Acting even more quickly than
most observers had anticipated, the
Commission made it plain, in the
eyes of many industry authorities,
that the speed with which color
video can be made publicly avail-
able on a practical basis may be
an important factor in the final
decision.

The issues ask not only for de-
scriptions of transmitting and re-
ceiving equipment used by CBS in
its color experiments, but for their
costs and for estimates “of the

cost of such equipment for vari-
ous stages of mass production”—
1,000 units, 10,000 units, 100,000
units, 1,000,000 units, etc.

When Available

How soon transmitters and re-
ceivers would be available to the
public “in a reasonable quantity,”
and the economic and technical
practicability of constructing a
single receiver for both low-band
and high-band television are among
the questions to be answered at
the hearing.

Another is whether the CBS sys-
tem ‘“(a) represents the most sat-
isfactory standards which can' be
reduced to practice within the rea-
sonably near future; (b) will pro-
vide a type of service of sufficiently
high quality to satisfy the reason-
able expectations of the viewing
public.”

The color question, cited along
with the cost of television gener-
ally as one of the major reasons
for the large number of withdraw-
als of low-band FCC applications
in the spring and summer, was put
to the Commission two weeks ago
[ BROADCASTING, Sept. 30].

Both proponents and opponents
will have a chance to argue their
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views in terms of facts and figures
when the hearing opens at 10 a. m.
on Dec. 9, before the Commission
en banc.

FCC’s order calling the hearing
stipulated that “any person desir-
ing to appear and present testi-
mony” may do so by filing with
the Commission an appearance in
duplicate on or before Nov. 25. The
appearance ‘“shall show the name
of the person or persons desiring
to testify, the subject matter con-
cerning which it is planned to offer
testimony, and an estimate of the
amount of time the presentation
will require.”

Exhibitors Must File
Those wishing to introduce ex-
hibits must file 12 copies of their
exhibits with the Commission on or
before Dec. 2, and, within the same
deadline, serve one copy on CBS
and another on David Smith, chair-
man of Radio Technical Planning
Board Panel No. 6 and of the
Subcommittee on Ultra-High Fre-
quency Television Systems of the
Radio Manufacturers Association.
Announcement of the hearing
date and issues last Wednesday,
12 days after CBS filed its peti-
tion, confirmed early predictions

(Continued on page 82)
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WwCOP
WMT
WCFL
WKRC
KRNT
WFBM
WFEA
WISN
WHOM
WEEK
WEFIL
WCAE
WECI
WTAD
WSPD
WOl
WNAX

South

WGST
WWNC
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KLRA
WMAZ
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WGBS
WSIX
WWL -
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WDAE
WTOC
West

KLZ
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KHQ
KGHL
KYOR
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CBS
CBS
CBS

NBC
ABC
ABC
ABC
CBS
NBC
MBS
ABC

CBS
CBS
ABC
CBS
CBS
CBS
ABC
ABC
CBS
NBC
CBS
CBS

CBS
ABC
NBC

NBC

CBS
NBC

help The Katz Agency
serve these stations
North and Midwest

BOSTON

CEDAR RAPIDS-WATERLOO

CHICAGO
CINCINNATI

DES MOINES
INDIANAPOLIS
MANCHESTER

MILWAUKEE
NEW YORK
PEORIA

PHILADELPHIA

PITTSBURGH

PROVIDENCE-PAWTUCKET
QUINCY, ILL.

TOLEDO

WASHINGTON, D. C.
YANKTON-SIOUX CITY

THE NEW ENGLAND GROUP

ATLANTA
ASHEVILLE

JACKSONVILLE
LITTLE ROCK

MACON
MEMPHIS
MIAMI
NASHVILLE

NEW ORLEANS
OKLAHOMA CITY

TAMPA
SAVANNAH

DENVER

SALT LAKE CiTY

SPOKANE

BILLINGS, MONT.
COLORADO SPRINGS
HONOLULU, T. H.
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employees engaged in the staff work of manage-
ment, sales direction, research, promotion, billing
and collecting, increase the effectiveness of

25 Sed’soneq Salesmen

THE KATZ AGENCY, INC.

STATION REPRESENTATIVES

New York * Chicago ¢ Detroit
Kansas City ¢ Atlanta ¢ San Francisco
Llos Angeles ¢ Dallas
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ABC Chicago Relaxes as DST Ends

Universal Transcribed
At Dizzy Pace

All Summer
By FRED SAMPLE

ON SEPTEMBER 29, American
Broadcasting Company’s Central
Division in Chicago observed 60
seconds of silence as the -clock
officially proclaimed the death of
Central Daylight Savings Time
and the end of a colossal headache
to ABC’s Engineering Department.

For 22 weeks, or ever since April
29, ABC had been shelling out the
shellac to keep its affiliates in the
two time zones on the air at their
duly appointed (Central Standard
Time) hours. The bill by unofficial
estimates (ours) should pass the
$50,000 mark and set an equally

unofficial record for continuous
transcriptions.
For, from

7 a.m. CDST (you'll

find this just as confusing as we
do) until 12 midnight CDST, all
of ABC’s network programs were
transeribed and played back one
hour later, an operation that called
for eight turntables, (four playing
and four playbacks) so that listen-
ers on the ABC CDST loop could
listen to their favorite programs
at their usual Central Standard
Time.

Universal Busy

The company that took on this
whopping job was Universal Re-
cording Co., of Chicago, headed
by Milton (Bill) Putnam. It was
also the company’s first major
assignment in the transeription
field. Formed less than a year ago
by Putnam, a 26-year-old ex-GI,
who had been an engineer at
WDWS Springfield-Champaign,
I1l., before he could vote, Universal
now has more business than it
can handle.

Both ABC and Universal are
justly proud of the amazing record
established during the Daylight
Savings Time endurance contest.
In 1,848 hours of continuous tran-
scribing, Universal lost only 5
minutes of ABC programs, due to
power failure. They transcribed
under almost every conceivable
obstacle, notably the dim-out dur-
ing the recent coal shortage, and
maintained a sound level of such
quality that even to trained ears
the transeribed programs could
hardly be detected from the live.
During the 22 week period, Univer-
sal waxed 96 programs a day for
a total of 14,684 quarter-hour
platters. The stack, measuring a
good 15 cubic feet, fills Universal’s
storage room from top to bottom.

Even in a profession noted for
its fondness for complications, the
operation tested the patience of

W

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

5,000 WATTS
980 KILOCYCLES

Represented Nationally by
THE KATZ AGENCY, INC.

WSIX gives you all three: Market, Coverage, Economy
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Job. Such problems as playing
back Jack Awvmstrong the All-
American Boy to three different
legs of the network at different
times, and feeding the programs
from ABC’s Merchandise Mart
studios to Universal’'s studios in
North Chicago where they were
waxed and played back an hour
later to 120 ABC affiliates, were
overcome by slide-rule efficiency.
Mr. Putnam, his studio supervisor
Bernard Clapp, Ed Horstmann,
ABC Central Division chief en-
gineer, and Byron Speirs, ABC

network supervisor, set up a sys-

tem whereby each program was
waxed on a master, while an emer-
gency record was cut on a second-
ary line. Eighteen recording engi-
neers working in two shifts checked
the turn-tables.

Time Troubles

ABC’s time troubles were so
complex that anyone outside of
Charles E. Rynd, ABC vice-pres-
ident and inventor of the Rynd
plan, would willingly throw his
watch in the river and tell time by
the stars, In Chicago, where ABC
shares its network affiliation among
WENR, WLS, and WCFL, it was
pure murder.

It worked something like this:

Everything out of New York on
EDST was carried live in Eastern
Time zones, and recorded in Chi-
cago for playback one hour later
on CDST.

Everything originating out of
Chicago (on CDST) was piped live
to Eastern Time zone stations and
recorded for playback one hour
later in Central, Mountain and
Coast Stations. (Do you follow us?)

But in Chicago itself, ABC
found itself trying to serve two
masters, WLS and WCFL, each in
the same city but in different time
zones, WLS, which refused the
first 15 minutes of sustaining time
for ABC Breakfast Club carried
the 45 minute commercial portion
at 8:15 a.m. Central Standard
Time. WCFL, the American Fed-
eration of Labor station which subs
for WENR when WENR is off the
air, carried Breakfast Club at 8
a.m. Central Daylight Savings
Time. In New York Breakfast Clubd
was heard at 9 a.m. EDST. In
Hollywood, Breakfast Club was
heard at 8 a.m. PST, three hours
after it had been aired live from
Chicago.

The labor and money put into
it by ABC have paid off for every-
body concerned. The network pro-
vided service to their affiliates
(assessing the latter only 259, of
the cost) listeners were happy, and
Universal, as of today, is planning
to expand its transcription service
in new and enlarged facilities in
the Chicago Civie Opera Building.
Despite the success of the venture
and its profit to Universal, both
the network and the recording
company will suffer no pain if
Chicago should agree to go along
with the rest of the nation on
Standard Time come next April 29.
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Time, Talent and 350,000 watis

Devoted to Programs . . .

of the People and the causes that concern them

by the People allowing them to talk to fellow-citizens

for the People

o i i
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FOR BETTER FARMING

WWL spearheads the movement to modernize
and diversify farming in the Deep South. Head-
ing this departmnt at WWL is Gordon Loudon,
well known for his work in Federal and State
agricultural departments and in extension work.

R m:ﬂgﬂ" HATE T

and their progress

NEW ORLEANS

~ai

On the air at least 17 times a week, Gordon
Loudon manages, however, to be on location
whenever there’s an important event in the farm
field. Above—he is presenting a purebred
Angus bull to a 4-H Club winner in the WWL
Annual Louisiana Herd Improvement Contest.

At left—another award in the
WWL Louisiana Herd Improve-
ment Contest—this one a pure-
bred Jersey bull. Upon hearing
that a 4-H boy from their own
community had won this prize
bull, public-spirited businessmen
of Crowley, Louisiana, agreed to
finance the purchase of regis-
tered Jersey heifers to be given
4-H Club members. That's how
farm folks look to WWL for co-
operation and that shows how

JM%OIIZ‘SMMJﬂ
Y toulsiana - - .
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enthusiastically they receive
WWL Farm Service.

Beef and dairy cattle are by no

means the only subjects of in-
terest in WWL's Farm Service
activities. Above—Mr. Loudon
presents a Duroc boar at the re-
cent Louisiana State Junior Live-
stock Show. In addition to the
Louisiona Herd Improvement Con-
test, WWL fosters crop improve-
ment and the betterment of farm-

ing generally.



TO SAVE LIVES

WWL climaxed its safety drive by a unique Fourth of July
broadcast of reports direct from Charity Hospital. All day.
accidents were reported—a dramatic warning to drivers on
the road. (Fourth of July accidents dropped drastically.)

IN EVERY WORTH-WHILE DRIVE e

WWL offers its full facilities to carry appeals to the public
through speakers and station-produced dramatic shows. At
right New York's ex-Mayor La Guardia, New Orleans’
Mayor Morrison, and Bob Hope broadcast for Famine Relief.
No other station in New Orleans offers facilities comparable
with WWL.

