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SUCCESS STORY This summer WLEE promoted the

sale of portable radios with jingles like: ‘““So easy to pack—have it going and coming back—
take a portable with you.” All the major radio distributors bought spots plugging their

individual brands.

Result: ‘‘a substantial increase in the sale of portable radios this summer over last.”
The only difference in promotion this year was the campaign on WLEE.

Richmond merchants are used to results like
this on WLEE. More and more national adver-
tisers are following their lead. If WLEE isn't
on your list, call in your Forjoe man and get

the whole story. MUTUAL IN RICHMOND

TOM TINSLEY, President IRVIN G. ABELOFF, General Manager L] FORJOE & CO., Representatives
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1

“GOOD NEWS
FROM HOLLYWOOD”

starring

George Murphy

/ Hollywocd's most glamoyr-
OUs stars—incjyd;

‘ / DBE cluding Marle

/\(‘/: 4 D:e'rlch, Deborah Kerr, =

. s r
A star's view of what goe . Garfi ' John
on in the film capital . . - N \ﬁ;/— Mm' ;eld, Fredric March,
“Name'' guests . - - unusval E — ) —~ A garet Sullavan, and Brian
S each day! — - W erne. Thrilling adaptations
' .3 Times A Week caes oFtop films. A full hoyr ¢

15 Minutes . -

S Sl how
0 each k.
G "

“AT HOME
WITH
LIONEL BARRYMORE” T~

One of the world's most
famous and besi-loved stars
reminiscing...telling fascinot-
ing stories about Hollywood,

“HOLLYwoop,
U.s.a”

starring

Paula Stone

Intimate interviews with ex-
Citing guest stars | |

‘o

- the lates

. g0ssip . . . speci
Braadway and Show Business from the m::““, broadcasts
o i ! Uni
and its famous personalities. Forimat e setg! Unique

15 Minutes . .

+ 5 Times A Week

t 15 Minutes . . . 3 Times A Week

Cost!

IN PRODUCTION

{Available Soon})

“The Adventures of Dr. Kildare” “JUDGE HARDY’S FAMILY”

Starring LEW AYRES and LIONEL BARRYMORE—as Dr. Starring MICKEY ROONEY as ANDY HARDY...LEWIS
Kildare and Dr. Gillespie—more exciting than ever! On STONE as JUDGE HARDY—America's favorite father...
the air for the first time in these famous film stories. and FAY HOLDEN as “MA" HARDY. Together again in

A Half Hour, once a week the wonderful Hardy stories millions love. Never before

on the airl A Holf Hour, once a week

“CRIME DOES NOT PAY" “MAISIE”

A tense, thrilling dramati¢ series based on the outstand-

ing M-G-M short subjects that won an Academy Award. Starring ANN SOTHERN in brand new and hilarious
Featuring popular “name" players. adaptations of the gay and giddy adventures that won
A Half Hour, once a week Maisie millions of friends. A Half Hour, once a week
L
a = SERVEDI
50,000 WATTS CLEAR CHANNEL 711 Fifth Avenue, New York FIRST COME—FIRST
1050 ON YOUR DIAL—-100.3 MEG.—F.M CALL NOWI!—MU 8-1000

Published every Monday, 53rd issue (Year Book Number) published in February by Broaocastine PusLicaTions, Inc., 870 National Press Building, Washingtoh 4 D.. C,
Y ) Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.
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SUMMARY FCC action banning giveaways
caught Dept. of Justice by surprise. Criminal
Di\[ision, it’s learned, was poised to sue un-
identified midwest station for alleged violation
of E‘rriminal Code anti-lottery provision. While
it’s| now inferred Department hadn’t made up
its | mind on suit, question naturally arose
whether FCC acted precipitately (with only
four of seven members present) to get drop
on DOJ.

WHILE ABC Vice President Robert H. Hinck-
ley| observed “no quote” rule after his half-
hoqr conference with President Truman last
Wednesday, it's reasoned he at least broached
FCC’s anti-lottery crackdown which would
strike innermost reaches of ABC money pocket,
As |a member of public advisory board of ECA,
he left Saturday for one-month tour of Europe
and his Presidential date was for primary
puypose of discussing that trip.

EX-U.S. SENATOR W. Lee O’'Daniel’s interest
in |hillbilly talent and inquiries at WBAP
Fort Worth’s new radio-TV center have lent
strength to reports he will run for Texas
governorship. “Pappy” O’Daniel was launched
ori‘%inally into state and national politics by
way of his Lightcrust Doughboys program.

VIflGINIA DARE Wine through Ruthrauff
& Ryan, New York, currently preparing ex-
tengive announcement campaign for fall place-
ment.

WITHIN HOURS of RCA’s announcement of
new 6-mc color TV system, WMAR-TV Balti-
mole Sunpapers station, through its director,
former FCC Comr. E. K. Jett, offered its
traf\smitter to demonstrate system over 35-mile
transmission path to Washington. RCA will
use, NBC’s Washington TV outlet, WNBW, for
color demonstrations next month. Jett offer
would parallel highly successful test of CBS
col¢r preceding week. Baltimore-to-Washington
test, Mr. Jett advised, would reveal quality
of kolor transmission within normal contour
(35-50 miles) of VHF TV stations.

YO‘U CAN still jot down as “shrouded in
mystery” plans of FCC Chairman Wayne Coy,
who returned to Washington ten days ago
after three-month assignment in Europe on
conmmunications matters. He hasn’t reassumed
chaiirmanship and is noncommittal as to
whether (1) he’ll stay or (2) he’ll resign to
retirn to private enterprise.

WHATEVER HAPPENS to now moribund
McFarland Bill (S-1973) to reorganize FCC,
it’s| regarded as certain that House-passed
measure (HR-1689) to increase salary of FCC
members from $10,000 to $16,000 per annum
and that of chairman to $18,000 will be pushed
by | Senate Democratic leadership prior to
adjpurnment. Its passage might result in de-
cisipn of Chairman Wayne Coy to remain.

LARGE-SCALE promotion campaign
| (Continued on page 78)

cur-
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Aug. 29: Government-industry NARBA prepara-

tory committee, Departmental Auditorium,
Washington.

Aug. 30-Sept. 1: Institute of Radio Engineers
western regional mceting, and Pacific Elec-

tronics Exhibit, Civic Aud., San Francisco.
Sept. 7-11: NBC Affiliates Convention, Greenbrier
Hotel, White Sulphur Springs, W. Va.

Sept. 8-9: First of serics of NAB district meetings
(district 7), Terrace Plaza Hotel, Cincinnati.
Sept. 13: Third NARBA conference convenes,

Windsor Hotel, Montreal.
(Other Upcomings on page 31)

Bulletins

CHARLES C. BARRY, ABC vice president in
charge of television, Friday appointed vice
president in charge of programs for both radio
and television, and J. Donald Wilson, formerly
vice president in charge of network’s radio pro-
grams, appointed vice president and national
director of network programs. Mr. Wilson
will report to Mr. Barry, and both will work
on radio and television.

FCC, CBS Session;

FOLLOWING 1%-hour conference Friday
with CBS officials, headed by President Frank
Stanton, FCC decided to eall on all manu-
facturers or experimenters equipped to pro-
duce color TV receivers or adaptors to get
them out with greatest possible speed to
assist in field-testing of color systems pre-
paratory to Sept. 26 all-inclusive TV alloca-
tions proceedings.

It was understood that such companies as
RCA, CBS, Color Television Inc., and other
manufacturers had been given invitations to
cooperate to make tests as conclusive as pos-
sible. RCA previously had announced it will
publicly demonstrate its electronic color system
next month in Washington via NBC’s WNBW
(TV) as one that it claims will eliminate all
of major technical and ecconomic problems
that have beset changeover from black-and-
white (see page 18).

Conference with CBS, called by Acting
Chairman Paul Walker following release by
Chairman Johnson (D-Col.) of Senate Inter-
state Commerce Committee of correspondence
on CBS color status, was for primary purpose
of exploring availability of receivers and
adapters to test CBS system, since CBS itself
has no set manufacturing facilities.

Comr. Robert F. Jones, who had spear-headed
color TV speed-up, Friday night answered Mr,
Stanton on matter of field-testing of its equip-
ment.

Comr. Jones in sharp letter sent last Friday
to Mr. Stanton, said he was “amazed” CBS
had not ordered color receivers or converters;
suggested that while CBS “is anxious to trans-
mit color television it is reluctant to permit
others to operate color television receivers to
appraise what you have transmitted.”

Business Briefly

AGENCY NAMED @ Devoe & Reynolds,
New York, appoints J. Walter Thompson, New
York, to handle advertising for its following
subsidiary divisions: Wadsworth, Howland
Co., Boston; Peaslee-Gaulbert Paint and Var-
nish Co., Louisville; Jones-Dabhey Co., Louis-
ville; Truscon Labs, Detroit, and Beckwith-
Chandler Co., Newark, effective Dec. 1, 1949.

BAKERY TEST @ California Nut Bread
Inc.,, Los Angeles, considering expansion
throughout country following test eampaign
in San Francisco, Oakland and Fresno. Agency,
J. B. Kiefer Inc., Los Angeles.

LORILLARD SWITCH @ P. Lorillard Co.,
New York, switching telecast of Original Ama-
teur Hour for Old Gold cigarettes from Du-
Mont to NBC-TV, effective Oct. 4. Program
to be aired Tuesday, 10-11 p.m., thereby sell-
ing out network’s 7 to 11 p.m. line-up for that
night. Agency, Lennen & Mitchell, N. Y.

FOOTBALL RIGHTS @ Tidewater-Asso-
ciated Oil Co., with exclusive right to telecast
Stanford’s eight home football games, to
place them on KGO-TV San Francisco. Agency,
Buchanan & Co., San Francisco.

Color Speed Urged

Participating in session for FCC, in addition
to Messrs. Walker and Jones were:

Comrs. Frieda B. Hennock and E. M. Webster,
General Counsel Ben Cottone and Acting Chief
Engineer John Willoughby; Joe Nelson, acting chief,
Law Bureau TV branch; Curtis B. Plummer, chief,
Engineering Bureau TV broadcast division; Edward
W. Chapm, chief, laboratory division, Laurel, Md.
For CBS in addition to President Stanton, were
Adrian Murphg, vice president and general execu-
tive; Earl H. Gammons, Washington vice president;
Dr. Peter Goldmark, director of research and de-
velopment and inventor of CBS color system, and
Richard Salant, New York attorney.

In letter written Friday to FCC Comr.
Robert F. Jones, Mr. Stanton asked Commission
to specify kind of field tests it will accept as
adequate for approval of CBS color TV sys-
tem. Noting that “under one set of specifica-
tions test could be quite simple, but under
another gargantuan,” Mr. Stanton stated: “Our
past experience has convinced us that we are
simply not able to decide on commitments for
field testing until we have some official specifi-
cation of what will be considered adequate.

“As a matter of fact,” he declared, “the
design and construction of equipment for the
kind of field test I assume you are seeking
could not, in any event, be accomplished be-
tween the time of the Commission’s notice of
hearing of July 11, 1949 (or the public notice
of May 26, 1949), and the hearing originally
set for Aug. 29.”

Implications made by Comr. Jones during
his talk with Mr. Stanton and his letter Aug.
19 “that CBS has not done its proper part in
color television” are “entirely unfounded and
unfair,” Mr. Stanton wrote. “The contrary is
the fact.”” He said CBS had created “virtually
the entire art of color television,” had con-
tributed “more to color television than all the

(Continued on page 78)
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Initial TV service in this area. Your

A first opportunity to present your -
product with combined eye and ear
O @ @ % appeal to these listeners. Audience
amazingly large and growing be-
cause of local shows and NBC, ABC

CBS and DuMont programs. Use
this sales impact.

Operated by WGAL, Inc., Established 1922

WDEL-TV, Wilmington, Del.

The only TV station located in this
vital market. A clearer picture for
viewers—NBC, DuMont and other
network shows, plus local program-

ming assure advertisers a fast grow-

ing audience. Too important to

overlook in your TV sales plans.

Operated by WDEL, Inc., Established 1922

STEINMAN
Represented by STATIONS

ROBER.T MEEKER ASSOCIATES

New York San Francisco Chicago Los Angeles

AFFILIATES
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THE CASE OF THE PURLOINED PLANE

(A MELLOW-.-DRAMA IN ONE QUICK ACT}

® Of all things, a private passenger airplane was stolen
from the Flint airport the other day! Slick job, too. The
thief merely rolled the plane onto the field, got help in
starting the engine and took off before anyone realized
he was a thief. Soon, though, the theft was reported to
WFDF and the story was carried on the station’s
8:45 A.M. newscast, including the registration number
and description of the plane. Then things began to
happen! Before the news program was off the air (it’s on
for ten minutes) WFDF got a long distance call from
Clio, Michigan, reporting that the missing plane was
parked near Clio’s airfield. The police were notified,
the owner got his plane back, and WFDF’s case
of the Purloined Plane was closed.

WEFDF’s extensive and exclusive local news
coverage accounts, in part, for the station’s un-

usual domination of Flint’s listening audience.

FLINT

910 Kilocycles MICH.

AMERICAN BROADCASTING COMPANY

fREPRESENTED BY THE KATZ AGENCY
.. Associated with: WOOD Grand Rapids—WFBM Indianapolis—WEQA Evansville
August 29, 1949
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something new has been added

~

to radio and television research

ECENTLY a number of the men who buy and use radio and tele-
vision audience surveys were asked to name the qualities they

most desired in such reports.

The answers ran like this:

1. ACCURATE records of all listening or viewing inside and out-

side the home.

2. COMPLETE information on all program audiences.

3. FAST delivery of reports to subscribers.

4. ECONOMICAL operation to reduce excessive costs.

This month . . .

the American Research Bureau has introduced a new and
different approach to audience research in Washington,
Baltimore, and Philadelphia offering for the first time a
service delivering all of the elements noted above. Reports
for these cities are now in the hands of subscribers and
studies in several additional cities are to follow. Operations
are under the supervision of James Seiler, former Director
of Research for NBC in Washington, who leaves the net-
work to manage the Bureau.

At present . . .

the following radio and television studies are available.
All of them employ our newly developed techniques which
produce detailed and highly accurate audience measure-
ments with unusual swiftness and economy.

Radio

Improvements of real significance in listener diary studies
which report all listening of all members of a population
both inside and outside the home. Surveys based on area
samples of sdvanced design which permit results to be
given in actual number of persons listening in addition to
conventional ratings. Program audiences shown for each
quarter hour around the clock by income, sex, race, age, and
other factors, with complete audience flow data. (Sample
data sheets available from completed studies.) Coincidental
teleg)horge and roster-type surveys also available by special
contract.

Television

TV Viewer Diary studies conducted using methods which
make the diary one of the most accurate television measure-
ments available. Complete results furnished within ten
days based on nearly 500 television homes per quarter hour.
Probability samples, newly made for each study, eliminate
bias inherent in most industry lists.

Naturally no radio or television program should be bought or sold on the basis of
listener data alone. However, we believe that today, up-to-date, complete infor-
mation on program audiences is an absolute essential to intelligent and profitable
time-buying. It is the aim of the American Research Bureau to set a new stand-
ard for accuracy, speed and economy in conducting broadcast audience studies. We

invite you to compare.

AMERICAN RESEARCH BUREAU

Broadcast Audience Division

920 L Street, Northwest

Washington 1, D. C.

¢
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Don’t do anything until you

hear the NEW Lang-Worth
Transcribed Music Library...
a revolutionary develop-

ment in sound reproduction.

ANNOUNCEMENT
SOON

LANG-WORTH

FEATURE PROGRAMS, Inc.

113 W. 57¢th STREEY, NEW YORK 19, N. Y.

Network Calibre Programs

at Local Station Cost J
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PROMOTER of public service, Bob
Jones, WBIG Greensboro, N. C,
who spins an early morning show
Tuesday through Saturday, added
another feather
to his cap early
this month. He
turned the tables
on a proposed
public hearing on
rent control in
his city by broad-
casting his own
viewpoints and
asking for audi-
ence response.

Reaction, re-
ported by WBIG,
5 kw CBS outlet, was overwhelm-
ing. The hearing, ordered by
Greensboro Mayor Benjamin Cone
and scheduled for Aug. 18, was
called off ten days in advance. A
Greensboro newspaper credited Mr.
Jones with the prodding that did
the trick.

Bob Jones is the announcer who
raised over $55,000 last year to
help build a hospital in Greensboro
for vietims of poliomyelitis and
conducted that city’s “most hand-

On Al

T was a Southern Army man
I who reduced warfare logic to

the provincial admonition to
get there “fustest with the most-
est”; but it remained for a
Northern Navy man to apply the
prescription in a latter day to
television selling.

Halsey Barrett, cooperative spot
sales manager for DuMont Televi-
sion Network, was the first man to
sell a daytime television show—
the Kathi Norris program for Au-
matic Mop Wring-
er. He brought the
Great Atlantic and
Pacific Tea Co. into
the medium for its
initial venture,
sponsoring televi-
sion participations,
and Mr. Barrett was
the salesman who
convinced Cushman
Bakeries to enter
video, using $39,000

2

Mr. Jones

worth of weather
spots.
Acknowledgedly

one of television's
foremost salesmen,
Mr. Barrett was
born on Jan. 17,
1915, and was edu-
cated at Hamilton
College and Harvard Business
School.

Upon departure from Harvard
and after a few months in Wall
Street with a brokerage firm, Mr.
Barrett turned to radio, joining
WOR New York in its sales promo-
tion department. Two years later
he moved to WNEW New York

BROADCASTING °

HALSEY he

some man” contest which resulted
in more than 300,000 pieces of mail.
However, his rent control battle
was unique in that, unlike the
other service features, this one
centered about a controversial
issue.

Hearing that the Greensboro
Real Estate Board planned to ap-
pear before the City Council to
ask for the removal of rent con-
trols, Mr. Jones obtained permis-
sion from WBIG management to
air his personal views on his early-
bird show (6:30-8:30 a.m.).

Result was a deluge of letters
and telephone ecalls from listeners
asking for the retention of rent
control. Mr. Jones, following the
station’s policy of offering free
time to each side of all controver-
sial public issues, invited anyone
in favor of decontrol to come to
WBIG and promised to turn the
mike over to any individual who
wished to give his side of the pic-
ture. Nobody appeared.

Sentiment expressed by the lis-
teners against lifting of controls,
because of an existing lack of hous-

(Continued on page 48)

-ﬁccoan ts5

as promotion manager, and in 1940
joined T'ide magazine in its sales
department.

On the fateful Dec. 7, 1941, Mr.
Barrett joined the Navy where he
served as a lieutenant. On D-Day,
during the channel crossing for
the Normandy invasion, Lt. Bar-
rett’s ship was the first to be sunk
by the Germans. When the shell
struck, he was navigating with the
aid of a cathode-ray tube which
blew up in his face. Obviously,
however, he has re-
sisted sucessfully
this German at-
tempt to discourage
his interest in tele-
vision.

After a period in
the hospital and
service with the
Army - Navy Muni-
tions Board in
Washington, Mr.
Barrett left the
service to join the
staff of the Armed
Forces Magazine in
Washington. In 1947
he joined CBS-TV
as sales promotion
manager, and in '48
moved to his

present affiliation.

The Barrett’s have been married
for seven years. She is the for-
mer Janet McDonald, daughter of
James G. McDonald, first and cur-
rent ambassador to Israel. They
have one child, Donald Vail Bar-
rett, born July 25.

The family lives in Bronxsville,
New York.

Telecasting



Every day is Labor Day for Jamison...

...and he loves it.

According to our man Jamison, a good radio and television representative
is a fellow who makes things easier, more efficient and more
profitable for other people. And, of course, the types of other people

he is particularly interested in are:

1) broadcast advertisers. ..and

2) broadcasting stations.

“We representatives,” he often says, “are in busiress for just one thing
...TO GIVE SERVICE. National Spot Broadcasting is an

exceedingly complex medium...often involving hundreds of different
stations, each on a separate contract. Few advertisers, and even

fewer stations, are equipped to make all their own arrangements. But
firms like Weed and Company, with offices in every major time
buying center across the nation, aré in a position to render a

unique and valuable two-way service.

“Performing this service expertly requires hard work and plenty of
it...which undoubtedly z':lccounts for
my own personal success, as well

as the outstanding position of

Weed and Company in the field.”

vadio and television
e e Station wpmenmﬂvw

new york « boston =+ <chicago .+ detroit

an Cl com p an y san francisco . atlanta . hollywood
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WBIG

“The Prestige Station

of

the Carolinas”

HOOPER STATION AUDIENCE INDEX

WINTER, 1949 CITY ZONE Greensboro, N. C.

WBIG
Monday thrn Friday
8:00 AM—12 N 46.0
Monday thru Friday
12:00 N—6:00 P 41.2
Sunday thru Saturday
6:00 PM—10:00 PM 59.8

columbia affiliate

5000 w. day & nite

Greensboro,
North Carolina

represented by hollingbery

+

1
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ETER J. McKENNA elected a vice president of Deutsch & Shea Inc., New
York, effective Sept. 1. He has been in real estate mercharndising and
advertising for more than 25 years.

FRANK A. KEARNEY, executive staff member of W. Earl Bothwell Inc., New
York, elected a vice president of agency. Before joining Bothwell in 1946,
Mr. Kearney was with Calkins & Holden and Dancer-Fitz-
gerald-Sample Inc., both New York, in contact and executive
capacities.

J. T. DAWSON, art director for Doyne Adv., Nashville, Tenn.,
named vice president in charge of production. Mr. Dawson
has been with firm since 1946, M. C. SMITH, formerly mem-
ber Katz Co., New York, and advertising department of
Atlanta (Ga.) Constitution, joins Doyne as account executive.

ROGER JOHNSTONE, formerly with Don Harway & Co.,
San Francisco, appointed San Francisco manager of Ralph
Mr. Kearney Harker & Assoc., effective Sept. 15.

U HA TR T TR LR TR

HERBERT L. BALDWIN, director of research and merchandising for Fletcher
D. Richards Inc,, New York, appointed a vice president of agency.

ROBERT L. GARVER, formerly of Alley & Richards Inc., New York, as account
executive, joins Lynn Baker, same city, in similar capacity. Mr. Garver was
sales manager of WJZ New York prior to association with agency, and is author
of Successful Radio Advertising with Sponsor Participation Programs, which
will be published Aug. 29 by Prentice-Hall Inc.

W. E. BENEDICT, formerly head of his own agency, appointed to creative
staff of Alfred J. Silberstein, Bert Goldsmith Inc., New York. Mr. Benedict
also has been advertising manager of Nashua division of Textron Inc. and
Callaway Mills Inc., both New York.

PAUL V., JOHNSON has opened his own agency, Johnson & Johnson Adver-
tising, 636 Church St., Evanston, Ill. He was formerly with Montgomery,
Ward ard Co., Chicago. His brother, N. L. JOHNSON, is partner.

W. B. STUART-BULLOCK, for past nine years with Young & Rubicam, New
York, as copy supervisor, joins Robert W. Orr & Assoc., New York.

GENE FRANKE, formerly head of Advertising and Sales Consultants Agency,
Los Angeles, joins Western Adv., same city, as director of marketing.

BARRETT F. WELCH, with Foote, Cone & Belding since 1947, appointed direc-
tor of research for New York office.

New Lusiness

MPIRE TRADE SCHOOL, New York, appoints Arthur Pine Assoc., same
city, to handle publicity. Radio will be used.

DURLACQUE Mfg. Co., St. Louis (household cleaner), appoints Warner,
Shulenburg, Todd & Assoc., same city, to handle advertising. Radio will be
used in midwestern markets.

MORTON Mfg. Co., Chicago (Snow White Products), appoints Warren Wade
Agency, New York, to handle its advertising. Radio spot campaign will be
used starting in September.

PERFEX Co., Shenandoah, Iowa (Perfex Super Cleaner, starch and Shina Dish),
announces addition of KSAL Salina, Kan.,, and WLS Chicago to stations
carrying Edith Hansen Kitchen Club program. Total of 20 stations are now
carrying show. Agency: Buchanan-Thomas Adv., Omaha.

GRIESEDIECK BROS. BREWERY, St. Louis, plans use of 30-second and one
minute transcriptions to run regionally in the Midwest after the baseball
season for an indefinite period. Main purpose is to teach public pronunciation
of firm’s name. Agency: Ruthrauff & Ryan, Chicago.

MONARCH BREWING Co., Chicago, which recently named C. Wendel Muench,
same city, to handle-account, planning to use radio in the rear future for
Monarch beer. WELDON O. YOCUM is account executive.

PONTIAC DEALERS of Southern California through Taggart & Young, Los
Angeles, planning television campaign in Los Angeles area about Sept. 1. Both
programs and spots will be used. Budget not disclosed.

(Continued on page 48)
BROADCASTING ® Telecasting
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PATROON BROADCASTING COMPANY, HOTE'L TEN EYCK, ALBANY, N. Y,
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Scores at Polsky’s

EDITOR, BROADCASTING:
Congratulations to BROADCAST-
ING for the series on “This Business
of Broadcasting.” Please send me
a reprint of the Kobak article, Aug.
15 |issue. It was a humdinger that
hit the nail on the head.
| Mey Zahrt
Radio & Pub. Rel. Dir.
Polsky’s of Akron
Akron, Ohio

‘ ® &%

L&ud Marketbook

EDITOR, BROADCASTING:
ust want to let you know we
think your 1949 MARKETBOOK is
the finest thing we’ve ever seen.
utually yours in Tueson.
TI Wayne Sanders
General Manager
KCNA Tucson, Ariz.
| L] # =
EDITOR, BROADCASTING:
PLeceived copy of the MARXET-

ﬂW-Km&L fnc RADIO STATION

L A

O}aen Mike

(Letters are welcomed. The editors reserve the
right to use only the most pertinent portions.)

0

BOOK. Again BROADCASTING has
done an excellent job.
Charles E. Seiferd, Mgr.
KICK Springfield, Mo.
i 9 ®

EDITOR, BROADCASTING:
Congratulations on your 1949

MARKETBOOK! Once again BROAD-
CASTING rates tops for a job well
done.

H. W. Maschmeiér,

Prog. Dir.

WPTR Albany, N. Y.

‘Hungry Salesman’
EDITOR, BROADCASTING:

Had no idea that when I wrote
the “Buyers’ Market” story I

IN /A BOOMING
RKER! . - -
Ly

have to give to my brother broad-
casters a definition of a “hungry
salesman.”. . . A hungry salesman
is a man who is extremely ambi-
tious and desirous to get ahead in
life, looking forward to being a
manager or owner some future
day.

Jack Dempsey, when youthful,
had a hunger and an ambition to
become heavyweight champion of
the world; Gene Tunney like-
wise. Harold Fellows, now
manager of New England opera-
tions of CBS and general manager
of WEEI (in my estimation one of
the best broadcasters in the busi-

KTULs sSwiftly develop.

ing 2¢ county are, backs

an 3873 744,000 bu
income

ying
punch i with

245,580 radio homes___

48,870

MORE than in 1946 by

the ney Correcteq BMEB

report,

JOHN ESAU - Vice Pres. &

Gen. Mgr.

REPRESENTATIVES

AFFILIATED WITH K o M A, OKLAHOMA CITY
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‘ness),

is still another example.
Likewise, Linus Travers, general
manager of the Yankee Network,
another topnotcher, started out
with the same burning desire. .

I cannot understand Mr. Pit-
man’s part [OPEN MIKE, Aug. 22]
part of the story when he states
that hungry men breed commu-
nism. This great Republic was
built by hungry, ambitious Ameri-
cans and America would not be
what it is today had it not been for
them.

George Lasker
Vice President
WBMS Boston

* ok

Cites Diamond Ads
EDITOR, BROADCASTING:

I have just read where the Dia-
mond Match Co. will start it’s first
substantial consumer advertising
in 7 years next month using:

NEWSPAPERS IN 101 CITIES
Life magazine
Trade Publications

Since radio was completely ig-
nored, I am sure this will come as
good news to the hundreds of radio
stations (of which WHHM is one)
that have bought millions of books
of Diamond Matches in the past
several years! PHOOEY!!

Patt McDonald
General Manager
WHHM Memphis

Ed * *

Series Proves Asset

EDITOR, BROADCASTING:

. . . The seven articles on “How
the Buyers’ Market Can Mean
Business for Broadeasting” . . .
have been of great help to me in
selling; not only radio selling, but
in all advertising media. . . .

Frank S. Wilson
420 North St.
Portsmouth, Va.

* L]

More on Ratings
EDITOR, BROADCASTING:

Your editorial, “The Rating
Season,” vividly points to the
greatest weakness in radio today—
program “ratings.” Hooper-happy
broadecasters and rating-rabid time-
buyers have combined to reduce
broadeasting from a great adver-
tising and entertainment medium
to a cheap “bunco game’—for
the benefit of few thousand tele-
phone calls in some 30-odd cities.
No wonder advertisers who are in-
terested in selling merchandise are
turning to other media. What lis-
tener, intent on guessing the name
of a movie or the title of a song,
knows—or cares—who is sponsor-
ing this wonderful game of chance.
None!

I can’t agree with you that a
committee of broadcasters, even of
the good men you mention, is the
answer. The problem can be
solved by such editorials as “The
Rating Season” and news articles
n the columns of the trade papers
pointing out the utterly fallacious
concept of most rating systems,
and then a committee of broad-

(Continued on page 34)
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MEMO TO:

WORLD - Station
Affiliates Only!

Another Sensational

WORLD Ist Will Be

Sent You on...
. September 2nd !

WATCH FOR IT!
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RCA COLOR TV READY

AGITATION over color television
culminated last week in a tran-
scendental announcement by RCA
that it is ready to go with a com-
pletely compatible electronic color
system that can be integrated into
the existing black-and-white low-
band allocations.

RCA’s revelation climaxed a
week of unparalleled activity, both
at the FCC and at the Senate In-
terstate & Foreign Commerce
Committee, relating to the emer-
gence of color, intermingled with
charges and counter-charges of
suppression of color. RCA said it
would demonstrate its system in
Washington next month.

RCA advised the FCC that its
system requires no change in trans-
mission standards; that it operates
on the prescribed 6me channel;
that existing black-and-white re-
ceivers can pick up color programs
in monochrome without modifica-
tion of existing sets, which, how-
ever, can be adapted to color. Only
slight changes would be entailed in
transmitters to convert to color.

CBS, which for several years has
been in the forefront of color re-
search and development, welcomed
the RCA announcement, expressing
greater interest in the progress of
color TV than in any technique.

It was evident that Chairman Ed
C. Johnson of the Senate Commit-
tee, who had ripped into FCC and
all concerned on the color issue,
felt that his committee and FCC
Comr. Robert F. Jones, had smoked
out the leading radio entities on
the status of color.

There was concern that the de-
velopments might result in a “wait-
and-see” approach by consumers.
The Radioc Mfrs. Assn.—prior to

Also see: RCA Color Plan, page
18; CBS Color System, page 58.

the RCA announcement—had in-
formed the FCC it will take sev-
eral years to develop and distribute
color TV equipment.

CBS and RCA-NBC thus again
will become the principal partici-
pants in the FCC hearings to get
under way Sept. 26. CBS had been
turned down two-and-one-half
years ago on its then existing color
system, which would have required
a 16me band. Details of its new and
vastly improved 6émc system, along
with that of RCA and other re-
searchers, will be unfolded to the
FCC.

All in all, it was a big week for
proponents of color television in
general. And it adds up to one
or more exciting weeks when all
industry elements come before the
FCC Sept. 26 for hearings on both
VHF and UHF television alloca-
tions. Friday was the final day
for filing of briefs preparatory to
the hearings.

Last week’s developments follow:

@ RCA said it is ready for
mass production of all-electronic
color.

@ CBS announced a color con-
verter and charged setmakers won't
turn out equipment for FCC field
tests.

@ Sen. Johnson lauded CBS
color system, after having viewed
a demonstration the preceding
week.

: HINGTON, D. C., AUGUST 29, 1949

$7.00 A YEAR—25¢ A COPY

Predicts No Upheaval, CBS Welcomes It

@ Color Television Inec., Cali-
fornia, claims to have a compatible
plan of electronie color. This is one
of a half-dozen techniques being
studied by RMA committees.

@ Sen. Johnson lauded RCA
color announcement Thursday.

@® Sen. Johnson wrote FCC
Acting Chairman Paul A. Walker
about Comr. Robert Jones’ letter to
CBS on alleged inability to get
sets manufactured.

@ Finally, RMA, NAB, private
companies, legal groups and others
filed briefs preparatory to hear-
ings.

RCA is ready to start immediate
mass production of its color TV
system, as soon as the FCC gives
the go-ahead, it was learned
[CLosED CircUlT, Aug. 22]. The
plan is officially described as com-

patible with present FCC stand-
ards and no changes are proposed.

Estimates of the cost of adapters
or converters so black-and-white
sets can receive color could not be
obtained but it was indicated costs
would be “nominal.” Only slight
changes would be required in ex-
isting TV transmitters to permit
color transmission, it was indi-
cated, and these would not be ex-
pensive.

RCA sources say the system is
“RCA all the way” and was devel-
oped in its own laboratories, with-
out acquisition of patents from
others working on electronic color.
The new system differs materially,
it was indicated, from that de-
scribed at the FCC’s color televi-
sion hearings over two years ago.