FOR EDUCATIONAL ENTERTAINMENT

On “‘University Time,” WWL listeners hear about literature
and the arts, natural phenomena, and other subjects—pre-
sented by Loyola University of the South, under the direc-
tion of Dr. Alfred J. Bonomo.

INTERPRETING INDUSTRY

Through its radio series, “New Orleans Reports,” WWL
gives an inside view of industrial activities. Shown here
is Henry Dupre, program director, interviewing Lewis I.
Bourgeois, Director of Commerce of the New Orleans Dock
Board—giving listeners an on-the-scene picture of the busy '
Port of New Orleans.

SPECIAL NEEDS

In response to requests from small fishing
and shrimp fleets, WWL broadcasts
weather news direct from the Chief Fore-
caster's Office of the U. S. Weather Bureau
at New Orleans. These reports on the
winds and tides are welcomed by fisher-

men and other folks from Florida to Texas.

INTRODUCING NOTABLES TOMORROW'’S LEADERS

WWL is on the scene of every important activity WWL presents varied Youth Programs,
of public interest to bring listeners news. or a all directed towards better citizenship.
personal message, from world leaders. Nat- Boy Scouts in WWL studios tell why
urally, it has become a habit for folks in this listeners should contribute to their drive.

territory to turn FIRST to WWL for the best in WWL facilities are pledged to the cause

broadcasts. of juvenile welfare.

e WNL



'L advertises its advertisers

WWL IS THE ONLY NEW ORLEANS STATION USING ALL THESE MEANS TO

MERCHANDISE ITS PROGRAMS AND BUILD LISTENERSHIP CONTINUOUSLY ...
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The WWL PRIMARY DAYTIME listening area includes 94
counties with 454,500 radio homes and retail sales in
1944 of $927,478,000.

The WWL PRIMARY NIGHTTIME listening area includes
116 counties with 576,110 radio homes and retail sales in
1944 of $1,189,260,000.

first to . . .

| "DURANTE- MOORE SHoK"
FRIDAYS 8:30 PM.
REXALL DRUG STORES

870 on
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Point-of-Sale Displays

NEW ORLEANS

A DEPARTMENT OF LOYOLA UNIVERSITY

The Greatest SELLING Power in the South’s Greatest City

50,000 Watts . Clear Channel

L CBS Affiliate

Represented Nationally by The Katz Agency, Inc.



New York Schools Learn Television

Developmental Show
Is Nearly Two
Years Old

By EDWARD STASHEFF
Head of Television Development, WNYE

AS THE second year of our par-
ticipation in television and our ex-
perimentation with it as an edu-
cational medium draws to a close,
the members of the WNYE staff
who have had the privilege of
fishing in the unknown waters of

video pause for a breath and take.

stock of our catch. It has been a
fabulous expedition, and one that
we have been lucky to undertake.
Its potential results we do not
even try to estimate—we only an-
ticipate and keep going.

Our work on television pro-
grams, produced in cooperation
with the staffs of local television
stations, actually got under way
early in 1945, after several months
of preliminary surveys and con-
tacts. It was then proposed to in-
vestigate the possibilities of se-
curing the cooperation of the three
New York television stations, with
an eye toward providing television
experience for gifted students
(drawn from academic and vo-
cational high schools all over the
city). It was also felt desirable
to begin experimental broadcasts,
developed with the help of the
WNYE staff, over the facilities
of the professional stations, since
it was clear that the possibility
of a city-owned television trans-
mitter was in the far distant fu-
ture.

Accordingly, NBC’s WNBT,
CBS’s WCBW and Du Mont’s
WABD were all approached and
asked to consider setting up a joint
experiment with WNYE, which
would include mutual assistance
in program planning, experimen-
tation in classroom reception,
studio visits for the pupils and
teachers doing the special work,
talks by professional personnel to
the All-City Classes, and (ulti-
mately) appearance of gifted pu-
pils before the telecameras.

CBS took the lead in responding
to these proposals by setting up
the studio visits and guest lectur-
ers within a month’s time. Feb-
ruary, the opening of the new
school term, found our students
at the WCBW studio to watch, to
listen, and to audition for a new
Columbia  television  program,
There Ought to Be a Law. This
was a forum of 30 high school
students in a setting suggesting
a miniature Congress; the ‘“law”
debated at each broadcast was
(and still is) proposed by one
student, seconded by another, and
then threshed out by the entire
“Congress.”

The first broadecast took place
in March 1945, and there will
have been twenty-four more by
the time this appears. The series
is continuing, with a minimum of
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four broadcasts during each school
term. In addition, a WYNE staff
writer assisted in the preparation
of video scripts for The World
We Live In, an educational series
produced by CBS in collaboration
with  Encyclopaedia  Britannica
Films. In this latter series, ten
students, as a rule, appeared in
each broadcast, and several more

have been engaged, from time to
time, to play adolescent roles in
other CBS productions. In all,
some 26 were able to get profes-
sional experience in this manner
during 1945-46.

An interesting sidelight on The
World We Live In was its value
in demonstrating the possibilities
of educational television to groups
of educators. At the request of
Maurice Ames, Science Supervisor
for the Board of Education, the
students demonstrated a typical
program, dealing with photosyn-
thesis, at a November meeting of
the Society for the Experimental
Study of Education in New York
City. They repeated the program
Dec. 1 at Atlantic City, before the
annual meeting of the New Jersey
Visual Education Association.

The suggestion that a series of
educational broadcasts be evalu-
ated by specimen classes was taken
up by NBC. A plan to conduct
such an experiment with junior
high school classes in general
science was jointly announced in
August 1945, by John F. Wade,
Superintendent of Schools, and
John F. Royal, vice president in
charge of NBC’s television de-
partment.

After half a year of preparation
and consultation the series, Your

NEW YORK City schools have been
experimenting with television for
nearly two years, co-operating in
producing programs and offering
audience reaction to professional
ghows planned for them by New
York televisign stations. What they
have learned about television as an
cducaticnal medium is explained in
the accompanying article by Ed-
ward Stasheff, who is in charge of
felevision development for WNYE,
the FM station of the New York
Board of Education.

World, was broadecast from WNBT
before an initial audience of 100
Junior high school students who
were chosen to witness the first
broadcast at Radio City. Dr. Ames
had prepared a series of tests to be
given to these students. These tests
were Lefore and after the program
to indicate the degree of benefit the
voung students derived from the
broadeast. In addition question-
naires welre given to both teachers
and pupils in an attempt to es-
tablish the success of the program
in comparison with equivalent
treatment of similar subject mat-
ter in radio sound film, lantern
films, and other media. The same
procedure was followed in sub-
sequent broadecasts of this series
until the end of the school year
in June, and will be resumed in

{Continued on page 66)

More Stations Stimulate

Economic Factors
Require Careful
Analysis
By PAUL F. PETER

BROADCASTING’S article on ‘“Air Li-
censing Policy” and the exchange
of letters by W. E. Whitmore of
KGFL Roswell, N. M. and A. D.
Willard Jr. of NAB in your Sept. 9
issue is very interesting, but leaves
a lot unsaid on the subject.

Mr. Whitmore and “Jess”
Willard are well-known to the
writer and respected for their in-
terests in broadcasting affairs. Mr.
Whitmore’s “one-man” campaign
against the New Mexico tax on
broadcasting certainly attests his
broad view of radio matters. It is
without malice, therefore, that the
writer says of their letters:

They’re both right, but they’re
wrong.

“Whit” 1is concerned over his
view of a wave of competition
sweeping the country as a result of
the increased licensing. We are all
reluctant to see the ‘“old order”
change whether it be broadcasting
or fishing. Arguments against a
change are usually convincing, but
resolve down - to apprehensions
based on guesses of what to expect
in a new situation.

However, “Whit’s” situation in
New Mexico has not been mate-
rially altered by the alleged change
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in FCC policy. There have always
been more frequencies available in
New Mexico than stations operat-
ing. It was relatively easy to find
a regional or local channel for use
in New Mexico in 1940 and it still
is. The reason is one of economics.
The low population and vast area
of the State render the outlook for
profits in broadcast operation none
too bright in comparison with the
opportunities in other more popu-
lous parts of the country.

The change that produces the
worry in New Mexico and else-
where is not the FCC’s, but rather
the view of the investor. Ready
cash is available to a greater de-
gree now than at any time in the
history of broadcasting. Returned
servicemen and other citizens are
casting about for investment pos-
sibilities. They see broadcasting as
it exists right now and it looks

VETERAN research and manage-
ment consultant, Paul Peter has
definite views when the matter of
the FCC’s licensing policy is dis-
cussed. Exchange of letters on the
rapid pace of new station agents,
appearing in the Sept. 9 BRroap-
CASTING, left him with the feeling
that the subject hadn’t been fully
covered. This article attempts to
fill the gaps. Mr. Peter is a mem-
ber of the management consulting
firm of Frazier & Peter.

Competition

like a paying proposition. So they
want in. It applies not just to
broadcasting, but to all varieties of
business enterprises.

In broadcasting there is possibly
lessened mnew enterprise interest
because of the trials involved in
setting up a business with the FCC
applications, ete. But still, there is
a sizable number of applications on
file at the FCC and more coming.

Again, the FCC licensing policy

(Continued on page 30)
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RCA has been and will continue to be
an active leader in the pioneering and
development of FM.

Producing FM Equipment For Broadcast Stations — NOW

Now in production, is a complete line
of RCA FM transmitters in all power
ranges from 250 watts to 50 kw. Ship-

ments are scheduled; beginning with
the 250-watt already delivered, 1-kw
and 3-kw within the next few weeks,
10-kw and 50-kw next year.

Before the war, RCA engineers had
designed and manufactured a complete
line of FM transmitter equipment. A
number of prewar, RCA-equipped, FM
broadcast stations are in service today. Also developed by RCA for FM sta-
tions, is the Super Turnstile Antenna—
and the new high-gain Pylon Antenna

which most FM stations will want to use.

In the new RCA FM transmitters
you will find many important forward
advances in transmitter design and en-
gineering—simplified circuits that in-
sure better program quality and de-
pendable operation. It was RCA that
pioneered and perfected such impot-
tant FM design features as Direct FM
and Grounded-Grid Circuits.

In addition, there’s RCA’s new line
of studio equipment. Even before the
war, RCA’s studio equipment (featuring
low distortion and uniform frequency
response from 30 to 15,000 cycles)
offered *“‘top quality” FM performance.

The New RCA 3-kw FM Trans-
mitter—RCA’s line of FM trans-
mitters (250-watt, 1-, 3-, 10-, and
50-kw) are completely new from
exciter to power amplifiers—new
circuits, new tubes, and a new type
of construction. Write for complete
details and delivery information.

The New RCA High-gain Pylon Antenna




On July 15, at the NAMM Convention, in
Chicago, RCA Victor’s first postwar instru-
ment for receiving FM .. .the Victrola* 612V 3
(above) . . . was shown to an enthusiastic
group of distributors.

This radio-phonograph is the forerunner of
eight new models—all of which will incor-
porate RCA Victor’s advanced FM circuit.