(Continued on page 18)

GIVEAWAY FIGHT -

By EDWIN M. JAMES

THREE of the four major networks will challenge FCC’s anti-giveaway

ruling in Federal court suits, BROADCASTING learned last week.
Although acting independently, ABC, CBS and NBC will file injunc-

tion actions charging the FCC was without authority to invoke its pro-

. posed rules and that even if the

Commission were acting within its
legal rights its anti-giveaway defi-
nitions were a misinterpretation
of the lottery laws.

ABC and NBC will take their
suits to the Special Statutory
Court, a three-judge bench in New
York’s southern district of the
Federal Court, Manhattan. Al-
though CBS had not definitely
chosen the court in which it would
sue, it was believed likely that net-
work too would file in the Statutory
Court.

Three Courses Likely

It was considered probable that
the three actions would ultimately
be consolidated for trial, although
each would be brought individually.

ABC, whose preparations for
legal action were nearest comple-
tion, will file its complaint early
this week, it was learned. The
network will seek a restraining
order to prevent the FCC regula-
tions from becoming effective Oct.
1, the date set by the Commission.

If the restraining order is
granted, it was believed likely that
the case would come to trial per-

BROADCASTING ® Telecasting

Networks Challenge

*

Also see: Chronology of Radio
Giveaways, page 20; Press Re-
action, page 21; Roundup of Legal
Views, page 21; Editorial, page 28,
Later developments, page 4.

haps as early as the end of the
year. The Statutory Court is de-
signed to function rapidly in issues
of this kind and is not encumbered
with the crowded calendars that
prevail in other courts.

If the restraining order is de-
nied, it was understood ABC was
prepared to take an appeal to the
U. S. Supreme Court. Appeals
from decisions of the Statutory
Court circumvent the usual chan-
nels through the U. S. District
Court of Appeals and proceed di-
rect to the highest court.

CBS to File

CBS also will file its action this
week, according to Julius F.
Brauner, CBS secretary and gen-
eral attorney. The CBS suit, it
was learned, will be similar to
ABC’s. Mr. Brauner said the court
in which the action would be
brought had not been decided, al-

though probably the
Court would be the one.

NBC -had elected to file in the
Statutory Court, but Gustav B.
Margraf, vice president and gen-
eral attorney, said he was not cer-
tain when the complaint would be
finished.

The network attacks on the FCC
ruling will be brought under Sec-
tion 402A of the Federal Commu-
nications Act, which provides the
legal machinery to set aside orders
of the FCC.

If precedent is followed, the
three suits will be tried together,
it was believed. It was surmised
by network counsel that FCC at-
torneys would petition the court to
consolidate the actions.

Statutory

Basic Points

The basic points which all three
networks intended to press in their
court actions were:

(1) The FCC is without authori-
ty to invoke rulings based on the
anti-lottery provisions of the U. S.
Criminal Code.

(2) Even if the Commission were
acting within proper authority, it
had rendered an improper inter-
pretation of Section 1304 of the
U. S. Criminal Code, the anti-lot-
tery section.

The provisions in Section 1304
of the Criminal Code were formerly

(Continued on page 20)
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“STATION INCOMES 1 zepors pro n

THREE-FOURTHS of NAB mem-
ber| stations showed a profit last
yeal but rising operating costs con-
tinged to cut down industry profits,
acciirding to an analysis completed
lasi] week by NAB [BROADCASTING,
Ma;;!{( 30].
atioc of operating expenses to

station revenue was 82% in 1948,

risihg from 79% in 1947 and 73.6%
.in 1946, the nationwide survey

showed. The Employe-Employer

and Research Depts. of NAB
jointly conducted the study. Ex-
tensive data breaking down costs
by regions and types of station will
be ready for the annual series of
" NAE district meetings starting

Sept. 8.

Richard P. Doherty, NAB em-
ploye-employer relations director,
wha analyzed the Research Dept.
ﬁgu'res, said that station profit on
sale of time, before taxes, dwindled
from 26.5% of station revenue in
194 to 21% in 1947 and 18% in
1948,

This does not represent actual
profit to station operators since
federal excess profit taxes run 38%
in the case of high-income stations.
On fop of this must be added the
stat{: and other local taxes of the
samp type.

Applies to Sale of Time

M. Doherty said the profit data
apply to sale of time and are not to
be donfused with the profit on in-

' vestinent, which would be lower in
most cases.

All the profit figures in the study
relate to the 7T6% of *stations that
- opernted in the black last year, he
said. Inclusion of figures from sta-
tionz losing money would bring
down the profit ratios.

A |separate study of stations that
lost money in 1948 is not yet com-
plet#, according to Mr. Doherty.

Déﬁnite cost-income patterns

vary through the nation according
1

BEST WISHES are given Herbert
Hoover {I) by John W. Elwood, gen-
eral manager of KNBC San Fran-
cisco, in offices at Stanford U,
following the KNBC coverage and
all-ngtworks feed of the former Pres-
ident’s 75th birthday celebration.
Mr. Elwood is the newly appointed
Northern California Chairman of the
Natignal Citizens Committee on the
Hoover Report.
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to such factors as size of broadcast
income, areas, affiliation or non-
affiliation with networks, time on
the air, and metropolitan or non-
metropolitan areas, he said. Break-
downs will be made available to
those who attend the NAB district
meetings.
* All stations tended to show lower
ratios of operating expenses to
revenues as the volume of income
increased, taking the nation as a
whole, the survey shows. In the
case of stations doing less than
$50,000 worth of business, operat-
ing ratios were highest, or 88.7%.
Stations billing over $1 million en-
joyed the lowest operating costs.

Average-per-station income rose
progressively from small stations
to medium or large stations. Low-
est relative cost of doing business
was in large stations with powers
from 10 kw to 50 kw, located in
cities under 50,000.

Largest single cost item in all

classes of stations consisted of
wages and salaries, the study
showed. About half (47.36%) of
the average outlet’s income dollar
was paid out to -staff and adminis-
trative personnel among all types
of stations, adding up to 68% of
total operaing expenses.

Mr. Doherty said the solution
to the problem of many stations
“ig clearly that of obtaining added
sales income while maintaining the
normal breakeven point. However,
in a great many stations, the need
goes even deeper and requires care-
ful analysis of all items of cost.”

At the district meetings, open-
ing Sept. 8 in Cincinnati when Dis-
trict 7 convenes at the Terrace
Plaza Hotel, and continuing to
mid-December, Mr. Doherty will
discuss the survey with special at-
tention to the needs of each area.
He will stress methods of analyz-
ing and controlling the operating
costs of stations.

ARMED FORCES

Frye Initiates Study
Of Ad Budget

‘A STUDY of the advertising picture for the joint armed forces—Army,
Air Force, Navy and Coast Guard—in view of unification and recruiting
needs was initiated last week by William Frye, director of the Defense
Dept.’s Office of Public Information, with a view to re-allotment of

ad expenditures for the remainder
of the current fiscal year. OQOutlays
for radio are included in the sum.

The present contract, which will
bé terminated effective Oct. 31 by
the National Military Establish-
ment [BROADCASTING, Aug. 8], is
handled by Gardner Adv. Co.,
through its Washington office.
Actually, signing of the contract
for the period from July 1, begin-
ning of the new fiscal year, to
Oct. 31 has been deferred pending
clearance by Congress of the mili-
tary appropiations bill. The meas-
ure (HR 4146), passed by the
House, was scheduled for action
by the Senate last week, but had
not been taken up late Thursday.

The Army-Air Force ad contract
is valued in excess of $1,880,000,
with a considerable portion allo-
cated in the past to radio programs
and spots. When the current study
is completed, recommendations will
be made as to type of media to be
used—if the Defense Dept. decides
to advertise its recruiting cam-
paign.

Rhodes Signs Heatter

RHODES PHARMACAL Co,
Cleveland, maker of Emdrimy tab-
lets for the relief of rheumatism
and arthritis, will sponser Gabriel
Heatter over 150 Mutual stations
Tuesday and Thursday for 52
weeks effective Sept. 20. The com-
pany has never before used radio.
Show will be heard 7:30-7:45 p.m.
EDT in Eastern and Central time
zones and 6-6:15 p.m. in the Moun-
tain and Pacific time zones. O’Neil,
Larson & McMahon, Chicago, is
the agency.

FATIMA SALES UP

Rise Coincident With Show

GREATEST increase in Fatima
cigarette sales was in the com-
pany’s St. Louis Div.—b548% in
the first six months of this year
compared to the corresponding
period a year ago, Basil Rathbone,
movie and radio star, reported
Saturday (Aug. 27). The firm’s
weekly mystery and adventure
show, Tales of Fatima, starring
Mr. Rathbone, first went on the
air, on CBS, Jan. 8.

Mr. Rathbone pointed up the
figures showing increased Fatima
sales on the Saturday broadcast of
Tales of Fatima. His figures
showed the Los Angeles Div. with
a reported climb of 6545% crowd-
ing St. Louis for first place. The
Chicago Div. was third with 453%,
followed by the Detroit Div. show-
ing 348% New Orleans Div. 300%
and the New York Div. 132%.

LORILLARD RENEWS

Signs ‘Amateur Hour’ on ABC

P. LORILLARD Co., New York
(Old Gold cigarettes), has signed
with ABC for renewal of the
Original Amateur Hour, effective
Sept. 29, the network announced
last week.

The program, aired Thursday
9-9:45 p.m., on 188 ABC stations,
was contracted for through Lennen
& Mitchell Inc.,, New York, the
Old Gold agency.

CITATION from U. S. Treasury for
radio’s special effort in putting the
Savings Bond drive over the top in
southern California is received by

William J. Beaton (I), manager,
KWKW Pasad and presid of
Southern California  Broadcasters’

Assn. J. B. Messick, California state
director of Treasury Savings Bonds
Div., makes the presentation.

JOHN SANDBERG

Named Pepsodent Ad Head

JOHN V. SANDBERG joins the
Pepsodent Div. of Lever Bros.
Sept. 15 as vice president in charge
of advertising, president Henry F.
Woulfe announced in Chicago last
week. Mr. Sandberg currently is
advertising and sales promotion
manager for Kraft Foods, also
Chicago.

He joined Kraft as assistant
director of advertising in 1946,
assuming his present post in Sep-
tember of 1948. Mr. Sandberg
was associated from 1931 to 1937
with the Chicago Tribune, The
Stack-Globe Advertising Agency,
Chicago and NBC. He joined the
advertising staff of Swift & Co. in
1937, becoming assistant adver-
tising manager in 1940.

Leaving Swift in 1941 to enter
the Marine Corp, he held the com-
mission of major, was liaison and
public information officer on the
staff of Admiral Chester W. Nimitz,
and was aboard the battleship
Missouri at the Japanese surren-
der signing.

LANE PROMOTED

" Succeeds Coulter at M-E

THOMAS H. LANE, vice presi-
dent of McCann-Erickson, New
York, effective immediately will be
responsible for all
of the agency’s
radio and televi-
sion  activities,
succeeding Lloyd
0. Coulter, for-
mervice president
in charge of ra-
dio and television,
who has resigned
[BROADCASTING,
Aug. 22]. ,

Mr. Lane, prior
to joining McCann-Erickson on
June 1, 1949, was with Rexall
Drug Co., Los Angeles, as a vice
president.

- Mr. Lane
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NARROWER CHANNEL THREAT totn mor ase races

By J. FRANK BEATTY

THE 10 ke broadcast channel, standard for a quarter century, will be
in peril when the third NARBA convenes in Montreal next month.
Narrowing of the channel to 9 ke, or even as little as 6 ke, is being

discussed among Latin broadecasters.

up today (Monday) when the joint
U. S. preparatory NARBA com-
mittee meets in  Washington
[BROADCASTING, Aug. 15].

The implications of band nar-
rowing are so serious, with re-
quirement for wholesale realloca-
tion of station assignments, that it
may become the main issue at the
Montreal treaty session, which
opens Sept. 13.

Moreover, the subject conceiv-
ably could lead to an impasse, or
at best a long delay while the
qualities of narrow-band broadcast
signals in Europe are investigated.

Judging by reports from south
of the border, Latin broadcasters
have several versions of channel
narrowing they are planning to
throw into the Montreal convention
in an effort to obtain more chan-
nels. They have carefully vre-
frained from submitting their de-
mands in advance, though Canada
as host nation had requested this
material by early May to permit
orderly study of proposals prior to
the treaty sessions.

The Latins are believed to be
confident they can get the United
States delegation to accept a nar-
rower channel. Uncle Sam’s dele-
gation will head northward fully
determined to fight the project
right to the finish, but some Wash-
ington radio figures fear it may
be the price this country has to
pay to avoid loss of channels in the
lower half of the broadcast band.

Mexican, Cuban Aims

Mexico and Cuba are known to
be desirous of obtaining more fa-
cilities, particularly under 1000 ke.
Loss of even a single channel to
the United States would cause seri-
ous upheavals in the industry. And
loss of several channels would lead
to industry nightmares horrible to
contemplate.

A number of channel-narrowing
plans are being discussed by
Latins. One plan, to cite an ex-
ample, would narrow the channels
between 700 ke and 900 ke to 9 ke
width, and the channels under 700
ke to 8 ke width. This would open
four new channels in the broadcast
band.

Other ideas are more extreme.
Some Cuban broadcasters are un-
derstood to favor 6 ke separation,
arguing that it works in Europe.

Just what would come of chan-
nel-narrowing in this country is
a question difficult to answer pend-
ing an actual reallocation, judging
by comments of engineers. The
idea has been discussed within the
FCC from time to time, but always
the Commission has felt the bene-
fits received from addition of chan-
nels would be outweighed by de-
terioration of service.

BROADCASTING *

The subject is expected to come

*

Agreement seems rather general
that if there must be channel-nar-
rowing, it should be done in the
lower half of the band where there
are fewer stations and fewer di-
rectional antenna arrays, and also
because of receiver characteristics.

The present 10 ke channel permits
5000-cycle reproduction, which is
considered capable of handling net-
work service as delivered over tele-
phone lines. Some engineers fear
a 9 ke channel would cut reproduc-
tion 109%, with corresponding deg-
radation in the case of channel
widths down to 6 ke. Others con-
tend the public would hardly know
the difference if channels were
squeezed into 9 ke width. It is
further argued that most stations
now spill over the 10 ke channel and
if the width were cut to 9 ke, they
could trim signals and get about
the same protection.

Would Deter FCC’s Aim

The FCC had counted on FM to
draw enough stations out of the
standard band to permit a channel
wider than 10 ke, but the narrow-
ing of channels would be a step
in the other direction.

Impact of narrow channels would
be worse in the United States than
in Latin nations because of the

improved engineering and closer
adherence to standards that mark
our broadeasting. Listeners south
of the border, like those in Europe,
are said to be accustomed to sig-
nals far inferior to those delivered
the American audience. Therefore
they would not suffer noticeably
from any degradation that might
occur because of channel-narrow-
ing.

Engineering views on channel
width are apparent from results of
the pre-NARBA technical sessions
held at Havana in late 1947 and
the high-frequency conference at
Mexico City last winter. The tech-
nical group recommended a 10
ke separation after careful study.

A U. S. subcommittee of the
joint government-industry group
that meets today has gone into all
aspects of the problem and will
have a report ready to submit to
FCC Commissioner Rosel Hyde,
chairman of the full U. S. prepara-
tory committee.

While opposition of U. S. engi-
neers to channel-narrowing seems
rather general, judging by infor-
mal expressions, it might be better
than having 150 kw Mexican sta-
tions scattered all over the low
half of the broadcast band.

The first NARBA adopted a
decade ago, and the 1946 extension
which expired last March 28, speci-
fied 10 ke channel width, with 2-1
ratio of desired-to-undesired sig-
nal on adjacent channels. The
FCC’s interference ratio is 1-1.

The interference problem from
a 9 ke channel worries those who
deal with technical aspects of
broadecasting. They especially fear
the type of interference known as
“monkey chattering” on the lower
side of the band.

Stalemate Possible

In any case, the channel-width
problem will be a knotty one at
Montreal. Some observers fear the
meeting may reach an impasse
after several months of wrangling
over the problem. Certainly, some
of the U. S. delegation can be ex-
pected to demand a careful study
of European narrow-channel
broadecasting by experienced engi-
neers should the problem stall the
whole treaty-making procedure.

American engineers say costs of
channel juggling would be tremen-
dous, despite the belief that many
stations would only move from per-
haps 4 ke to 8 ke. Transmitter
and crystal problems are cited, with
the antenna difficulties almost stag-
gering when directional array
changes are considered.

The FCC could expect a flood of
applications for new and improved
facilities unless it set up some sort
of a barrier to prevent the on-
slaught. Push-button receivers
would require adjustment, and it is
suggested cheap sets might not
work as well with 9 ke channels.

All who have thought about the
subject concede that it involves en-
gineering and allocation headaches
frightening to contemplate.

AD COUNCIL

MORE than 14% billion listener
impressions representing an esti-
mated $15 million in time and
talent were contributed by the
radio industry to the campaigns of
the Advertising Council Ine. for
the year ending March 1949, ac-
cording to the group’s seventh an-
nual report, issued last week.

During the 12 months covered
by the report, most of the council’s
mass information campaigns were
said to be directly or indirectly
connected with the “cold war,” and
with the Marshall Plan.

Stuart Peabody, assistant Vice
President of The Borden Co., is
chairman of the Radio and Televi-
sion Committee, and Gordon C.
Kinney is the Ad Council’s director
of radio.

Broken down, the major caim-
paigns, and radio’s part in them,
were as follows:

The campaign for the better un-
derstanding of the U. S. economic
system, conducted at the request
of the Joint Committee of the Assn.
of National Advertisers, and the
American Assn. of Advertising
Agencies, produced a total of
1,134,000,000 listener impressions

Telecasting

$15 Million in Free Time

during its first half year. Each of
the four major networks pledged
half-hour special programs on eco-
nomic education. Total value of
all contributed time plus space,
amounted to $2 million.

The American Heritage cam-
paign was conducted to raise the
level of active citizenship, in co-
operation with The American Her-
itage Foundation, sponsor, with the

Mr. Peabody

Mr. Kinney

U. S. Attorney General, of the
Freedom Train Tour. Listener im-
pressions secured through the Ad
Council’s radio allocations plan
and through local stations partici-
pating in rededication activities,
totaled more than six billion.
Listener impressions totaling

871,380,000 were secured by the
council for the Joint Armed Forces
Prestige campaign, conducted to
raise the prestige of men and wom-
en in uniform and to inform the
public of their contribution to
peacetime living.

The Better Schools campaign,
which stimulated local participa-
tion in public school problems, was
conducted in cooperation with U. S.
Office of Education and the Citi-
zens’ Federal Committee. It
gleaned an estimated 849,595,000
listener impressions.

CARE Campaign

The campaign to promote sales
of CARE packages, continued
through 1948-1949 as a result of
statements by government officials
that the packages constitute a
diplomatic and political weapon, as
well as needed European aid,
reaped more than 985,385,000 lis-
tener impressions. .

The campaign for $185 million
for the nation’s community chests
was handled by the Community
Chests of America working direct-
ly with the Ad Council’s volunteer
agency, BBDO. The Council gave

(Continued on page 31)

August 29, 1949 ® Page 17



CA Color TV Ready

(Continued from page 15)

BS kept in the color foreground
last week, as it had the week before
[BHOADCASTING, Aug. 22], by for-
mally announcing that it had a
pragtical converter for its scan-
ning system; by becoming em-
broiled in a Washington argument
involving merits of its system and
the | attitude of other industry ele-
ments; by commenting on RCA’s
newly announced color system, and
by mppearing at an informal FCC
conference Friday afternoon.

S executives, led by President
Frank Stanton, were called in by
Acting Chairman Paul Walker for
an FCC discussion growing out of
a statement by Comr. Jones at-
tributing to CBS the claim that
marnufacturers would not produce
receivers or converters for its sys-
tem

After reading RCA’s announce-
ment, CBS President Stanton said
his network was more interested in
the progress of color TV than any
special technique. His statement

foll%;vs:

“We have read with interest of
theJRCA announcement. Colum-
bia’s position on color television
has |always been very clear. We
have consistently favored color as
the [ultimate service in television,
and |it i3 more important to us as
broadcasters to have color tele-

EITHER WAY the count is eight in
the number of years Hahn Shoe Stores

of Washington has sp d WTOP
Washington’s The World Tonight,
11:00-11.15 p.m. news show. Mrs.
Haze! Kenyon Markel, WTOP di-
rector of programs, and Gilbert Hahn,
president of the shoe chain and son
of the founder, flank the microphone.

vision come quickly by the best
available system than that the
CBS system be adopted. CBS color
television has been proved through
numerous tests and demonstrations
in the past, and we will look for-
ward to studying similar tests and
demonstrations of the latest RCA
system.”

Sen. Johnson, who has stead-
fastly pressed FCC and other
quarters for action looking toward
early commercialization of color
television, commended RCA for a
“tremendous forward stride in the
TV art” and noted it had “spent

a great deal of time and a vast
fortune” in necessary research. He
told Senate colleagues that “free
enterprise has' triumphed again”
and contended that color TV is
“over the hill now.” His remarks
were inserted in the Congressional
Record.

Obviously gratified by RCA’s an-
nouncement, Sen. Johnson told
BROADCASTING he is especially
pleased that the company’s new all-
electronic system enables black-
and-white receivers to pick up
color programs in monochrome
without modification of present sets
and any adapters.

“This has been a source of worry
to many of us and those in in-
dustry,” he noted. ‘“We thought
present sets might be outmoded
with the advent of color. The im-
pact of such a situation is less
now that color can come in on
standard black-and-white sets with-
out change in transmission stand-
ards.”

Earlier in the week Sen. John-
son had charged in a letter to
FCC Acting Chairman Walker that
the interests most active in ad-
vancing color television “suddenly
have become very cold to further
efforts in this direction” (see story,
page 53).

Radio Mfrs. Assn. filed a state-
ment warning that it will take
manufacturers several years to de-
velop and distribute color television

equipment and urging the FCC to
protect 2,000,000 TV set owners so
they can get the service at a rea-
sonable additional cost [BROADCAST-
ING, Aug. 22].

RMA reminded that manufac-
turers have spent millions in re-
search but the association wants
introduction of color “to be orderly
and to carry the assurance of satis-
factory technical quality at a rea-
sonable cost.” Considerable tech-
nical data on color will- be
introduced at the FCC hearing.

RMA* President Raymond C.
Cosgrove, Aveo Mfg. Corp., will be
chief association spokesman at the
FCC TV hearing. Supporting him
will be Dr. W. R. G. Baker, General
Electric Co., RMA Engineering
Dept. director, and other technical
witnesses.

As to UHF allocation, RMA said
the plan to add 42 6-mc channels
is substantially in accord with a
recommendation it made to the
FCC last February. At that time
the association urged that the TV
freeze be lifted as promptly as pos-
sible and that there be minimum
overlap of UHF and VHF stations
in any givén area. RMA concurs
with the FCC objective of creating
a “truly nationwide TV service on
a competitive basis” but feels de-
tailed allocations should be worked
out with the broadcasters con-
cerned.

“RMA’s chief interest in alloca-

(Continued on page 40)

RCA PLAN

COMPLETELY compatible color
TV gystem, entirely electronic, was
anndunced Thursday by RCA in a
Writ}en statement to the FCC.
Based on years of research, the
plan| requires no change in trans-
missjon standards of present black-
and-white, RCA claimed, and en-
ables present sets to receive color
programs in monochrome without
any change.

The letter, signed by C. B.
Jolliffe, executive vice president in
chargge of RCA Labs Div., was ad-
dressed to T. J. Slowie, FCC secre-
tary, in advance of the FCC’s Sept.
26 allocation hearings.

Fulll text of the letter follows:

In| compliance with paragraph
14(a) of the Notice of the Com-
mission in the above proceedings
issuel July 11, 1949, Radio Cor-
poraflion of America hereby sub-
mits |the following comments:

1. CHANGES IN TRANSMIS-
SION STANDARDS LOOKING
TOWARD COLOR TELEVISION,

RCA has developed a new color
television system which does not
requiye any changes in present
transmission standards.

This new color system is all-
electronic, has high-definition and
operates entirely within a 6 meg-
acycle channel.

Thée system has standards of
performance equivalent to the pres-
ent black-and-white standards both
for c(ﬁlor and for reproduction of

the calor signals in black-and-white.
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No Change in Transmission Standards

Needed, Firm Says

It accomplishes this in a 6 me
channel without any degradation of
picture quality.

Our new system is a completely
compatible system. It enables
present television sets to receive
color programs in monochrome
without any modification whatever
and without any converter or
adapter.

Demonstrations will show that
when a television transmitter
shifts from black-and-white trans-
mission to color transmission on
this system, the viewer of an exist-
ing black-and-white receiver will
be unaware of the shift. On the
otherhand, by means of this new
system, a viewer of a color set
receiving programs in color will,
when the station changes from color
to black-and-white transmission,
see black-and-white pictures with-
out making any changes in his
receiver.

Thus, with this new RCA color
system, the transmitting station
can change at will, either from
color to black-and-white or the re-
verse, without disturbing the view-
ers of either the existing receivers
or color receivers, without requir-
ing adjustments to either type of
receiver and, therefore, without
any loss of audience.

Our new color system is also an
adaptable system. Color programs
can be viewed either on new color
receivers or on existing receivers
equipped with a color adapter.

This new RCA color system is
the fruit of years of research and
development. During the last
decade RCA has carried on much
research and development work
looking toward a practical system
of color television. During this
period our engineers have investi-
gated many systems and studied
their advantages and disadvan-
tages. It has been our objeétive to
develop a high-definition color sys-
tem which could be integrated into
the existing black-and-white sys-
tem without obsoleting present
transmitters and receivers.

During the hearing in Docket
No. 7896 held in 1946-1947, RCA
demonstrated a simultaneous color
system which the Federal Com-
munications Commission recognized

FCC ACTIONS

GRANTS for two new AM
and a new FM outlet were
authorized by FCC last week.
Eight stations received trans-
fer grants, including $675,-
000-sale of WDSU-AM-FM-
TV New Orleans to Stern
family, and sales of KVOR
Colorado Springs, Col.,, and
WSAC Columbus, Ga. Two
AM and five FM stations
were deleted. Details of these
and other FCC actions are
carried in FCC Roundup on
page 75.

BROADCASTING

as having considerable merit. This
system, however, needed further de-
velopment, and the Commission has
been informed at intervals of our
progress.

The simultaneous system which
we first demonstrated in 1946 re-
quires a minimum of 12 me for
transmission and, because of prob-
lems of frequency allocation, it was
necessary that that system be
proposed for operation only at
ultra-high frequencies.

In 1947 and 1948, RCA con-
ducted extensive transmission tests
at UHF, among which were the
UHF tests in Washington, D. C.,
during the fall of 1948. Full in-
formation on these tests is in the
files of the Commission. The re-
sults of the UHF propagation
tests showed that much more work
was needed in the UHF band be-
fore reliable public service could
be given in that band.

This necessarily involved delay
in bringing high-definition color
television service to the public in
the UHF band, not for reasons
connected with color, but because of
propagation difficulties. At that
time we were also concerned be-
cause the VHF 6 mc channel did
not provide color television with-
out degrading the quality of the
picture.

Therefore, even before our Wash-

(Continued on page 39)
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MULTIPLE-SET HOMES

IMPORTANT radio -audience not shown in usual surveys is available

to advertisers in multiple-set homes.

Extent of this audience, desceribed as a matter of deep concern in the
field of radio research, is revealed in the 1949 Iowa Radio Audience

Study directed by Dr. Forest L.
Whan, U. of Wichita. It is the 12th
consecutive study of Iowa listening
conducted for WHO Des Moines.

Extra listening of more than
an hour a day was found in
homes having more than one
radio set (45.7% of all Iowa
homes).

Equally important is the dis-
covery that two-thirds of the
time the receivers in multiple-
set homes are tuned to compet-
ing programs.

For the first time the Iowa study
also gives data on radio ownership
for trucks and tractors as well as
barns, use of radio in milking and
amount of time auto sets are used.

Set ownership in the state is near
saturation, the study shows. In
1940 96.5% of urban homes had

one or more radios compared to
98.9% in 1949; 89.9% of village
homes had sets compared to 97.8%
this year; farm homes, 86% to
98.6%.

Along with this trend has come a
sharp rise in number of homes with
two or more sets. In 1940, 81.8%
of radio homes had only one set,
13.8% two sets, and 4.4% three or
more. In 1949, 54.3% had only
one set, 33.3% had two, and 12.4%
had three or more.

Location of Multiple-Set Homes

Breaking down the multiple-set
homes, the survey comes up with
these relative figures: 47.5% of
urban homes have only one set,
60.4% in villages, 58.8% on farms;
35.8% of urban homes have two
sets, 29.5% in villages, 32.6% on
farms; 12.2% of urban homes have
three sets, 7.6% in villages, 6.8%
on farms; 4.5% of urban homes
have four or more sets; 2.5% in
villages, 1.8% on farms.

Having shown the extent of
multiple-set ownership, Dr. Whan’s
Jowa study describes just what
happens in these homes. He had
found in 1948 that one of four
homes reported simultaneous use
quite often in the evening, with one
of 14 using the sets nearly every
day or quite often in the daytime.

Going deeper into this subject,
the 1949 survey shows that the
greater the number of sets owned,
the greater the probability of the
family using sets simultaneously
on an average weekday. For ex-
ample, 26.4% of two-set homes use
both sets simultaneously on an av-
erage weekday compared to 44.3%
using two sets at once in a three-set
home and 67.7% using two sets at
once in a four-or-more-set home.

Urban Use Higher

The average Iowa home with
more than one set, daily uses two
sets simultaneously more than four
quarter-hours, it was shown, with
urban homes making greater use of

BROADCASTING

*
sets than farm homes (see chart
below).

Dr. Whan adds: “This additional
hour of listening on the part of the
46.7% of Towa homes owning more
than one set represents ‘extra lis-
tening’ not usually measured by
radio audience research limited to
analysis of use of the ‘family set’.
It represents a sizable audience
which should not be ignored in the
future, an audience which increases
in direet proportion to the increase
in number of sets in the home.”

Having shown the extent of
multiple-set listening, the survey

Whan Survey Shows Added Listeners

riods from 6 a.m. to midnight in
two-set, three-set and four-or-more-
set families.

Location of sets in radio homes
is analyzed by Dr. Whan. The liv-
ing room, as expected, is the most
frequently radio-equipped portion

of the home. Location of sets in
living room: All homes 68%:;
urban, 78.6% ; village 70.1%; farm
54.2%.

Kitchen: All homes 36.2%;
urban, 32%; village 31.7%; farm,
43.7%.

Bedroom: All homes 21.29%;

urban, 28.3% ; village 17.3%; farm,
15.2%.

Dining room: All homes 20.8%;
urban, 16.4% ; village 19.6% ; farm,
26.6%.

Between 2% and 3% move the

WEEKDAY

MORNING

0.48 QUARTER
HOURS

AVERAGE FAMILY LISTENING
USING TWO SETS SIMULTANEOUSLY

0.75 QUARTER
HOURS

408 QUARTER
HOURS

EVENING

2.85 QUARTER
HOURS

takes up the question of programs
heard. Dr. Whan’s study “shows
that better than two times out of
three the sets are tuned to com-
peting programs—of grave concern
to research.”

When used simultaneously, sets
usually tuned by all families ques-
tioned carry the same program in
29% of cases and in 71% have
different programs. In two-set
homes, 30.7% are tuned to the same
program, 69.3% to different pro-
grams; three-set homes, 25.4%
same program,; 74.6% different;
four-or-more, 23.7% same program,
76.3% different.

In urban homes, 29.8% hear the
same program, 70.2% different
programs; village homes, 31.6%
same program, 68.4% different;
farm homes, 26.2% same program,
73.8% different.

Listening habits in multiple-set
homes are shown by half-hour pe-
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radio about the house and 3.6%
have sets in other rooms.

429 Have Car Radios

Going into auto radios, the sur-
vey shows that 42% of all Iowa
families have cars equipped with
radios (38.7% of urban famiiles,
34.9% village, 52% farm). It dis-
closes that 51.99% of car owners
have auto radios (54.3% of urban
families, 46.7% village, 50.1%
farm).

For truck owners, 9.7% are radio
equipped (13.7% urban families,
15.29% village, 7.8% farm). In the
case of tractors, 0.4% are radio
equipped.

It was found that 12.6% of barns
are radio equipped.

The survey measured FM sets in
Iowa homes, finding 7.7% of all
families have sets capable of re-
ceiving FM (8.9% of urban fami-
lies, 6.9% village, 6.8% farm). In-

terviewers asked to see the set in
each case to avoid confusion of
duplicated programs over AM-FM
stations.

Out-of-home listening is increas-
ing in Iowa, Dr. Whan’s survey
shows. In 1948, 13.4% of families
reported regularly using non-auto
sets outside the home, but in 1949
the figure rose to 15.5%.

Detailed findings are presented
on the use of auto radios by the
51.9% of car owners having re-
ceivers, with increased daily listen-
ing shown in comparison to pre-
war years when relatively few
Iowa families had radio-equipped
cars.

The findings are summarized as
follows:

Better than half of the women and
approximately three-foutrths of the
men (in families owning cars equipped
with radios) ride in those cars each
weekday.

Men are more likely to ride than
women; farm owners more likely to
ride than urban owners.

Approximately half of both men and
women riders use the radio each day
while driving, with younger riders
m(()’l;e likely than older to use the car
radio.

About one-third of all riders use the
car radio within the first five miles.

More than half of all riders use the
car radio within the first 25 miles.

Better than two of three riders use
the car radio within the first 100 miles
on a given day.

Comparing data on stations to
which the family listens most to
figures in heard-regularly ratings,
the survey shows that the latter
provide “an excellent check” on
the area covered by a station’s
programs but do not give a reliable
index to amount of listening. In
general, listeners were. found to
spend about six hours of listening
to their “listened to most” station
in Iowa for every hour they spend
with another station “heard regu.
larly.”

Multiple-set ownership increases
the amount of listening per adult,
it was found, amounting to a
21.4% increase in listening-time in
all homes (10.8% in urban homes, .

~ 40.6% village, 26.9% farm). Taking

the four-hour period just preceding
the time of interview as a basis, a
9.19% increase in amount of adult
listening is caused by multiple-set
ownership (1.9% in urban homes,
18.49% village, 3.9% farm).
Builds Audience Total .
Furthermore, it was found that
the number who listen is increased
by multiple-set ownership. Taking
the same four-hour test, 60.8% of
respondents had listened during the
period in one-set homes compared
to 68.2% in multiple-set homes.
Broken down, the increase in num-
ber of listeners is shown as fol-
lows: Urban homes, 58% listened
in four-hour test period in one-set
homes compared to 63.2% in mul-
tiple-set homes; village, 59.2%
listened in one-set homes compared
to 70% in multiple-set homes;
farm, 64.5% in one-set homes,
74.2% in multiple-set homes.
Audience-flow data disclose that

" after 8 a.m. the greatest amount

(Continued on page 22)
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Giveaway Fight
(Continued from page 15)

contained in Section 316 of the
Communications Act, but removed
from the latter by Congressional
action a year or so ago, it was
poigted out. .

Iy an official statement announc-
ing{that CBS would seek court re-
lief|from the FCC’s ruling, Frank
Stanton, CBS president, charged
that the FCC exceeded its authority
in the giveaway action.

“Not only do the rules go far be-
yond the Federal statutes relating
to lptteries and fight enterprises,”
Mr.|Stanton said, “but the author-
ity and jurisdietion of the Commis-
sion| to impose an absolute prohibi-
tion| upon a particular type of pro-
gram is open to serious question
undér the law which contemplates
thati broadcasters themselves shall
determine what programs will be
broddcast, consistent with the
neeﬂs and desires of listeners.”

CBS, said Mr. Stanton, “has
only| two sponsored network pro-
grams which apbear to be affected
by the recent FCC rules relating to
giveaway programs.” (Although
Mr. |Stanton did not identify the
two commercial shows to which he
referred, it was understood he had
in mind Hit the Jackpot, sponsored
by DeSoto-Plymouth Dealers, and
Singl It Again, which has been
bought by Carter’s Products to
advartise Arrid, an underarm de-
odersnt.)

Mr. Stanton, in his statement,
omitped mention of other CBS eive-
aways which do not embrace either
teleéhone or letter-writing contests
and which, by his inference, he did
not |[believe subject to the FCC
" rules.

The only network which in-
tended to take no action aszainst
the FCC ruling was Mutual. Frank
White, MBS president, said: “It
appeprs Mutual has no programs
in that category.”

My. White did not amplify his
statement. It was assumed, how-

GIVEAWAY VIRTUE
Jadkpot Aids ABC’s Maupin

HER[E’S the tale of one giveaway
show| that has its virtues, the FCC
notwithstanding.

When Rex Maupin, ABC’s musi-
cal director in Chicago, started
shopping last week for music»l
instrgments to outfit a new TV

studip in the Civie Opera Bldg.
{see |separate story), he struck a
snag| None of Chicago’s music

stores had a celeste in stock.

In need of the instrument with-
out |delay, Maestro Maupin re-
called that a woman in suburhsn
Cicerp recentlyv had won a $15.000
Stop |the Music jackpot, complete
with eeleste.

“Can we make a deal?” he
querigd over the phone.

“Heaven knows, I have no use
for it}”” the prize-winner replied.

Meeting her price, Mr. Maupin
had the instrument picked up next
day.
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UP TO his ears in letters is Wilson
Edwards, m.c. of KSDO San Diego
Time to Win. KSDQ Account Exec-
utives Norman Kay () and Fred
Stubbins assist him. Eighteen months
old, the five weekly giveaway pro-
gram has been constant sell-out for
participating sponsors.

ever, that he believed MBS give-
aways were safe from the FCC ac-
tions because none currently con-
tains a telephone element.

So far as could be learned, no
sponsor of a giveaway on any net-
work had indicated a desire to can-
cel his show. Networks had given
agencies and sponsors private as-
surances, it was learned, that they
intended to prosecute to the hilt
legal action against the ruling and
that perhaps as long as a year
might pass before final adjudica-
tion.

Advise Clients’

In the meantime, the networks
were said to have advised their
clients, giveaways were virtually
assured of remaining untouched.

One result of the FCC ruling,
however, was the sudden abate-
ment of sponsor interest in new
giveaways. In at least one in-
stance, it became known, an adver-
tiser who had been on the brink
of buying a giveaway quit the ne-
gotiations with the explanation he
would wait for the dust to settle
in the tiff between the networks
and the FCC. .

Of the 39 total giveaways on the
four networks, 21 are sponsored,
two of them cooperatively. By
networks they are:

ABC: Betty Crocker Magazine
of the Air—General Mills; Break
the Bank — Bristol-Myers; Byide
& Groom—Sterling Drug Co.;
Chance of a Lifetime—Bruner-
Ritter Co.; Name the Movie—Re-
vere Camera Co., and Stop the
Music—P. Lorillard, Eversharp
Inc., and and Spiedel Corp.

CBS: Hit the Jacknot—DeSotn-
Plymouth Dealers; Sing It Again
—Carter’s Products (after Oct.
1) ; Grand Slam—Continental Bak-
‘ng Co.; Bob Hawk’s Show—R. J.
Revnolds Tobacco Co., and Give &
Take—Toni Co.

MBS: Queen for a Day—Philip
Morris Co. and Miles Labs Inc.;
Fighing & Hunting Club of the Awr
—cooperative; Tell Your Neighbor
—cooperative; Man on the Farm—
Quaker Oats, and Twenty Ques-
tions—Ronson Art Metal Works.

NBC: Hollywood Calling —
Gruen Watch Co.; Take It or
Leave It—Eversharp; Quiz Kids—
Miles Labs; Welcome Travelers—

- o -
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By LARRY CHRISTOPHER

RADIO giveaways are not new.

In fact this type of program has
been used for more than two dec-
ades.

The FCC’s rule banning virtually
all giveaway shows effective Oct.
1 (see stories pages 15 and 21),
follows an upsurge of such pro-
grams since the end of the war.
Here, in chronological order, are
some of the highlights of the give-
away radio program.

. * * *
1929 One of the first bills to
to prohibit lotteries on the
air was filed Oct. 3, 1929, as HR
4499. The bill was not passed but
would have amended the Radio Act
of 1927 to forbid broadeasting of
lotteries and to prohibit the use of
profane language.

* ® *

1930 The Federal Radio Com-

mission, in a letter made
public Dee. 15, 1930, announced
that any station’s use of its fa-
cilities for lottery purposes would
“weigh heavily” against it at re-
newal time in view of the ‘legis-
lative policy of Congress against
the dissemination of lottery infor-
mation (as expressed in the Fed-
eral statutes prohibiting the in-

Procter & Gamble; Dr. I. Q.—Mars
Inc.; Double or Nothing—Camp-
bell Soup Co.; Truth or Conse-
quences—Procter & Gamble.

Each of these programs distrib-
utes prizes in cash or merchandise
or both to listeners or participants,
although not all involve telephone
calls or letter writing.

As lawyers were drawing their
tactical plans for attacking the
FCC’s ruling, the man who started
it all was taking the cataclysm in
stride. Ralph Edwards, presiding

. buffoon on Truth or Consequences

and the inventor of the fabulous
jackpot, was readying a new meth-
od of throwing money to the
winds.

Mr. Edwards, who offered radio’s
first - monstrous booty jackpot in
his “Miss Hush” contest several
years ago, had a new idea which
was to be introduced on his broad-
cast over NBC last Saturday night,
when Truth or Consequences re-
turned after summer vacation.

It seems Mr. Edwards was going
to have a celebrity, dressed as a
deliveryman, talk with a common
citizen “somewhere in the United
States” a few days before the pro-
gram. This momentous conversa-
tion was to be secretly recorded
and played back on the show. The
common citizen was then to be
telephoned by Mr. Edwards and
given $2,500 cash if he could
identify - the disguised celebrity
who had conversed with him.

“The emphasis will be on the
stunt rather than on the prize,”
Mr. Edwards was quoted bv his
press agent as explainine. Some-
how he expected that to be legal.

terstate transportation of lottery
tickets, advertising, etec.).” The
letter replied to a request that
Chicago stations be warned their
licenses might be in jeopardy
should they proceed with rumored
plans to air lottery information.
The Radio Commission refused to
issue the warning, on the ground
that to do so would constitute a cen-
sorship in advance of any actual
misconduct by the stations. The
request had been made by Col.
Robert Isham Randolph, president
of the Chicago Assn. of Commerce
and resulted in a libel suit against
Col. Randolph by Mayor William
Hale Thompson of Chicago, who
alleged that the request charged
him with operating a lottery and
recited the rumor that Chicago
stations were to be used in further-
ance of the lottery.
* * *

Several bills were intro-
1931 ;

duced in Congress on lot-
tery programs without ultimate
success, including the Dill-White
bill which sought multiple revi-
sions of the 1927 law. The Ameri-
can Newspaper Publishers Assn.,
at its annual convention in New
York on April 23, 1931, adopted a
resolution endorsing government
regulation of radio lotteries. It
endorsed efforts of its committee
on Federal laws to impose on radio
the same restrictions on lottery ad-
vertising which apply to news-
papers. It also endorsed in prin-
ciple an amendment to a pending
radio bill which would make broad-
casting of lottery information or
similar schemes a Federal offense
and place station licenses in posi-
tion for possible revocation. On
May 4, 1931, the FRC denied
ANPA’s petition for an order
banning “lottery and gift pro-
grams.” FRC took the position
that the question of prohibiting
lottery advertising by radio was a
matter for legislation., At the
time an FRC Law Division memo-
randum on the subject was quoted
as stating:

While Congress can and does confer
upon administrative bodies of its crea-
tion the power to enact rules and regu-
lations, these rules are not for the
government of such bodies but for
administering the laws that do govern.

hen Congress has indicated its will
by appropriate legislation it can give
to those who are authorized to act
under such general legislative pro-
vision: “Power to fill up the details”
but not to further the scope and effect
of such legislation to cover matters
not included therein,

In spite of this position, FRC
on May 7, 1931, issued the follow-
ing public notice:

Upon freauent nccasions there have
been brought to the attention of the
Commission complaints against radio
stations broadcasting fortune telling,
lotteries, games of chance, gift enter-
prises, or similar schemes offering
prizes dependent in whole or in part
upon lot or chance. On that subject
the Commission has to say: There
exists a doubt that such broadcasts
are in the public interest. Complaints
from a substantial number of listeners
against any broadcasting station pre-
senting such programs will result in

(Continued om page $2)
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PRESS REACTION

A MAJORITY of newspapers feel
the FCC overstepped its authority
in handing down a decision defin-
ing certain types of giveaway pro-
grams as violating the criminal
lottery laws and in effect banning

such programs from the air
[BROADCASTING, Aug. 22].
Perusal of editorials indicates

over two-thirds of newspapers are
critical of the FCC action though
many are also critical of giveaway
programs.

Sen. Edwin C. Johnson (D-Col.),
chairman of the Senate Interstate
& Foreign Commerce Committee,
agreed with an editorial in the
Aug. 23 Washington Post (WTOP)
which contended the FCC had
ample power for its action. In
comment accompanying his inser-
tion of the editorial in the Con-
gressional Record, Sen. Johnson
praised the three members who
voted for a halt “on the insane
giveaway fad,” regretting that all
seven Commissioners had not
joined ““as a unit in abolishing this
chean clap-trap which lowers the
standing of radio.”

Sen. Johnson said “Radio licenses
were not granted to cultivate and
appeal to base emotions. Radio
broadcasting has a finer service to
offer than that. Pyramid clubs,
giveaway programs and lotteries
may have strong audience appeal,
but it is not an appeal worthy of
our greatest entertainer and in-
structor—the radio.”

‘Should Welcome’ Ruling

The Post suggested broadcasters
“ought to welcome this ruling as
a salutary policing measure that
will protect them from the com-
petitive pressure of a debasing
form of entertainment appealing
to the cupidity and gambling in-
stinets of mass humanity.” It said
that if broadcasters don’t justify
belief in the American system of
private ownership, an aroused pub-
lic will demand “increasingly dras-
tic regulatory action and possibly
Government suppression of private
companies.”

On the other hand the New York
Herald Tribune holds that Comr.
Frieda B. Hennock “quite properly”
questioned whether FCC is usurp-
ing powers of the Dept. of Justice
and Congress. It adds, “Technic-
ally a quorum was present, but in
a case of this sort, the Commission
owes it to the public to act - with
assurance or not at all.”

The Herald Tribune argues that
questioning of the FCC’s powers
“does not relieve radio people of the
duty of examining for themselves
whether the giveaway programs
constitute a thoroughly desirable
form of broadcasting.”

Columnist John Crosby, in the
same paper, commented, “If the
FCC is upheld, a national lunacy
like midget golf and marathon
dancing will have passed into folk-
lore. . . . The ruling will have an
especially happy effect on televi-
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sion, whigch was beginning to be
saddled with giveaways right in
infancy and might have been crip-
pled for life.”

The Washington News, Seripps-
Howard, hit hard at FCC. “We
don’t have a police state—yet” it
asserted. ‘“We do have bureau-
crats who write their own laws
when the laws passed by Congress
fail to satisfy their thirst for
power. That is moving toward dic-
tatorship through a back door. . ..
That’s censorship by fiat—three

FCC Overstepped in Ban

men telling millions of Americans
what they may hear on their
radios.”

The Rochester (N. Y.) Times-
Union (WHEC) commented, “The
FCC has banned giveaway shows
on the radio. This just about
eliminates competition with gov-
ernment in the giveaway business.
To renew its license every radio
station is going to have to compete
with the government grab-bag. So
you won’t have to shoo away all
visitors on Sunday evening now.

ROUNDUP OF LEGAL VIEWS ON GIVEAWAY RULING

LOUIS G. CALDWELL

Kirkland, Fleming, Green, Martin & Ellis
(First General Counsel, Federal Radio Commission)

I agree with the dissenting opinion of Comr. Hennock.
* * *

SEN. EDWIN C. JOHNSON (D-COL)
Chairman, Senate Interstate and Foreign Commerce Committee

Certainly I want to pat on the back the three members of the Com-
mission for their courageous action in ecalling a halt on the insane
‘“giveaway” fad which has swept radio. The chance to
win on these programs is said to be less than one in
eight million so only an infinitesimal number can take
much of a financial loss in their elimination.

Only the advertiser gets something for nothing out
of these medicine men radio shows. I regret ... that
all seven Commissioners did not find it possible to join
as a unit in abolishing this cheap clap-trap which lowers
the standing of radio. Radio licenses were not granted
to cultivate and appeal to the base emotions. Radio
broadcasting has a finer service to offer than that.

Pyramid clubs, “Giveaway” programs and lotteries
may have strong appeal but it is not an appeal worthy
of our greatest entertainer and instructor—the radio.

* * *

PHILIP G. LOUCKS

Loucks, Zias, Young & Jansky
(Former Managing Director, NAB)

Broadcasting of a lottery, gift enterprise or similar scheme is a crime
punishable by fine or imprisonment. Either the sponsor or the licensee,
or both, may be prosecuted for such broadcasts under the statute. Each
is entitled to a trial by jury.

Under the new regulations it is conceivable that the Commission
might refuse to renew a license for a broadcast which a jury, after trial,
might find not to be in violation of the statute. Under such circum-
stances the acquitted licensee probably will not feel very happy about
being forced out of business because of his innocence.

Congress intended that criminal punishment and not exercise of the
Commission’s licensing power should be the deterrent against the wrong-
doing proscribed by Sec. 1304 of the U. S. Criminal Code.

* & %
W. THEODORE PIERSON
Pierson & Ball

The Commission’s report and order in my opinion offends both legal
and constitutional principles. It seeks to restrain programs that are
not proscribed by the statute. It ignores judicial specifications of the
element of consideration and completely reverses previous legal concepts
in this regard.

In the last paragraph of its report the Commission, in effect, states
that consideration sufficient to support condemnation as a lottery is con-
clusively presumed in any case where a giveaway program is designed
to attract listeners and benefit the broadcaster and the sponsor, which
merely describes all giveaway programs.

By paraphrasing the statute’s proscription of the element of lot or
chance, the Commission’s order ambiguously broadens the prohibitions
of the statute. Since the report by administrative fiat previously re-
strains programs which under present judicial authority are not con-
demned by the Criminal Code, the Commission’s action is censorship
and an interference with the right of free speech by radio and, therefore,
beyond its statutory and constitutional authority.

It is hoped that the general and broad statements of principles made

(Continued on page.38)

Sen. Johnson
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Or go down to Radio City to get in
the chips. Washington will be the
best giveaway left. Do you want
a deep-freeze unit? Don’t expect
it from radio. Find a friend of a
friend of a 5 per center who knows
where there are some factory re-
jects.”

The Roanoke (Va.) World-News
(WDBJ) sympathized with the
FCC’s horror of giveaways but con-
tended it overstepped authority.
The paper said giveaways have
gone a long way toward real en-
tertainment on the air and have
cut audiences of good educational
shows almost to zero. It concludes:

“This is a sad commentary on
the American mind, but it’s true
and there you are. If anybody is
to do anything about it, Congress
and the courts, rather than FCC,
appear to be the proper authorities.
FCC probably is due for a slap-
down.”

The Baltimore Sun (WMAR)
pointed out that “only last week
BROADCASTING, the weekly organ of
the industry, carried a strong edi-
torial protesting against the whole
idea of giveaways and calling on
the leaders to adhere to better

standards.,” The Sun calls the
giveaway in its “most extreme
form” a “vulgar appeal to cupid-

ity,” but says some of the pro-
grams “are delightful to . see or
listen to.”

Concluding, the Sun says: “It
would be far better to persuade in-
dividuals who control the various
chains and stations to make their
own selections between the accept-
able and the reprehensible than to
leave the policing to a government

(Continued on page 26)

ANALYZING chemicals while on a
personal tour of Phillips Petroleum
Co. is Erle Smith, KMBC-KFRM Kan-
sas City news editor, subject of a
four-page spread in the company’s
national magazine. This summer
marks the 10th anniversary of Phil-
lips sponsorship of Mr. Smith's late-
evening newscasts, a record for
KMBC of more than 2,000 consecu-
tive broadcasts of uninterrupted spon-
sorship.  Phillips has renewed its
contract to enter its 11th year in
news programming.
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GRID SPONSORS

inclair on WKOW:; Others
REPORTS of more football spon-

lison. Twenty-one Sinclair
ers banded together to make
posgible broadcasts of the complete
nind-game schedule.

Also in the Midwest, WNBK
(TV|) Cleveland will telecast via
film|all 16 Cleveland Browns’ foot-
ball| games sponsored by Leisy
Brewing Co. of Cleveland. WNBK
will| show previous weeks’ games
on |Saturday, thus designed to
avoid an adverse effect on attend-
ancd. Series started Aug. 20 with
the |Browns-Chicago Hornets con-
test.

ques P. Clark, president of the
Philadelphia Eagles, National Pro
League champions, announced Aug.
23 that several of the games his
teav?h will play in other cities will
be telecast to Philadelphia. As was
previously reported, none of the
Eagles” home games in Philadel-
phia| will be telecast.

Runp-down of others include: WLW
(TV)| Columbus will present two addi-
tional football programs to the Ohio
Stat . home schedule already con-
tracted. The programs are Football
Previews and Football Scoreboard.
Atlanta will cover the annual
Atlanta Journal all-star high school
football game. Again this year. WSB-
TV d»meras will focus on the action
for televiewers.

WHID Urbana, Ill.. will carry U. of
lllingis games and feed to Illinois and
out-of-state stations. G. Max Kimbrel,
manager of the Illinois Sports Net-
work| has stated. The network also will
broadcast all of the university’s basket-
games., home 2nd away. Three
statiqns. W. F Chicago, WTAX
field and WKID, had signed for
tasketball games early last week
with keven other Illinois stations giving
tentati’re authorizations.

n |Indiana, WCSI (FM)_Columbus
signed Westinghouse Dealers of
southern Indiana for sponsorship of
the Chicago Cardinal games, home and

. WTMJ-TV Milwaukee will telecast
five pf U. of Wisconsin and three
Marapette U. home games sponsored
bv First Wisconsin National Bank of
Milwgukee. While this will be the
year for the bank sponsorship of
U. of| Wisconsin games. First National
contracted last - year for Marquette
contegts.

Play-byv-play descriptions of Notre
games during the season will
he nirrind bv WERE-AM-FM Cleve-
. [rew indenendent 5 kw outlet in
city. the station 2nnounced last
Schedul runs from Sept. 24
through Dec. 3

CHEST APPEALS
WHOM Issues Translations

WHQM New York has specially
transeribed %ommunity Chests of
Amerlica fund appeals in Spanish,
Italwin, German and Polish for
distribution to foreign-language
stations all over the country by the
Comnpunity Chest’s radio commit-
: tee.

Trgnscriptions are based on
material supplied by the organiza-
tion, and: are expected to be heard
by about four million listeners in
the Greater New York area alone,
according to Fortune Pope, execu-
tive yice president and general
manager of WHOM.
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BREAKING ground for WFCB Dunkirk, N. Y., new transmitter are (I to r):
Raymond Bentley, director; Roger Waite, secretary; Thomoas Tobin, President,

all of Dunkirk Chamber of C

ce; Walter Murray, Dunkirk Mayor; Paul

Renckens, director; Gerold Dash, treasurer; Alois A. Schmidt, president, Paul
Fischler, chicf engineer, all of the Dunkirk Broadcasting Corp., WCFB owner,

and Roman Waite, Industrial Commissioner of the city of Dunkirk.

Formal

opening of WFCB, operating on 1410 kc with 500 w day and night, is

scheduled for Oct. 15.

Mr. Schmidt will be station manager.

Consulting

engineer is Russell P. May and the attorney is Charles F. Duvall, both of
Washington, D. C.

‘COMPARISON NETWORK'

Promotion, Program Exchange Formed by Five Outlets

BELIEF that two heads can do a
better job than one has spurred a
broadcasting group to operate a
cooperative venture, called “Com-
parison Network,” to boost sales
and promotion.

Idea of the “network,” a non-
profit organization boasting five
members, is to inter-change indi-
vidual initiative and creative abil-
ity on programs, sales and promo-
tion.

Leading the movement is Bill
Sinor, sales manager of KGVO
Missoula, Mont.,.5 kw affiliate of
CBS. Participating stations in
addition to KGVO include, with
more expected: KXO El Centro,
Calif. 250 w MBS; KOLT Scotts-
bluff, Neb. 6 kw CBS affiliate;
KTMS Santa Barbara, Calif. 1 kw
ABC outlet and KOAT Albu-
querque, N. M. 250 w affiliate of
ABC.

The “network’ tapes those shows
in which each station has particu-
lar pride and shuttles them among
the participating stations, so that
by comparison, each outlet can im-
prove its programming structure
and utilize new ideas. Thus the
benefit is two-fold to the sponsor:
He receives the best program pro-
duced by the station’s sales and
programming departments and he
gains the finished result of the
combined network effort.

When a participating station
needs a farm program, sports
show, or a new twist on a weather
forecast, a request is sent to Mr.
Sinor’s office. From there a memo
is sent out to all members.

Each. station takes an air check
of 115 quality show in the particular
category and bundles it off to_the

requesting station. With all of
the member shows on tap, the re-
questing station then can pick the
good ideas from each and produce
its own, polished for the piteh of
its sales department.

Multiple-Set Homes

(Continued from page 1:9)

of switching from station to sta-
tion takes place on the hour; no
more than 10% to 15% of the audi-
ence at any period has come from
other stations; the great majorjty
of listeners at any given quarter-
hour had been listening to the same
station during the preceding quar-
ter-hour; the greatest number of
“new listeners” tune in during the
first quarter-hour of each clock-
hour, with second largest group
tuning-in on the half-hour.

About 10% of Iowa farmers use
the radio in the barn while milking,
it was found, with two-thirds of the
women and three-fourths of the
men believing radio is “a help” at
milking time. Seventeen per cent
of those with radio in the barn be-
lieve use of radio at milking time
results in an increased amount of
milk.

Extensive data on program and
station preferences are given in the
Iowa study, which is based on 9,169
families questioned in late March
and early April. These were care-
fully selected and response weight-
ed. The random sample reached
1 in 76 homes in the state. Prof.
W. R. Underhill, of Iowa State Col-
lege, personally supervised the-in-
terviewers.

BROADCASTING
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Members on CWA Merger

NATIONAL Assn. of Broadcast
Engineers and Technicians, an in-
dependent union, announced last
week it had submitted to its mem-
bership a proposal to affiliate with
the Communications Workers of
America (CIO), an international
union with 300,000 members.

Current membership of NABET
is about 2,000.

In a statement sent to chapter
chairmen, Clarence Westover,
NABET executive secretary, said
the independent union “feels the
need of affiliation” and that “after
a survey was made of the various
unions in the field, we have con-
cluded that the Communications
Workers of America are the logi-
cal union to affiliate with.”

NABET was originally an as-
sociation of engineers and techni-
cians employed by NBC. It became
an independent wunion in 1942,
negotiating its first non-NBC con-
tract with WOR New York.

It currently holds contracts with
ABC, NBC and with a large num-
ber of stations as well as with
RCA-Victor, Muzak and NBC Re-
cording in- the record field.

Both NABET and CWA officials
emphasized that the affiliation was
not yet a fact. Details of the join-
ing of NABET to the larger union
were still under discussion.

NABET executives, however,
were preparing explanatory ma-
terial to be sent to the membership.
A national referendum on the
question of affiliation will be .held."

One practical result of an affili-
ation of NABET with the powerful
CIO communications workers would
be a strengthening of the broad-
cast union’s hand in future ne-
gotiations with broadecasters.

VAIL PISCHKE

Opens New Radio Law Firm

VAIL W. PISCHKE, radio attor-
hey, has opened his own offices
at 724 Ninth St.
NW, Washington.
He resigned re-
cently from the

E B NAB Legal Dept.

i ™y to re-enter pri-
. vate practice.

"""" Mr. Pischke

# was with Louis

¢ ‘ J: G. Caldwell, of.

the firm of Kirk-

Mr. Pischke land, Fleming,

Green, Martin &
Ellis, from 1944 to 1946, leaving
to become associated with former
Assistant Attorney General Nor-
man M. Littell. He joined NAB
last year. Before graduating from
Notre Dame with B.A. and L.L.B.
degrees, he was active in radio pro-
duction. In 1944 he won the an-
nual ASCAP award for a paper
on radio copyright law. He is a
member of the Indiana, District of
‘Columbia and Supreme Court bar
as well as the D. C. and Federal
Communications Bar Assns.
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COST THEORY Would Aid Smaller Stations

By JAMES D. McTIGHE

RADIO DIRECTOR
Olmsted & Foley, Minneapolis

AT LAST. A simple method by
which the radio station consistently
located at the bottom of the Hooper
ratings (or Conlan’s or diaries or
any recognized rating methods)
can argue effectively against the
“power-houses,” by showing its
comparative cost per listener.
Here’s the way I did it.

I was convinced that my client
could use the lowest-rated station
in the market because this station
has a record of selling merchan-
dise to a small, loyal audience.
Also, this station had proved that
it could pull a rating, though
rarely, if the programming were
strong enough. I felt that I had a
strong program.

Period Studied

The period I was considering
was a weekday full hour, Class B.
The cost for that particular hour
on each of five stations was the first
constant. (This constant could also
consist of the cost of a chainbreak,
minute, quarter-hour or any com-
parable period.)

The second constant in my anal-
ysis was the average share of audi-
ence for the four consecutive quar-
ter hours according to the latest
Hooper ratings. Instead of work-
ing for cost-per-Hooper point or
cost-per-thousand listeners, I took
a left turn and calculated the cost-
per-one per cent of share of audi-
ence.

Here’s the arithmetic. Station A
is the one I recommended. Round
figures are used to simplify the
example.

Cost Per Class “B” hour, One Time
Station
A B C D E
$100 $250 $300 $125 $150
* k%

Mr. McTIGHE
BROADCASTING ¢

Average Share of Audience

Station
A B C D E Other
13.59, 21.19, 31.4% 10.3% 11.5% .2%

Now, by dividing the share of
audience figure into the cost per

o Lusiness of
/¢ toadcadtiny
. ) o

One of a Series
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hour figure, I arrived at the cost-
per-one per cent of share of audi-

ence. Like this:
Station
A B c D E
$7.47 $11.07 $7.96 $12.13 $8.57

As you can see from the above,

Station A is actually a better buy
at this particular hour than any
other station in the line-up. This
formula can also be applied to any
unit of time with any reliable
rating method that gives a share-
of-audience figure since all the fac-
tors used in the arithmetic are
constant and none of them is abso-
lute . . . that is, they show com-
parisons only. The final cost per-
one-per cent of share of audience
must not be construed as cost per
hundred or thousand listeners.

Explains to Others

Since I first used this analysis
several weeks ago (and it convinced
the client, by the way) I have ex-
plained it to time salesmen, radio
representatives and other time-
buyers, and all of them feel it is
valid. That’s why I'm putting it
into print.

If any readers can point out an
error in the reasoning or limita-
tions of the theory itself, I'd like to

ALL-RADIO FIL

Committee Approves
Script

ALL-RADIO Presentation Committee on Thursday gave final approval
to the shooting script of the industry-wide promotion film which will
dramatize actual radio result stories proving that at all levels, radio
advertising can produce maximum results for advertisers most econom-

ically and quickly.

Script will be submitted to film
producers for bids this week. Com-
mittee hopes to have filming under
way by September, with completed
picture ready for use by Jan. 1,
1950.

Film will run 40 to 50 minutes,
with black-and-white prints of both
35mm and 16mm available. Film-
ing will be done documentary fash-
ion, shot on location in various
parts of the country. Ben Gradus,
film consultant, whose report also
was approved by the committee, has
completed an inspection tour of a
half-dozen sites offering dramatic
evidence of radio’s potent result-
producing power and has already
roughed out shooting schedules for
this part of the picture.

Will Show Effects

In addition to the commercial
story of radio, the film also will
show the effect of broadcasting on
the lives of the American people
and its effect throughout the na-
tion. These two aspects will be
segregated in shorter—20 minute—
films, one dealing with radio’s
commercial impact for use in show-
ings to advertisers, the other sum-
marizing radio’s role as a social
force for showing service clubs,
PTA groups and similar organiza-
tions.

Approval of the script marks the
close of the second phase of the
All-Radio Presentation project.
First was the financing campaign,
which enlisted the support of 510
stations, contributing $79,120 and
three networks—ABC, CBS, NBC
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—who jointly added another $50,-
000. Script was written by Mr.
Gradus and Victor M. Ratner, CBS
vice president in charge of promo-
tion. Mr. Ratner also will act as
producer, with the filming of the
picture to be done under his guid-
ance.

Mr. Ratner presided at Thurs-
day’s meeting, held at BAB head-
quarters in New York, in the ab-
sence of Chairman Gordon Gray,
WIP Philadelphia. Others present
were: Ivor Kenway, ABC; Lewis
Avery, Avery-Knodel; Herbert L.
Krueger, WTAG Worcester; W. B.
McGill, Westinghouse Radio Sta-
tions; Maurice B. Mitchell, BAB.

Beginning as a joint network
project for an industry-wide pro-
motion in December 1947, the All-

MR. McTIGHE here describes an
unusual but simple survey tech-
nique by which he believes the
smaller station can compete rating-
wise with “power-houses” of the
industry. It is an interesting de-
parture from the traditional anal-
ysis method, and may prove help-
ful to timebuyers. Mr. McTighe
has been radio director at Olmstead
& Foley, Minneapolis, since August
1946. He was named an associate
agency partner last September.
Previously he had served with
KDAL Duluth and Campbell-
Mithun, Minneapolis, as copywriter.

know about it. And if anyone has
used this method before, I'll be glad
to move over and share the credit
for what I consider a new and valu-
able technique for timebuyers.

NAB MAILING

Gives District Meets Data

THE NAB is sending information
to members and non-members in 17
districts throughout the country on
details of the series of NAB dis-
trict meetings which begin early
next month and continue through
mid-December.

First mailing to the District 7,
which meets Sept. 8-9 at Cincinnati,
was devoted to sales sessions to
be conducted by Maurice B.
Mitchell, director of the NAB’s
Broadcasting Advertising Bureau.
The folder features dealer cooper-
ative advertising, national spot
business, BAB sales aids, retail ad-
vertising, sales techniques of other
media and other sales department
subjects. Later mailings will cover
details of operating costs control
sessions to be conducted by Richard
P. Doherty, director of the NAB's
Employe-Employer Relations
Dept., and broader aspects of
broadcasting to be covered by NAB
President Justin Miller.