Initial instruments for demonstration to the
public are expected to be on RCA Victor
dealer floors during November.

*“Victrola”—T. M. Reg. U. S. Pat. Off.

8 FM MODELS—SIZABLE PRODUCTION

Additional new RCA Victor FM receivers wil
reach full production early in 1947.

RCA HAS EVERYTHING FOR FM—From transg
mitters right through to home receivers, broad-
cast stations can profit from the benefits of
RCA’s vast experience and latest develop- '
ments in FM. If you are planning to build a
new FM station, we believe that “RCA all
the way” will help you to make it a better
station. For additional information write:
Dept. 19-], RCA, Camden, New Jersey.

BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J.

In Canada: RCA VICTOR Company Limited, Montrea!



Peter

(Continued from page 27)

which permits greatly increased
numbers of AM stations is a mat-
ter of engineering, basically.

In 1934 directive antennae were
first introduced. WFLA Tampa
took that technical gamble under
advice of T. A. M. Craven and Ray-
mond M. Wilmotte, consulting en-
gineers who designed the first one-
element directional. Then came
the installation of the first three-
element directional array for
WPEN Philadelphia by Howard
Frazier in that year. It was some
years later, after numerous direc-
tional arrays had been installed,
that some indication was given as
to the FCC outlook on the number
of AM stations possible. Andrew
Ring, then FCC chief broadcast
engineer, stated at the Ohio State
Conference that upward of 2,000
stations could be licensed as a re-

sult of the new engineering prin-
ciples.

Argument arose at that time con-
cerning the future of broadcasting,
but most thought was diverted to
the struggle of clear channel in-
terests against the field as to
whether the original concept of a
clear channel would be continued
or modified. ‘“Superpower” was
also injected and relatively little
thought was given to the ultimate
effect of a vastly increased num-
ber of stations regardless of super-
power or clear channel decisions.

Interrupted by War

The FCC cast the die years ago
to develop AM broadcasting as rap-
idly as possible to a normal
American business basis of free

enterprise. The war interrupted
the progress in that direction.
Otherwise the normal growth

might not have been nearly so
alarming as the present backlog

of station applications.

Nevertheless, “Whit” is right in
his diagnosis—there is going to be
competition. But he’s wrong in his
desire to stop it. Why—it’s con-
trary to the philosophy of Ameri-
can free enterprise unless he de-
sires radio as a public utility and
we know he doesn’t.

He is also wrong about break-
ing down public confidence. Com-
petition is going to step up serv-
ice to the public. More stations
competing for audiences will result
in more careful thought as to lis-
tener tastes and more money and
enterprise will be injected into pro-
grams. Naturally that will have
its effect on profits.

“Jess” is right in his legal inter-
pretations of the Communications
Act and the court’s interpretation
although he treads lightly on the
court’s proviso, “and apart from
considerations of public conveni-
ence, interest, or necessity,” which

The No. 1 Farm
would like you

ALIERICAN BROADCASTING CO.
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Station in the No. 1 Farm Market
to

mother (a

rare thing
makers”!) Edith Hansen has developed a broad-
casting formula which gives her programs an

EDITH!

Aside from being a wonderful housewife and

among radio ‘“home-

astounding feminine following.

Edith Hansen’s program is not just another com-
mentary. Broadcasting from her home, Edith
expertly discusses the problems presented in the

hundreds of letters she receives — and then lets
her audience answer them. Her listeners share

their personal problems, and help themselves by

developing their own solutions. Her program is

the daily guide for thousands upon thousands of

you more!

women in KMA’ area.

Edith Hansen can be your daily guide to greater
sales, too! Let us, or Lewis H. Avery, Inc., tell

153 GOUNTIES AROUND
SHENANDOAH, IOWA

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

restores to some measure the Com-
mission’s concern with economic
matters. Perhaps it’s ‘“a rose by
another name’” but the implication
is that an applicant must satisfy
the FCC that it can so serve and
how else can it be demonstrated
than by adequate finances to get
started and adequate income or
capital reserves to continue opera-
tion.

The FCC has chosen to base its
decisions on the presentiments of
applicants. If an applicant states
a $72,000 operating cost, a $100,000
estimated annual income, and a
balance sheet showing $12,000 re-
serve capital above costs of con-
struction and initial organization
expenses, the FCC accepts these
estimates. No substantiating evi-
dence is required.

Not All Stupid

Prior to the court’s economic in-
terpretation in the Sanders Case,
applicants documented income esti-
mates with provisional sales con-
tracts, etc. But, that is not now
required. So if the above appli-
cant is wrong about his income
estimate he has only a two month’s
operating cost cushion and he is
on his own from there. He needs
capital for deficit operation. He
will have to compete for advertis-
ing revenue and that means a more
aggressive program policy than
contemplated.

“So there is Joe Doakes,” says
“Jess.” But “Jess” is wrong to
assume that Joe is stupid. Some of
the Joes will be stupid, but by no
means all. That free enterprise
principle or the competitive spirit
we breed and teach in this land is
a wonderful teammate for business
acumen. Joe isn’t stupid when he
carefully analyzes his market to
determine its broadcast revenue
potentialities, the local program
tastes and talent availabilities and
the nature of his competition.
“Jess” implies that Joe is in the
clear if it is found that there is
sufficient undeveloped revenue po-
tential to support a new station;
if not, Joe is stupid. But that is
not necessarily so.

When study of competition shows
a get-by operation, program-wise,
and an order-taking sales policy,
it is far from stupid to compete.
With understanding of the prob-
lem, aggressive management and
adequate financing, it can result in
Joe’s survival, And the public ends
up better off because the survival
will be based on better program
service,

Meeting Competition

Of course, some of the smart
Joes are buying out the competition.
But it is not as profitable in broad-
casting as it is in other businesses
to enter the field that way. To
begin with, it costs less to enter
the broadcast business than it does
other advertising media. Then too,
goodwill or public acceptance is not
manifest in radio as it is in printed
media sale of packaged issues. The
public sits in judgment of radio

(Continued on page 64)
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hail Golumbia..

Early in the morning of January 1, 1947 a telephone
company technician will pull a blue plug from a switch-
board jack and replace it with a green one.

You won’t see him and neither will we. But beginning
that day, the difference will be noticed by nearly
200,000 radio families who live within a wide listening
radius of WTRY.

For on January 1, 1947, you see, WTRY joins the
Columbia Broadcasting System as a basic affiliate.

It means a lot up here in the triple-city of Albany-
Troy-Schenectady and throughout the eight high-income
counties we talk to day and night. Before this, listeners
around here have never been able to hear CBS programs
with consistent clarity. Now it'll all be different.

WTRY, mark us, will become more popular than
ever —which is saying quite a bit. We pass this announce-
ment along to national advertisers who (like our big
following of local advertisers) can now count on WITRY
and CBS to win them more than ever of the
$400,000,000 that people in the WTRY area spend each

year. Be sure you get your share.

Albany-Troy- Schenectady
' 980 kilocycles—1000 watts
with Studios in Troy and Albany

Represented by Headley-Reed Co. Other H. C. Wilder
stations are WSYR, Syracuse and WELI, New Haven



Amvets Form New

Washington Group
Communications Unit Seeks
Radio, Press Members

l to r: Vincent B. Welch, Albert
M. Hall and Robert Loehne

AMERICAN VETERANS of

World War II (Amvets) have
formed a Radio, Press and Com-
munications Post in Washington.
Spokesmen said it was the first
such group limited to World War
IT veterans in the country. About
75 attended the first meeting.

Albert M. Hall, attorney in the
Broadcast Division of FCC, was
elected post commander. Vincent B.
Welch, Washington radio attorney,
became first vice commander, and
Robert Loehne of the FCC broad-
cast license section, post finance
officer.

Mr. Hall emphasized that Amvets
has a “middle-of-the-road liberal”
viewpoint, as distinguished from
American Veterans Committee,
which, he said, is further to the
left.

Amvets, which was the first
War II veterans organization rec-
ognized by Veterans Administra-
tion, has previously expressed an
interest in radio activities, having
adopted a resolution favoring the
FCC reservation of FM channels.
Col. William A. Roberts, counsel
for the Television Broadcasters
Assn,, is Chairman of the National
Policy Committee of Amvets.

Jack W. Hardy, National Com-
‘mander of Amvets, congratulated
“this first post dedicated to the
radio and press industry” and said,
“It is hoped that this post will be
the first of many throughout the
radio and press fields. One of the
Amvets’ principles supports the
honest and impartial dissemination
of news and we believe the forma-
tion of a post of this character can
most effectively aid in implement-
ing this basic principle.” Mr. Hardy
emphatically stressed the impor-
tance of a “free and unhampered
radio” to guide these principles.

General Foods Renews
GENERAL FQODS Corp., New
York, Oct. 4 for 52 weeks renewed
the Baby- Snooks and Adventures
of the Thin Man programs on full
CBS network. Baby Snooks is
heard Fri. 8-8:30 p.m., on behalf
of Jello and Jello Puddings, and

the Thin Man is heard on Fri. 8:30- "

8:55 p.m. for Sanka. Agency is
Young & Rubicam, New York.

Page 32 o October 14, 1946

History Book of Broadcasting
To Be Introduced Betore NAB

TO BE formally introduced at the
NAB Convention is The First
Quarter Century of American
Broadcasting, KMBC Kansas City’s
history compiled from the contribu-
tions of more
than -300 stations
and networks af-

ter nearly two

years’ work.
Unlike The

Hucksters and

Radio’s Second
Chance, the new
book tells the
whole story of
broadcasting and
does not select ex-
ceptions. E. P. J. Shurick, director
of advertising and promotion for
KMBC, conceived the idea in Jan-
uary 1945, and since then he has
been busy gathering, checking and
unifying the vast amount of ma-
terial which went into the book.

The Kansas City station of Ar-
thur B. Church sponsored a year-
long campaign of advertisements
in the trade press, saluting other
broadcasters for their accomplish-
ments as evidenced by material un-
earthed for the record.

Challenge Sheets

To authenticate its facts, KMBC
submitted a series of challenge
sheets, including listings of pio-
neering claims, to all broadcasters
for their acceptances, challenges,
revisions and additions.

“Only in this way could a com-
plete story be told of broadcast-
ing’s beginnings,” Mr. Shurick
said, “for the story of the industry
is a composite of all the stations.”

Reducing the several filing cabi-
nets of data to one book was a dif-
ficult task. Because of conflicting
claims, the station went to the ex-
treme of submitting galley proofs
of all material to broadcasters con-

Mr. Shurick

cerned for their final reading and
revisions.

The book contains 384 pages with
more than 1000 authenticated mile-
stones as a permanent record of
broadcasting, and in commemora-
tion of its 25th anniversary. Each
of the 16 chapters has its own
chronology of facts for reference
purposes.

Contributors to the book will re-
ceive special numbered copies, and
leather bound volumes will be pre-
sented to President Justin Miller
of the NAB and Acting Chairman
Charles R. Denny Jr. of FCC. Oth-
er coples will be sold at $2 each
to cover publication costs. Mry.
Shurick will attempt to distribute
as many copies as possible through
stations.

Mr. Shurick, although in his mid-
thirties, is somewhat of a radio pio-
neer. He was a sports announcer
for Minneapolis and St. Paul sta-
tions while at the U. of Minnesota.
He later became radio director of
Addison Lewis and Assoc., a Min-
neapolis agency. At KLO Ogden,
Utah, he advanced from salesman
to general sales manager of the
Intermountain Network. He joined
KMBC in 1943.

Takes More Space

ADDITIONAL office space for
North American Broadcasting Sys-
tem Inc. [BROADCASTING, Sept. 16]
has been announced by Charles J.
Husband, vice president and gen-
eral manager. Firm will occupy sec-
ond floor, 749 Market St., San
Francisco, as well as present of-
fices, 212 Stockton St. Simultane-
ously, appointment of Mark Par-
nall as public relations director
was made known. In agency and
public relations work on West
Coast for over 15 years, he served
with AAF during war.

Mrs. Neblett Takes
‘Story Goes’ Spot

FUTURE transcriptions of So the
Story Goes, produced by Neblett
Radio Productions, Chicago, will
feature the voice of Angeline Orr
Neblett, widow of Johnnie Neblett,
killed in an airplane crash Sept. 15.

Mrs. Neblett will appear in 320
additional transcribed programs
which will bring to a total of 520
the number available to stations,
according to Mort Jacobson, senior
partner of the firm. The arrange-
ment whereby Mrs. Neblett will
succeed her late husband is be-
lieved unique in the broadcasting
field.

Before her marriage to the late
Mr. Neblett last December, Mrs.
Neblett was a well known radio
and film actress. She recently took
the leading feminine role in Cap-
tain Midnight, and has played in
many network programs. Mr. Jac-
obson said So the Story Goes will
also be available as a live program
for network sponsorship.

Mr. Jacobson also said Neblett
Radio Productions would present
the world premiere of My Lucky
Break featuring Josef Cherniavsky,
a 40-piece orchestra and the Din-
ning Sisters at a special audition
before radio and advertising exec-
utives in the studios of WGN today
(Oct. 14).

W. P. Williamson Sr.

WARREN P. WILLIAMSON Sr,,
father of Warren P. Williamson
Jr., president and general manager
of WKBN Youngstown, died Oct.
7 at his Youngstown home., He was
88. Mr. Williamson Sr. was a mi-
nority stockholder in WKBN and
served as treasurer of the corpora-
tion when it was founded in 1926
as a T¥%-w outlet. The elder Wil-
liamson was in the carriage busi-
ness in Youngstown at the turn of
the century and was a pioneer in
the automotive field. Later he en-
tered the banking and real estate
business,

R

TRICK television effect attained for play The Jest of
Ahalaba is shown in this series. In first, two men
look at cloud of smoke as two cameras catch the
action. In second, this picture of the devil is caught

gii;ﬁ g

by the third television camera. In the third picture

super-imposition was made by the technical director

in the control room to give effect of the devil’s head
coming out of the smoke.

BROADCASTING o
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There’s a bountiful fall harvest of delightful radio fare on WGN these in-
vigorating autumn days. An imposing array of new and returning com-
mercial shows on WGN this fall insure real listening pleasure.

Included in the [line-up are:

Hollywood Theatre
Berle Ives

Hi-Time

Old Time Music
Nick Carter

College Football
Musical Scoreboard
Spotlight Bands
Joke Box

Children’s Activities

Standby for
Adventure

Wayne King Show
Exploring the Unknown

Curfew Time

Buck Rogers in the 25th
Century

It’s Up to Youth
Children’s Activities
Distinguished Guest Hour
Dr. Preston Bradley

Real Stories from Real Life
Chicago Asks Dr. Eddy

A Clear Channel Station . . . . . .
Serving the Middle West

BROADCASTING o Telecasting

Philo Vance
Cedric Foster
The Shadow

Crime Files of
Flamond

House of Mystery
Baker’s Spotlight
Canary Pet Show
Eddie Dooley
Sing America Sing
Pleasure Parade
Meet the Stars

CHICAGO 11
b, ILLINOIS
I 0
On Your Dial

MUTUAL BROADCASTING SYSTEM

Eas}ern Sales Office: 220 East 42nd Street, New York 17, N. Y.

West Coast Representatives: Keenan and Eickelberg
235 Montgomery St., San Francisco 4 411 W. Fifth St., Los Angeles 13
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Your programs (or spots)
keep company with the
best over WMC

When you advertise over WMC, you have the satis-
faction of knowing that your programs, or spot an-
nouncements, are surrounded by programs of proven
appeal, big names and big shows that consistently
show, for the most part, the highest Hoopers in town.
For over WMC, the Mid-South radio audience hears

such names as

Jack Benny Charlie McCarthy H. V. Kaltenborn

Bob Hope Amos ’‘n Andy Eddie Cantor

Fibber McGee and Molly The Aldrich Family Red Skelton

Mr. District Attorney Fred Allen Abbott and Costello

Ruiz Kids The Great Gildersleeve Burns and Allen

—and mdny other stars in the air.

This is but one of the many reasons why WMC is
cleirly, unquestionably first in Memphis and the Mid-

South.

—the station with the billion dollar market areq

% MEMPHIS o NBC o 5000 WATTS

DAY AND NIGHT'
 OWNED AND OPERATED BY THE COMMERCIAL APPEAL

NATIONAL REPRESENTATIVES, THE BRANHAM - CO.
MEMPHIS DOMINANT RADIO STATION

“WHEN IT'S MEMPHIS YOU WANT.
1T's WMC you NeeD!”

October 14, 1946
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Two Radio Cases

In Supreme Court

New Mexico Sales Tax, FCC
Authority Will Be Tested
TWO CASES of vital interest to
radio will be decided in the Oec-
tober term of the U. S. Supreme
Court which formally opened last
Monday. One involves a privilege,
or franchise tax and a gross sales
tax levied by the State of New
Mexico. The other the authority
of the FCC to deny a license re-
newal on sole grounds of hidden
ownership of a minority interest.

In the New Mexico case, KGFL
Roswell and KWEW Hobbs, owned
by W. E. Whitmore, and KTNM
Tucumeari, appealed direct to the
Supreme Court from a three-judge
Federal Court ruling in which the
court held it lacked jurisdiction to
decide applicability of the state
tax [BROADCASTING, Sept. 23, Aug.
Aug. 19]. The state had attempted
to levy the 29 gross sales tax
against broadcast income, as well
as the privilege tax, alleging that
radio operates intrastate.

The three New Mexico appeals
are combined under Docket 212.

The U. S. Supreme Court, it is
understood, has three alternatives
in the New Mexico case. It may
remand to the State Court for
further hearing. It may send it
back to the three-judge Federal
Court to be decided on its merits,
or it may keep the case and decide
it on its merits.

In the second case pending be-
fore the Supreme Court, the high
tribunal granted the FCC a writ
of certiorari when the U. S. Court
of Appeals for the District of Co-
lumbia reversed a Commission de-
cision denying renewal of license
to WOKO Albany, N. Y. [Broap-
CASTING, April 29]|. The Court this
week is expected to designate the
WOKO case (Docket 65) for oral
argument. William J. Dempsey of
Dempsey & Koplovitz, who suc-
cessfully handled the case before
the appeals court, is expected to
argue on behalf of WOKO before
the Supreme Court.

Pending the Supreme Court de-
cision WOKO operates on special
temporary authorization.

PREMIER PERMORMANCE on
CBS of the Howr of Charm is
termed a success by Edward R.
Dunning, vice president of N. W.
Ayer & Son (1), agency servicing
account, and J. H. Ferry, vice pres-
ident and general manager of Po-
tomac Electric Power Co., one of
the 168 power companies sponsor-
ing the program. The two attended
a party celebrating show’s CBS
debut in Washington, Sept. 29.

Faust Heads CRMC

HOLMAN FAUST, vice president
of Mitchell-Faust Adv. has been
elected president of the Chicago
Radio Management Club. Other
new officers: Mark Smith, radio
director of Pres-
ba, Fellers &
Presba, vice pres-
ident; Kay Ken-
nelly, timebuyer
for Arthur Mey-
erhoff, secretary;
Ken Shepard,
owner of K. E.
Shepard Agency,
treasurer. Out-
going officers who
Mr. Faust will serve as
trustees are: Harlow P. Roberts,
vice president of Goodkind, Joice
& Morgan; Margaret Bylie, time-
buyer, J. Walter Thompson Co.;
Hilly Sanders, vice president, Mit-
chell-Faust Adv., John T. Carey,
WIND commercial manager.

Cosmetic Firm Tests

SEVENTEEN COSMETICS, New
York, has started a test spot cam-
paign in several selected cities in
New York State for four months.
Agency is BBDO New York.

TOTAL RATED PERIODS®

HOOPER STATION LISTENING INDEX—DECEMBER, 1945 THROUGH APRIL, 1946

2
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NORTHERN CALIFORNIA ON-
THE-SPOT NEWS COVERAGE

The full dramatic story of events in Northern
California is presented nightly in Radio News-
reel in stark realism only possible through the
use of transcriptions made at the scene by
KYA radio reporters. No other special news
program in the region matches Radio News-

reel in listener interest.

NEWSREEL EDITOR

Tom Franklin of the
KYA Staff, edits and
presents the novel show
nightly.

SAN FRANCISCO

BROADCASTING e Telecasting

ON-THE-SPOT — KYA’s mobile unit
packs complete self-contained recording
equipment—to record news as it happens.
Radio Reporter on duty is Karl Barron.

TWELVE STORIES UP-—Radio Reporter Barron drops line out
of twelfth floor window of hotel to record interview with Henry
Kaiser, West Coast industrialist. :

T

FIRST-HAND A,CCOUNT,—May.or. Roger. D.. Lapham of San
Francisco gives KYA’s mobile microphone the inside story at the
City Hall for use in Radio Newsreel.

) Represented by ;
Adam J. Young, Jr., Inc.
NEW YORK - CHICAGO
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Beville Clarifies Views on Research;
Urges Closer Coordination of Groups

EDITOR BROADCASTING :

My article in the Aug. 19 issue
of BROADCASTING which was pub-
lished under the title of “NBC Re-
searcher Urges New Study of
Hooper’s Method” has apparently
been misinterpreted by some of its
readers and I would appreciate it
if you would publish this letter in
order to clarify my .position.

In the BROADCASTING article I
pointed out that there was a great
need for a research technique or
combination of research techniques
which would enable advertisers,
agencies and broadcasters to esti-
mate to some degree of accuracy
the size of audiences to individual
programs. It is my own belief that
given the right kind of station audi-
ence data from BMB and the right
kind of ratings figures, a formula
can he developed from which the

so-called “projectable ratings” can
be obtained.
First Step

A first step in this direction is a
research project for the critical
evaluation of the present and pro-
posed ratings services. It should
include such methods as telephone
coincidental, the roster, mechanical
recorders and diary as well as any
others which seem feasible. It ap-
pears to me that such a study could
most logically be done by a joint
industry group. I referred to the
fact that the CAB had, toward its
final weeks of existence, made a
stab in that direction but did not
follow through. With CAB out of
the picture it was my proposal that
this ewvaluation job be given to
BMB.