Radio Presentation Committee was
formed after the NAB Los Angeles
convention in May 1948 broadened
the project to permit all segments
of the industry to participate. Com-
mittee was incorporated under New
York State laws on April 27, 1949.

ABOUT to take off from Peoria, Ili., for a week’s fishing trip at Jackson Hole,
Wyo., are entourage of New York advertising executives and their host,

Manager Fred Mueller of WEEK Peoria.

They are (I to r): Standing—Bill

Kerr, Oklahoma City; Charles Hotchkiss and Gordon Johnson of Dancer-
Fitzgerald-Sample; C. C. Slaybaugh, Morse International; Frank Silvernail,
BBDO; Brownie Akers, Oklahoma City; Edward Hitz, NBC; Harry Hobbs,
Ted Bates Inc.; Frank Headley, Headley-Reed Co.; Carlos Franco, Young &
Rubicam; front row—Mr. Mueller; Raymond C. Simms, Erwin, Wasey & Co.;
W. Doty Edouarde, Badger & Browning & Hersey; Edward Whitley, McCann-
Erickson; J. D. McCarty, Oklachoma City; Tom McDermott, N. W. Ayer & Son.
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By JOHN OSBON
S of the “dry” contingent,

such |advertisements.

He told House colleagues he was
pus}ﬁng for “early consideration,”
but at week’s end spokesmen for
the House Interstate & Foreign
Cominerce Committee, to which the
bill vt:las referred, indicated it had
not Ten discussed.

Rep. Crawford’s measure (HR
6111) varies in certain respects
from | other legislation introduced
earlier this year in Congress in
that it specifically singles out the
radio|and television mediums. And
wher¢as other legislators in the
past |have tried to spur action
through the Federal Trade Com-

SPIRITS ADS

Bishop, Congressman Oppose

FURTHER remonstrations against
the liguor and aleoholic beverage
industries for their exploration of
radio and television as advertising
medial were voiced on other fronts
last week—by a prominent Con-
gressman and a high official of the
Methadist Church.

In | Philadelphia Rep. Joseph
Bryson (D-S. C.), author of one of
three bills to outlaw all such ad-
vertising in interstate commerce
(see story this page), told the
Women’s Christian Temperance
Union| at its 75th anniversary con-
vention, that networks and stations
frequently have ‘“declined to give
the ‘dry’ forces radio time, al-
though they do not hesitate to

carry | programs sponsored by
brewe{‘ies and distilleries.” The
latter | industries have gone ‘“far

beyond good taste,” he added.

Meanwhile, Bishop Wilbur Ham-
maker| executive vice president of
the board of temperance of the
Methodist Church, said that whisky
advertisers, headed by Schenley
"Distillers Inc., are hewing to a
policy |of “get the business,” de-
spite the Distilled Spirits Insti-
tute’s [13-year self-imposed ban on
radio 8ds. He termed it “an arro-
gant procedure” and said the prac-
tice injvolves “jeopardy” for radio
and te F;vision broadcasters.

“It would be as unseemly for the
broadcasters to take the money
as it wpuld for the distillers to give
it. . . | Distillers and broadcasters
had better ‘stop, look, listen’,” he
warned. Bishop Hammaker sun-
ported |Sen. Edwin C. Johnson (D-
Col.), dhairman of the Senate Com-
merce | Committee in his stand
agains4 liquor advertising.
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QUOR ADS

Crawford Urges Radio-TV Ban

mission, the FCC and by “moral
suasion” through the Internal
Revenue Bureau’s Alcohol Tax
Unit, Crawford’s proposal would
basically modify the Federal Alco-
hol Administration Act to attain
that end.

Specifically, but in different
ways, it is directed at some 200
stations contemplating acceptance
of the ads, and at Schenley Dis-
tillers Ine., which currently is
studying the possibility of using
radio and video [BROADCASTING,
Aug. 1, 8, 15]. " In his statement,
Rep. Crawford scored Schenley for
intent to “flaunt established policy
of the majority of distillers” and
stations who “are sufficiently hun-
gry that they are willing to grab
the revenue from whisky pro-
grams.” The measure would put
the burden of initiative on adver-
tisers, not stations, however, within
the Alcohol Act.

Would Amend Act

Essentially, Congressman Craw-
ford would amend the Act to pro-
hibit use of such ads on radio or
TV whereas the present law
broadly permits advertisements in
all media if they conform to cer-
tain provisions of the Aect. In
effect, then, the proposed bill dis-
criminates wholly against the two
licensed media without comparable
allusion to printed media. It would
embrace not only hard liquor, but
wines and beers as well, Rep.
Crawford said.

Furthermore, it would bring the
Schenley firm to account for vio-
lation of the Federal Alcohol Act
as amended, should the company go
ahead with its plan to invade the
radio field. Schenley is not a mem-
ber of the Distilled Spirits Insti-

tute, which comprises about 70%
of the distilling industry member-
ship and which already has taken
a stand against a voluntary and
long-standing precedent [BROAD-
CASTING, Aug. 1, B].

Rep. Crawford pointed out that
the Alcohol Tax Unit already has
admitted “its hands are tied” and
that FCC “has only a weak crutch
in the form of ‘license renewal.’”
He warned that once “the booze
barons break the precedent and
get onto the airwaves . . . they
will then inch their way onto the

television screens . ..”
With respect to Schenley he
added:

The fact that it is now a lawful
industry does not mean it can do as
it pleases. In approving repeal the
citizens of the country never had in
mind that this industry would operate
uncontrolled by appropriate restric-
tions. Schenley’s may claim discrimi-
nation as a defense. If Schenley’s
officials are unwise enough to over-
look the fact that this ‘““discrimination”
is backed up by public opinion, that
will be bad for Schenley. For example,
liquor dispensing establishments are
properly ‘“discriminated against” with
respect to their location. Except for
zoning restrictions, grocers, druggists
and others may open a business with-
out much difficulty as to location.
However, our citizens have seen fit
to provide legal controls governing
location of whiskey sales places with
respect to their proximity to schools
and churches. There are other re-
strictions - which the industry might
claim are “discriminatory.”

The legislator said that “both
Schenley and these 200 or more
broadcasting stations appear to be
ignoring the considered -judgment
of the minds of the two industries.
He included quotes by Howard T.
Jones, executive secretary of Dis-
tilled Spirits Institute, and edi-
torial comment by BROADCASTING,
and said he would press for action
since FCC and the Tax Unit “are

McFARLAND BIL

House Delay Indicated
Due to Recess

FURTHER delay in consideration of the McFarland communications
bill was indicated last week as the House voted to take continuance

three-day recesses until Sept. 21.

Spokesmen for the House Interstate & Foreign Commerce Committee,

to which the FCC reorganizational
bill was referred, said that the
FCC-FTC-SEC subcommittee,
headed by Rep. George Sadowski
(D-Mich.), may defer its proposed
meeting to discuss the measure un-
til Sept. 21, date the House recon-
venes en masse. Congressman
Sadowski originally had slated the
measure, authored by Sen. Ernest
W. McFarland (D-Ariz.), for con-
sideration Sept. 7 or 8 BROADCAST-
ING, Aug. 22] Beginning this week
most of the group’s members prob-
ably will be absent, it was pointed
out.

The House action came after the
Senate had turned down its bid to
adjourn wholly without “any
strings attached” for that period.
The lower chamber will convene
twice daily—on Tuesday and Fri-
day—but no business will be
transacted. In the Senate, Sen.
Homer Capehart (R-Ind.) urged

*
adjournment of both House and
Senate until Sept. 30, but his reso-
lution was rejected.

Rep. Sadowski had noted that he
set the initial meeting date after
the Labor “Day recess, originally
scheduled to last 10 days. With
re-convention set back another two
weeks there appeared to be little
hope his subcommittee would take
action before Sept. 21.

Meanwhile the House Commerce
Committee has invited FCC to sub-
mit comments on the McFarland
legislation preparatory to the sub-
committee meeting. The Commis-
sion has discussed the measure in
part particularly those provisions
which it does not favor, it was
learned [BROADCASTING, Aug. 22].

The request was contained in a
“form” letter from the House Com-
merce group on Aug. 19.

BROADCASTING o

powerless to keep whiskey off the
air.”,

Congressman Crawford has been
an active member of the “dry”
forces in his Congressional ténure
during which he has enjoyed the
support of the Women’s Christian
Temperance Union and prohibition-
ist groups. In April 1948 before
the Senate Interstate & Foreign
Commerce Committee he testified on
behalf of anti-liquor ad measures.

Other Bills Pending

Two other bills currently are
pending in Congress—one in each
house—to prohibit liquor ads in all
media, including the broadecasting
field. Identical in their provisions,
each would make it unlawful for
station operators to accept such
advertising, where Rep. Crawford’s
bill extends only to distillers sub-
ject to Tax Unit jurisdiction. The
measures (HR 2428 and S 1847)
were instroduced by Rep. Joseph
Bryson (D-S. C.) and Sen: William
Langer (R-N. D.).

Hearings on the Langer bill
have been slated for next Jan-
uary by the Senate Commerce Com-
mittee under the chairmanship of
Sen. Edwin C. Johnson, prime-
mover behind the “dry’”’ movement
to ban liquor ads. Sen. Johnson
previously had communicated with
FCC, asking it to consider the
question at license renewal time,
and Treasury Secretary Snyder’s
Tax Unit, urging it to use “moral
suasion” on liquor licensees who
break the voluntary ban. FCC
agreed while acknowledging its
lack of authority [BROADCASTING,
Aug. 22].

LIQUOR & LAWS

Can’t Stop Ads—Capehart
LIQUOR advertising frequently
has exceeded the bounds of good
judgment, but no legislation can be
enacted to prohibit sale through
radio or press as long as the prod-
uct is legal and conforms to fair
trade regulations, Sen. Homer E.
Capehart (R-Ind.) has informed a
segment of the “dry” forces.

The legislator’s views were con-
tained in a letter sent to the Grant
County Woman’s Christian Tem-
perance Unit of Marion, Ind., and
inserted in the Congressional Rec-
ord. The county organization pre-
viously had filed a petition signed
by 2,521 citizens remonstrating
against advertising of aleoholic
beverages by radio and transporta-
tion of all other liquor advertising
within interstate commerce.

A member of the Senate Inter-
state & Foreign Commerce Com-
mittee which will hold hearings on
the liquor question next January,
Sen. Capehart pointed out in reply
to the Grant County director,
Anna Nancy Thomas, that a sub-
committee of the 80th Congress
last year conducted hearings, and
that it was advised Congress had
no constitutional power to deny ad-
vertisement of any legal product.
Question of compliance with fair
trade regulations also was studied,
he noted, with no violations de-
tected.

Telecasting



IOWA “BARN RADIOS”
HELP WITH MILKING!

(The New Iowa Radio Audience Survey Proves It!)

The Iowa Radio Audience Survey®
is a eomplete study of radio listening
habits in Iowa. The new 1949 Edition
even tells how many Iowa barns are
equipped with radio—how many Iowa
men and women feel that radio helps
with their milking—how many think
that radio makes their cows produce
more milk!

In addition to much new data, the
Twelfth Edition gives up-to-date infor-
mation on station and program prefer-
ences, time of most listening, amount
of listening outside the lhome, mul-
tiple-set ownership, ete. The Survey
gives the complete radio picture for
Towa as a whole, as well as for each of
the State’s 99 counties.

This important and authoritative
Survey is now on the presses. Write
today to reserve your free copy!

i The 1949 lowa Radio Audience Survey is
a “must’” for every advertising, sales or market-
ing man who is interested in lowa.

The 1949 Edition is the twelfth annual study
of radio listening habits in Iowa. It was made by
Dr. F. L. Whan of Wichita University—is based
on personal interviews with over 9,000 Iowa
families, scientifically selected from cities, towns,
villages and farms all over the State.

As a service to the sales, advertising and re-
search professions, WHO will gladly send a eopy
of the 1949 Survey to anyone interested in the
subjects covered.

WIihl©

* for lowa PLUS *

Des Moines « « « 50,000 Watts

Col. B. J. Palmer, President
P. A. Loyet. Resident Manager

FREE & PETERS, INC.
National Representatives
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Columbus, Georgia
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WDAK

Allen M. Woodall, Gen. Mgr.
Columbus, Ga.
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HEADLEY-REED COMPANY
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Press Reaction
(Continued from page 21)

agency. The free system has
worked pretty well with other
American activities. It will prob-
ably work with the ether waves,
too, in the long run.”

“What will detract from the
wide gratification which an end of
the giveaway era might cause is
the manner in which it is being
attempted,” writes the New York
Sun, which carried a photo of a
Stop the Music winner on the first
page of the same edition.

“It is not the job of any Federal
bureau to write law,” the Sun
contends, concluding, “But few
will grieve if, after proper legal
formalities, the giveaway madness
is brought to an end.”

The Washington Star (WMAL)
joshes the giveaway trend, and
then whimsically asks, “If that is
to be stopped in America, whither,
indeed, are we heading? What
about our culture? What about
our future? What about our so-
cial security? Where are our civil
rights? Up and at ’em, radio in-
dustry! Let not dat ole debbil
Communications take the bread
right out of our mouths! Fight ’til
the last diteh! Give us giveaways,
or give us death!”

‘Times’ Views

The New York Times (WQXR)
finds most thoughtful Ilisteners
would welcome “a respite” from
giveaways, and says broadcasters
“long ago should have halted the
debasement of their facilities and
recognized that a high Hooper
rating is not a substitute for adult
judgment in radio programming.”
Nevertheless, because only three
commission members approved the
ban, it continues, “broadcasters
have a right to know where the
full commission stands.”

On the lighter side, the Chicago
Daily Tribune (WGN) broke out
with: “The radio hucksters found
that the get rich quick appeal, even
at one chance in a million, out-
weighed not only bum comedians
but good ones too. Fred Allen and
Mrs. Nussbaum found themselves
sunk to 27th in the Hooperatings
when someone moved in across the
the street from them offering free
washing machines, tonsillectomies
and trips to Ruanda-Urandi. . . .”

The Chicago Sun-Times (WJJD)
has this to say, “The FCC could
have saved itself a lot of trouble
by just standing aloof and letting
the giveaway programs expire of
their own inherent weaknesses

. if the fickleness of the public
taste doesn’t sweep them into the
ashcan before long, other things
will . . . electric brains are being
invented almost as fast as new
radio schemes.”

Holding that the FCC is doing
what radio “should have done vol-
untarily,” the Catholic Review
said: “The NAB has issued a
statement charging the FCC with
overstepping its authority. Evi-
dently the NAB forgot that less
than two years ago its president,
Justin Miller, called on radio to

clean its own backyard or face
stricter Government control. Well,
here it is!” Radio, it went on,
thinks “in terms of cash dividends
rather than human equations. The
industry wants freedom, but has
done little to protect that freedom.”
A solution, suggested the Review,
perhaps would be “a Legion of
Decency for Radio” and until that
is done *“we can expect more and
more Government control over
what should be a free enterprise.”
Embarrassed in “defending any-
thing so obnoxious as the radio
giveaway programs,” the Chicago
Daily News (part-owner WIND),
comments: ‘“As an occasional dial
twister, we would applaud any con-
stitutional device that would rel-
egate ‘People Are Stupid’ to ob-
livion. . . . But we seriously doubt
that any appointed commission of
seven bureaucrats has authority to
tell the radio audience and the
radio industry that people can’t
be stupid if they enjoy it. We are
reasonably certain that three mem-
bers . . . haven't that power.”

SCHOOL STATIONS
Tyler, Humphrey Hit Limits

FCC should abandon its present
policy of limiting educational radio
stations to daytime operation and
provide unlimited time in the in-
terest of state education, accord-
ing to Tracy F. Tyler, president
of the Minnesota Radio Council
and associate professor of educa-
tion at the U. of Minnesota.

Mr. Tyler’s views were expressed
in the September issue of the Assn.
for Education by Radio Journal of
which he is editor. The editorial
was inserted in the Congressional
Record Aug. 23 by Sen. Hubert
H. Humphrey (D-Minn.).

Many state educational institu-
tions which desire radio facilities
have “generally been pushed aside
in favor of others who use publicly
owned radio frequencies for pri-
vate profit,” Mr. Tyler noted.
WOI, Iowa State College, and
KUOM, U. of Minnesota, are two
stations which share clear channel
assignments with commercial sta-
tions, and engineering studies show
they do not interfere but yet are
required to leave the air at sunset
“when the largest potential audi-
ences are available,” he stated.
Many states need AM coverage
particularly, he added.

FCC, Mr. Tyler noted, went the
old Federal Radio Commission one
better when it allocated educational
channels in the FM band, but there
is danger now “that some FCC
members . . . may reassign these
frequencies to commercial uses
merely because they think the
states have been too slow in using
them.” He said that in time most
states will be ready also to enter
the TV field and asked if FCC
would set aside UHF TV fre-
quencies for education as advocated
by Comr. Frieda B. Hennock. “So
far the majority of the Commission
does not agree with her,” he said.

BROADCASTING ® Telecasting



WJAC-TV

Johnstown, Pennsylvania

announces the appointment of

HEADLEY-REED COMPANY

as s
National Representative

effective immediately

WJAC-TV begins telecasting September 15 on Channel 13
affiliated with NBC, CBS, ABC and Dumont television networks.

HEADLEY-REED COMPANY

New York e Chicago e Detroit ® Atlanta ® San Francisco ¢ Hollywood
(REPRESENTING RADIO AND TELEVISION STATIONS EXCLUSIVELY)



Three Men On A Hearse

THREEE MEMBERS of the seven-man FCC have indulged in the biggest gamble in radio
histqry by attempting to outlaw giveaway programs as lotteries.

They yielded to the touting of the FCC’s lawyers.

And thus, perhaps unbeknownst to

theniselves, they trifled with the Constitution, the courts, the Dept. of Justice, the Post

Office Dept., and the will of the people.
—are engineers.

Two of the Commissioners—Sterling and Webster
The third, Acting Chairman Walker, has a regulatory background in Okla-

hom#a related almost exclusively to common carriers. This Threesome promulgated rules closer
to “thought control” than anything that’s ever emanated from a U. S. Government agency in

peacetime.

T%e rules invoke program censorship. The
rules say one thing; the accompanying ma-
joritir opinion another. The tortured defini-
tion |of “consideration,” as a necessary ingre-
dien# in establishing lottery, is sufficiently

| Editorial

broadl to cover all giveaways. The majority says
anything inducing listening is “consideration.”

We have opposed money and prize give-
aways as parasitic. We shall continue to op-
pose them as undesirable programming which
artificially stimulates listening and ratings.
We fLave criticized them, moreover, because
we -believe that as long as advertisers can
donate merchandise and get the air credits
gratis, they won’t buy radio time. We have
urged broadcasters to discourage giveaways
for their own economic well-being.

But no matter how abominable the program-
mingj, the predilections of three Commissioners,
or all seven, would not be the answer.

What the Threesome has ordained extends
even beyond program control. It proposes to
usurp the functions of the courts and of the
Dept; of Justice. It overrules the Post Office
Dept|, which has cleared as not in violation of
the anti-lottery statutes some of the very pro-
grams that would be outlawed effective Oct. 1

(but won’t be). It has flouted Congress, which "

in itg original consideration of the anti-lottery
provigion of the Communications Act of 1934
provided merely for fine or imprisonment or
both.| The FCC (the rules say) will refuse to
renew a station license or construction permit,
or aé authorization, if programs falling with-
in the purview of its ludicrous definition of
lotterjies are broadcast. That’s sudden death.

The¢ FCC lawyers who wrote the majority
opini¢on apparently became entangled in their
own mischief-making. As to existing stations,
the rules specify that a renewal “will not be
granted” where the applicant proposes to fol-
low of continues to follow a policy of carrying
progiams which the FCC has defined as lot-
teries or similar schemes. The FCC renews
licenses on a staggered schedule. Thus an
audio| station which has just received a renewal
presuinably could go merrily along for three
years{with its giveaways, while its competitor
with license renewal upecoming would face
immediate and automatic extinction.

It’s| hard to fathom why the Threesome per-
mitteli itself to be duped. Earlier in the same
week the FCC had notified Chairman Johnson
of the Senate Interstate & Foreign Commerce
Committee that it could not ban hard liquor
advertising on the air.

“The Commission has no authority to censor
any program or programs, including advertis-
ing py,” Chairman Johnson was advised.
The FICC members present were unanimous.

Could this be the same FCC? Or did dif-
ferent lawyers serve up the recommendations ?

Four of the FCC’s seven members partici-
pated|in the lottery decision. It is significant
that Comr. Frieda B. Hennock, who had been
actively engaged in private law practice in
New York prior to assuming office 13 months
ago, was the lone dissenter. She held the FCC

8 ® August 29, 1949

Page

*

lacked authority to interpret the criminal
statutes. She proposed the matter be referred
to Congress and the Dept. of Justice.

And, we wonder, why all the rush? The
Iottery question had languished for more than
a year from the date the proposed rules were
released. Only three members of the FCC
were in Washington the week of Aug. 15.

Acting Chairman Walker insisted upon ac-
tion that week. This despite the fact that
Chairman Coy was en route from Europe,
where he had headed U. S. delegations to two
international conferences, and was to land
the following day. Comr. Hyde, a former
general counsel, who had tackled many a give-
away and lottery problem in his score of years
with the FCC and its predecessor, FRC, was
in Idaho because of illness in his family.

Calls went out for Comr. Sterling, vacation-
ing in Maine, and Comr. Jones, on leave in
Ohio. A quorum of four was essential. The
meeting scheduled for Thursday, Aug. 18, was
held upseveral hours because Comr. Sterling’s
plane was unable to land. Comr. Jones was
confined to his home by ailment.

How would the FCC have voted if all seven
members had been present? Comr. Jones had
prepared a strong dissent. That would have
made the vote 3-2. How Chairman Coy
and Comr. Hyde would have voted we don’t
profess to know.

Simple mathematics, however, show that the
decision could have gone 4-3 against that which
has been perpetrated.

Certainly public and broadcaster alike are
entitled to a clear-cut determination by an
actual voting majority of the entire Commis-
sion. This is particularly so since the FCC,
which also is under mandate to serve “in the
public interest,” hasn’t been besieged with
complaints from listeners over giveaways. The
only griping has emanated from within pro-
fessional radio and advertising ranks. It’s
a family fight, in the interest of good radio
and good business. No one has called a cop.

Programming provides the editorial content
of radio. It is forbidden territory. To tres-
pass is to censor. That is in contravention of
the First Amendment.

If there are lotteries on the air, let the Dept.
of Justice move. The courts will decide and
the FCC can have its lust appeased IF there
are convictions and IF the courts conecur.

We have no doubt that a federal circuit
court upon appropriate petition from network,
station or program producer, will grant in-
junctive relief and restrain the FCC from in-
voking its vicious rules. Even the Threesome
must have sensed that, because the language
of the opinion finally ladled out by the bright
young legal lights falls just short of being an
invitation to test the FCC’s authority. :

ABC, within hours of the FCC'’s pronuncia-
mento, served notice that it will fight to the
finish. It promptly won other networks over,
because it is clear the issue extends beyond
giveaways and goes to program control. Be-
yond thatlies oblivion for a free radio.

But before court action becomes necessary
it behooves the full FCC, in the interests of
fairness and equity, to set aside the action of
the Threesome, vacate the rules and set down
the proceeding for reargument.

Oa'r. }Qeilaectj 7:) —_—

WILLIAM HAROLD ESSEX

APID RISE for Harold Essex as a top

R radio executive has only served to whet

his appetite for what is new in the indus-

try. Proof of the pudding will be the celebra-

tion next month of his 10th anniversary with

Piedmont Publishing Co. in Winston-Salem,
N. C.

Viee president in charge of radio for Pied-
mont, which operates WSJS and WSJS-FM
Winston-Salem, Mr. Essex will turn into his
second decade with the company ready for the
arrival and development of TV in his home
city.

It is widely held that a successful man must
win his spurs at the bottom of the ladder.
This radio executive can look back at 24 years
of high pressure work and promotional vigor.

William Harold Essex was born Sept. 26,
1904, in Stokes County, N. C. He lived there
only a short time, moving with his family when
he was about four years old to Madison, N. C,,
where his father operated a jewelry store.
When Young Harold was 11 years old, his
father made another move which this time took
the family to Hickory, N. C., where he finished
high school.

In 1924-25 he attended the U. of North
Carolina, taking a course aimed at electrical
engineering. Another member of this same
class who also was later to receive recognition
in radio was Bandleader Kay Kyser.

Returning to Hickory, Mr. Essex became
the entire news department of a local semi-
weekly newspaper. After a six-month indoe-
tvination in printers ink, he joined the new
staff of the Hickory Daily Record and a year
later traveled about the country promoting
circulation for a number of newspapers.

Editorial work beckoned him to Greensboro,
N. C., where he worked as telegraph editor
of the Record, his performance winning him
the position of managing editor.

Greensboro can be considered the marker in
Mr. Essex’s career. In that metropolis he first
became acquainted with radio. Greensboro
elso is important in Mr. Essex’s personal life
for it was there that he married Margaret
Teague of Lenoir, N. C., on Oct. 18, 1927.

The jump into radio came about when
Wayne Nelson started WNRC (now WBIG
Greensboro) and it was Mr. Essex who pio-
neered with presenting news via the air waves.
In 1927 radio had growing pains and this
capable newsman decided to nurse them along.

His first chance to meet the mike and an
audience, too, occurred when he stood by a
chattering teletype in the Record newsroom

(Continued on page 80)
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ut no ping" under it!

2 lertly, day and night, programs of 50,000-watt WOAI
cascade through the great Southwest! Music, news, drama,
quiz, market reports, public interest features...all and
more provide entertainment, information and relaxation to
western millions!

Blanketing 67 primary counties in South Texas alone
while the sun is shining...the dominant appeal of “The
Famous Brand Station” grows even more intense when the

moon rises . . . showering service into 142 primary counties
in 6 states --- Arizona, Colorado, Louisiana, Oklahoma, New
Mexico and Texas! (Based on BMB Study No. 1)

Sales Management has compiled late facts on the
people who make up this vast WOAI market . .. how many
there are, what they earn, what they do with their $$$.
Boiled down from 83 full-sized ledger pages, the total
figures tell this astounding story:

"DAY

NIGH

PRIMARY SECONDARY TERTIARY TOTALS PRIMARY SECONDARY  TERTIARY TOTALS
POPULATION 1,377,700 783,200 3,687,600 5.848,500 || POPULATION 2,386,200 2,344,500 6,086.400 10,817,000
Texas Only 1,877,700 737,500 1,559,800 3,675,000 Texas Only 1,960,800 988,900 1,454,900 4,404,600
TOTAL FAMILIES 381,500 220,600 1,002 400 1,604 500 || TOTAL FAMILIES 660,200 626,700 1,664,900 2,951,800
Texas Only 381,500 207,500 433,600 1022,600 ‘Texas Only 546,900 269,700 409,600 1,226,200
RADIO FAMILIES 331,310 161,100 794 448 955,548 (| RADIO FAMILIES 536,440 513,760 1,367,350 2,417,550
Texas Only 331,310 152,180 364,630 516,760 Texas Only 456,530 221,420 334,600 1,012,550
BMB Estimate 1948 BMB Estimate 1948
RETAIL SALES $1,064.072,000 $562,306,000 $2,297,944 000 $3.924.322,000 || RETAIL SALES $1 888,087,000 31 454.287,000 $4,048,304,000 $7,390,678,000
Texas Only 1,064,072,000 520,716,000 1,114,582,000 2,699,370,000 Texas Only 1,577,671,000 637,429,000 1,063,820,000 3,278,920,000
FOOD SALES 240,168,000 127,735,000 509.863,000 877.766,000 || FOOD SALES 411,514,000 322.945,000 902,397,000 1,636,856,000
Texas Only 240,168,000 119,206,000 265,227.000 624,601,000 Texas Only 351,939,000 158.907,000 244,244,000 750,110,000
GEN. MDSE SALES 111,292,000 49,174,000 257,866,000 418,332,000 | GEN. MDSE. SALES 193,548,000 150 708,000 430,865,000 755,121.000
Texas Only 111,292,000 46,190,000 126,073 000 283,555,000 Texas Only 163,299,000 56,241,000 137,532,000 359,072,000
DRUG SALES 33,462,000 19,457.000 81,423,000 134.342,000 {| DRUG SALES 63,848,000 45,919,000 128 005,000 237,772,000
Texas Only 33,462,000 18,278,000 43,872,000 95,612,000 Texas Only 55,079,000 22,118,000 39,510,000 118,707,000
H-HOLD-FURN-RADIO 37,177,000 23,456,000 85,708,000 146,341,000 || H-HOLD-FURN-RADIO 64.119.000 57,057,000 185,841,000 307,017,000
Texas Only 37,177,000 22,298,000 43,817,000 103,292,000 Texas Only 56,774,000 28,813,000 55,878,000 141,465,000
NET E. B. L. 1.519.788,000 747,455,000 3,037.609,000 5,304.852.000 || NET E. B. L 2,503,198,000 1,965,819,000 5.352,612.000 9,821,629,000
Texas Only 1,519,788,000 704,246,000 1,493,320,000 3,717,354.000 Texas Only 2,133,602,000 876,768,000 1,500,073,000 4,510,443,000
NET AVG. INCOME 3,374 3,110 3,173 3,219 || NET AVG. INCOME 3,231 3,238 3,185 3.218
PER FAMILY 3,374 3.228 3,318 3,303 || PER FAMILY 3,461 3,185 3,198 3,281
Texas Only Texas Only
° Copr. 1949 Sales

Management Survey of Buying
ducti not li d

Power; further repr

CLEAR CHANNEL

TQN

Represented by EDWARD PETRY & CO., INC. - New York, Chicago, Los Angeles, Detroit, St. Louis, Dallas San Francisco, Atlanta, Boston
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. SNOWDEN Jr, program di-
J. ector of WEED-AM-FM Rocky

ount, N. C., has been named
gener11 manager of Costal Plains
Broadpasting Co., operator of WCPS
Tarboro, N. C. He has been with
WEED for past 10 years. At WCPS
he sudceeds JACK HANNER, resigned.

WALTER T. BRUZEK, formerly sales
. and promotion manager of KROC
Rochegter, Minn., has been appointed
general manager
of KLER Roches-
ter. He was with
KROLC for 10
years,first in Owa-
tonna|studios, and
moving to Roches-

ter in| 1946.
LIONEL F. OUEL-
LETTE, with

WHEB Ports-
mouth, N. H,, since
1946 ds director of
news, | public rela-
tions | and sales
promlotion, has
been appointed assistant to manager.

DAVID DAVIES, program manager
. for WMGW WMGW-FM Meadville,
Pa., bps been appointed manager of
stations. Mr. Davies has been with
statiog since beginning of year when
he repigned from WAZL Hazleton,
Pa.

M. M] (Don) SEYMOUR has been
named general manager of KSPA
Santa [Paula, Calif., by its new owner-
ship, headed by NEAL VAN S00Y,
president and publisher of Santa
Paula |Chronicle.

HARRY E. SNOOK, program director
and 3ssistant manager of WIRC
Hickoyy, N. C., has resigned to enter
- law s¢hool at U. of North Carolina.
He formerly was with WBT Char-
lotte, N. C.

GUY RUNNION, major stockholder,
presidéent and manager of KXLW
Claytan, Mo., has resigned following
sale df his controlling interest in
station which he founded in 1946.
He hap not formulated future plans
as yet but will probably continue
his study of television after extended
vacati¢n.

Mr. Bruzek

NAB | DIST. 16

‘Megts in Phoenix Nov. 28-29

ANNUAL district meeting of
Southern California-Arizona sta-
tions ¢f NAB (District 16) will be
held Nov. 28-29 at Paradise Inn,
Phoenjx. Scheduled to speak at

the two day sessions are NAB ex-_

ecutives including President Justin
Miller; C. E. Arney Jr., secretary-
treasurer; Richard P. Dougherty,
labor [relations director; Don Pet-
ty, general counsel, and Maurice B.
Mitchell, Broadcast Advertising
Bureal director.

Calyin Smith, manager, KFAC
Hollywood, and NAB district chair-
man, is heading up plans for the
meetirlg. Sessions will be open to
both members and non-members
of NAB.
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Respects
(Continued from page 28) .

and broadcast a play-by-play of
the World Series to a crowd out-
side of the building as well as to
his radio audience.

But the pendulum of circum-
stance whisked Mr. Essex out of
North Carolina in 1930 and into
Chicago where he helped to sell the
Chicago Times, newly established
by the Greensboro News Co., which
also had owned the Record.

Presented with the task of cir-
culation, editorial and advertising
promotion, the young North Caro-
linian was out to sell the Times
to the public. As he puts it, “we
contested that town to death.”

In the Windy City, Mr. Essex
was more formally introduced to
radio when the Times secured an
affiliation with WBBM Chicago to
promote its interests and to serve
the public with news programs.
The venture turned into a mam-
moth promotion job. There were
spelling bees, shows for the kiddies
and a program called Hell-Boz, a
“March of Time” type of show giv-
ing the news of the day in capsule
form.