It was not my intention to sug-
gest or imply that BMB should it-

self get into the ratings business.
I see no virtue in such a move un-
less it were found that the com-
mercial ratings services were un-
able or unprepared to carry on. I
attempted to point out in my ar-
ticle that a closer working coordi-
nation between BMB and the rat-
ings services was highly desirable
and would benefit all users of these
services, The possibilities of such
coordination would be strongly en-
hanced if BMB, representing all
elements of the industry, were to
conduct the evaluation study of
ratings techniques which most ra-
dio research men seem to agree is
essential to future progress in this
field.

H. M. BEVILLE JR.

Director of Reséarch, NBC
Oct. 1, 1946

C. CLARK STOVER Jr. has resigned
from ABC legal staff to rejoin New York
law firm of Speir & Kerbeck as partner.
RICHARD A. MOORE, formerly with
Cravath, Swaine & Moore, just out of
Army, replaces Mr. Stover at ABC.

c> NCE again, Dr. F. L. Whan of the University of Wichita surveyed over 10,000
Kansas homes to learn their radio habits, preferences and reactions. Here are a few

facts of which we’re pretty proud.

¢ W I B W is the ““most listened to’’ station in Kansas

¢ WIBW
o WIBW

Y'OUR copy of this survey is on its way
to you. You'll find it cram-full of
valuable, usable information on listen-
ing habits, economic status, program
preference, hours of listening, etc., as

WIBW.:;

WIBW, Topeka
REPRESENTED 8Y CAPPER PUBLICATIONS INC.

advertiser.

BEN I.UDY

General. Manager

COLUMBIAS OUTLET FOR KANSAS

KCKN Kannl Clty
NEW YORK CHICAGO KANSAS CITY; SAN FRANCISCO

is rated “‘best for news”” and leads 3 to 1 over nearest competi-
tor for best FARM news.

is THE farm station, with over 90% of Kansas farm men and
women listening to our farm programs.

well as some down-to-earth facts on
the public’s reaction to commercials . . .
just another WIBW service in the inter-
ests of BETTER radio for both listener and
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Grant Is Proposed
For Daytona Beach

Decision by FCC Cites Local
Ownership of Sperrys

ON GROUNDS of local ownership
and diversification of control over
communications media FCC in a
proposed decision last week chose
the Sperrys’ Daytona Beach Broad-
casting Co. over two other appli-
cants for a new 250-w fulltime
station on 1340 ke at Daytona
Beach.

Winner in the proposed decision
is owned by Wade R. Sperry of
Daytona Beach, operator of Volusia
Motor Co., who owns 50%; his
brother, Edgar J. Sperry, general
manager of WLAY Muscle Shoals,
Ala., and Josephine T. (Mrs. Ed-
gar J.) Sperry, WLAY program
director, who own 259% each. Ed-
gar Sperry would manage the pro-
posed station.

FCC proposed to deny the con-
flicting applications of Roderick T.
Peacock Sr. and Roderick T. Pea-
cock Jr., who also applied as Day-
tona Beach Broadecasting Co., and
of News Journal Corp., publisher
of Daytona Beach’s only newspa-
pers, Morning-Journal, Evening
News, and Sunday News-Journal.

The Commission preferred the
Sperrys to the Peacocks because
Wade R. Sperry now lives at Day-
tona Beach and the two other part-
ners plan to move there, while
neither of the Peacocks nor their
proposed station manager (Alfred
B. Robison, now general manager
of WMGR Bainbridge, Ga.) is a
resident of or acquainted with the
Daytona Beach community. “In ad-
dition,” FCC said, “the Sperrys
have developed their program plans
upon the basis of a study of the
broadcast needs of the community
and two of them have had prior
broadcast experience.”

Between the Sperrys and the
News Journal Corp., the Commis-
sion concluded that a grant to the
Sperrys ‘“would generally tend to-
wards a diversification of the media
of mass communication and par-
ticularly would provide to Daytona
Beach a competitive facility for
the dissemination of news and in-
formation . . . .”

John H. Perry of Palm Beach,
who with two sons controls Western
Newspaper Union, 40% owner of
News Journal Corp., also owns,
through holding companies, WJHP
Jacksonville, WCOA Pensacola,
WDLP Panama City, and WTMC
Ocala, Fla. Remaining 60% interest
in News Journal Corp. is held in
equal shares by Julius Davidson,
president, and his son Herbert M.,
both residents of Daytona Beach.

Young Chairman
THOMAS H. YOUNG, director of
advertising, United States Rubber
Co., was elected chairman of the
Assn. of National Advertisers and
not president, as was erroneously
reported [BRoADCASTING, Oct, 7].
Paul B. West was reelected ANA
president.

Telecasting



Your CBS Station for Western North Carolina

57 O ke

Asheville’s Listening Habit!!!

In Asheville most dials are set at 570 kc. This survey reflects the listening habits of the City
of Asheville only, but when WWNC's total coverage area is considered, its lead over the other

stations becomes even greater than that shown on this “‘Station Listening Index™.

We are very pleased that this C. E. Hooper Survey further substantiates the fact that WWNC

predominates in Asheville and Western North Carolina as the most listened to station.

HOOPER STATION LISTENING INDEX
City Zone

SHARE OF AUDIENCE

City Zone: Asheville, North Carolina TOTAL COINCIDENTAL CALLS—THIS PERIOD 6,085 Period: Summer, 1946
| Sets-in- | ‘ Homes
Index Use® | WWNC| B C Others | Called
8.00 AM to 1000 AM | | | |
Monday thru Friday L 16.1 51.8 | 19.0 l 29.2 0.0 l 1,217
10:00 AM to 12:00 NOON | . |
Monday thru Friday | 15.4 ' 701 | 159 | 13.4 | 0.6 | 1,233
i I| ‘ |
8:.00 AM to 12.00 NOON | | , | |
Monday thru Friday | 15.7 ? 606 | 115 | 215 | 0.4 | 2,450
12:00 NOON to 3:00 PM ‘ | l | |
Monday thru Friday | 155 i 49.9 ' 287 | 221 | 0.0 | 933
. i L
{ |
3:00 PM to 6:00 PM | | | | | |
Monday thru Friday I 14.5 ¥ 35.8 | 46.7 | 171.5 ‘ 0.0 945
| [
12:00 NOON to 6:00 PM | | | |
Monday thru Friday “ 15.0 l 492.6 | 37.6 16.8 \ 0.0 ‘ 1,878
| |
| | |
6:00 PM to 8:00 PM | | 1 | | |
Sunday thru Saturday | 17.9 | 44.7 | 31.1 \ 22.17 | 1.5 i 883
| |
8:00 PM to 10:00 PM | | | | | |
Sunday thru Saturday l 23.0 \ 40.8 33.2 | 26.0 | 0.0 | 874
{
6:00 PM to 10:00 PM | | |
Sunday thru Saturday 20.4 42.5 32.2 | 246 L 0.7 | 1,757
| | | | 5000
* Base: Total Homes Called WCI'H'S
Soon
The HOOPER “STATION LISTENING INDEX" is computed from not the size, of the audiences to the respective stations. Ex-
the “Total Station Mentions” secured from the coincidental ques- cluded from this base (“Total Station Mentions””) are those who
tions “To what program were you listening, please?”’ and “Over are “Not at Home,” those who are “Not Listening” and those
what station is that program coming?” asked of persons found to who, although they may have reported listening to the radio
be listening to the radio- This is a measure of the distribution, are unable to identify the station to which they are listening.
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HALLICRAFTERS (CO.
REPLIES TO CHARGE

CHARGES that Hallicrafters Co.
had acted improperly in sale of a
consignment of mobile radio trucks,
made before the special House sub-
committee investigating surplus
war property, have been answered.

One charge that the company had
sold trucks at $4,500 in violation of
alleged orders to sell at $7,500
[BrRoADCASTING, Sept. 30], brought
this explanation: The orders cov-
ered new trucks whereas Halli-
crafters had a consignment of used
equipment; WAA was notified of
the $4,500 sale price; the company
had nothing to do with a myste-
rious WAA office memorandum on
the subject; the WAA Kansas City
office sold the same item at $2,900,
reducing the price to $2,200 when
the trucks weren’t sold but still
they couldn’t be moved.

L. L. Kelsey, Hallicrafters vice

president, was assured by Chair-
man Slaughter (D-Mo.) of the
committee that the integrity and
reputation of the company were not
involved. The company pointed out
that it sold $5,225,720 in property
with sales expense of 27%, with
that of other agents ranging from
720% to 32,6009% of sales.

NABET Turned Down

NATIONAL Labor Relations Board
announced it had dismissed petition
of National Association of Broad-
cast Engineers and Technicians for
certification at WDAN Danville,
I1l. NLRB said NABET has had a
contract with the station owners
since 1944, but requested NLRB
investigation and certification three
days after contract renewal May
11 of this year. International
Brotherhood of Electrical Workers
intervened to ask dismissal of the
petition.

WAR CRIMES
All Networks Broadcast
From Nuremberg

IT TOOK JUST a little more than
three hours of air time last week
to record the result of a trial that
had been grinding ever so slowly
for nearly a year. From Nurem-
berg, ABC, CBS, NBC and MBS
brought the voices of their corre-
spondents to the U. S. with the
momentous news that the leading
Nazis would pay with their lives
for their crimes against humanity.

ABC brought its listeners the
voice of Lord Geoffrey Keyes, Brit-
tain’s prosecutor at the trials, as
he pronounced the death sentence
on Hermann Goering, at 8:15 a.m.
Tuesday. All the other networks,
from the moment they went on the
air for the day on Tuesday, were
interrupting commercial programs
to give latest word.

.

MUSIC has power—

WDAS is the only Philadelphia

radio station featuring three hours

of classical music every day

... In addition to

the usual musical programs,

Philadelphia’s outstanding

full-time independent station

features classical music
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every morning
from 10:45 to 12 Noon,
and again in the evening

from 10 to 11:45 P.M.

With “MUSIC” like this,

it's no wonder WDAS audiences have been loyal
for more than twenty years.

BROADCASTING e

Willenbucher Opening
Offices in D. C., N. Y.

FRANZ O. WILLENBUCHER, re-
tired as Navy captain July 31, has
established a law office with asso-
ciation with the Washington, D. C.,
law firm of Kittelle, Sawyer &
Lamb, engaged in
general  admin-
" istrative practice.
His offices are at

1044 Shoreham
Bldg., Washing-
ton, and the
Graybar Bldg.,
New York,

Mr. Willen-

, ’ bucher, a Naval
Mr. Willenbucher Academy

grad-
uate, class of
1918, was Special Assistant to

the Director of Naval Communica-
tions during World War II. He was
identified with the Board of War
Communications as the Navy mem-
ber of coordinating and law com-
mittees. In 1930 he received his
LL.B from New York Law School;
in 1937 he was graduated from
Georgetown U. Law School in
Washington as Juris Doctor, and
was given the Faculty Award for
his thesis on price regulation. By
1941 he had completed all seminars
leading to an SJD Degree from
Georgetown Law School. He is a
member of the New York and D. C.
bars.