Spearheads Shows

Spearheading these shows was
Harold Essex whose voice became
so well-known that a fan wrote in
his favorite newscasters as Mr.
Essex and Lowell Thomas. Mr.
Essex always signed his newscasts
“thirty,” the familiar news symbol.
The practice stirred a deluge of let-
ters asking what it meant. Mr.
Essex, recognizing the power of
the man with the mike made up a
leaflet giving eight accepted ver-
sions of the “thirty” symbol and
mailed it to thousands of inter-
ested listeners. Result of his en-
terprise was prominent notice in
the Chicago newspapers.

In the summer of 1939 the Tar
Heel state called its wandering son
home. W. K. Hoyt, general man-
ager of the Piedmont Publishing
Co.; whom Mr. Essex met while in
Greensboro, asked him to join the
company as sales manager of
WSJIS.

This was the start of a climb
to the top. On April 16, 1942,
Harold Essex was named manager
of WSJS. When WSJS-FM came
into being in 1947, he supervised
its development and inauguration.
He had already gained valuable
finger-tip knowledge of frequency-
modulation through his work with
WMIT (FM) Winston-Salem, a
pioneer FM station. He was ap-
pointed manager of WMIT, owned
by Secretary of the Army Gordon
Gray, who also is president and
publisher of Piedmont Publishing
Co., in 1942, a position he still
holds.

In January 1946, Mr. Essex was
promoted to vice president in
charge of radio and last October
was elected to the board of direc-
tors of the company.

The word now is “We’re eagerly
looking forward to serving our
public with television.” He recent-

ly supervised the filing of an appli-
cation for TV by Piedmont.

A home-towner by instinct and
interest, Mr. Essex is a community
supporter. He is first vice presi-
dent of the Lions Club; president
of the Ardmore Community Club,
and a member of the board of di-
rectors of the Chamber of Com-
merce for his third year. He also
is a member of both the Forsyth
Country Club and the Twin City
Club.

As a radio executive, his affilia-
tions score this way: Serving his
second consecutive term as presi-
dent of the North Carolina Assn.
of Broadcasters, member of the
Employer-Employe Relations Ex-
ecutive Committee of the NAB, and
secretary of the Stations’ Planning
and Advisory Committee of NBC.
WSJS is an NBC affiliate.

Among his favorite leisure-time
activities is golf. Mr. and Mrs.
Essex have no children. They make
their home on Fairway Drive in
Winston-Salem.

LEBHAR NAMED

Appointed WMGM Director

BERTRAM LEBHAR Jr., director
of sales for the past 10 years at
WMGM New York (formerly
WHN), has been appointed di-
rector of the station.

Announcement came last Thurs-
day from Nicholas M. Schenck,
president of Loew’s Inc., parent
company of the station. Mr.
Lehbar, who will remain director
of sales and whose contract has
been extended for a five year term
effective Sept. 1, succeeds Herbert
L. Pettey.

Mr. Pettey’s resignation as di-
rector after 13 years in the post
was announced a fortnight ago
[BROADCASTING, Aug. 22].

Mr. Lebhar, known as sports-
caster Bert Lee on the air, attended
Cornell U. and New York Law
School. He trained in radio sales
at CBS, joined WOR New York
for four years and later served as
vice president of WMCA New
York for four years.

CLEVELAND POLL

Lists WGAR at Top

TOP honors held by the Cleveland
Press of local shows and talent,
went to WGAR Cleveland (CBS)
for the third year in a row, accord-
ing to results announced Aug. 18.

WGAR compiled 117 ints with the
runnerup, RS Cleveland, an inde-
pendent, totalling 46. The other

Cleveland outlets scores were: WTAM
C) 40; WHK (Mutual) 271%; WIJW
(ABC) 2512 and WJMO (independent)
WGAR placed in every category
and WSRS placed in all” but four.
WJW took first place in 1946.

The newspaper said next year
your television will not be sepa-
rated from radio in the poll thus
allowing “video to fight it out with
radio.”

Among television programs, the
Cleveland Indians telecasts of
WEWS (TV) was selected first.

BROADCASTING »
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ERRIL C. (Ban) JOHNSON,
formerly general advertising
representative of News-Sentinel,

Fort Wayne, Ind., has been appointed
commercial manager of News-Sentinel
station WGI there. ~

CHARLES RAMSEY, formerly con-
tinuity director for WMGW WMGW-

. FM Meadville, Pa., has been appointed

commercial manager for station. BAR-
NEY F. RICK and BOB TRACE, re-
spectively dise jockey and sports-
caster for WMGW WMGW-FM, have
joined sales staff of station.

SHERRILL E. EDWARDS has been
appointed commercial manager of
KBTV (TV) Dallas, due to start
operations Sept. 17. He formerly was
with NBC in Chicago and also with
Howard H. Wilson Ine., Chicago.
More recently he was regional sales
manager in Dallag for KWFT Wichita
Falls and KEPO El Paso.

ROBERT 8. KELLER Inc., New York,
has been appointed to handle sales
and promotion for KRIO McAllen,
Tex. Station is represented nation-
ally by Weed & Co., New York.

WILLIAM McCLUSKEY, former man-
ager of WLW Cincinnati Promotions
Inc. and salesman for WLWT (TV)
Cincinnati, has
been appointed
sales manager for
WLWT (TV). Prior
to joining WLW,
he was m.c. and
vocalist for WLS
Chicago.

ROBERT T. STON-
ER has been ap-
pointed local sales
manager for
KNEM Nevada,Mo.
He was formerly
with KGLC Miami,
Okla.

RANKLYN ‘J. (Rudy) RUDOLPH,
formerly sales manager of C. P. Mac-
Gregor Co., Hollywood transecription
firm, has joined KECA-TV that city as
account executive.

BENNET KORN, former senior ac-
count executive at WQXR New York,
has joined sales department of
WNEW New York as an account
executive.

E. W. (Bill) MALONE, former man-
ager of KTYL Mesa, Ariz., has joined
sales staff of KWBR Oakland.

WTAL Tallahassee, Fla., has ap-,
pointed John Blair & Co., Chicago, as
national representative.

DON L. KEARNEY, television sales
executive of Katz Agency, New York,
is the father of a boy, James Edward,
born Aug. 20 in New York.

|

Mr. McCluskey

WHLF To ABC

WHLF South Boston, Va.,, has
signed an affiliation contract with
ABC, effective Sept. 1. The sta-
tion, operating full time with
250 w on 1400 ke, is owned by the
Halifax Broadecasting Co. John L.
Cole Jr. is WHLF manager. .

Telecasting



Upcomin]

NAB DISTRICT MEETINGS
Sept. 8-9: Dist. 7, Terrace Plaza, Cin-
cinnati.
Se’&tl. 15-16: Dist. 9, The Northernaire,

ree Lakes, Wis.
Sept. 19-20: Dist. 11, Raddison, Min-

neapolis.
Sept. 26-27: Dist. 10, Des
Moines. R .
Selgt. 29-30: Dist. 12, Allis, Wichita,

an
QOct.

Savery,

3-4: Dist. 13, Adolphus, Dallas.

Oct. 6-7: Dist. 6, Peabody, Memphis.

Oct. 13-14: Dist. 5, Roosevelt, Jackson-
ville, Fla.

Oct. 17-18; Dist. 4, Carolina Inn, Pine-
hurst, N. C.

Oct. 25-26: Dist. 3, Skytop Lodge, Sky-

top, Pa.
QOct. 27-28: Dist, 2,J Berkeley-Cartret,
1: .Di.st. 1, Somerset,

Bosto.

Nov. 21-22: Dist. 8, Book Cadillac,
Detroit.

Nov. 28-29: Dist. 16, Paradise Inn,
Phoenix. °o

Dec. 1-2: Dist. 15, Mark Hopkins, San
Francisco.

Dec. 5-6: Dist. 14, Utah, Salt Lake City.

Deoc. 14-15, Dist. 17, Benson, Portland,

re.

A‘ﬁ' 30-Sept, 1: Fifth Annual Pacific

ectronics_ Exhibit, Civic Audito-~
rium, San Francisco.

Sept. 2: Clinic_ for teachers of radio
ournalism, U, of Minnesota, Minn-
eapolis.

Sept. 8-10: Western Assn. of Broad-
casters annual meeting, Banff Springs
Hotel, Banff, Alta.

Sept. 15-16; Joint board meeting of U.S.
Radio Mfrs. Assn. and Canadian Ra-
dio Mfrs. Assn., Hotel Greenbrier,
White Sulphur Springs, W. Va.

Sext. 18-20: Advertising Federation of
merica’s Southwest District meet-
ing, Biltmore Hotel, Oklahoma City.

Sept. 26: FCC TV UHF-VHF Allocations
Hearing, FCC Hdqrs., Washington.

Sept, 26-28: National Electronics_Con-
erence, Edgewater Beach Hotel,
Chicago.

Sept. 30-Oct. 9: Second Annual Na-
tional Television and Electrical Liv-
ing Show, Chicago Coliseum, Chicago.

Oct. 10-12: Assn. of National Adver-
tisers convention, Waldorf-Astoria
Hotel, New York.

Oct. 16-19: Radio-TV-Motion Picture
Clinic, American Chamber of Com-
merce Executives national conven-
tion, Seattle.

Oct. 16-19: Pacific Coast Council of
Southern California AAAA chapter
convention, Arrowhead Springs Hotel,
Arrowhead Springs, Calif.

Oct. 27-29: Audio Engineering Society

‘‘Audio Fair,” Hotel New Yorker,
New York.
Oct. 28-29: Kansas City Section of

Institute of Radio Engineers, Presi-
dent Hotel, Kansas City, Mo.

Oct. 31-Nov. 2: IRE-RMA Engineering
Dept. meeting, Hotel Syracuse, Syra-
cuse, N. Y.

Nov. 11-13: NARND Convention, New

York.
Nov. 19-20: AWB District 13, conven-
tlon,TBadio House, U. of Texas, Aus-
n, ex.

FM PREFERRED

WHA Surveys Set Owners

OWNERS of FM receivers in
Madison, Wis., have “a definite
preference for this new system of
broadcasting and four out of five
who do not now own FM receivers
say that they will insist on FM
when they buy new sets,” according
to a study just completed in the
area by WHA Madison.

Supervised by Assistant Station
Director H. A. Engel, the survey
was made in late July and early
August on basis of 1,000 completed
telephone interviews. Of the thou-
sand, 991, or 99%, had radio re-
ceivers of one kind or another.
Nearly one in five homes (18.4%)
reported owning FM sets.

Ad Council

(Continued from page 17)

direct support only in radio, which
industry contributed 808,650,000
listener impressions during the
month of October, and, in addition
to network shows, local stations
cooperated from coast to coast.

The U. S. Forest Service and
other conservation groups cooper-
ated in the campaign for forest
fire prevention, which drew 537,-
605,000 listener impressions. In
addition, 1,200 radio transcriptions
were supplied to independent sta-
tions.

More than 1,350,940,000 listener
impressions were secured by the
council’s radio allocations plan for
the American Red Cross campaign.

The third annual Stop Accidents
campaign, conducted in coopera-
tion with the National Safety
Council, reaped a total of 1,550,-
000,000 listener impressions.

A total of 916,415,000 listener
impressions were obtained for the
1948 Student Nurse Recruitment
campaign, conducted in cooperation
with the American Hospital Assn.

The Council’s radio allocations
plan resulted in more than 942,
650,000 listener impressions for the
United America Campaign, con-
ducted to combat group prejudice.
Many national and local groups
cooperated in this drive.

The U. S. Savings Bond drive,
estimated by the Treasury Dept.
to represent a donation of $45 mil-
lion, was the biggest advertising
program of all time, according to
the Ad Council report, and resulted
in 1,486,000,000 listener impres-
sions.

The report mentioned that tele-
vision started experimenting with
Ad Council material during the
year, but video’s contributions to
the campaigns were not reported.

DECCA
Plans 33 1/3 r.p.m. Albums

DECCA Records Inc., one of the
four largest recording firms, an-
nounced last week that it will pro-
duce record albums at 3315 r.p.m.
The first such recording is due to
appear Sept. 5.

Decca’s action completed the
lineup of the record-speed battle
of the leading manufacturers. Co-
lumbia introduced the 33% speed
records in June 1948 and the 45
r.p.m. was released by RCA-
Victor last April. Capitol Records
previously has offered the 45 r.p.m.
and then added 331 for its class-
ical recordings.

Milton Rackmil, Decca president,
stated Decca albums would be pro-
duced on both 78 and 83% r.p.m.
and that shorter records will be 78
r.p.m. only. It was further declared
by Decca that the current decision
does not rule out the possibility of
that company producing 45 r.p.m.
recordings.

All of the big four companies
have continued to produce standard
discs at 78 r.p.m. along with the
other speeds.
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When you've stretched your budg-
et to the limit to buy the best
equipment and still can’t be sure

of uniformly good recordings...

DON'T TAKE YOUR EQUIPMENT APART...
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The Presto label on a disc means
uniform high quality of mechanical
and chemical properties. .. always.
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‘ Two Decades

(IContinued from page 20)

the station’s application for renewal of
license being set for hearing..

* * *
1932 Renewed Congressional
effort to provide a specific
statiyte forbidding lottery pro-

grams. The Dill-Davis bill of 1932,
like Lthe Dill-White bill of 1931,
sought to amend the 1927 Act in a
number of ways., It was not en-
actes.

*® = *

With approval of the
1934 Communications Act of
1934 on June 19, establishing the
preséent FCC the law was made
explicit on lottery programs. Sec.
316 ¢f the Act stated in substance
thaty

No person shall broadcast by means
of any radio station for which a li-
cense is required . any advyertise-
ment|of or information concerning any
lottery, gift enterprise, or scheme,
offering prizes dependent in whole or
in part upon lot or chance. . . . Any
persojp violating any provision of this
section shall, upon conviction thereof
be fined not more than $1,000 or im-
prisoned not more than one year, or
both for each and every day during
which such offense occurs.’

Na rules or regulations inter-
preting this provision of the law
were| promulgated at the time.

*

1‘)36 First interpretation of
- Sec. 316 of the Communi-
cations Act of 1934 by FCC came
June| 12, 1936, when the Commis-
sion | granted license renewal to
WREL Columbus, Ga., after finding
that |certain programs had violated
the lottery statute of the Act.- The
renewal was granted on the finding
that |despite the violations the sta-
tion’s programs in general were
“merjitorious” and that reorganiza-
tion of the WRBL management had
been | effected.

F(JC’s decision pointed out that
heretofore neither the Commission
nor the courts had rendered any
opinipn construing Sec. 316. The
ruling found that the essential
elements of a lottery are chance,
prize and consideration, and that
consideration exists when a chance
on a| prize drawing is given with
the purchase of legitimate goods
even | though the goods are in fact
priced no higher because of the
issuapce of the prize chance.

IF YOU HAVE A SP

IT'S a birthday party for Peter

Paul
year of the Peter Paul News on CBS West Coast network.

marking the 11th
Celebrating the

(candy bars),

event are (| to r) Emil Brisacher, president of Brisacher, Wheeler & Staff;

Clarence H. Flint, naotionol soles monoger for Peter Poul;

George Shomlion,

president of Peter Paul, and Bob Garred, CBS news reporter who presented

The programs cited as involving
lottery included advertisement of
a used car deal in which the pur-
chasers of used cars from a certain
dealer would receive chances on
a drawing. The winner was to
be fully reimbursed for his pur-
chase.  Another involved airing
of a promotion in which a firm
awarded chances, one for each dol-
lar purchase, on a miniature racer
drawing. A third involved airing
of information about a local better
housing exposition at which ad-
mission ticket stubs were drawn
for grocery basket awards.

= *

1937 Renewal of license also

was granted by FCC to
KXL Portland, Ore., along with
transfer of control, on May 11,
1937, after finding that advertise-
ments about “Prosperity Clubs”
similar to the recent wave of Pyra-
mid Clubs had been carried for
only a few days. These were held
to violate Sec. 316 of the Act. The
decision indicated the station had
cancelled the announcements upon
learning the questionable nature of

T RADIO PROBLEM

CONTACT OUR NEAREST OFFICE

Joseph Hershey McGillvra, Inc.

RADIO AM-FM-TV REPRESENTATIVES

Executive Offices—366 Madison Avenue, New York 17, Murray Hill 2-8755

NEW YORK
SAN FRANCISCO
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the birthdoy cuke on behulf of the network.

the so-called “Prosperity Clubs.”

Metropolitan Broadcast-
1938 ing Corp., licensee of
WMBQ Brooklyn, then a parttime
outlet on 1500 ke, was denied li-
cense renewal by the Commission
on a number of grounds including
violation of Sec. 316. FCC found
that a local merchants’ association
had been giving tickets with pur-
chases and that the winners and
winning numbers of the drawings
were aired by WMBQ.

On June 22 of the same year,
WMBC Detroit (now WJLB) was
set for renewal hearing by the
Commission on issues relating to
whether a prize contest program
it had been airing was a violation
of Sec. 316. The station challenged
the Commission’s jurisdiction in its
petition to grant the renewal with-
out hearing and pointed out that
the show had been dropped. Sub-
sequently in early 1939 the hear-
ing was cancelled and the renewal
granted.

#* & #
1939 Dec_ree Nov. 22, in a test
case in Illinois which was
felt to give a green light to prize
contest programs. The Post Office
Dept. advised the postmaster in St.
Louis that newspapers and mail
bearing information and advertis-
ing about the Pot O’ Gold program,
sponsored on NBC’s Red Network
by Lewis Howe Co. for Tums,
would be acceptable since no viola-
tion of lottery statutes was evi-
denced.

The court decree was that of
Federal Judge Joseph E. Daily of
Peoria, Ill. It instructed WMBD
Peoria to continue carrying a pro-
gram titled Mugico, in accord with
the terms of its contract with the
Kroger Grocery and Baking Co.
Show also was sponsored on WGN
Chicago by National Tea Co.
WMBD had declined to continue
the program, which involved song
identification with listeners scoring

themselves on Bingo-like cards
specially provided, on ground it
violated Sec. 316 of the Communi-
cations Act.

The suit was brought against
WMBD by Clef Inc., owner of the
show, to test legality of the pro-
gram. The court ruled that
Mugico did not involve considera-
tion, directly or indirectly, and was
a game of skill and not chance.

* £ ®

1940 Reportedly moved by

* complaints from Congress,
theatre owners and others over the
growth of radio prize contest pro-
grams, FCC on Feb. 8, transmitted
to the Dept. of Justice for possible
action detained information on the
NBC Pot O’ Gold program and sev-
eral other similar shows, Justice
Dept. later refused to bring suit in
any of the cases on the ground
that they were borderline cases and
therefore unprosecutable. The
Pot O’ Gold show featured a spin-
ning wheel which gave numbers for
the selection of a city, phone book
page and phone subscriber who was
called for cash prize award. Show
was dropped in 1941.

The extent of FCC’s concern with
the lottery situation was evidenced
in reports that the majority of the
Commission had favored the imme-
diate setting for renewal hearing
all stations involved. The refer-
ence of the cases to the Dept. of
Justice was said to be a compro-
mise. The action was seen as the
beginning of a new “crackdown”
era on programming at the Com-
mission, under the chairmanship of
James Lawrence Fly.

* o &

The lottery question
1946 came to the fore in the
complex Washington, D. C., FM
proceeding. FCC at first proposed
to deny one of the nine available
FM channels to WWDC Washing-
ton because the station planned to
duplicate its AM programs which
included a show called Tello-Test.
On Aug. 9, 1946, in issuing its final
decision, the Commission ruled to
give WWDC the facility since the
station had promised to drop the
program should the courts or FCC
find it to violate Sec. 316.

FCC also indicated the WWDC
grant should not be withheld be-
cause of Tello-Test since “this is a
problem generally applicable to a
number of stations which are car-
rying the same program as WWDC

.. The Commission said it was
“engaged in a study to determine -
the legality of programs of this
type.” This was said to have come
about because of the mounting
number of such postwar shows.

The announcement was inter-
preted that FCC proposed handling
the problem on a general rather
than individual case ' basis and
therefore would also decline to give
advisory opinion on the Pot o’ Gold
program to be resumed in the fall
on ABC for Tums. The show was
resumed but withdrawn again in
early 1947.

¥ %

In the first action of
its kind, FCC on Oct.
ordered WARL Ar-

1947-48
17, 1947,
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lington, Va., suburban Washing-
ton daytimer partly owned by
radio attorney Frank U. Fletch-
er, to show cause why its radio
quiz program did not violate Sec.
316, The program, heard repeat-
edly during the day and sponsored
by Washington’s Zlotnick the Fur-
rier, was titled Dollars for An-
swers. It featured giving of in-
formation on varied subjects with
listeners telephoned for answers.
Prizes built up when contestants
failed.

Following a brief hearing, a
hearing examiner’s report was is-
sued as a proposed decision by the
Commission on Aug. 5, 1948, de-
claring the program to be in vio-
lation of Sec. 316 of the Act. No
final decision has yet been issued.
At the same time the Commission
also announced its proposed rules
interpreting Sec. 316 and which
would ban virtually all giveaway
and prize contest programs on sta-
tions and networks alike [BroAb-
CASTING, Aug. 9, 1948]. The pro-
posed rules were issued when the
network giveaway programs were
reported to have reached their
height.

Legality Protested

However, within a fortnight of
the issuance of the proposed rules,
their legality was forcefully pro-
tested. It was discovered that Con-
gress had removed Sec. 316 from
the Communications Act and re-
written it in the Criminal Code as
Sec. 1304 in a new law passed prior
to the FCC’s issuance of its pro-
posed rules [BROADCASTING, Aug.
23, 1948]. The Commission prompt-
ly responded by indicating it still
had jurisdicition in spite of the
transfer of the law to the Crim-
inal Code [BROADCASTING, Aug. 30,
1948] and thereafter continued
with the formalities of the pro-

ceeding involving the proposed
rules.

* x %
1949 FCC adopted its rules

as final on Aug. 19, fol-
lowing in substance its earlier
proposals and banning virtually
all giveaway programs effective
Oct. 1 [BROADCASTING, Aug. 22].
For current developments, see
stories on pages 15 and 21.

The

medans

QUAlity
Service and
Audience

among the .225.000
People in the

DAVENPORT ® ROCK ISLAND

MOLINE ® EAST MOLINE

FULL-TIME
MUTUAL

INE

RELIGIOUS RADIO

[RBTION
U. of Chicago Cites
Networks, Stations

EXCELLENCE of religious broadcasts last week earned merit citations
for NBC, ABC and CBS and 21 individual stations from the U. of
Chicago’s fourth annual workshop in religious radio.

Networks were commended for the following: NBC, Living 1949

series, “which presented the im-
portance of religion in the life of
the nation”; CBS, Lamp Unto My
Feet on TV, “originality in making
a religious program entertaining
and educational”; ABC, for co-
operation with religious groups in
special events coverage.

First prize in the news division
went to WTRY Troy, N. Y., for
the second time in the workshop’s
three-years of operation. It aired
Religion Views the News, produced
by the Albany (N.Y.) Federation
of Churches and Troy and Sche-
nectady - Council of Churches.
Second and third places went to
Religion at the News Desk on
WELI New Haven, produced by
the New Haven Couneil of
Churches, and to Religious News
on WJOY Butlington, Vt., Vermont
Council of Churches.

In the sermon class, Easter and
Christmas mesasges on WFBL
Syracuse, N. Y., took first for the
Protestant Episcopal Diocese of
Central New York; Affirmative
Living on WBAA West Lafayette,
Ind., second for University Church,
and Church Hour on WELI New
Haven. third for the New Haven
Council.

For religious music, WKJG Fort
Wayne, Ind., was first with Organ
Reveries, sponsored by Associated
Churches of Fort Wayne;: WAVZ
New Haven, second, Music of
Faith and Power, New Haven
Council; WBMS Boston, third,
Music of Faith, Massachusetts

WSPC CHARIOT

Buys Chair for Cripple Boy

A SUGGESTION that listeners
contribute enough money to pur-
chase a “motorized wheel-chair”
for a 14-year-old amputee brought
$467.80 in one day, WSPC Annis-
ton, Ala., reports. Ganus C. Scar-
borough, manager of the eight-
weeks old, 1 kw outlet, says it was
“a radio success story that didn’t
sell any merchandise, but renewed
my faith in listener loyalty and
response.”

The plea was made Aug. 17 by
Ross Charles, m.c. of WSPC Top
of the Morning show, aired daily
6-8 a.m. Mr. Charles said it would
be a good idea if listeners would
contribute enough money for the
wheel-chair purchase for 14-year-
old Benny Hollingsworth, who had
lost his left leg at the hip through
a necessary amputation,

During the program, $140 was
pledged by phone, bringing a state-
ment from Manager Scarborough
“that approximately 40% of this
will come in.” But at the day’s
end, listeners had brought in
$467.80, enough money to buy the
wheel-chair and to give the boy’s
family about $300 for hospital and
medical expenses.

BROADCASTING ® Telecasting
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Council of Churches.

WJAR Providence, R. 1., won the
only citation among young people’s
programs for Bible Baseball, spon-
sored by Rhode Island Council of
Churches. First award in the
Christian family category went to
KGFW Kearney, Neb., which aired
Lexington Family Vesper for the
Lexington (Neb.) First Presby-
terian Church. Second choice was
WPAM-FM St. Clair, Pa., for
Life Can Be Beautiful, produced
First Methodist Church.
Same station earned the only biog-
raphy citation for The Thief Was
There, also sponsored by the First
Methodist Church. Single agency
cited for special events was the
Protestant Episcopal Diocese of
Central New York, which produced
on WSYR Syracuse, N. Y. a bish-
op’s consecration.

Three mentions in the church-in-
action class were: WNHC New
Haven, Gra-Y Documentary, Yale
Divinity School; WICD Miami,
Pastor’s Study, Greater Miami
Council of Churches, and WBIB-
FM New Haven, Toward the Cross,
New Haven Council of Churches.

First choice was not made among
children’s programs, but second
and third positions, respectively,

WIKK'’s Lion Tamer

GEORGE P. ADAIR, consult-
ing engineer, kept hearing a
strange hissing sound sev-
eral days ago as he tuned the
directional array of WIKK
Erie, Pa., about 3:30 a.m.
Getting off his hunkers, he
turned his flashlight beam
around the barren field and
caught a good-sized moun-
tain lion in the beam. He let
out a war whoop, and the big
cat darted into the trees just
as frightened as his intended

prey.

went to WAJR Morgantown, W.
Va., The Kids Talk Back, produced
by The Shack in Pursglove, W. Va.,
and to WHAM Rochester, Child-
ren’s Worship Hour, Lake Avenue
Baptist Church. The only award
in religious education was given
to the Massachusetts Council of
Churches, which aired The Chris-
tian Answer on WCOP Boston.
Faith for Tomorrow on NBC
brought a special mention to the
First Congregational Church, Hol-
lywood, Calif.

Winning programs were chosen
at the close of the four-week work-
shop, which brought together 40
religious broadcasters from the
U. S. and three foreign countries.
Workshop sessions included classes
in writing and production and
discussion of problems and policies
in religious broadcasting. These
awards are made annually.

Superior Market.

DIRECT MALE

DULUTH, MINN.—“It’s still higher Hoopers I want,” doggedly
asserts Otto Mattick as he speeds along on his
bipedacycular Hooper-scooter.
Hoopers I'm gonna get!”
Hoopers have been tops for a long time in the Duluth-

But they didn’t get that way via

inertia. At KDAL, “programming’ and “promotion”

aren’t just words to be bandied about in puff copy.

They’re the creed by which KDAL lives.

KDAL with its own and CBS personalities,

long-range promotion plan has captured the

the radio audience.

most effective selling job for you in the Duluth-
Superior area.
or you.

We'll be glad to prove it profitably

The detailed story is as close to m'n; as ‘you;‘
nearest Avery-Knodel office. Why not get it now.

“And it’s still higher

He will, too. KDAL’s

That’s why
lus its’
ulk of
And that’s why KDAL does the
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Open Mike

(Continued from page 12)

casters, asivertisers and agency
representatives together working
on the problem may bring broad-
casting back to its rightful place
in the advertising world. You
are | right, -“There’s no job more
basic tor the economic welfare of
radio.”

Martin Campbell

General Manager

WFAA Dallas

Any ldeas?

EDITOR, BROADCASTING:

I see that BROADCASTING has
quit| the editorial’'s about the
“P.L.” accounts, but I believe that
it sl}xould, or the engineers should,
take up the matter of “Combo”
men;}

That, to a qualified engineer,
leaves a much worse taste in the
mouth than any P. I could to a
broadcaster. It simply means that
the stations in question are trying
to get something for nothing, or
put |another way, one salary for
two |jobs.

Any station that can’t afford to
pay |a living wage for either engi-
neering or announcing, should, in
my opinion, be forced to surrender
theil;‘ license.

I iwould like to hear someone
else’s ideas on this matter.

C. D. Chandler
WCPS Tarboro, N. C.

x  ow

ants Sober Heroes

EDIEOR, BROADCASTING:

I am no little alarmed over a
situa}tion that is becoming more
and more noticeable and especially
‘on our network shows.

It [seems that every “Detective”
and NVild West transcription for a
network show is obliged to have at
least| one sequence in a bar room
or a| cocktail lounge, and even our
heroes are beginning to imbibe
very| frequently on the air. It
would seem to me that with the
liquor situation being what it is
on the radio that these producers

|
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and writers would take into con-
sideration that these shows usually
have family appeal. I noticed even
on the Sam Spade programs that
Mr. Spade is obliged to take a drink
before giving his report of his
latest caper to his secretary, and
my kids are beginning to notice it—
and if they notice it I am sure
other kids in other families are
making a mental note that Mr.
Spade is depending on whiskey for
his stimulation. Not that these de-
tective heroes are without their
soft-speaking, cooing heroines who
make love to them in every epi-
sode, and between the sex angle
and the liquor angle, I am afraid
we are beginning to kill the goose
that is laying the golden egg, or
we are at least getting her a little
nauseated.
Now don’t get me wrong; I like

a cocktail as well as any other
man, but I don’t drink it on the
air and neither do I allow my staff.
I accept beer and wine advertising
and probably if my state became
wet I would accept liquor adver-
tising, but I am not going to force
it on to my listeners who tune in
to be entertained and not to be
taken on a visit to a cocktail
lounge by some inspired writer who
evidently writes by the word.

E. Z. Jones

General Manager

WBBB Burlington, N. C.

Add: "Mike & Murder’

EDITOR, BROADCASTING:

Can it be that radio too soon for-
gets its heroes? In your editorial
of Aug. 8, entitled ‘“Microphone &
Murder” you mentioned that the
murder of Mr. Mason, program di-
rector of the Alice, Tex., radio
station, is one of the first times
a radio commentator has been
killed because he did his job.

In 1931 the now defunct Radio
Digest featured a two-page illus-
trated article covering the murder
and court trial of Jerry Buckley,
a radio anouncer at WMBC De-
troit. Buckley was shot and
killed on the morning of July 23rd,
1930 when three men entered the
lobby of the hotel where WMBC
was located. Three men were later
indicted and testimony in the case
was completed April 13, 1931, This

L Y -
POLIO VICTIM, George Edwards,
candidate for mayor of Detroit and
president of the city’s Common Coun-
¢il, continues his weekly reports to
the public over WDET (FM) Detroit
despite his illness contracted this
month. Mr. Edwards records the
program, a WDET public service fea-
ture, from his sickroom at home.

trial was most unusual inasmuch
as it was perhaps the first time
a murder trial was broadcast word
for word over a radio station. The
station being of course, WMBC
Detroit. The facts developed and
broadcast showed that over a
period of months, Jerry Buckley
in his series of broadcasts had
been giving a daily report of news
in the form of a crusade to rid
Detroit of vice, racketeering etec.
Many listeners termed this cam-
paign in words of praise as fear-
lessness. Buckley received many
threats by mail and over the phone
but still blasted and exposed
gambling establishments which re-
sulted in police raids.

The microphone used at the trial
was the same used by Buckley dur-
ing his broadcasts but in the end
the accused were acquitted after
33 hours and 5 minutes delibera-
tion of the jury consisting of eight
men and four women. As far as I
can determine the mystery of the
murder of Jerry Buckley remains
unsolved.

Dan Hyland
General Manager
WPAW Pawtucket, R. I.

Begs To Disagree

EDITOR, BROADCASTING:

As one of your keenest British
subsceribers and having been one
since leaving the RAF in 1946 may
I put pen to paper regarding your
July 10 interview with Mr. Alan
Whitworth, on the effectiveness of
Radio Luxembourg, and Mr. Guy
Bolan’s letter in your July 25 issue.

May I as a humble representa-
tive of the British radio sales and
servicing industry heartily endorse
Mr. Bolan’s remarks regarding the
‘big-name’ programs now being
heard over Radio Luxembourg and
at the same time beg to disagree
with Mr. Whitworth’s remarks

BROADCASTING

“that Britains do little listening
to other than BBC stations.”

My work takes me into the
homes of a wide cross section of
homes here in South-East England
and [ can state that a large number
of my clients do listen to Radio
Luxenmbourg especially on Sundays
when the BBC stations air a large
number of recorded repeat shows.

Radio Luxembourg is not an
easy station to receive, particularly
after dark, it being on the long-
wave and sharing a channel with
one of the Soviet high-power sta-
tions, also it is approximately 250
miles from London and double and
triple that distance from the heav-
ily populated Midlands and North
of England.

Set customers of mine are con-
stantly questioning me to send ra-
dio service engineers to improve
their aerial antenna systems so as
to receive Luxembourg more clear-
ly and when a listener is willing
to spend up to 3 to 4 pounds on
anti-static equipment that means
they want to listen to Luxem-
bourg. . . .

Commercial radio can never be-
come a great advertising force in
this country until commercial sta-
tions are allowed to operate here,
free of control by government and
BBC alike.

Until then it should be the aim
of the British national advertiser,
~especially those with American
connections who know what a sell-
ing job radio can do, to support
Radio Luxembourg with consistent
time-lagging and to air programs
of a quality. . ..

R. E. Edwards

Apple Trees

9 Park Road

Wallington Surey

England
*

o ow

Radox ‘Rates’
EDITOR, BROADCASTING:

After reading the editorial “The
Rating Season” in the Aug. 15
issue of BROADCASTING, I can’t help
but comment on it.

Whoever wrote the editorial
apparently hasn’t heard about Ra-
dox.

Albert E. Sindlinger
President

Sindlinger & Co.
Teldox, Radox, Recordox
Hopewell, N. J.

Roy THompsoN

25 years of radic experi-
ence and personal particl-
pation in his community’s
projects and services have
R made Roy Thompson a
household word in industri-
ally - rich Altoona. WRTA,
the Roy Thompson Station,
will assure you a loyal, buy-
ing oudience throughout the
listening hours,

ABC

A 1240 KC

Altoona, Pa.

Represented by
ROBERT MEEKER ASSOCIATES
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HANNA NETWORK

ELOISE SMITH HANNA had the
assurance of some of the best
brains in radio that what she was
trying to do wouldn’t work.

They didn’t put it as politely as
that.

They just said she was crazy.

She went ahead anyway and now
she believes a lot of big brains are
going to be lodged in heads with
very red faces.

Her unique set-up of an FM
station being the mother to an
AM network is definitely working
—and has been since Feb. 14 under
the name Associated Broadcasting
Service.

And soon, her calculations tell
her, the operation will pass the
break-even point.

What Mrs. Hanna has in her
native Alabama, where she also is
owner of the 5 kw NBC AM sta-
tion, WBRC Birmingham, is a new
idea in network radio.

Its focal point is WBRC-FM,
which at 546 kw is said to be the
most powerful radio station in the
world. From it, she radiates pro-
grams to her network, a brood of
24 AM stations in Alabama and
Tennessee. These AM stations are
mostly 250 watters but there are
six 1 kw and one 5 kw outlets
among them.

Without Land Lines

They can pick up the network
programs without benefit of land
lines, get credit by rebroadcasting
the network’s own commercials or
insert their own for local sponsors.

When Mrs. Hanna first started
her network operation she was
running $9,000 a month in the red.
Her very profitable AM operation
was carrying the load. As of the
end of May, the commercial busi-
ness reached the point where the
loss was $3,000.

Very soon she said, “I expect
the network to be paying for itself.
Incidentally it already is giving
AM affiliates a very respectable
income.”

Mrs. Hanna does not take credit
for the network idea.

“All the credit belongs to G. P.
(Jerry) Hamann, our technical di-

GOOD NEWS!!

FOUND

A NEW rate card—with new
streamline rates and complete
market data. The first of its
kind in Connecticut.

Write or wire taday, we
will send you one.

WICH

NORWICH, CONN.
1400 KC FULLTIME

John Deme, Gen. Mgr.
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rector and manager,” she said.

It was Mr. Hamann, 37, who
conceived the idea of an FM sta-
tion of high power serving as the
hub of an AM network without
lines.

“I let him lead.
Mns. Hanna.

Following, however, wasn’t so
easy. Radiomen, bankers and as-
sociates of hers tried to sell her
off the idea.

“I had to decide whether to fol-
low a young man with a vision or
listen to all the people who said
ldon’t" ”

Mrs. Hanna, a blue-eyed, brown-
haired lady of the South, is 66,
born in the same 12 hours in 1893
as her friend, Mary Pickford. She
felt she must lean over to be re-
ceptive to young ideas.

Mr. Hamann argued that no one
had ever tried to do FM properly.
No one had ever given it the chance
it deserved. Mrs. Hanna decided
to back him.

“Money never did mean as much
to me as building something, any-
way,” said Mrs. Hanna.

So she put down over one-
quarter of a million dollars for
her FM facilities. She built a 558
foot tower atop Birmingham’s Red
Mountain. She ordered unprece-
dented kinds of equipment from
RCA to build her high-powered
voice.

As the building progressed,
many big brains came to look the
Hanna situation over. They shook
their heads and predicted that she
would have so much power and be
up so high that her FM station
would miss Birmingham complete-
ly—end it was part of the plan
that she operate an FM station
for Birminghamites.

Consulted Armstrong

A bit troubled by this possibility,
she took the matter up with Prof.
Edwin H. Armstrong, the inventor
of FM. He opined that the drip
of her power would give her Bir-
mingham coverage.

When she put WBRC-FM on the
air in November 1948, that proved
to be the case. Its power, how-
ever, also gives an efficient signal
at a 200-mile radius, she claims.
But it actually has been heard as
far away as Guam and the Azores,
according to letters from listeners.

Shortly after WBRC-FM went
on the air, Mrs. Hanna and her
staff turned a big part of their
attentions to launching the net-
work. They offered reception, via
FM, of such volume and clarity
that it was suitable for rebroadcast
by affiliates.

Advantages were these: Expense
of lines eliminated; good talent,

I followed,” said

programming and news made
available to small independents
cheaply, some billing and sales

efforts by affiliates eliminated.
Advertisers were offered two
things:
First, the 24 affiliates, covering
all of Alabama plus bordering

Telecasting

FM Station Feeds AM Outlets

counties in Georgia, Mississippi
and Tennessee, with 518,840 AM
radio homes according to BMB
figures of September 1946.

Second, the primary coverage of
WBRC-FM, the mother station,
based on a mail pattern, of 67 Ala-
bama counties plus half of Georgia,
Mississippi, Tennessee and West
Florida. In Alabama alone, 48,306
FM sets were sold in the past two
years.

Rates were worked out to give
advertisers all 24 stations plus
WBRC-FM at $1,011.20 per hour,
or $87.43 per spot, at all hours
except between 6 to 10:30 p.m. At
the later hours, when WBRC-FM
and 15 of the stations are on the
air, an hour’s time sells for $824
and a spot for $72.83.

“We think that plan put FM into
national business in a big way,”
said Mrs. Hanna. *“Advertisers
thought so, too.”

Stations in the area also were
receptive to the idea. Seven tried
it for three weeks, dropped it for
two, and then all came back and
are still affiliates. Eight more sta-
tions in Mississippi are soon to be
added plus some in Georgia.

With the network in operation,
Mrs. Hanna and her son, M. D
Smith, III, who is her program
director, went to New York to at-
tend to details of starting her Bir-
mingham television station, WBRC-
TV.

She has a target date set for
making the television station show
a profit. The date isn’t for pub-
lication, because she doesn’t want
the big brains rattling away at her
again. But actually, the number
of months she has projected for
break-even is very few.

Mrs. Hanna intends to achieve
TV profits by letting station
growth follow sales, instead of vice
versa.

When the network and TV oper-
ations both begin to make a profit,
she intends to quit for a while
and go fishing.

“I'm going, too,” said her son.
“I only hope we won’t be too men-
tally fatigued. Takes brains to
catch fish.”

Study FCC Pay Hike

PAY RAISE legislation affecting
Commissioners of FCC and other
agencies may be taken up sometime
this week by the Senate. The bill
(HR 1689), boosting Commission-
ers’ pay from $10,000 to $16,000,
has been reported out by Sen.
Russell Long (D-La.), head of the
Senate Civil Service Committee,
with provisions as previously listed
[BROADCASTING, Aug. 8]. The group
unanimously felt that its limitation
of the bill should cover only top
executives “whose responsibilities
included the making of policy de-
cisions.”

DAT RADIO DEM
SOLDIERS LEFT
SHO DO BRING KFYR
IN LOUD AN’CLEAR

‘WAY OUT HERE /

YR

Bismarck, North Dakota

KFYR s coverage IS terrific -- but that’'s only
part of our sales-making impact. KFYR is the
Number One station , . . in the Number One
agricultural state in the union. North Dakota
leads ALL other states in increase in per capita
income since 1940 . . . a juicy 356% as against
the national average of 130%.

550 KC 5000 WATTS
NBC AFFILIATE
REP. JOHN BLAIR
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OBERT Z. MORRISON Jr,, for-
H merly in charge of new business

for WFIL WFIL-TV Philadel-
phia, has joined sales department
of |World Broadeasting Co.s New
York office.

E. RALPH HAINES is representing
The| House of Television, New York,
in illinois and Wisconsin.

BEENIE ROBERTS, most recently
program director of WNDR Svracuse,
N. Y., has joined Inter-America Tele-
visinn Inc., New York, as executive
assistant in charge of production.

CHARLES MORIN, former Columbia
Pacific Network sales manager, has
been appointed vice president and
national sales director for Keith
Kerby Ltd, San Francisco celebrity
commercial spot firm.

MYRTLE LAYTON, former adminis-
trative assistant at Crawford Clothes
Inc., Long Island City, N. Y. has
joined Wilbur-Stark-Jerry Layton Inc.,
New| York, radio and TV package
agency, as merchandising director of
Kathi Norris Television Shopper video
program viewed daily on WABD (TV)
Ne\f’ York.

CHARLES A. KENNEDY, formerly
vice| president and director of sales
for {I‘eleways Radio Productions Inc.,

Hollb{wood, has been named president

The CHSH kfﬁ/Sffk S

'WINNSBORO LA.

The JITNEY QUIZ is whammin’ ‘em
KMLB! Mclemore’s Jitney Jun-
gle, Winnsboro, La. . . . 40 miles
#+m Monroe . » Northeastern
Lovisiana’s largest independent
grocery, has renewed the show!
Another satisfied sponsor agrees
KMI.B is the No. 1 sales voice of
Nprtheastern Lovisiana

HIMo KM LB 1440

| Monroe, Lovisiana

5000 Watts Day 1000 Watts Night
| Affiliated with

American Broadcasting Company

Represented by
‘ Taylor-Borroff & Co., Inc.
KMLB-FM—17,000 Watts—Now
Operating Full Time!
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to replace CARL KRAATZ, resigned.

HOWARD HUDSON, radio informa-
tion specialist for National Planning
Assn., Washington, and his wife sailed
on Queen Mary Aug. 27 for month’s
vacation in England, Scotland and
Ireland.

JAMES BAYLESS, formerly manu-
facturing manager for RCA Victor,
has joined Capitol Records Inc., Hol-
lywood, as production engineer.

NOCTURNE PRODUCTIONS, Haw-
thorne, N. J., is currently producing
custom-built disc jockey shows on mag-
netic tape. Shows are air-expressed
to subseribers, at cost fixed at 10% of
air time used, with no minimum rate.
Programs include music, announcer,
continuity, interviews designed for
sponsor, contests and other audience
pull features.

MUSIC CORP. of AMERICA an-
nounces opening of radio-television de-
partment in its San Francisco office.
KENNETH MORTON will supervise
production activities and sales in
Northern California area.

HOWARD RADIO PRODUCTIONS,
Chicago, is mailing two-fold black
and white brochure with trade press
reprints to advertising agencies,
promoting its radio and television
services. Firm, owned by BERNARD
HOWARD, is a year old.

BLACKBURN-HAMILTON Co., Wash-
ington, has opened Chicago office at
333 N. Michigan Ave., phone RAndolph
6-4550. HAROLD R. MURPHY is
branch director.

DECCA RECORDS Inc, New York,
has announced its catalog of albums
will be available on 33% LP Micro-
groove, unbreakable vinylite record-
ings beginning Sept. 5. Firm will

continue to produce 78 rpm dises
also.
ATLANTA MUZAK and WORLD

WIRED MUSIC SERVICES have been

* merged following purchase of Muzak

assets by Dixie Melody Inc., owner of
World franchise in Atlanta, Ga.
J. T. FULWILER and C. W. CHAD-
MAN are principals in corporation.

KGW-FM

PORTLAND, OREGON
AFFILIATED WITH ¥ &

REPRESENTED NATIONALLY BY EDWARD PETRY & CO.

IT'S a happy reunion, after 11 years,
as singing star Dennis Day (1) greets
James T. Mahoney, program director

of WLAW Lawrence, Mass. The re-
union took place in Cambridge where
Mr. Day’s native city held a testi-
monial dinner to start the singer on
his personal appearance tour which
opened in Boston. WLAW broadcast
the dinner program. Messrs. Day and
Mahoney met for the first time in
May 1938, when Mr. Day (then Gene
McNulty), a senior at Manhattan
Collegz, reported for an audition on
RCA-Victor's Campus Club. Mr.
Mahoney was producer of the show
for NBC.

KRAM'S QUARTERS

New Studios in Las Vegas

KRAM Las Vegas announces new
housing by late September at the
Hotel Flamingo fronting the resort
strip. In the move, KRAM’s co-
owners, Ed Jansen and Truman
Hinkle said the station will drop
its makeshift headquarters in a
partially constructed hotel.

Now daytime only, KRAM de-
cided on the shift following the
FCC's decision to allow it 24 hours
a day programming and a simul-
taneous announcement that KRAM
would become a Mutual outlet. It
is planned to have KRAM a focal
point between the Pacific Coast’s
Don Lee-Mutual network and the
Eastern Inter-Mountain Mutual
chain, station reports.

%
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EORGE HOWARD Jr., has joined
control room staft of WHO Des
Moines, Iowa.

W. J. GEMULLA has joined staff of
Consulting Radio Engineers, River-
side, Il1l. He will help with expansion
of firm's AM-FM-TV allocation and
field measurement work for midwest
broadecasters. WALTER F. KEAN,
owner of firm, has announced opening
of executive offices at 40 East Ave,,
Riverside. Former offices and labora-
tory will be maintained.

EDWARD SARROW has been named
nighttime technical director for
WAAM (TV) Baltimore. He formerly
was in program department.

GILBERT VOYLES, new to radio, has
joined engineering department of
WJPS Evansville, Ind.

ARNE LASSILA, crewman at WBKB
(TV) Chicago, and MONA HALL, of
station’s accounting department, were
married Aug. 20.

BILL SANBURN, engineer at WHO
Des Moines, is the father of a boy
Bruce Arthur.

RCA VICTOR has distributed book-
let, “Have You Thought of RCA for
These Products?”’ in which 15 types
of equipment are described. Among
items included are illustrations of
how various industries use mobile
radio equipment, tape recorders, and
industrial TV.

SYLVANIA ELECTRIC PRODUCTS
Inc. announces its 16 inch metal
direct view television tubes, type
16AP4, are now available for author-
ized distributors.

TELEVISION PROJECTS Inc, New-
ark, N. J.,, has distributed white
folder explaining its monoscope tele-
vision signal generator, type 213.

RCA Engineering Products Dept. has
installed new super-gain antenna
developed to meet television require-
ments for higher power, greater
power gain and directional effects at
WBNT (TV) Columbus, Ohio. An-
tenna is designed in units which
can be used for directional mounting
on face of any standard radio tower.

GRAY RESEARCH and Development
Co.,, Hartford, Conn., announces
availability of Gray Sound effects
console, type #352C. Console con-
sists of three turntables, continu-
ously variable for 10 to 130 rpm and
four special tone arms. Precision
high fidelity amplifiers and equalizers
are controlled on panel permitting
fading, lapping, VU regulation and
gain control.

GENERAL ELECTRIC, Syracuse, N.
Y., announces its new television film
camera, Model 4PC2B2, featuring
video pre-amplifier and other improve-
ments, is now available for commer-
cial use. Video pre-amplifier also
can be obtained for modernization of
existing G-E film cameras.

Burger Beer . . .
DOUBLES SALES
with “directed” advertising on . . .

WGRD

Grand Raplds, Michigan

in 3 weeks
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Walking Clerk

AN ACTIVE postmaster and
WHOL Allentown, Pa., CBS
affiliate, combined to put a
retired postal clerk on the
map—and before the micro-
phones and cameras of We,
the People Aug. 9. It all
happened when John “Iron
Legs” Stahl, who retired in
1936 after 30 years of sorting
mail, walked into Henry Bau-
man’s dispatech office and re-
counted how he had walked
over 10,000 miles in the past
ten years, numbering in his
logbook as many friends. Mr.
Bauman, also a director of
WHOL, referred him to Lew
Windmuller, WHOL presi-
dent and general manager,
who in turn called CBS New
York, Young & Rubicam
(Gulf agency) and producers
of the show. Mr. Stahl
walked from Allentown to
New York, where he greeted
listeners and televiewers.

MULTIPLEXING

FCC to Review Advances

HEARING before the Commission
en banc was designated by FCC
last week for Dec. 12 to review
technical advances in multiplexing
of facsimile and FM broadcasting.
Present rules allow multiplexing
for three hours during the period
7 a.m. to midnight and no limit
other hours provided there is no
impairment of the FM aural sig-
nal below 10,000 cycles.

The Commission indicated it has
received information from Radio
Inventions Inec. on its experimen-
tation and wishes to obtain full
data on all aspects of the matter
at the December hearing. The sys-
tem developed by Radio Inventions
is claimed to cause no impairment
of the aural spectrum below 15,000
cycles. Notices of appearances and
comments are invited by Nov. 28,
FCC said.

TWO current Broadway hits, “Miss
Liberty” and “South Pacifie,” will be
presented in RCA Victor’s initial
release of revived Bluebird label.

AFRA ANTIC

Allegations False
WATL Tells FCC

ALLEGATIONS of American Federation of Radio Artists against
WATL Atlanta, Ga., made in a complaint filed with FCC fortnight ago,
“are completely false and contrary to all facts,” the staction advised the
Commission last week [BROADCASTING, Aug. 1, &].

AFRA petitioned the Commis-
sion for revocation of the WATL
license on grounds that J. W. Wood-
ruff, owner of the station, “has
manifest a flagrant disregard for
government regulations designed
for public protection.” AFRA
charged that the station has
“chronically violated” the labor re-
lations laws and the rules and

) regulations of FCC.

Regarding a case involving An-
nouncer Lawrence J. Mellert before

POLITICAL RATE

Legislation Appears Doomed

LEGISLATION which would pro-
hibit stations from charging “ex-
cessive” rates for political broad-
casts appears to be earmarked for
oblivion in this session of Congress
following the appointment of
William M. Boyle Jr. as chairman
of the Democratic National Coin-
mittee.

Mr. Boyle succeeds Sen. J. How-
ard McGrath, Attorney General-
elect and trouble-shooter of the
Democratic Party. Sen. McGrath
is the author of the measure
(S 2254), which would impose
penalties on stations ranging from
suspension of licenses for 30 days
to indefinite suspension or possible
revocation for levying charges in
excess of standard card rates. The
bill drew protests from. individual
broadcasters and NAB, which ex-
pressed itself opposed “to the prin-
ciple of Congress setting rates”

" [BROADCASTING, July 25, 18].

Following early opposition, the
Senate Interstate & Foreign Com-
merce Committee has show no in-
dication to consider the proposal,
and its spokesman said no “pres-
sure” was evident to effect its
passage. Two other factors—Mr.
Boyle’s appointment and lack of
time in the remaining days of the
81st Congressional session—are
presumed to militate against con-
sideration at this time.

Don't ask for the

to open up sales
in Memphis

Simply Buy

WMPS

AN AFFILIATE OF THE AMERICAN BROADCASTING COMPANY

RADIO REPRESENTATIVES, INC.

KEYS to the city

10,000 WATTS DAY
5,000 WATTS NIGHT
680 KILOCYGLES
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the National Labor Relations
Board, WATL emphasized “that
at no time in the proceeding has
the licensee deliberately ignored
or attempted to evade the Board’s
order’” and that compliance with
the order “has occurred as rapidly
as the circumstances permit and
compliance is now complete.”
WATL pointed out further that
the current labor dispute involving
AFRA and International Brother-
hood of Electrical Workers is still
to be decided by NLRB. WATL
contended that the AFRA-IBEW
strike, which began Jan 1, is im-
proper since no notice was given
according to law. Charge of second-
ary boycotting also was made.

WATL indicated it believed that
AFRA filed the complaint at FCC
“solely for the purpose of using the
good offices of this Commission to
compel settlement by the licensee
of his differences with AFRA and
IBEW” and that AFRA ‘“obvi-
ously attempts through unilateral
pressure to accomplish favorable
setlement of the WATL labor
dispute.”

The reply also held “there has
been no flagrant disregard by J. W.
Woodruff of government regula-
tions, nor has there been any know-
ing violations of federal law by
him.” The reply outlined the pro-
gram service rendered by WATL
in the public interest since 1935
and the many other public service
activities of the station. Technical
progress and improvements over
the years also were detailed.

HORSE ARRIVES

So Announcer Eats Words

MORE THAN ONCE announcers
have had to eat their words and
here’s a case in point. Announcer
Jerry Allen of WKAN Kankakee,
I1l., happened to remark on the air
that George “Cowpoke” Wells, who
goes “Ridin’ the Trail” daily with

Western music, was the only cow- -

boy in radio not having a horse.

About half an hour later, Busi-
ness Agent Oren Floyd of the
Kankakee Teamsters union came
to the defense of “Cowpake” Wells.
Mr. Floyd appeared at the studio
and offered his mount “Rosemary”’
as a horse which “Cowboy” could
ride.

Then, “Rosemary” was led right
into the studio, stomped over to the
microphone and whinnied right into
the face of startled and somewhat
frightened Announcer Allen, mak-
ing him eat his words.

WHAI, Greenfield, Mass., received
second prize for its comnmty agent
broadcasts in recent competition held
at Cornell U.

OPERATORS

Regrouping of Classes Propose

EDITORIAL regrouping of all
classes of commercial radio oper-
ator licenses, and provision for
new radiotelephone third class
operator permit, was proposed by
FCC last week. Changes would
conform to the basic provisions of
the radio regulations attached to

the Atlantic City International
Telecommunication Convention
(1947).

The new third class permit

would be issued to eligible appli-
cants found qualified by an exam-
ination consisting of the revised
non-technical Elements 1 and 2 of
FCC’s written test for commercial
operator licenses. The permit
would be classified between the
present .restricted radiotelephone
operator permit and the second
class license. Third class permit-
tees could operate 10 w low power
FM educational stations among
other things, FCC said.

WDXB Vote Ordered

AN ELECTION to determine col-
lective bargaining representatives
for employes of WDXB Chatta-
nooga, Tenn., has been directed by
the National Labor Relations
Board in a decision released last
Tuesday. WDXB, a 250-w non-
network affiliate, is licensed to Joe
V. Williams Jr.

\
There’s a New,Look
in Northeastern Ohio

IT'S A NEW LOOK because . . .

It sporkles with greater sales results
from today's more conservative ad ex-
penditures.

IT'S A BOLD LOOK because . . .

The pattern no longer conforms to old-
fashioned and outmoded traditions in
time-buying.

THREE THINGS HAVE HAPPENED
DURING THE PAST TWO YEARS TO
PRODUCE THIS NEW BOLD LOOK IN
NORTHEASTERN OHIO

1. A station 58 miles from us increased
its power and therefore a station
24 miles from us lost more than
half its audience in the Canton
Market.

2. Another station 58 miles from us
lost some of its best features and
therefore lost several percentage
points in its Canton Market cu-

dience ratings.
3. WHBC increased its power to 5,000

watts . . . became an affiliate of
ABC . . . and therefore another
station 24 miles from us lost prac-
tically all jts Canton Market
audience.

RESULT: N,

WHBC in Canton is now the statiort
that completes your coverage picture in
NORTHEASTERN OH!O because WHBC
has gained audience while listening to’
all other stations has split seven ways.
Check Taylor Borroff About .
Brand New Hooperatings
. . More listeners at less cost
. « Retail sales that still hold firm
« « Local promotion that sells
. A 5.county “BRIGHT SPOT”
market

2k WHBC canton

about the NEW BOLD LOOK
in NORTHEASTERN OHIO
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Roundup of Legal Views
(Continued from page 21)
by the Commission in its report will be within the scope of judicial
review as well as the particular proscriptions contained in its final order.
* * *
GEORGE S. SMITH
Segal, Smith & Hennessey

Im my opinion the new FCC rules on “giveaway programs’ constitute
censorship in direct violation of Sec. 326 of the Communications Act.
As the Commission said in a letter dated Aug. 11, 1949, to Sen. Edwin
C. Johason (D-Col.) . “the Commission has no authouty to censor
any| program or pxoglams" and further, “The judgment (on renewal
applications) which the Commission must make (with regard to liquor
advertising) is one related to overall program service and the extent to
whikh a particular licensee is rendering a well-balanced program service
in iﬁne public interest in the community which he serves.”

If the Commission has correctly informed Sen. Johnson (and I believe
it has) then the Commission cannot undertake by regulation to censor
programs which are enjoyed by millions of Americans residing through-
out the United States, more especially programs that are not illegal
in character.

PAUL D. P. SPEARMAN

Spearman & Roberson
(Former General Counsel FCC)

Hloldmg no brief for so-called “giveaway’ programs and having no
disposition or desire to defend them, I do not believe that the FCC
was| called upon or has legal authority to promulgate its recent order
interpreting the eriminal statute banning lotteries, etc., and threatening
the |destruction of radio stations that violate that interpretation.

If| the Commission ever was charged with the duty or responsibility
to try and punish violators of the anti-lottery statute, which I have
nev?r believed it had, it was relieved of such duty or responsibility when
the (Congress took that section of the law out of the Communications
Act |and placed it in the Criminal Code. It would indeed be hard to find
morg conclusive evidence of the intent of Congress. The intention of
Congress was to preclude the Commission from doing exactly what it
threatens in the order interpreting Sec. 1304 of the Criminal Code.

It| is the responsibility of the Dept. of Justice and not of the FCC
to enforce criminal statutes.

The Fifth Amendment to the Constitution guarantees the right to a
trial by jury in all eriminal prosecutions. To say that the punishing

The WHO Serv-
fce-Ad* illus-
trated here gives
tpncise informa-
ion on Primary
and Secondary
Coverage, Pro-
gram Service,
E&udlence Dealer
nfluence — infor-
mation not cov-
red in the regu-
lar SRDS listings; infor-
mation that’s often unavail-

You, too, probably
find that such ad-
ditional, on - the -
spot information
in the Radio See-
tton of SRDS
saves your time
This Service Ad* appears . makbes i‘as(iier
5 8 ER your job o e-
gppasite the WO Letng  ciding which sta-
SDRS Radio Section. tions.

(NOTE TO STA-

TION MANAGERS: The

new “Spot Radio Promotion

able or mace551ble at the
times when you’re weighing
radio advertising opportun-
1ties.
The Service-Ads* of many
pther stations, too, are
atching the suggestion
Elne Radio Director made
hen he said: “When radio
E;ations tell me something
bout themselves in their
ads—something their SRDS
listings do not tell—I wel-
ome it, and I use it.”

i 2 s
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(’;'STANDARD”RATE & DATA SERVICE
o ~ The National Au'hprdyjervmg F;Ol Medio Aaylng Fundron e
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333 NORTH MIC"IGAN AVENUE, ‘CHIC.AGO 1,
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Handbook” reports and in-
terprets the buying experi-
ences of many radio users.
It translates them into ef-
fective time selling and pro-
motion ideas. Copies are
available from us at a dol-
lar each.

* SERVICE ADS are ads that
supplement listings in SRDS
with wuseful information that
helps buyers buy.

of offenders under this statute is not a punishment for violating a crim-
inal law cannot be successfully argued in the instant situation for the
simple reason that the Commission bases its action upon the criminal
anti-lottery law.

This means that in addition to the fine and imprisonment the Con-
gress provided, the Commission now threatens to destroy valuable
propercy rights as additional punishment, and these property values,
in almost every instance, would exceed by far the maximum fine a court
of compelent jurisdiction would have authority to impose upon one
convicted of violating Sec. 1304.

Assuming that the Commission has the right to take into account
the past conduct of an applicant in arriving at a conclusion as to whether
“public interest, convenience or necessity” would be served by the grant-
ing of such application or the operation of the station in question, it
appears to me that the consideration of such fact of viclation should
be after and never before a conviction in a proper U. S. District Court.

Moreover, if the Dept. of Justice is not convinced that such a viola-
tion does not warrant criminal prosecution, it is absurd to claim that
the crime was so bad as to warrant the destruction of a valuable station.

The Commission promulgated its “order” under the guise of rule-
making, but the fact is that the order is not a rule. It is nothing more
nor less than a complex interpretation of an involved criminal statute.
The interpretation apparently by-passes the well-settled principle that
in interpreting a criminal statute any doubt as to its meaning or appli-
cability to a given set of facts must be resolved against the applicability
of the statute. The Commission’s interpretation not only overlooks this
elementary rule of statutory construction, but went all the way in assert-
ing that certain acts violate this law which . . . is most doubtful.

The Congress has spoken and in speaking has clearly and conclusively
indicated that it intended that the Dept. of Justice and not the FCC
should assume the responsibility and duty of enforcing Sec. 1304. I agree
completely with the dissenting opinion of Comr. Hennock.

* * *

REP. RICHARD B. WIGGLESWORTH (R-MASS.)

The action of the FCC Aug. 19 in ordering giveaway programs off the
air appears to be another attempt by the FCC to censor radio. Once
again the Commission is apparently using its power
to license stations as a life-or-death club toward con-
trol of what the people will be permitted to hear.

I hold no brief for or against giveaway shows as
worthwhile programs. But I do protest this effort by
the FCC to decide whether these programs shall or
shall not be broadcast, and I hope it will be stoutly
resisted. Congress expressly prohibited the FCC from
acting as a dictator over radio programs. Sec. 326 of
the Communications Act . . . is crystal clear:

“Nothing_in this act shall be understood to give the Com-
] mission the power of censorship over the radio eommuni-
R. Wigglesworth  cations or signals transmitted by any radio station, and no

regulation or condition shall be promulgated or fixed by
the commission which shall interfere with the right of free speech by means
of radio communication.”

If giveaway programs are lotteries, they are a matter for the Justice
Dept. and the courts. For the FCC arrogantly to assume the role of a
court, through perverted use of its licensing power, amounts to govern-
ment by license, not government by law. It is all the more shocking
when done on the affirmative vote of only three members of the seven-
member Commission. Do 150,000,000 people wish to have their programs
controlled by three people?

In the past many subtle attempts by the FCC to censor radio have
been unearthed. It is by such continual chipping away that liberty is
destroyed. Radio is one of our great means of communication, and
television will probably become even more important. They are a rich
prize for those who seek to control the people through control of what
they may be told and what they may think.

ANAN  QUITS

After 5 Year Operation

AMERICAN Newspaper Advertis-
ing Network, formed in 1945, will
be dissolved at the end of the year.

The dissolution of the organiza-
tion, which was intended to sell
newspaper advertising on a group
basis, was voted by stockholders at
a specia] meeting in New York last
Tuesday.

In explaining the reasons for the

in
DANVILLE, VA,
end of the ANAN, Thomas Coch-
rane, president and board chair-

is
man, said that the increases in l ‘ B T M

costs of newspaper publishing im- Skw ABC 1kw
posed difficulties “in making a (d) (n)
network package that would be Rep: HOLLINGBERY

acceptable to advertisers.”

450 |
“HOOPER”*

*(average 5 periods,
Winter, 1948)
proves
the best buy

——
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RCA Plan

(Continued from page 18)

ington UHF tests were finished,
we began a concerted attack upon
the widely accepted conclusion that
high definition color television could
not be provided in a 6 mc channel.
The objective of this attack was to
develop a method of transmitting
color in a 6 me channel without
any degradation of the quality of
the received picture. At the same
time we retained our previous re-
quirement that the system must
be completely compatible, that is,
present receiving sets would need
no modification for reception of
color transmission in monochrome
and existing transmitters would
continue to be useful.

We are now glad to report the
accomplishment of our objectives.
We have created a new color tele-
vision system which has the char-
acteristics described above.

For the studio we utilize the
same equipment as we have in pre-
vious hearings for our wide band
simultaneous system. This equip-
ment provides three signals, one for
each primary color. Following this
and preceding  the transmitter
modulator, the signals are rapidly
sampled electronically in time order
for each color and then combined.
The resulting single channel sig-
nal is transmitted in time multi-
plex fashion requiring a total mod-
ulation bandwidth of only 4 mec.

The head-end radio and inter-
mediate frequency circuits of the
receiver are the same as for a
current black-and-white receiver.
The video signal is then fed to an
electronic arrangement which is the
inverse of the signal sampler at
the transmitter. This results in
restoring the three-color signal
channels of green, red and blue,
and these are fed in simultaneous-
system fashion to a three-color pic-
ture reproducing system to be
viewed in a single picture.

This RCA color system has the
following characteristics:

(1) 6 megacycle

(2) Fully compatible
(3) 525 lines

(4) 60 fields per second
(5) Field interlaced

(6) Picture dot interlaced

(7) 15 color pictures per second

(8) Time multiplex transmission

(9) All-electronie

The same transmitters as are
presently used by television sta-
tions can be used for the trans-
mission of the RCA color system.
The changes required for trans-
mission of the new system are in
studio equipment to produce color
pictures and the addition of the
small amount of electronic equip-
ment required to perform the sam-
pling and time multiplexing.