CALIFORNIA OWNERS
SEEK 4th STATION

BRCADCASTING Corp. of Amer-
ica, licensee of KPRO Riverside,
KROP Brawley and KREO Indio,
Calif., sought its fourth standard
station last week, filing an appli-
cation for a new 250-w station on
1450 ke at Blythe, Calif., a town
of 3,000.

W. L. Gleeson is president and
general manager of BCA and holds
50.4% of common stock. E. L.
Laisne (4%), is vice president, and
E. W. Laisne, who is not an officer,
has 45.6%. The application stated
that E. W. Laisne was removed
as a director of the corporation
Jan. 30, 1946 by Mr. Gleeson, con-
trolling stockholder, and that “an
effort is now being made to buy his
stock.”

The applicant estimated con-
struction costs at $13,600; monthly
operating expenses, $2,900, and
monthly revenues $2,500. BCA
holds a construction permit for a
Riverside FM station and has an
application pending before FCC for
a television station at Riverside.

Television Remote

BBC sent its mobile television unit
nearly 30 miles from the Alexandra
Palace studios Saturday (Oect. 12)
to cover the first King George VI
Stakes at Ascot racetrack. Plans
were to install Emitron cameras
near start and finish points and
cover entire two-mile race with
telephoto lenses. Mobile radio trans-
mitter was to be used.

Telecasting



THE NEw ates
CB-10 TRANSCRIPTION

* TURNTABLE...

'.a.d a Perfected
Playback Technique

Because it's new —in engineer-

ing, in simplicity and in ease
of operation, the CB-10 excells
all others in playback technique

—timing, clarity in reproduction

plus adaptability — it need not

§ o RE 3 : S be confined to the control room

®
Jg

—you use it anywhere!

*
st

Operating controls at your finger
tips on the conveniently-arranged
CB-10 Front Panel.

for Modern Professional Operation
Meeting Present-Day Demands of "Tight”

Schedules and Split-Second Timing. .
Embodying integral gain control, self-contained, 3-stage preamplification, power supply, CONDENSED SPECIFICATIONS

mixer attenuator and filter control, right on the Control Panel, the GATES CB-10 is a
. . SPEED ACCURACY— 4% over extended periods of time.
master Turntable — the answer to the demands of the modern broadcasting station. Within one revolution accuracy is better than .2%.

Affording five different frequency response curves selected by the filter switch, a high TURNTABLE DIAMETER—17 inches.

: 1 . : OVERALL DIMENSIONS —22 in. wide, by 26 in. d b
level performing Reproducer Unit, and compactness, the CB-10 will bring your station approximately 36 in. high. p:ck;vc; fir eyxpor;? 25e:,f' fZ

up-to-the-minute in efficiency and studio technique. The chassis also is superior throughout WEIGHT —Gross, approximately 215 Ibs. Net 165 Ibs.
Packed for export, 285 lbs.
in construction and materials, and the whole unit adds distinction in appearance as well POWER REQUIREMENTS — Approximately 150 watts from

115 volts, 60 cycles source. Other voltages and frequen-

as in performance, to any station. cies available.

; 4 : COLOR and FINISH — Cabinet is flat two-tone grey
: enamel. Turntable assembly finished in grey wrinkle
NEW YORK A 5 SOLD IN CANADA BY: enamel with green felt topping on platter.
OFFICE: SN Canadian Marconi Co., MOTOR SPECIFICATIONS—1/75 HP. Continuous duty
9th Floor ®* 40 Exchange Place Lid., Montreal type. Very quiet and stable in operation.
RADI o Co. WRITE FOR COMPLETE SPECIFICATIONS

QUINCY, ILLINOIS

EXCLUSIVE MANUFACTURERS OF RADIO TRANSMITTING EQUIPMENT ... SINCE 1922
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CBS Tests Prove Feasibility
Of UHF for TV, Says Lodge

SEVEN MONTHS of scientific
exploration show that the ultra-
high frequencies “provide a techni-
cally sound transmission medium
for a television broadcasting serv-
ice,”” William B.
Lodge, CBS di-
rector of general
engineering, told
the National
Electronics Con-
ference in Chi-
cago on OQOct. 4
[BROADCAST-
ING, Oct. T].

His address
followed a report

Mr. Lodge by Dr. Peter C.
Goldmark, CBS
director of engineering research

and development, that the poten-
tial brilliance of color television
pictures has been increased 11
times over that in January by use

“of a new set of color filters and an

increase in the number of frames
per second.

Reporting on CBS field tests of
UHF transmission and reception
for color video, Mr. Lodge said it
was found that 10-kw radiated
power from an antenna in the
Chrysler tower, New York, would
provide satisfactory color televi-
sion reception for more than 90%
of the people living within 50 miles
(almost 14,000,000); that ultra-
high frequencies permit control of
the ghost problem, and that the
UHF band is virtually free of
man-made interference and com-
pletely free of natural static,

Important Outgrowth

An important outgrowth of the
field tests, he said, has been de-
velopment and use of a new con-
cept of representing broadcast cov-

erage in the very-high and ultra-
high frequencies. This, he said,
may have significant application in
services other than video.

Two series of field tests were
conducted, starting early this year:
One, on 490 me, of UHF coverage
in the New York area; the other,
on 700 me, in cooperation with
FCC, of long-distance UHF propa-
gation characteristics under sea-
sonal conditions.

Existing methods of describing
coverage of broadcast stations, Mr.
Lodge noted, usually rely wupon
maps showing field intensity con-
tours, with areas within a contour
generally regarded as receiving
satisfactory service and areas out-
side the contour as being unserved.

Such maps, he said, ‘“do not re-
flect the wide statistical variations
in signal which, on frequencies
above 30 me, occur within a rela-
tively few feet. Equi-signal con-
tours as a measure of coverage are
reasonably valid, although not
strictly accurate, on frequencies of
the order of one megacycle because
such signals are substantially con-

CBS . . .

IN WICHITA

Wanna buy or rent? You’'ll have agood chance

5000 WATTS DAY AND NIGHT . .

to do either when Wichita’s multi-million
dollar housing projects are completed. Big
homes, small homes, duplexes, apartments,
all will fill a need in this fast-growing city.

These new homes will have everything from
light bulbsto furnaces, from tooth pasteto shoe
polish...and if they are like most of the homes
in the rich market, they'll have radios tuned
to KFH, that selling station in the Southwest.

‘THAT SOLID SECTION OF
KANSAS' RICHEST MARKET g

WICHITA IS A HOOPERATED CITY

-WICHITA

. CALL ANY PETRY OFFICE

'WICHITA
~ “kan3sas/ "|||| y
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MBS Billings Up

MUTUAL last week an-
nounced its total billings for
the first nine months of 1946
had exceeded those of a sim-

ilar period last year by
32.5%. For the first three-
quarters of 1946 Dbillings

were $19,033,606; in a sim-
illar period last year they
were $14,361,551.

stant over an appreciable area.

“An accurate description of the
coverage of any radio station . . .
would show the following trend:
Close to the transmitter most re-
ceivers will obtain a satisfactory
grade of service and few will re-
ceive an unsatisfactory grade; at
moderate distances there will be
more cases of unsatisfactory recep-
tion, and at considerable distances
only a small percentage of homes
will receive satisfactory service.”

“To reduce this simple and basic
concept to practice, we developed
and used for these field tests a new
system of obtaining field data so as
to provide a quantitative measure
of service rendered.”

Dr. Goldmark, discussing the in-
crease in potential brilliance of
celor video pictures, said newly de-
veioped filters permit an increase
of 21 times, while increasing the
color frame rate from 40 per sec-
ond to 48 allows an increase of
4% times in brilliance.

KLOK GOES.- ON AIR
IN SAN JOSE, CALIF.

KLOK, new 5 kw San Jose, Calif,,
station on 1170 ke, went on the air
Wednesday (Oct. 9), Ed Barker,
president and general manager, an-
nounced. Formal opening was
scheduled for yesterday (Oect. 13).

Owned and operated by Valley
Broadcasting Co., the station’s com-
bined transmitter-studio building
is situated at South King and
Aborn Roads. New RCA transmit-
ter equipment has been installed
throughout.

Richard E. Ryan is commervcial
manager. Ruth Poindexter, former-
ly of NBC Hollywood news and
special events department, has
been made commercial program
manager, and Deane Moore, former-
ly of KROW Oakland, Calif., pro-
gram manager. John Roger Skel-
ton is director of news broadcasts
with Herchel McKenzie, announc-
er. Joseph T. Blindner is chief en-
gineer. He served in similar capac-
ity at KROW Oakland.

Mr. Barker and his wife, Claribel,
are principal owners of KLOK.
Other stockholders include: T. H.
Canfield, Santa Barbara attorney,
and Charles M. O’Brien Jr., San
Jose candy manufacturer. Mr.
Barker was for several years an ac-
count executive of NBC in San
Francisco and Hollywood. Prior to
that he was commercial manager
of KQW San Jose.
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In the average company. .

NOT fﬂ%‘\

ONE

g

but 4 different Home

Office Executives

decide where Advertising Dollars are spent

FJ[!HIS was JusT oNE of the significant facts uncovered
recently when every sixth manufacturing executive
on the SALEs MANAGEMENT subscription list was asked
five questions about advertising plans.

The four company officials named as most active in
media selection were: the sales manager, the advertising
manager, the president and a vice president. In the
entire survey a total of ten different titles were named as
important in deciding where advertising dollars are
spent.

The sales manager was listed as a key man in media
selection by 60.3 per cent of the companies making con-
sumer products, and the vice president in charge of sales
was named in another 2r.7 per cent of these replies.
84.3 per cent of the respondents in this survey said that
the sales department is active in determining the list of
media to be used in any campaign.

The results of the poll brought out one fact again and
again: Effective media selling and promotion must
reach the top sales executive—the man who has THE
FIRST WORD ON MARKETS; THE LAST WORD
ON MEDIA.

Your one sure path to the sales manager’s desk is a con-
sistent advertising campaign in SALES MANAGEMENT—
the only publication specifically edited for the sales
executives of national advertisers and the magazine with
more sales officials among its subscribers than all other
publications in the sales-advertising field combined.

LN =

THE 7857 WORD ON MARKETS
THE ZAS7 WORD ON MEDIA!

i == |

=

52@ MANAGEMENT

386 Fourth Avenue, New York 16, N. Y.
333 North Michigan Ave., Chicago 1, IN.
15 East de la Guérra, Santa Barbara, Calif.
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Dealers Throughout Country. Plan
Participation in National Radio Week

OBSERVANCE of National Radio
Week Nov. 24-30 will be marked by
participation of 30,000 dealers in
all parts of the country. Specialty
and department stores alike will
display posters calling attention to
new lines of receivers. These post-
ers are being prepared by the Ad-
vertising Committee of Radio
Manufacturers Assn. and will soon
be in the hands of dealers.

Details are being worked out
for a listeners’ contest under di-
rection of Dorothy Lewis, NAB co-
ordinator of listener activity.
Some 200 receiving sets will be
offered as prizes.