It is our belief that this new sys-
tem provides for the first time
a sound basis for the bringing of
color television service to the pub-
lic, as well as full scope for the
continuing development of color as
the art progresses, without involv-
ing obsolescence of present-day
black-and-white receivers.

During the month of September
we will transfer the equipment
from our Princeton laboratories to
Washington, D. C., where it will
be installed in the NBC station
(WNBW) at the Wardman Park
Hotel. RCA will submit testi-
mony and demonstrations to the
Commission regarding this RCA
color television system.

This system is entirely consist-

.ent with the “Standards of Good

Engineering Practice Concerning
Television Broadcasting Stations”
and can be broadcast without
modification of these standards.
Therefore, RCA does not propose
any modification of existing trans-
mission standards.
2. FIELD INTENSITIES, PROP-
AGATION, STATION SEPARA-
TION AND SERVICE AREAS.
RCA will present evidence at
the hearing regarding its experi-
mental work on these subjects.
This evidence will include the re-
sults of our work on carrier syn-
chronization and offset carrier
methods of reducing co-channel in-
terference. Exhibits containing
this information will be submitted
prior to the hearing. RCA believes
that these methods can be effec-
tively used in the public interest
for increasing the number of tele-
vision stations as well as enlarging
and improving the service areas
of those which the Commission
proposes to allocate.

prospectin’?

Prospectin’  for
Wealth from copper, dairy cows,
farming, hydro-electric power, sugar beets, meat
packing.
to better than $100 million in retail sales (1948).
Pan for wealth if you like.

hurry, use the Mosby stations.

Montana’s got ‘em.

lumbering,

sales ?

Seven major industries in all add up

But for sales in a

7ée st

5 KW DAY~1 KW NITE ANACONDA BUTTE
MISSOULA

“YMONTANA~*

* NOT ONE, BUT SEVEN MAJOR, INDUSTRIES

GREAT FALLS
5 KW IN PROGRESS

BROADCASTING °®

Telecasting

Follows Local Fighter

A FIRST in local broadcast-
ing is claimed by WINR
Binghamton, N. Y., in send-
ing a complete radio crew to
Yankee Stadium Aug. 17 to
broadcast a blow-by-blow ac-
count of the semi-final bout
between a local fighter, mid-
dleweight Joe Taylor of
Binghamton, and Artie
Towne. Line facilities were
ordered direct from the sta-
dium, which is 200 miles
from Binghamton. Sponsor of
the broadcast was a local
Ballantine beer and ale dis-
tributor. Ballantine, which
sponsored the main bout
(Robinson-Belloise) on CBS,
cleared the local bout for
WINR.

WRTV CASE

Additional Time Not Favored

FCC DOES NOT “earmark” fa-
cilities for applicants pending their
decision to proceed, Commission
Hearing Examiner J. Fred John-
son Jr. stated last week in his
initial decision denying the bid
of Maison Blanche Co. for addi-
tional time to construct its tele-
vision station WRTV New Orleans.

The ruling will become final in
40 days and effect deletion of the
facility unless WRTV files ex-
ceptions and seeks oral argument.
WRTV is assigned Channel 4
(66-72 me).

The decision found that Maison
Blanche still had not decided to
begin construction of the station,
although it originally had been re-
quested by application filed in 1944
and granted in 1947, because it was
concerned over the future economic
and technical aspects of television.
The ruling said “we can under-
stand applicant’s difficulty in try-
ing to resolve the uncertainties
with which television faces the
future” but noted that “these prob-
lems are not peculiar to the appli-
cant” since they “are common to
the industry.”

Examiner Johnson pointed out
that many indefinite factors “must
be weighed by all who would ven-
ture capital in such an enterprise.
The radio pioneer does not see
beyond the mountains, but before
commencing the journey he must
decide whether or not he will risk
the hazards on the other side.”
He explained “it is not the policy
of the Commission to earmark ra-
dio facilities for any applicant
pending his determination as to
whether or not such facilities will
be used, even though it may appear
that at the moment the supply of
facilities in the community may be
somewhat greater than the de-
mand.”

Uncertainty as to the future of
TV was reaffirmed as “not a satis-
factory explanation of failure to
proceed diligently in accordance
with the terms of the construction
permit.”

GRID RIGHTS
Protest U. of S. C. Action

PROTESTING broadcasters met.in
Columbia, S. C., fortnight ago to
discuss the new policy of the U.
of South Carolina in granting
exclusive broadcast rights to the
Gamecock’s football games to
WCOS Columbia. They decided to
further a reconciliation over the
policy with Rear Admiral Norman
M. Smith, university president.

Also thrashed out was the pos-
sibility of legal action against the
school but no steps were taken.
The legal angle reportedly involves
an. existing statute which states
that “no charges shall be made
for the privilege of broadcasting
said games and that at least three
broadcasting companies shall be
extended said privileges of broad-
casting if desired.”

An attempt in the state legisla-
ture to amend the law so as to per-
mit state ‘'institutions to grant
exclusive rights died in the state
senate following vigorous opposi-
tion from broadcasters.

The meeting, attended by sta-
tion representatives from Colum-
bia, Charleston, Greenville, Spar-
tanburg, Florence and other cities,
was touched off by Admiral Smith’s
announcement that WCOS, which
was not invited to the meeting,
was the “high bidder” for use of
broadcasting facilities at the uni-
versity’s stadium. The three other
Columbia stations, WIS, WKIK
and WNOK, protested the policy
but declined to bid.

Fon some
INTERESTING
INFORMATION
ON RADIO IN

IOWA,

PLEASE SEE

PAGE 25
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CA Color TV Ready

Continued from page 18)
tion of television channels is that
satiefactory television service shall
be mvailable to as many areas and
homes in the United States as is
technically and geographically pos-
sibla,” the association said.

The RMA statement was sub-
mitted by its Television Commit-
tee, headed by Max F. Balcom,
Sylvania Electric Products, a past
RM/A president.

Cplor Television Inc., which has
been experimenting for several
years at its San Francisco labora-
tory, claimed, in its brief filed with
FC{, that its system of all-
electronic, . high-fidelity color tele-
vigsion is “fully compatible with
existing black-and-white standards,
and which, if adopted, will avoid
immediate obsolescence of exist-
ing black-and-white television re-
ceiviers,”  Described as a “line-
sequential” method, the system al-
lows color images to be telecast
over existing TV channels allocated
for |6-me¢ monochrome using op-
eratjonal and engineering stand-
ards practically identical with
thosg now in force for monochrome.
The| system would also work on
higher frequencies, it was said.

Mrmnochrome receivers would re-
ceive the color signals as black-
and-white without any modification,
it wans claimed, while the color set
would reproduce in color the same
signals.

Developed by George E. Sleeper
Jr., |vice president and chief en-
ginepr of Color Television, the
systém uses successively traced
image lines which appear in the
receiver in different colors, follow-~
ing |a selected sequence such as

e

"AMERICA'S FINEST
WESTERN ACT"!

&

The Texas Rangers, stars of
stage, screen, radio and tele-
vision, early this summer made
a |personal appearance tour in
the Midwest. They are pictured
hlr-re in Oklahoma City, when
they were commissioned hon-
orary Colonels of the State of
klahoma by Governor Roy
J.[Turner.
The Texas Rangers transcrip-
tipns, used on scores of stations
from coast to coast, have
achieved Hooperatings as high
as 27.4.
Advertisers and stations — ask
about our new sales plan!
Wire, write or phone

ARTHUR B. CHURCH Productions

KANSAS CITY 6, MISSOUR!
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‘NATIONAL AD

LNA Book

INVESTMENTS’

Summarizes First Half of ‘49

EXPENDITURES of some 1,500
national advertisers for network
radio and TV time and for space
in magazines and newspaper Sun-
day magazine sections are sum-
marized in a book, National Ad-
vertiging Investments in 1949—
First Six Months, published last
week by Leading National Adver-
tisers Inec.

Based on the full reports of Pub-
lishers Information Bureau, which
are summarized in BROADCASTING
as they appear—monthly for net-
work radio, quarterly for network
TV—the volume lists all companies
spending $20,000 or more during
the half-year in all these media.

The half yearly media totals
show little change from those of
the same period of 1948. Network
radio gross time sales were $100,-
838,726 for the first half of this
year, down slightly from the $102,-

010,052 for the same six months of

last year. Magazines were up
slightly, $231,644,693 this year
compared to $229,928,099 last.

Sunday newspaper magazine sec-
tions were $25,378,656 this year, up
from $23,467,159 in the first half
of 1948. TV networks billed $4,-
224,220 in the first six months of
1949, with no comparable figures
available for last year.

The new volume, covering all
major media but newspapers, com-
pany by company and product by
product, marks the first such pub-
lication of these data on a semi-
annual basis. It is being distributed
to all companies listed and to
agency subsecribers of LNA’s bound
volume of PIB reports. An ex-
tremely limited supply of copies is
available for national advertiser
and agency executives, LNA re-
ported.

red, green, blue, etc. The color
receiver, which has no moving
parts, is so developed that a raster
is traced in each of the three colors
upon the target of a cathode ray
tube, different sections of which
produce luminous effects in each
color.

In its scanning operations, the
brief said, “the receiver operates
substantially identically with the
transmitter, the different image
rasters being traced in sequence,
and at the receiver the separately
produced visual images are op-
tically combined for viewing
through the use of suitable optical
equipment.”

Only very slight modification of
existing transmission standards
would be required, it was said,
and this only in respeect of the
television synchronizing waveform.

Readied for Field Tests

Although confined so far to
closed circuit laboratory testing,
the system is now being readied
for field testing using radio trans-
mission and reception, it was said.
Color Television requested that it
be allowed reasonable time to pre-
pare an appropriate demonstra-
tion. The firm suggested that at
the conclusion of the color hear-
ing, the matter be left open in
such a way that further hearings
“may be assured as of the time
that Color Television Inc. may find
itself prepared to ask for final
standardization in accord with such
principles as the Commission may
wish to declare herein.”

NAB’s brief proposed “a co-
ordinated and systematic schedule
of investigations” to determine
correctness of TV rules and en-
gineering standards. These should
be done with the cooperation of
the Bureau of Standards, NAB
told FCC, and offered its “full
cooperation.”

NAB said there is “a serious
question as to the legality of parts
of the FCC’s proposal for rules,
standards and allocations. It

agreed TV must be allowed to
grow even though information is
now insufficient to develop truly
scientific allocations.

In the association’s view, the
systematic study should be con-
tinuous in matters of propagation
and service of new stations “as
they go on the air,” with necessary
measurements, analyses and
changes in rules based on such
information.

FCC’s TV allocation policy is
similar in many ways to the FM
method and to the old AM zoning
plan, NAB charged, adding that in
the case of FM there “is a serious
question as to whether the intended
results of a specific national alloca-
tion plan have been accomplished.
If a similar situation were to occur
under the proposed TV allocation
plan, a serious doubt is raised as
to the benefits to be gained from
the establishment of such a plan
as that proposed by the Commis-
sion at this date.”

Comments of the Assn. of Fed-
eral Communications Consulting
Engineers, filed also last week,

touched on a variety of noints
[BROADCASTING, Aug. 22]. AFCCE

contended that the allocations plan ~
should not be made part of the
Commission’s rules if the maxi-
mum use of facilities and the rapid
inclusion of technical advances are
to be achieved.

The association also affirmed the
belief that VHF operation ‘“‘is and
will continue to be the backbone of
television for many years to come”
and that FCC should not place

VHF and UHF services on a par ~

in its allocation plan. It also was
pointed out that the engineering
standards proposed indicate that
VHF and UHF channels are
equally satisfactory.

Suggests Adjustments

It also was suggested that power
and antenna height should be ad-
justed to the value necessary for
adequate coverage which in most
cases should cover the metropolitan
district, or urban areas of smaller
cities. AFCCE said FCC has
given undue weight to those factors
which tend to increase separation
between stations although some
safety factors are desirable.

The association indicated that
full use “should be made of all
technical advancements, including
directional antennas, off-set car-
rier operation, and any other
means of more efficiently using
VHF channels for maximum serv-
ice.” Rather than provide three
“grades” of service, purpose of
which is not clear, the AFCCE
urged an allocation plan protect-
ing stations to their natural area
as the more logical.

AFCCE contended the UHF
propagation curves of the Com-
mission “reflect a more favorable
service condition than will ac-
tually be encountered in practice”
because of terrain irregularities.
Mixing of UHF and VHF assign-
ments in some cities because of the
demand was considered an unavoid-
able situation even though it was
undesirable.

The Federal Communciations
Bar Assn., which fortnight ago
petitioned FCC for oral argument
on its contention the proposed al-
location procedure is illegal
[BROADCASTING, Aug. 22], last
week filed its detailed brief in the
matter. FCBA held that the pro-
cedural aspects of the proposed
allocation Rule 3.606 violate the

ROOM FULL

60067; Eddy Howard—Mer.

20-3441; George
Jerry Wayne—Col. 38525
0012; Phil
55013; Pat
46174; Foy

On Transcription:
—NBC Thesaurus;
-——Capitol;
ciated; Eddie

BROADCAST MUSIC INC.

MIW TORE » CHICAGO = HOLLYWOOD

BROADCASTING

Another BMI *Pin Up” Hit—Published by Hill & Range

On records: Dick Haymes—Dec.

Morgan—Co}. 2
T e HEPS oJackie Searle—Bluebird 31-
mony 1051;

l?l‘rei?:y——l{l?{-'l‘onz 145; Cass county Boys—Dec.
willing—Cap. 4207;
355: Todd Manners—var. 155 =
: Howard—World; George

o l‘:l-:ioayywimng—Laug-W’orth; Jan Garber
Al Trace—Langworth; G
skrivanek—MacGregor.

OF ROSES

24632; Sandy Sims—Coral
5296; ’sammy Kaye—Vic.
20594; Paul Weston-Star-
e Pioneers—Vic. 21-0063;

Chuck Foster—Vocalion

Phil Reed—Dance-Tone

eorge Towne—ASso-

NEW YORK 13, N. Y.

Telecasting



Communications Act in that they:
Fail to recognize the right of ap-
plicants to an equal and fair op-
portunity to be heard on the merits
of their applications; impede and
obstruct orderly expeditious judi-
cial review of FCC action; prevent
the Commission from fully com-
plying with the Congressional man-
date that ‘FCC distribute facilities
among the states so as to provide
“a fair, efficient and equitable dis-
tribution” of services (Sec. 307,
Communications Act).

FCBA pointed out the rule would
make the allocation a firm and

“relatively inflexible determination -

of the distribution to be made”
and that no applicant in the future
could invoke a hearing procedure
as a matter of right to challenge
the manner in which the rule meets
the requirements of Sec. 307(b)
of the Act. The proposed proced-
ure would “substitute adminstra-
tive fiat for adjudication,” FCBA
said.

The association’s petition re-
quests oral argument on the prob-
lem before commencement of the
Sept. 26 hearing. Although the
Commission has not yet taken up
the request, it was indicated that
even though argument were
granted and the point won it need
not delay in any respect the forth-
coming TV proceeding.

Geer Files
Dr. Charles Willard Geer, pro-
fessor of physies at U. of Southern
California, last week filed his sum-
mary of proposals to be advanced
concerning his system of all-elec-
tronic color TV [BRJADCASTING,
Aug. 15]. He indicated he will
request standards which will: Al-
.low any colorcast -to be re-
ceived on black-and-white sets;
allow color sets to receive black-
and-white transmissions; never
prevent low - priced direct - view-
ing receivers, such as his sys-
tem, from operation; select the
three primary colors best fitted for
the present available phosphors,
with a view to improving such
standards as research and industry
progress in the production of bet-
ter phosphors.

Don Lee Broadcasting System,
which has been operating W6XAO0
(XTSL) Hollywood on Channel

CHNS

The Shortest Route
To Results in
This Area Is Via
HALIFAX NOVA SCOTIA

Maritimes Busiest Station
Contact

JOS. WEED & CO.
350 Madison Ave., New York

5000 WATTS
NOw!
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RESORT'S BREAKFAST SHOW

Draws Business to N. H. Spot

DESPITE recession talk, radio pro-
motion has been paying dividends
for Allen “A”, flourishing New
Hampshire mountain resort. Fu-
ture prospects are even greater
although neighbor competitors re-
port a 25% seasonal decline this
year.

Boost to the scenit spot operated
by Allen H. Albee, has generated
from sponsorship of Breakfast at
Allen “A”, now in its second season
and a favorite to New England lis-
teners. The program, in its sec-
ond year over WLNH Laconia,
N. H., is rebroadcast by WLAW

2 (54-60 mc) in addition to ex-
perimental color station W9XNO,
indicated its detailed experimenta-
tion report was not complete and
requested extension of the filing
deadline to Aug. 29 for its material.

RCA, in a report on its Prince-
ton, N. J, TV transmitter
KE2XAY, stated that tests show
little significant differences be-
tween vertical, circular and hori-
zontal polarization.

Conestoga Television Assn.,
which for several years has been
relaying television programs from
Philadelphia stations into Lan-
caster, Pa., reported on its experi-
mentation in satellite operations.
Conestoga has been operating a
UHF transmitter (KG2XBI, for-
merly W3XBR) on top of Welsh
Mt. with ERP of 860 w on 600 mc.
Philadelphia is 45 miles from the
site, Lancaster 15. Comparisons
have been made between direct
pickup and the UHF rebroadcast.
It was concluded that UHF sat-
ellites appear practical for service
to near areas only.

Requests for reservation of at
least 10 UHF channels for educa-
tional stations were made by both
the Assn. for Education by Radio
and the National Assn. of Educa-
tional Broadcasters. Similar pro-
posal also was made by the Amer-
ican Council on Education.

Numerous comments on individ-
ual allocations proposed by the FCC
in various cities also were filed last
week. These included statements by
the following: 220 North Kings-
highway Inc., St. Louis, which op-
erates the Park Plaza Hotel and
Chase Hotel there and indicated
it had been preparing its TV ap-
plication when the “freeze” was in-
stituted; Television Broadcasting
Co., San Diego; McClatchy Broad-
casting Co., multiple-AM station
operator, concerning San Fran-
cisco-Oakland, Sacramento, Fresno,
Bakersfield, and Chico, Calif., and
Reno, Nev.; East Texas Television
Co., Longview, Tex.; Harlingen,
(Tex.) Television Co.; McAllen
(Tex.) Television Co.; Brownsville,
(Tex.) Television Co.; Fall River
(Mass.) Herald News Pub. Co.;
KGCU Mandan, N. D.; KVOS
Bellingham, Wash.; KGY Olympia,
Wash.; WSGN Birmingham, Ala.

Telecasting

Lawrence, Mass., 50 kw ABC af-
filiate and picked up live by
WWNH Rochester, N. H.

Patterned after ABC’s Break-
fast Club, also carried by WLAW,
the program has proven to be an
overwhelming success in enter-
tainment and in dollars and cents
for Mr. Albee. A test of response
showed a single $7.50 spot pur-
chased by Mr. Albee returned him
$300. He noted that during the
past winter when guests wrote in
for reservations and information,
250 letters asked if the radio pro-
gram was slated again to be part
of the entertainment schedule for
the season.

The initial broadcast of the pro-
gram found 20 couples calling at
the resort for reservations, an un-

heard of thing at the time. This
season, the figures have not
changed. The resort has been

booked completely and Mr. Albee,
sold on radio advertising, is look-
ing to 1950 and 1951.

PARTIAL inventory filed in estate of
John Ballantyne, chairman of the
board and former- president of Philco
Corp., who died un June 11 in Rydal,
Pa., showed he held 19,371 shares of
corporation’s common stock, worth
$508,488.75.

WAGES-HOURS

Amendment on Overtime .

CERTAIN premiums paid by em-
ployers for work on Saturdays,
Sundays, holidays, ete., need not be
added to an employe’s straight
time pay in determining his “regu-
lar rate” for overtime pay, and
may be credited toward overtime
compensation due in excess of 40
hours in any week.

This provision was contained in
the recent Congressional amend-
ment to the Fair Labor Standards
Act signed by President Truman.
Thus the amendment (HR 858),
according to Labor Secretary
Maurice J. Tobin, makes it law-
ful to treat as overtime premiums
certain payments previously held
to be not “true overtime” by a Su-
preme Court decision last year.
"The Labor Dept. said that prin-
ciples established under the amend-
ment are applicable to all indus-
tries but emphasized, however, that
they are limited to premiums ac-
tually based on rates and work
periods “established in good faith.”

Mitchell To Speak

MAURICE B. MITCHELL, BAB
director, will address the Adver-
tising Club of Syracuse today
(Aug. 29) on “Effective Radio Ad-
vertising for Retailers.” His talk
is part of the group’s campaign to
convince local advertisers that they
should use radio as a medium.

now available

CONSUMER MARKETS
1949-1950 Edition

Based on the known needs of na-
tional advertisers and agencies for
the latest reliable state, county, and
city market facts and figures.
Provides a range of information
you would otherwise have to
gather and organize from 12
different sources.

Reports only government and
other authoritative figures; 1948
estimates of population, families,
retail sales, farm and mdustrlal
activity, effective buying i income,
and other important market in-
dices prepared by Walter P.
Burn, nationally recognized mar-
ket statistician and consultant.

Clear, easy-to-use maps for each
state show all counties, all in-
corporated cities of 5,000 and
over, all county seats, all daily
newspaper and radio towns with
ropulation and other data. Sep-
arate maps for 39 cities of over
250,000 and their vicinities.

The most complete, useful and up-to-date compilation
of consumer market data between two covers in . .

“I keep CM handy
for use all through
the year,’”’ says
Manager of Markets -
and Media in a
large 4-A agency.

All data organized for most ef-
ficient use,. alphabetically state
by state, county by county, in
their respective states, city by
city in their respective counties,
covering the whole U.S.A., the
U. 8. Possessions and Terri-
tories, Canada, Philippines.
You’ll have to see and use the
1949-1950 CONSUMER MAR-
KETS to appreciate its great
utility as a market research tool.
It was mailed to all SRDS sub-
scribers with the September 1
issues of the Newspaper and
Radio Sections. Additional copies
$5.00 each.

Send for a copy of COSUMER
MARKETS today. Use it for
10 days free. Then, if you keep
it, send us $5.00.

g m nlr,hqu'lﬂl Im-nﬁ.u

Walter E. Batthat, Publishur

333 Mok Michigan-

Chizaga 1. Ml
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National Nielsen-Ratings Top Programs
(TOTAL U. S., INCL. SMALL-TOWN, FARM AND URBAN HOMES

—and including TELEPHONE and NON-TELEPHONE HOMES)
JULY 17-23

NIELSEN-RATINGt

Current Previous

— Current Rating —

Rank Ranl Program Homes Homes Points
(000) 3 Change
EVENING, ONCE-A-WEEK

(AVERAGE FOR ALL PROGRAMS) 2,160 55 +05

1 5 Walter Winchell ................ 4,674 1.9 +3.0
2 3 Mr. Keen .......... 4,478 1.4 +0.7
3 1 Crime Photogropher . 4,125 10.5 —0.2
4 2 Mr. District Attorney 4,007 10.2 —0.5
5 7 First Nighter ........ 3,850 9.8 +1.2
6 4 Big Story 3,732 9.5 —1.0
7 n Fat Mon ..... 3,732 9.5 +1.5
8 15 Our Miss Brooks 3,496 B.9 +1.6
9 6 This Is Your FB.Il. .... 3,496 8.9 +0.2
10 20 Stop The Music (4th Qtr.) 3,457 8.8 +2.3
n a3z Inner Sanctum ........ 3,300 8.4 +3.
12 19 Philip Morris-Herace Heidt 3,260 8.3 +1.7
13 29 Break the Bank .......... 3,182 8.1 +2.2
14 27 Stop the Music (3rd Qtr.)... 3,142 8.0 +2.0
15 9 Curtain  Time ........ 3,142 8.0 —0.3
16 18 Mr. & Mrs. North 3,142 8.0 +1.4
17 16 Mystery Theater . 3,103 7.9 +40.7
18 39 Call The Police .. 3,025 7.7 +2.7
19 25 Adventures of Sam Spade . 2,985 7.6 +1.3
20 12 Mr. Chameleon ................. 2,946 7.5 —0.5

EVENING, MULTI-WEEKLY

(AVERAGE FOR ALL PROGRAMS 1,178 3.0 +0.2

1 2 Lone Roanger . 0o 2,475 6.3 +0.6
2 1 Counter-Spy . .. 2,1 5.4 —0.3
3 3 Supper Club .. 1,532 a9 —0.3

WEEKDAY

(AVERAGE FOR ALL PROGRAMS) 1,964 5.0 +0.4

1 1 Arthur Godfrey (Liggett & Myers). . 3,653 9.3 +1.1
2 8 Wendy Warren o0 2,988 7.6 +1.5
3 3 Right to Happiness ..... 2,985 7.6 +0.1
4 4 Arthur Godfrey (Nabisco) 2,946 7.5 +40.9
s 18 Aunt Jenny . ........... 2,868 7.3 +1.6
6 12 My Trve Story (Libby) .. 2,868 73 +1.3
7 5 Backstage Wife ........... 2,789 71 +0.5
8 2 Pepper Young’s Family .. 2,789 71 —0.8
9 6 Young Widder Brown ... 2,750 7.0 +0.4
10 19 Arthur Godfrey (Gold Seal 2,750 7.0 +1.3
n 14 Stella Dollas ........... 2,750 7.0 +1.1
12 22 My True Story (Sterling) . 2,750 7.0 +1.4
13 10 Ma Perkins (CBS) ......... 2,710 6.9 +0.9
14 20 When A Girl Marries .... .. 2,632 6.7 +1.0
15 9 Qur Gal Sunday ................ 2,593 6.6 +0.5

DAY, SATURDAY

(AVERAGE FOR ALL PROGRAMS) 2,160 5.5 +0.2

Armstrong Theater .............. 3,103 7.9 —0.4

2 2 Grand Central Station ........... 2,946 7.5 —0.6
3 3 Stars Over Hollywood ........... 2,750 7.0 —0.7

DAY, SUNDAY

(AVERAGE FOR ALL PROGRAMS) 1,061 27 +0.6

1 1 House of Mystery o 2,868 7.3 +2.5
2 3 Choraliers ...... oo 1,493 38 +1.8
3 8 Mr. Fix-It .. ... ..ot 1,453 7 +2.2

NOTE: NUMBER OF HOMES IS OBTAINED BY APPLYING THE "NIELSEN-RATING” (%) TO
,281,000—THE 1949 ESTIMATE OF TOTAL UNITED STATES RADIO HOMES.
(+) HOMES REACHED DURING ALL OR ANY PART OF THE PROGRAM, EXCEPT FOR HOMES

LISTENING ONLY 1 TO § MINUTES.
Copyright 1949, A. C. Nielsen Co.

CANADIAN AM
Changes Granted by CAB

POWER INCREASES were allow-
ed a number of Canadian AM sta-
tions at recent meeting of CBC
board of governors at Montreal,
CBC has announced at Ottawa.
CBC board deferred power in-
creases and requests for new sta-
tions in Newfoundland and denied
a number of applications for new
stations in other parts of Canada.

Power increases allowed were to
CJGX Yorkton, from 1 kw on 940
ke to 5 kw day and 1 kw night on
940 ke; to CKY Winnipeg, from
1 kw on 1080 ke to 5 kw on same
frequency with directional an-
tenna; to CKNW New West-
minster, from 1 kw day and 250 w
night on 1820 ke to 1 kw day and
night, with nighttime directional
antenna on same frequency.

A change in frequency was al-
lowed CHWXK Chilliwack, from 1340
ke to 1230 ke with 250 w, and to
CFPL-FM from Channel 228 (93.5
me) to Channel 240 (95.9 me).

CKRD Red Deer was recom-
mended for a public commercial

license to allow the station to
handle messages for isolated areas
to which no other means of electri-
cal communication is available,
from midnight to noon local time,
with minimum disturbance to its
broadcasting schedule.

AFRA MEETS

b

Convention Held in S. F.

GROWING movement toward
closer affiliation among entertain-
ment unions developed last week
among the 175 delegates attending
the 10th annual convention of
AFRA at the Palace Hotel, San
Francisco.

As the four-day convention
opened Thursday, a wide split on
the question of television unioniz-
ing had developed with some dele-
gates favoring creation of a new
union supported by AFRA. It
would have jurisdiction over the
video field. Others, especially those
in favor of closer union relation-
ship, urged expansion of AFRA
into the TV field. Talent working
exclusively in TV advocated the
latter idea and traced low pay in
TV at least partially to lack of
interest by other AFRA members.

Answering this stand, those fa-
voring broadening of AFRA into
TV replied that the union always
has been interested in raising the
wage scales of television but so far
the union has been powerless in
attempting to organize the TV
field.

Bill Thompson, character actor
and AFRA board member, said in
a pre-convention interview that he
is forced to belong to several
unions. These include the Ameri-
can Federation of Musicians be-
cause he sometimes does a bagpipe
gag routine. “I pay dues to all
these unions,” he said. “It would
seem to be to the advantage of all
entertainers if these various enter-
tainment unions could come to an
agreement whereby membership in
one carried privileges in all.”

The convention agenda included
such topics as regional transerip-
tion rates and tape recording rates,
dual control jurisdiction and poli-
tical activity for Taft-Hartley re-
peal.

An evening session Thursday,
following a dinner meeting of the
national board, was devoted to ap-
pointment of convention officers
and committees and a report of the
Credentia's Committee.
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‘WA PERKINS'
Now Aired on Columbia LPs

CBS network soap opera, Ma Per-
kins, sponsored by Procter & Gam-
ble for Oxydol, is now aired via
Columbia LP mierogroove tran-
scriptions on 25 non-CBS. stations
in addition to its live network
broadcast schedule.

The transcriptions permit up to
20 minutes of program per side
on a 12-inch disc as against 15
minutes per side on a 16-inch
standard broadcast transecription.
Ma Perkins is said to be the first
radio series to be made available
in this form.

MUSICAL SALUTE

For Stations’ Air Debuts

ASSOCIATED Program Service,
New York, is providing an hour-
long musical salute to station and
community for station subscribers
going on the air for the first time.
Congratulatory wires from APS
talent are incorporated into the
script and signed glossies are for-
warded for display purposes.

The firm’s initial salute was
for the opening Aug. 16 of KBKW
Aberdeen, Wash., and was recorded
in cooperation with Ben K. Weath-
erwax, station president and gen-
eral manager [BROADCASTING, Aug.
15].

Ernie on the Spot

A COMPARATIVELY rou-
tine assignment turned out
to be anything but routine
for Special Events Chief
Ernie Kovaecs of WTTM,
NBC outlet in Trenton, N. J.
Mr. Kovacs arrived at the
Diamond Brothers Furniture
Co. in nearby Hightstown,
N. J.,, to tape record a de-
seription of the ins and outs
of furniture making. As he
was setting up his equipment
the factory caught fire. Mr.
Kovacs recorded flame by
flame description of the half-
million dollar disaster and
raced back to the WTTM
studios where it was put on
the air while the flames were
still raging.
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ISCS pressed by Mexican artists,

interspersed with information

on Mexico's tourist attractions
and interviews with people who have
visited country, form format of Let’s
Go to Mexico, aired over WIXN Jack-
son, Miss. Program is sponsored by
VFW, Jackson and Tourist Commis-
sion of Mexican Government. Show
also features “Goodwill Ambassador”
contest in which listeners write short
essays on “Why I would like to go to
Mexico as Goodwill Ambassador from
Jackson and the VFW.” Winner will
be sent to Mexico by VFW as guest of
Mexican Tourist Div.

It’s Done With Mirrors

HOW to make small rooms look larger
or give spacious homes an air of ele-
gance through the use of mirrored
furniture was explained and demon-
strated Tuesday night (Aug. 23) on
Meet Mrs. Markel, featuring Hazel
Kenyon Markel, over WTTG (TV)
Washington. Bedroom and living room
mirrored furnishings, designed and
manufactured by I. Schwartz Glass &
Mirror Co., New York, were featured
on show through cooperation of Mayer
& Co., Washington furniture firm,
local Schwartz dealer. John Ellis of
Mayer & Co. appeared with Mrs. Mar-
kel on video show and explained de-
sign and use of furniture.

Medical Discussions

PANEL DISCUSSION given by spe-
cialists in specific disease is weekly
feature on WTTT Coral Gables, Fla.
Moderator for series is Irving Bern-
stein, Ph.D., and doctors are chosen
from Dade County Medical Assn. No
curative advice is offered on program
and content is kept in language
easily understood by laymen. Topies
such as allergies, polio, cancer, tuber-
culosis and common colds are dis-
cussed.
Historical Series

LETTERS written by Benedict Arnold
and George Washington, reports from
Columbus and Nathanael Greene, and
journal of exploration through Ohio
and Southern Michigan are some of
the documents to be used as basis of
new series, Treasures off the Shelf, on

"HOWARD J. McCOLLISTER

Regional Representatives

Lﬂbﬁﬂ BELLAGI|D, LOS ANGELES

= BR 04703

Shows with @ Hollywood Heritoge * Member N-A-B-
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WUOM (FM), U. of Michigan station,
Ann Arbor. Shows have dramatic
format built around historical signif-
icance of documents and educational
objective aiming to recreate total
historical picture at time manuseripts
were written. Series will begin second
week in October and will be supple-
mented by exhibits in university’s
Clements Library.