The observance of National Ra-
dio Week follows the week-long
series of events that climaxed ra-
dio’s 25th anniversary last year.
At that time dealer participation
was retarded by lack of merchan-
dise for sale, as well as lack of
display models. This year, how-
ever, dealers’ shelves are stocked
with smaller models and console
types are expected to become avail-
able in larger quanity. FM and
television add interest to 1946 dis-
plays.

Actively participating with RMA
in the week are NAB, National
Retail Furniture Assn., National
Retail Dry Goods Assn., National
Music Merchants Assn. and Na-

Phillips Is Apvointed
Assistant to Webster

APPOINTMENT of Lt. Comdr.
Edward C. Phillips (USCG ret.)
as assistant to the director of tele-
communications of the National
Federation of American Shipping,
was announced bv Almon E. Roth,
Federation president. Commander
Phillips will serve as assistant to
Commodore E. M. Webster, the
Federation’s director of telecom-
munications, now in Moscow as
technical adviser at the five-power
telecommunications conference.

During the war Mr. Phillips was
special assistant to Commodore
Webster, Chief Communications
Officer, U. S. Coast Guard. He re-
cently headed the International
Section of the Coast Guard’s Air-
Sea Rescue Agency and for seven
months was a member of the U. S.
team for PICAOQ’s regional route
service organization meetings in
Dublin, Paris and Washington.
Before the war Mr. Phillips was
with RCA Communications, New
York and Baltimore.

FREC Programs

NETWORK PROGRAMS recom-
mended for student and adult
listening by the Federal Radio
Education Committee are now
printed monthly in Scholastic
Teacher. The FREC was set up
by the U. S. Office of Education.
Mrs. Gertrude G. Broderick is
chairman of advisory committee
which makes selection.

tional Electrical Retailers Assn.
These associations are organizing
participation by their member
units, though NAB’s part has been
held up by concentration of ac-
tivity towards the Oct. 20-24 con-
vention in Chicago.

Individual stations are expected
to cooperate with retailers in joint
programs and promotion projects.
Last year RMA, working with
NAB and dealers, presented
plaques to every station in recogni-
tion of 25 years of service.

Statement of The Ownership, Man-
agement, Circulation, etec., Re-
quired by the Acts of Con-
gress of August 24, 1912,
and March 3, 1933

Of BROADCASTING-TELECASTING, published
weekly, at Washington, D. C., for Qctober
14, 1946.
District of Columbia—ss.
Before me, a notary public in and for
the District aforesaid, personally appeared
Maury Lone, who having been duly
sworn according to law, deposes and says
that he is the business manager of BROAD-
CASTING-TELECASTING and that the follow-
ing is, to the best of his knowledge and
belief, a true statement of the owner-
ship, management, circulation, ete. of
the aforesaid publication for the date
shown in the above cantion, required by
the Act of August 24, 1912, as amended by
the Act of March 3, 1933, embodied in
section 537, Postal Laws and Regulations:
1. That the names and addresses of the
publisher, editor, editorial director., man-
agine editor, and brsiness mana~er arve:
Publisher and Editor—SoL TAISHOFF,
Washington, D. C.

Editorial Director—ROBERT K. RICHARDS,
Washington, D. C.

Managing Editor—ART KING, Washing-
ton. D. C.

Business Manaager—MAURY HENRY LoONG,
Washington, D. C.

2. That the owner is: (If owned by a
corporation, its name and address must be
stated and also immediately thereunder the
names and addresses of stockholders own-
ing or holding 1 per cent or more of total
amount of stock. If not owned by a cor-
peratien. the names and a“dresses of the
individual owners must be given. If owned
by a firm, company, or other unincor-
porated concern, its name and address, as
we'l as thnse of ‘each individual member,
must be given.)

Broadcasting Publications, Inc., Wash-

ington, D. C.; Sol Taishoff, Washington,
D. C.: Betty Tash Taishoff, Washing-
ton, D. C.

3. That the known bhondholders, mort-
gzagees, and other security holders owning
or holding 1 per cent or more of total
amount of bonds, mortgages or other se-
curities are: (If there are none so state.)
None.

4. That the two paragraphs next above,
giving the names of the owners, stock-
holders, and security holders, if any, con-
tain not only the list of stockholders and
security holders as they appear upon the
books of the company but also, in cases
where the stockholder or security holder
appears upon the books of the company as
trustee or in any other fiduciary relation,
the name of the person or corporation for
whom such trustee is acting, is given; also
that the said two paragraphs contain state-
ments embracing affiant’s full knowledge
and belief as to the circumstances and con-
ditions under which stockholders and se-
curity holders who do not appear upon the
books of the company as trustees, hold
stock and securities in a capacity other
than that of a bona fide owner; and this
affiant has no reason to believe that any
other person, association, or corporation
has any interest direct or indirect in the
said stock, bonds, or other securities than
as so stated by him.

5. That the average number of copies of
each issue of this publication sold or dis-
tributed, through the mails or otherwise,
to paid subscribers during the twelve
months preceding the date shown above is
11,011,

MAURY LONG.
Sworn to and subscribed before me this
4th day of October, 1946.
NATHAN SINROD
(Seal) Notary Public.
(My commission expires October 15, 1948.}

BROADCASTING o Telecasting



Sunday

Tuesday

Wednesday

How Wednesday
A
came to be called ﬁg@
== SBINGSDAY?..

LL sorts of things have been named after
A great people—cigars, candy bars, pub-
lic parks and skyscrapers. Cities, too.

And states. Even countries.

But the days of the week were named 1n
honor of the Sun, the Moon and several an-
cient gods. Tuesday i1s Tyr’s Day. Thursday
is Thor’s Day. And Wednesday, up until now,
was Woden’s Day.

But not any more.
Wednesday is Bingsday now.
] guess you’ve had your day, Woden, old

man,”’ cracked Thor when the gods heard the
news.

“But they can’t DO this to me!” Woden
roared.

“They can’t, eh ?”’ beamed the Moon. “You
just don’t know this man Crosby! I used to
think I had tremendous drawing power — but
for the last three years Bing has been ac-
claimed the biggest box office money draw in
the entertainment world.”

“But —"

“And besides,” added Tyr, “last year his
phonograph records sold to the tune of eight
million platters —which makes your mythical

records look pretty weak, indeed!”
“But —”’

“Not only that,” said Saturn, “but his
movies have played to millions of paying cus-
tomers. And he’s piling up more awards in
movies and radio than you could 1n a month
of Wednesdays — I mean, Bingsdays.”

“But why did he have to pick on my day?”’
persisted Woden. “Why not Sun Day, or
Thor’s Day, or Tyr’s Day ?”’

“Because everybody knows that Wednes-
day is the night. It’s his night. On the air,
you know.”

“What airt”’

“The American Broadcasting Company’s

Ca’
SATURN
Saturday

air, of course! Sponsored by Philco, the world’s
largest radio manufacturer, Bing sings as only |
Bing can sing every Bingsday night from ten }
to ten-thirty in the East and from nine to nine-
thirty everywhere else across the country.”

“You know,” Woden decided, “I’m begin- §
ning to [tke this. Now, instead of working so
hard at being Wednesday, I can stay home
Bingsday night and hear Crosby sing!”

“Which,” added Thor, “is what just about

everybody else in creation will be doing!”’

Don’t miss the new BING CROSBY SHOW

Wednesday Nights 10:00-10:30 esT—9:00-9:30 in all other time zones

American Broadcasting

A NETWORK OF 216 RADIO STATIONS SERVING AMERICA
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TOURNAMENT

OCTOBER 20
ACACIA COUNTRY CLUB

Entries must be received by
Wednesday, October 16.
Wire today!

... and take another look
at the big sterling loving cup
to be awarded to the low
net winner.

Busses leave Palmer House
and Stevens Hotel, 2:30 a.m.

Y A
BROADECASTING
The Wuk%owsmaguho of Radio
JELECASTING -
NATIONAL PRESS BLDG.
WASHINGTON 4, D. C.
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JAY WILLIAMS JOINS
AGENCY IN CHICAGO

JAY C. WILLIAMS, one of Chica-
go’s veteran advertising executives
and founder of Trade Development
Corp., of which he was board chair-
man, has joined Goodkind, Joice &
Morgan, Chicago in an executive
capacity it was announced Oct. 7.

Mr. Williams’ position with Good-
kind, Joice & Morgan has not been
decided, but it is anticipated he will
be named to a vice presidency with
a stock interest. Maurice (Lou)
Goodkind, who succumbed July 21
of coronary thrombosis, was vice
president and treasurer of the
agency and it is possible that Mr.
Williams may assume that title.

Mr. Williams resigned his posi-
tion with Trade Development Corp.
last January and no successor has
been named. Maurice F. Swaney
is president.

G. B. McLendon Buys
519 of Texas Station

SALE of 51% interest in KNET
Palestine, Tex. to Gordon B. Me-
Lendon, 25-year-old former Army
newscaster, for an undisclosed
amount of money was revealed in
an application filed with the FCC
last week by Mr. McLendon and
his father, Barton R. McLendon,
for a new standard station in Oak
Cliff, Tex. KNET is on 1400 ke,
with 100 w fulltime.

Filed under name of Trinity
Broadcasting Corp., Oak Cliff ap-
plicant requests 1-kw day opera-
tion on 1190 ke. Barton R. and
Gordon B. McLendon will be presi-
dent and vice president, respec-
tively, and will control 90% of the
new station. J. R. Euler, associated
with the elder Mr. McLendon in
the operation of several Texas
motion picture theatres, will be
secretary-treasurer and have 10%.
Sellers of KNET stock were not
disclosed in the application.

Craddock Named Head

Of McKeesport Outlet

JACK CRADDOCK, program di-
rector of WKPA New Kensington,
Pa., has been named general man-
ager of WMCK and its FM sta-
tion, which were recently author-
ized by the FCC [BROADCASTING,
Sept. 16] for operation in Mec-
Keesport, Pa. WMCK, assigned
1360 ke with 1 kw fulltime, is
owned by Mon-Yough Broadcast-
irg Co.

Mr. . Craddock has been associ-
ated with radio for more than 10
yvears and 1is particularly well-
known for his broadcasts of the
Pittsburgh Pirate baseball games
and coverage of the Pittsburgh
Steelers pro-football contests over
WWSW Pittsburgh. Roy Ferree,
former WKPA New Kensington,
Pa., sales manager, has been ap-
pointed commercial manager of
WMCK and Charles White, for-
merly with KQV Pittsburgh, has
been named chief engineer. WMCK
expects to go on the air about
Dec. 1.

ELLS RUDOLPH CHAPIN, chief en-

gineer and general manager of

radio, St. Louis Globe-Democrat,
has been in New York, Washington and
Chicago the past fortnight contacting
set manufacturers, FCC and others pre-
paratory to inauguration of the Globe-
Democrat’s new FM station, scheduled
to go on the air in the early fall of
1947.

CLYDE SCOTT, general manager of
KECA Hollywood, is in New York for
conferences with agency executives. He
will attend NAB Convention in Chi-
cago, returning to West Coast Oct. 31.

ADNA KARNS and BOB TERRY, man-
ager and program director respectively
of WIZE Springfield, Ohio, have been
presented awards by the local Army
Recruiting Station for donating more
than 41 hours of programs and an-
nouncements to Army recruiting since
first of year. According to report, WIZE
ranked first in state among 250 w-class,
third among all stations in state.

EUGENE CARR, director of radio for
Brush-Moore Newspapers, operator of
WHBC Canton and WPAY Portsmouth,
Ohio, has been elected a vice president
of the Canton Chamber of Commerce.
He is now chairman of the public rela-
tions committee of that organization,
will assume his new post Oct. 22.

GEORGE R. HAHN, vice president of
Sioux Falls Broadcast Assn., has been
appointed general
manager of KSOO
Sioux Falls, S. D. A
veteran of midwest
radio, he first joined
organization in 1938,
was active with the
late JOSEPH HEN-
KIN in the develop-
ment of KSOO.
HAROLD C. O'DON-
NELL, program di-
rector of KCVR
Lodi, Calif., has been
appointed station
manager.

STEVE WILLIS, general manager of
WJINO West Palm Beach, Calif.,, has
been unanimously elected president of
the West Palm Beach Chamber of Com-
merce. He also has been named a mem-
ber of the Advertising Committee of
the resort city.

HARRY SEDGWICK, president of CFRB
Toronto and chairman of the board of
the Canadian Association of Broadcast-
ers, is official CAB representative at
the Inter-American Radio Congress in
Mexico City.

A. LESLIE GARSIDE, general manager
of CJGX Yorkton, Sask. and CJRL
Kenora, Ont.,, has been elected presi-
dent of Winnipeg Sales and Advertising
Club for 1946-47.

BEN McGLASHAN, owner, and THELMA
KIRCHNER, general manager of KGFJ
Hollywood, were in Washington last

Mr. Hahn

week and now are .in New York. They
will attend NAB Convention in Chicago
before returning to West Coast.

IN THE AIR as well as on the air is

Maj. Rex Howell, owner-manager of

KFXJ Grand Junction, Col., about to

take off in his Ercoupe. He was a group

commander and patrol pilot in the CAP

during the war, uses his plane for busi-
ness and pleasure.

WILLIAM BEATON, general manager of
KWKW Pasadena, arrives in Chicago
Oct. 21- for NAB Convention and pro-
ceeds to Coral Gables, Fla., for a week’s
vacation before returning to the Coast.

IT&T Reports Loss

CONSOLIDATED net loss of $1,-
230,611 was reported for the first
six months of 1946 by the Inter-
national Telephone and Telegraph
Corp. In similar period last year
the consolidated income was
$4,231,278. Conversion of Federal
Telephone and Radio Corp., manu-
facturing subsidiary of IT&T,
from war to peacetime production
was given as major reason for this
vear’s loss.

When You're

MEMPHIS

Dﬁon"r Overlook

WEEH

The Mid-South’s Only 24 Hour Station!

Looking Over
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POWERFUL LOCAL SHOWS KEEP KTSA PROGRAMMING BALANCED

WITH OUTSTANDING CBS FEATURES

What keeps the million and a half loyal KTSA
listeners tuning in EVERY DAY?

It's because they're following top-notch, locally pro-
duced shows . . . designed especially to please every
medium . .. from farmer to housewife!

Chief Skipper of the program department is Merrill
Myers, recently of the U. S. Navy, and veteran writer
and producer of outstanding national shows.

Pat White, in addition to his “Man on the Street”
show, serves as production director.

Bill Neithamer, local News Editor, covers San Antonio
and the surrounding area with his five-day-a-week
“Home Town Editor” show which has a tremendous
following.

Bob Holleron, of KTSA's Special Events crew, makes

the women “sit up and listen”" with his “Meet Your
Neighbors” program, featuring inferviews with San

Antonio folks in their homes during parties, teas,
luncheons, picnics, and meetings. Bob enjoys a big
following, too, on his 30-minute nightly “So You
Think You Know Sports™ show.

Ramsey Yelvington, our Farm and Ranch Editor, gives
the farmer boiled-down observations on farm news,
market reports, and current events on his “Creek
Corner Journal’” and “‘Time on My Hands" early
morning shows.

Eston Pace, KTSA News Editor, combs all news sources
for outstanding features and presents two newscasts
daily.

KTSA’s Woman's Editor, Betty Burns, reports current
events, news about personalities, and oddities in the
news of particulor interest to women on her “Fem-
inine Fancies” and “‘News Magazine” shows.

And so through the day with KTSA . .. smoothing the
way for BIG RESULTS for YOU!

SAN ANTONIO, TEXAS
5000 WATTS (DAY) - 550 K. C.
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ANOTHER LILCRVY
SUCCESS STORY

The Southern Farmer Magazine has used three 15-minute seg-
ments per week of ““The Jamboree’. During August, 1946, the
magazine made two offers—a leather billfold and a year’s sub-
scription to Southern Farmer for $1.00, and a Bible and a year’s

subscription for $1.00. Mail totalled 4,522 for the month of Au-

gust, and was received from 34 states. 91.2% was received from
the 10 states and 21 counties in WCKY’s intense listening area.

Following is a breakdown of the mail.

INTENSE AREA

State No. of Pieces % of Total
Ohio . . . . . . .. .. 542 12.0
Indiana. . . . . . . .. 106 2.3
Kentucky . . . . . . .. 455 10.1
Alobama . . . . . . . . 333 7.4

Florida . . . . . . . .. 147 3.2
Georgia . . . . . . .. 556 12.3
Mississippi . . . . . . . /2 1.6

North Carolina . . . . . 598 13.2

South Carolina . . . . . 333 7.4
Tennessee . . . . . . . 320 /.1

Virginia . . . . . . .. 348 7.7

West Virginia . . . . . . 310 6.9

4,120 91.2
ADDITIONAL AREA

Michigon . . . . . . . . 87 1.9
Pennsylvania . . . . . . 122 2.7
Maryland . . . . . . . . 51 1.1

Other States . . . . . . 142 402 31 &8

¢522 100.00%

ASK FREE & PETERS FOR

DETAILS!



EA
N A ADVERTISING AGENCY

T 737 North /Ww/uqaa Auvenue
Telephone Whitehall §133

CHICAGO 11, ILL,
august 30, 1944

Mr. Ken Church
Radic Station WCOKY
Cincinnati, Ohic

Dear Keng

One of the biggest thrills in this business of ours 1ls seelng
the results come throughe

Frenkly, we don't expect these thrills during the summer. Not
in the mail=order businesst Summer's a time when we' re gearing
for falleesplanning the big-volume production...using radio merely
to hold choice spotse..figuring the cominpg season will balence
the ledger and bring the necessary margin of profit.

- BRI A,

That's why WCKY's performence has been such a source of amezement
and setisfaction, botr Lo us and to our client, Southern Farmerl
You fellows just don't recognize summer as & "slump" seasoni The
subscriptions you've produced for this publiecation through your

Western Jamboree this past month have measured up favorably with
normal winter-time production of most good mail=-pull stations.

With fell and winter Just ahead, we're looking for WCKY to break
all mail=pull records for this advertiser. We do enjoy seeing
those big mail counts ~- doubly so because all of you connected
with the station get such a big bang out of your pertformaice, TO0.
It's enthusiastic selling from start to finishi

Besl regerds,

(foentt—

P. Ke Bornburg

e L L

.

aghmliom ey vy st €0

THE YKW 7t .STATION:‘

FIFTY THOUSAND WATTS OF

SALES POWER -



Report From the Boss

AT LAST, in the welter of publications eriti-
cising American radio, one has emerged by
authority of the people—who listen to it. -

It is called The People Look at Radio. It is
the result of a study conducted by the Uni-
versity of Denver National Opinion Research
Center. The study was financed by the NAB.
The results were analyzed by the Bureau of
Applied Social Research, Columbia U., headed
by Dr. Paul Lazarsfeld who himself can be
counted among radio’s critics.

None can contend, therefore, that the survey
was anything but scientifically impartial. Its
results are detailed in this issue. Outstanding
among them, from the point of view of their
usefulness to broadcasters, are these:

Listeners have faith in American radio—more
than in any other medium.

Listeners do listen.

Listeners, in the area of critical comment, find

greatest room for improvement in advertising.

There is only one sane comment on these
conclusions. The enterprise and initiative, the
energy and honesty broadcasters have put
forth in developing a great medium in 25 years
are rewarded by the good will of those they
serve. These they serve have said, “You can
make it better—and here’s how.”

Every broadcaster, confident that he has
the backing of his listeners, can do no less than
undertake immediate improvement of his prod-
uct in the direction those listeners indicate.

FCC Please Copy

DISCUSSING the provisions of the Lanham
Act on trademarks and the preparations the
Patent Office is making for enforcement before
the Act goes into effect next July, Commis-
sioner of Patents Casper W. Ooms told the
convention of the Assn, of National Adver-
tisers:

We are going to you, the business community,
and the lawyers who have been most interested
in this subject, to ask their help in framing the
rules and regulations and in devising the forms
that will be required for operations under this
statute. We are not going to study this Act to
see what best appeals to us as the simplest man-
ner of discharging our duty under it. We are
going to you to find out how the practical prob-
lems which arise under the Act can be resolved
with the fewest technicalities, the least expendi-
ture of labor, the greatest clarity and the most
nearly perfect expression of the principle of the
legilelat;ion.

We know that you as merchandisers have al-
ways gone to your customers to sense their
needs and to be guided by those needs in your
merchandising. We differ little from you there.
You have goods to sell—we have only public
service to dispense. We should make and dis-
pense only that kind of public service that you
need and we are going to ask you to tell us
what under this Act you do need.

We want you to make any suggestions that you
believe pertinent for our rules and forms. We
want you to be critical of the rules we propose
in order that nothing be left in them to irri-
tate or confuse the situation after the law be-
comes effective. That is your obligation to the
Patent Office.

‘We commend Mr. Oom’s remarks as a
guide to Acting FCC Chairman Denny in the
preparation of his scheduled address to the
NAB Convention in Chicago.
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FCC Unlucky Seven

THE FCC is in a class by itself when it comes
to legalistic footwork. It has justified its ar-
rogation of control over various facets of radio
by adroit borderline interpretation of a law

written nearly 20 years ago. By degrees it has .

invoked these new controls so that now it is
on the very brink of program censorship.

But in their zeal to tighten the hold, the
FCC’s juridical speedsters may have attempted
to steal second with the bases loaded! They
may have overlooked a new statute which gov-
erns all administrative agencies. It is the
Administrative Procedure Act, signed by Presi-
dent Truman last June.

We refer to the FCC’s latest Blue Book move
in citing six stations for license renewal for
allegedly excessive commercialism in their past
operations [BROADCASTING, Sept. 23]. Pre-
viously, the FCC had cited WBAL Baltimore
for the same reason. But the FCC has not yet
made public the issues on which these stations
are to be heard. Until it makes the issues
known, it cannot be ascertained whether the
FCC proposes to invoke only the purported
Blue Book violations, or whether the stations
will be forced to meet oth<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>