Unique Quiz Format

USING hand painted background of
Churchill Downs, Sweepstakes Quiz
has been added ty» program roster of
WAVE-TV Louisville, Show incor-
porates moving miniature horses on
scoreboard giving relative positions
of six studio contestants. Home view-
ers have opportunity to win prizes by
identifying personality from portions
of jigsaw picture shown on screen.

Farm Calendar

AGRICULTURAL authorities, county
agents and farm personalities are
featured on Monday through Friday
Farm Calendar show over WJPS Ev-
ansville, Ind. Guests offer vital in-
formation concerning weather and
crop conditions to Indiana, Illinois
and Kentucky farmers, enhancing
station’s coverage of Tri-State farm
activities on regular noontime daily
Farm Hour. Farm Calendar is pre-
sented in cooperation with local deal-
ers of International Harvester Co.

Selling Homes

TIME on Kathi Norris Show over
WABD (TV) New York has been
purchased by Elberon Village, El-
beron, N. J., for advertisement of
low-priced homes. Commercials urge
viewers to go out to houses and re-
ceive free tickets good for one day
at beach for entire family offered to
prospective buyers. Supplementing
TV effort are spot announcements on
WCAP Asbury Park, N. J. and WVNJ
Newark.
Choosing Bands

FOUR WEEK CONTEST, during
which listeners will write letters ex-
plaining why a certain popular band
is their favorite, is being planned by
WTIC Hartford, Conn. First week
of daily half-hour programs will be
“showcase”  presentations through
which audience may sample recorded
wares of 30 different aggregations.
Following weeks will feature one band
each day on basis of votes received in
letters after first week’s airing. “New
England’s choice for No. 1 spot”
among top 15 bands will be announced
on final day. Prizes are planned for
listeners who write most convincing
letters. Contest will begin Sept. 5.

Explaining TV

IN EFFORT to stimulate educational
interest in television, WTVJ (TV)
Miami, Fla., has inaugurated feature
called TV Forum. Program will be
headed by Dr. Sydney Head, radio and
television director pof U. of Miami.
Panel will include two WTVJ officials,
one representative of television dealers
and one viewer. Portion of program is
spent in answering letters and phone
calls from set owners.

Just Out’!

MNew RCA Victor hits
for your

turntables™

IRVING

Lingering Down The Lane

Mexican Hot Foot
DJ-753

VAUGHN

Monroé

That Lucky Old Sun
DJ-754

h-

: E

./ CLAUDE

= Thorahil

Through A Long And Sleepless Night

Moonlight And Roses
DJ-755

*2DJ* disks couple the cream of the
RCA Victor hits for your convenience!
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August 22 Decisions . . ..

BY THE SECRETARY

WCOV & WCOV-FM Montgomery,
Ala., WGWD Gadsden, Ala., WGWC
Selma, Ala.-Granted consent to in-
volutary assignment of CP and li-
cense to First National Bank of Mont-
gomery and Margaret Covington Mil-
wee as executors of estate of G. W.
Covington Jr., deceased.

WEVR Troy, N. Y.—Granted license
new FM noncommercial educational
station; (91.3 mc) Channel 217 400 w
minus 240 ft.

WMBR-TV Jacksonville, Fla. —
Granted mod. CP change type trans.;
ant, to 440 ft.

WDAS Philadelphia—Granted CP in-
stall new vertical ant. and mount FM
ant. on AM tower and change trans.
location.

Following were granted mod. CP's for
extension of completion dates as
shown: WVMI Biloxi, Miss. to 3-14-50;
WTIM Taylorville, 111., to 10-15-49;
KHSL Chico, Calif. t B P
Mayaguez, P.R. to 11-19-49; WEEU
Reading, Pa., to 10-1-49; WLIN-FM
Merrill, Wis., to 11-18-49; WAUX-FM
Waukesha, Wis., to 4-1-50; WMFD-FM
Wilmington, N. C., to 12-1-49; WBAB-
FM Atlantic City, . J., to 3-15-50;
WRVC Norfolk, Va., to 3-15-50; KTSA-
FM San Antonio, Tex. to 3-9-50; WMBR-
FM Jacksonville, Fla.,, to 11-15-49;
WGOR Ft Lauderdale, Fla. to 1-15-50;
WHB-FM Kansas City, Mo. to 3-13-50;
KGKB-FM Tyler, Tex. to 3-14-50;
KXEL-FM Waterloo, Iowa, to 2-22-50;
WWLH New Orleans, La. to 3-16-50;
WJIBC-FM Bloomington, I11., to 3-14-50;
WJN%—FM West Palm Beach, Fla., to
12-6-49.

WJFR Caguas, P. R.—Granted mod.
CP to change type trans. approval of
ant. and trans. location and change
studio location.

WKAM Warsaw, Ind.—Granted mod.
of CP to change type trans.

WGIG Brunswick, Ga.—Granted li-
cense new AM station; 1440 ke 1 kw
unl. DA-N.

KROG Sonora, Calif.—Granted li-
cense new AM station; 1450 kc 250 w

unl,

WKRT Cortland, N. Y.—Granted li-
cense covering change in hours of
operation, change in power and in-
stall DA-N.

WDKD Kingstree, S. C.—Granted li-
cense hew AM station; 1300 kc 1 kw D.

WCOR Lebanon, Tenn.—Granted
mod. CP for approval of ant. and trans.
location and specify studio location.

WPCF Panama City, Fla.—Granted
mod. CP to change type trans. approval
of ant. and trans. location, and specify
studio location.

The Blue Valley Co. Area Independ-
ence, Mo.—Granted license for remote
pickup KA-3820.

WTNJ Trenton, N. J.—Granted CP
make changes in {rans. equipment.

WOR-TV New York—Granted mod.
CP for extension of completion date
to_2-15-50. .

WIND Chicago—Granted CP to in-
stall alternate main trans. at present
site of main trans. to be operated on
560 kc 5 kw DA-DN.

Lamar A. Newcomb Area Falls
Church, Va.—Granted CP and license
for new remote pickup KA-3939.

August 22 Applications . . .

ACCEPTED FOR FILING

License Renewal
WWL New Orleans—Request for re-
newal of license.
Modification of CP

WIBC Indianapolis, Ind.—Mod. CP
new AM station to increase power etc.
for extension of completion date.

Mod CP new FM station for exten-
sion of completion date: WRGK Brook-
field, Ill.; WROK-FM Rockford, Il

WSPA-FM Spartanburg, S. C.—Mod.
CP new FM station to change ERP to
4.9 kw, ant. to 515 ft.

License for CP

KWK-FM St. Louis, Mo.—License to
cover CP new FM station.

IRE Unit To Meet

A TECHNICAL conference on an-
tennas will be held by the Kansas
City Section of the Institute of
Radio Engineers Oct. 28-29 at the
President Hotel, Kansas City, Mo.,
it was announced last week. Pa-
pers by noted engineers will be
offered, followed by discussion pe-
riods on AM, FM, TV and micro-
wave antennas.

Actions oF THE FCC

AUGUST 19 to AUGUST 26

CP-construction permit
DA-directional antenna
ERP-effective radiated power
STL-studio-transmitter link
synch. amp.-synchronous amplifier

STA-special temporary authorization

ant.-antenna  cond.-conditional
D-dgy LS-local sunset
N-night mod.-modification
aur.-aural trans.-transmitter
vis.-visual unl.-unlimited hours

CG-conditional grant

Grants authorizing new stations, changes in facilities, and transfers

appear at the end of this department,

station and transfer applications.

panied by a roundup of new-

August 23 Decisions . . .

ACTIONS ON MOTIONS

WGBG Greensboro, N. C.—Dismissed
without prejudice application for CP
to change to 950 ke 1 kw unl. DA-DN.

WISE Asheville, N. C.—Amended
application to reduce daytime power
from 10 kw to 1 kw and show revised
financial data.

KTSM San Antonio, Tex.—Granted
leave to intervene in hearing on appli-
cations of KPAS Banning, Calif.,, and
KREO Indio, Calif.

WMMW Meriden, Conn.—Dismissed
without prejudice application for CP
to change hours of operation from D to
unl. DA-N.

FCC Acting General Counsel—
Granted petition for extended time to
file reply to exceptions to Initial Deci-
sion In re Atlantic Bestg. Co. Inc.
WHOM Jersey City, N. J.; to Aug. 29.

Gila Bestg. Co., Winslow, Ariz.—
Amended application to change designs
of DA proposed and other technical
data; removed application from hear-
ing docket. By Examiner Resnick.

WJOC Jamestown, N. Y.—Granted
continued hearing on application for
CP from Aug. 22 to Sept. 14. By
Examiner Resnick.

FCC Acting General Counsel—
Granted extension of time to submit
proposed findings of fact re Port
Frere Bestg. Co., Inc. WTUX Wilming-
ton, Del. to and including Sept. 19.
By Examiner Blume.

KPMO Pomona, Calif.—Extended
time in which Frofposed findings in
matter of renewal of license of KPMO
and voluntary assignment of license
may_be filed, to and including Oct. 1.
By Examiner Blume.

Pomona Bestrs. Pomona, Calif.—
Granted continued hearing re appli-
cation and that of Pasadena, Presby-
terian Church, KPPC Pasadena. Calif.
from Aug. 22 to Sept. 22. By Examiner
Cooper.

Radio Modesto Inc., Modesto, Calif.—
Granted amendment to application to
specify a trans. site on Adams Ave.
northeast Modesto city limits. By
Examiner Cunningham,

WBUD Morrisville, Pa.—Amended
application from 1260 ke 5 kw to 1260
ke 1 kw unl. and change location of

main studio from Morrisville, Pa. to
Trenton, N. J. continued hearing re
application of WBUD and WTNJ en-
ton, N. J. from Aug. 30 to Sept. 14.
By Examiner Cunningham.

August 23 Applications . .. .

ACCEPTED FOR FILING
License for CP
WOSC Fulton, N. Y.—License to
cover CP new AM station.
Modification of CP
.Mod. CP new AM station for exten-
sion of completion date: KB Spring-
dale, Ark.; KERG Eugene, Ore.
WERC Erie, Pa.—Mod. CP new AM
station to increase power from 5 kw-D
1 kw-N to 5 kw unl.
AM—630 ke
WQAN Scranton, Pa.—CP to change
from 910 ke 250 w ST to 1240 ke 1 kw-D
500 w-N AMENDED to request 630 kc
500 w D,
AM—1190 ke
KLIF Oak CIliff, Tex.—CP to change
from 119 ke 1 kw D to 119 kc 10
kw-D 1 kw-N AMENDED to request
1190 ke 1 kw unl.
Modification of CP
Mod. CP new FM station for exten-
sion of completion date: WFMZ Allen-
town, Pa.; WMRI Marion, Ind.; WKAP-
FM Allentown, Pa.
License for CP
WSNJ Bridgeton, N. J.—License for
CP new FM station.
License Renewal
WEEI-FM Boston, Mass.—Request for
license renewal.
Modification of CP
Mod. CP new commercial TV station
for extension of completion date:
WMAL-TV Washington. D. C.; WAVE-
TV Louisville, Ky.; KNBH Los Angeles;
WBAL-TV Baltimore.

TENDERED FOR FILING
AM—1300 ke

KMMO Marshall, Mo.—CP to change
from 1300 kc 500 w D to 1300 ke 590
w-D 100w-N unl.

(Continued on page 75)

SERVICE DIRECTORY

Custom-Built Equipment
U. S. RECORDING CO.

1121 Vermont Ave., Wash S, D. C,

STerling 3626

CLARENCE R. JACOBS

Studio Consultants
Planning - Design - Acoustics

Box 69 . Princeton, Hlinois - Tel. No. 4200

SPOT ANNOUNCEMENTS

OURS EARN MORE PROFITS — WRITE

HOFFMAN RECORD CO.

P. O. Box 151
Lawndale, California

BROADCASTING *

* VACANCY

YOUR FIRM’S NAME in this “vacancy”
will be seen by 15500 readers—
l'u'éon owners cng _managers, chief

s an
for AM, FM, Television and facsimile
facilities. Write or wire . .

BROADCASTING

Telecasting



CONSULTING RADIO ENGINEERS

JANSKY & BAILEY

Executive Offices
National Press Building
Offices and Laboratories
1339 Wisconsin Ave, N. W.
Washington, D. C. ADams 2414
Member AFCCE*

McNARY & WRATHALL

RADIO ENGINEERS

906 Natl. Press Bldg. 1407 Pacific Ave.
Washington 4, D.C. Santa Cruz, Cal.
Member AFCCE*

40 years of professional
background

PAUL GODLEY CO.

Upper Montclair, N. J.

MOntclair 3-3000
Little Falls 4-1000
Labs: Great Notch, N. J.

GEORGE C. DAVIS
501-514 Munsey Bldg.—STerling 0111
Washington 4, D. C.
Member AFCCE*

Commercial Radio Equip. Co.
Everett L. Dillard, Gen. Mygr.
INTERNATIONAL BLDG. DI. 1319
WASHINGTON, D. C.
PORTER BLDG. L0. 8821
KANSAS CITY, MO.

A. D. RING & CO.

. 26 Years' Experience in Radio
Engineering
MUNSEY BLDG. REPUBLIC 2347
WASHINGTON 4, D. C.
Member AFCCE*

There is na substitute for experience
GLENN D. GILLETT
AND ASSOCIATES

982 NATL. PRESS BLDG. NA. 3373
WASHINGTON, D. C.

Member AFCCE*

GAUTNEY, RAY & PRICE
(successors $o John Barron)
CONSULTING RADIO ENGINEERS
1052 Warner Bldg.
Washington 4, D. C.
National 7757

RAYMOND M. WILMOTTE
1469 CHURCH ST, N. W.  DE. 1232

WASHINGTON 5, D. C.

JOHN J. KEEL

Warner Bldg., Wash., D. C.
National 6513

Craven, Lohnes & Culver
MUNSEY BUILDING DISTRICT 8215
WASHINGTON 4, D. C.
Member AFCCE*

Mcintosh & inglis
710 14th St., N.W.—Metrapolitan 4477

WASHINGTON, D. C.
Member AFCCE*

RUSSELL P. MAY

1422 F St.. N. W. Kellogg Bldg.
Washingtan, D. C. REpublic 3984

Member AFCCE*

ANDREW CORPORATION
CONSULTING RADIO ENGINEERS

363 E. 75th St.  TRiangle 4400
CHICAGO 19, ILLINOIS

Dixie B. McKey & Assoc.
1820 Jefferson Place, N. W,
Washington 6, D. C.
REpublic 7236

WELDON & CARR

WASHINGTON, D. C.
1605 Connecticut Ave.

DALLAS, TEXAS
1728 Wood St. Riverside 3611
Member AFCCE*

MI. 4151

E. C. PAGE
CONSULTING RADIO
ENGINEERS
BOND BLDG. EXECUTIVE 5670
WASHINGTON 5, D. C.
Member AFCCE*

CHAMBERS & GARRISON
1519 Connecticut Avenuve
WASHINGTON 6, D. C.

MICHIGAN 2261
Member AFCCE*

KEAR & KENNEDY
1703 K ST., N. W.  STERLING 7932
WASHINGTON, D. C.
Member AFCCE*

A. EARL CULLUM, JR.
CONSULTING RADIO ENGINEERS
HIGHLAND PARK 'VILLAGE
DALLAS 5, TEXAS
JUSTIN 8-6108

WILLIAM L. FOSS, Inc.
Formerly Colton & Foss, Inc.
927 15th St., N. W. REpublic 3883
WASHINGTON, D. C.

JOHN CREUTZ

319 BOND BLDG. REPUBLIC 2151
WASHINGTON, D. C.
Member AFCCE*

H. V. ANDERSON
AND ASSOCIATES
Consulting Radio Engineers
134 Clarence St., Phone 7-277
Lake Charles, La.

William E. Benns, Jr.
& ASSOCIATES
3738 Kanawha St., N. W.
ORdway 8071
Washington, D. C.

Philip Merryman & Associates

e Heatherdell Road
e ARDSLEY, N. Y.
e Dobbs Ferry 3-2373

RADIO CONSULTANTS

GUY C. HUTCHESON
1100 W. ABRAM ST.  PHONE 1218
ARLINGTON, TEXAS

NATHAN WILLIAMS
Allocation & Field Engineering
20 Algoma Blvd. Ph. Blackhawk 22
Oshkosh, Wisc.

Gt R. Bitter
CONSULTING RADIO ENGINEERS
4125 Monroe Street
TOLEDO 6, OHIO

Telephones—Kingswood 7631, 9541

SILLIMAN & BARCLAY
SPECIALIZING IN ANTENNA PROBLEMS
1011 New Hampshire Ave. RE. 6646
Washington, D. C.

LYNNE C. SMEBY

! Prof | Enanesar’’
g Ut g

820 13th St., N. W. EX. 8073
Washington 5, D. C.

GEORGE P. ADAIR

Radio Engineering Consultant

EXecutive 5851 1833 M STREET, N. W.
EXecutive 1230 WASHINGTON 6, D. C.

LEE E. BAKER
Consulting Radio Engineer

826-28 Laenders Bldg.—Ph. 3621
SPRINGFIELD, MISSOURI

WALTER F. KEAN
CONSULTING RADIO ENGINEERS
Executive offices: 40 East Ave.
Laboratory: 114 Northgate Rd.
Riverside, 1ll. — Riverside 6652
(A Chicago suburb)

Ben Adler
TELEVISION FACILITIES ENGINEERS
1S Gedney Circle, White Plains, N. Y.
White Plains 8-3796
Shop and laboratory—720 Milton Rd.
Rye 7-1413 Rye, N. Y.

ROTHROCK & BAIREY
SUITE 604, 1757 K ST, N. W.
National 0196
WASHINGTON 6, D. C.

Member AFCCE*
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August 29, 1949 © Page 45



ch.ASSIFIED ADVERTISEMENTS

PAYABLE IN ADVANCE—Checks and money orders only.

Wanted 10¢ per word—3$1 minimum. Help Wanted 20¢ per word—$2
All other classifications 25¢ per word—$4 minimum. No
chetge for blind box number. One inch ads, acceptable, $12.00 per in-
sertion. Deadline two weeks preceding issue date. Send box replies to
Brogdcasting Magazine, 870 National Press Bldg., Wqshington 4, D. .
BROADCASTING is not responsible for the return of application material
(lr-Fnscripfions, photographs, scripts, etc.) forwarded to box numbers.

minimum.

| Help Wanted

Situation

S_itu;t_ion; “;ant-ed (Con_t'd_)_

Comimercial manager and salesman for
major net affiliate in eastern Pennsyl-
vania metropolitan market. Box 392c¢,
BROADCASTING.

4 in 1—Manager, salesman, program
director, announcer—4 jobs—1 salary.
Seven years experience. Box 37lc,
BROADCASTING.

1
| Salesmen

Salesman for 5 kw network outlet in
prosperous midwest market. Must be
experienced, civic-minded and willing
to spttle in one of America's finest
communities. Send particulars and
photp to Box 801B, BROADCASTING.
Replies held confidential.

Wanted—Advertising salesman for re-
gional daytime station on Texas gulf
coasi. Must be Texan with at least
three years radio experience. Guaran-
tee plus commission. Box 244c, BROAD-
CASTING. _— v
Salesmen—If you can sell radio intel-
ligently and aren’'t afraid of work, a
progressive station in a pleasant, pros-
perous New England city can use you.
A good living for a man who can
prodice. Full details and picture to
Box [295¢. BROADCASTING.
Salesman—Experienced, stead and
productive who can do play-by-play
sports. Salary and commission. Loca-
tion south Atlantic seaboard. Box 306c,
BROADCASTING

| Announcers

|
Wanted—Morning man with a person-
ality| If you have the know how to
get an early morning audience, ap-
preciate good music, have a keen
sense of humor without being a come-
dian land the ability to dig up inter-
esting news and information, you can
qualify for an opening on a large
eastern station. Write immediately.
Box 400c, BROADCASTING.

Helena, Montana requires combination
men at new station. $250. Send qual-
ifications and disc in first letter to
KFDW, Box 592, Helena.

Wantpd-——Announcer, experienced, ad-
lib and reading news. Fifty dollars per
week| Send photo, education, experi-
ence,| references, full information, first

letter, Adkisson, KOKX, Keokuk,
Towa.

[ Technical
Juniof partner wanted with about

$2000 | to invest for filing for CP in
east-mnidwest area 250 local. Engineers
i)nIGy nswer. Box 377¢, BROADCAST-
NG.

Situations Wanted

Managerial

Manager—Twenty years of experience
fully |substantiated by proven record
and |references. Excellent relation-
ship Wwith national timebuyers. Sound
knowledge of local sales problems.
Practical knowledge of all department
operations. Married, hard working,
strictlg _sober and experience wise.
Can ring your station community
leadernship and assure profitable opera-
tion. Box 263B, BROADCASTING.

Independent station owners cut your
operating expenses, increase your in-
come by hiring one man to fill position
of general manager. commercial man-
ager, and program director. Educated,
aggressive, 12 years of practical experi-
ence |all phases radio. Box 337c,
BROADCASTING.

What good station would like well sea-
soned [manager, who knows sales, pro-
grammnying, continuity and announcing
and who has a pleasing personality
that builds business and is community
conscipus? Sober, reliable. Excellent
reason| for leaving present managerial
position. Box 347c, BROADCASTING.
Radio | exec terminating seven years
association-twelve years in radio sales
and management. Desires permanent
position with eventual ownership par-
ticipatfon as manager or manager-
sales-manager combination. Willing
to go| anywhere. Replies in strictest
f)(s)z?; deénce. Box 399¢, BROADCAST-

Manager experienced in all phases of
radio. Hold first phone license, experi-
enced as announcer, chief engineer,
program director, at present working
as assistant manager. H. . uke,
WDEC, Americus, Georgia.

Salesmen

Interested southwest. Available two
weeks. No bragging build up of self.
Just good hard worker—sales, remotes,
interviews, announcing, programming,
kiddie show and general all-round man.
Married. Salary must be good. Come
well recommended from present job.
Box 365¢, BROADCASTING.

Program-production director with ex-
tensive sales experience and national
reputation In programming. Must be
rogressive, big-market station willing
o pay $150 weekly or more for top
Hoopers and original sell-able pro-
grams and ideas. Copyrighted pro-
grams used on better stations coast to
coast. If you want one of America’'s
outstanding young radio executives.
Box 374¢c, BROADCASTING.

Announcers

Need loyalty? Devotion and talent?
Presently ensconced in a metropolitan
N. ¥, station. One top mail pull, solidly
selling D. who's versatility is his
pride. From church program to a band
remote in one minute. Married, 3 chil-
dren, college grad. Console operation
as fast as anyone. New York, Connec-
ticut, New Jersey, fans galore. Like the
big town. Want to stay in vicinity.
Mentions in all top columns and trade
papers. Box 137c, BROADCASTING.

Experienced, play-by-play sports an-
nouncer. Seven years experience all
sports. Also experienced staff man
heavy news and news editing. Col-
lege graduate desires permanency
}vith future. Box 168¢c, BROADCAST-

Reliable, loyal university graduate.
Serious-minded. Write copy. Knows
console. Need job. Anywhere. Dise,
copy. photograph ready. Write Box
176¢, BROADCASTING.

Sportscaster wants football games.
Experienced, capable, good sports rep-
utation. Prefer season, will take
gli\?éle games. Box 216c, BROADCAST-

Ex;rienced announcer. Staff, sports
play-by-play. Available immediately.
Box 245¢, BROADCASTING.

Announcer-copywriter, two years ex-
perience, live, resonant voice. Single,
sober, 25. Will "travel. Box 246c,
BROADCASTING.

Announcing-sales. Experienced. Best
references. Progressive station desired.

Photo. disc on request. Box 253c,
BROADCASTING.
Announcer, experienced. ambitious,

desires change. Disc and particulars
ﬁgocn request. Box 263c, BROADCAST-

Announcer. College voice major, sell,
write, sports, 23, excellent speaking,
singing voice. Midwest station where
all talent can be utilized. Box 282¢,
BROADCASTING.

Experienced announcer, emphasis on
news. Wants position with progressive
station Rocky Mountain area or west.
Box 284c, BROADCASTING.

Announcer—Presently unsatisfactorily
employed. Desire pleasant work. Live-
able wage. University radio graduate.
Newspaper experience. Year general
announcing. Emphasis on sports, clas-
sical music. editing and airing news.
Box 307¢c, BROADCASTING.

Situations Wanted (Cont'd)

Newscaster—Age 30, veteran, unen-
cumbered. 3 years experience. Desire
change. Disc and particulars on re-
quest. Box 308c, BROADCASTING.

Announcer, single, versatile, depend-
able. Graduate leading Chicago radio
college. Box 3l4c, BROADCASTING.

Who will give a married veteran his
first radio job? Hard working, depend-
able, intelligent. Sports, play-by-play,
specialty, news, copy, adlib. Graduate
radio school, references, disc. Box
316c, BROADCASTING: .
Frankly, gentlemen, I'm a terrific com-
mercial announcer. Information waits.
Write. Box 325c. BROADCASTING.

Ice hockey play-by-play sportscaster,
experienced in news, commercials,
platter shows, control board, desires
position with sportsminded station.
Available for coming hockey season.
Box 333c, BROADCASTING.

Announcer—available Labor Day. Sqr;

experience. Friendly, resonant voice.
Will travel. Capable writer. Disc, de-
tails. Box 338¢, BROADCASTING.

Topnotch announcer, versatile, five
years experience, production-wise,
former program director. Interested in
large network station only. Box 339c,
BROADCASTING. Fe—
Young, 19, graduate of reputable an-
nouncing school. Anxious to connect
with station in east, preferably western
Pennsylvania. Good references. Box
342c, BROADCASTING. o
Combination announcer-engineer. Good
voice, 16 months experience in 1 kw
station., Prefer midwest. Employed at
present. Box 343¢c, BROADCASTING.
Announcer. Single, 25, veteran, col-
lege, sober and cooperative. Radio
school graduate only, but eager to
learn. Needs opportunity and not just
for the paycheck. Travel anywhere.
Can you help me? Box 344c, BROAD-
CASTING. )
Announcer, two years experience.
Married, sober, 25. Prefer Florida or
coastal city. Will consider other loca-
tions. Board., news, disc. Good com-
mercial delivery, adlib or straight.
Now employed, 2 weeks notice. Box
346c, BROADCASTING.

First class announcer desires staff posi-
tion in Florida. Three years experi-
ence. Can write copy if necessary.
Married. Disc on request. Box 353c,
BROADCASTING.
Announcer-engineer, married, wants
combo work. Experienced. Prefer
southwest. All considered. Box 354c,
BROADCASTING.

Need a good, versatile announcer? Ex-
cellent script writer. Married, 25.
Sports authority and my specialty is
describing fast moving action. Tops in
football. Would like to learn selling.
Box 357¢, BROADCASTING.

Announcer-writer. Young. Heavy ex-
perience in sports, play-by-play, news,
disc shows and general production.
College. Box 358c, BROADCASTING.

Experienced announcer-writer, 24, mar-
ried, veteran. Presently employed net-
work station. Operate board. Top
references. Dependable, educated. Box
360c, BROADCASTING.

Newsman with three years metropoli-
tan newspaper and radio experience
seeking newscasting and reporting
berth. Twenty siX, single, can travel.
Write Box 355¢c, BROADCASTING.

Play-by-play sportscaster available for
start of football season. Thoroughly
experienced in college football and
basketball. Be glad to forward air
checks of play-by-play if interested.
Seven years in radio. Presently em-
ployed. College graduate. Box 364c,
BROADCASTING.

Sports announcer. Ten years play-by-
play, sportscasting, major markets.
Box 370c, BROADCASTING.

Announcer, single, 22. One year ex-
perience. Well employed at 250 watt
Mutual affiliate but desire change.
College education. best references. Box
378¢c, BROADCASTING.

Situations Wanted (Cont'd)
Announcer—26, single, graduate of
leading announcers school, Radio City.
Handle classical music, news, etc.
Fcrmer salesman, willing to sell timé.
Knows console, disc, photo available.
Box 386c, BROADCASTING.

Experienced announcer; good straight
announcing, news record shows, all
type shows, musician, operate console,
single, willin; to travel, available
%ﬁ&\ediately. ox 389c, BROADCAST-

Network announcer-producer desires
position on metropolitan station in
northeast, 7 years experience AM and

TV, Available October 1. Box 39lc,
BROADCASTING.
Announcer—Must relocate. Moderate

experience, can write copy. Box 393c,
BROADCASTING.

Announcer—One year in the industry,
good references, conditions require re-
locating in northeast. Box 395¢,
BROADCASTING.

Radio-television graduate announcer-
leading radio school; 5 months train-
ing program direction-production for
television. Desires permanent position
livewire station in south. Preferably
Florida. Married. Will consider on-
the-job training. Disc on request. Box
396c, BROADCASTING.
Football—Looking for a sports man?
Experienced college, high school play-
by-play. Sober, dependable, excellent
references. Write 12 Mira Mar Avenue,
Long Beach, California.

Announcer now summer replacement
CBS staff New York. Ten years experi-
ence from 250 to 50 kw. News, special
events, record, morning and audience
shows. Warm, human selling style. Have
been program director, production
manager, continuity chief and news
editor. During war was radio corres-
pondent after State Department re-
quested release from Armyv Intelligence.
After war, narrated “Transatlantic
Call” and “Radio Newsreel” for BBC
in London. Excellent references. Age
thirty, married, two children. Available
now or _in October. Bill Bradley, Net-
work Operations, CBS, 485 Madison
Ave., New York.

Announcers, newscasters, copywriters,
all thoroughly trained graduates of
topflight radio school. Available at
once. Write Columbia Institute, 9th &
Chestnut, Philadelphia, Pa.
Combination announcer-engineer,
Twenty-one months announcing and
technical school, year and one-half sta-
tion experience. Prefer midwest. $60.
Hoesly, 1222-A Oak, K. C., Mo.

Announcers—Early morning men. Well
trained in all-round announcing. Start-
ing $40.00 to $50.00. Pathfinder School
of Radio, 1222A Oak St., Kansas City,
Mo. Ha-0473.

Announcer, 29, single, 212 years experi-

ence. AB Degree in Speech. David
Shelley, 514 W. 6th St.,, Bloomington,
Indiana.

Station going CBS, no time for sports.
Topflight baseball ANNR available,
also college football, national tourna-
ment basketball experience. Two daily
sports shows. Best ¢f references. jn-
cluding manager of this station. Disc
and photo or personal interview if
desired. Bill Snyder. Soorts Director,
WTHI, Terre Haute, Ind.

Technical

Chief engineer. Experienced all phases
AM and FM. 29, married, one child.
Want position where hardworking am-
bitious man can get ahead. Box 68c,
BROADCASTING.

Engineer—10 years experience. ]icensé
degree. Box 26lc, BROADCASTING.
Engineer. Exverienced five kilowatt,
reliable. car. Desires position in north-
east. Box 285c, BROADCASTING.

Engineer desires position. Experienced
in control, transmitter and remote
operation, etc. Also hold telegraph
and amateur tickets. Will go anywhere
but prefer Texas area. Box 286c,
BROADCASTING.

Don’t look further. Announcer, single,
24, thoroughly trained both announcing
and writing. car, travel anywhere.
Box 380c, BROADCASTING.

Announcer. Radio school graduate.
Limited experience on small station.
Disc and particulars on request. Box
382¢, ROADCASTING.

Announceer—115 years experience.
Married veteran, college graduate.
Seeking permanent location. Good

references. Dise. photo on request.
Box 384c, BROADCASTING.

Engineer, staff consult;nt or technicai
administrative work. Consulting ex-
perience. Box 287¢, BROADCASTING.

Is there an opportunity for a married
veteran in your station? Intelligent,
dependable, conscientious. Control
board operator-announcer. Specialty.
Play-by-play. Resume., disc on re-
quest. Box 315¢, BROADCASTING.

20 months transmitter ex-
Graduate RCA Institute,
Box 322¢,

Engineer,
perience.
Available two weeks notice.
BROADCASTING,



- sake.

" Situations Wanted (Emt'd)

Situations Wanted (Cont'd)

Situations Wanted (Cont’d)

Combination engineer-announcer. First
phone. 9 months experience. MBS af-
filiate. Experience all phases of an-
nouncing. Avallable upon two weeks
notice to J)resent employer. All offers
fonsidere . Box 348c, BROADCAST-
NG.

First phone vet desires position in
station. Technical courses in radio
maintenance, communications, televi-
sion. Single, have car. Box 349c,
BROADCASTING. .
Topnotch combination man. All-round
ability. First class license, first class
announcer. Best on sports. Two sea-
sons baseball, one season football ex-
perience. Would be an asset to pro-
gressive sportsminded station. Box
356c, BROADCASTING. .
Must leave damp climate for health’s
Interested in Rocky Mountain
and western states, Presently em-

ployed as chief engineer in 1000 watt

daytimer. Box 36lc, BROADCASTING.
Florida stations attention. Chief en-
gineer, now employed as chief in
Florida desires change to businesslike,
financially stable station; or build and
ut your new station on air. Excel-
ent all-round man, A-1 technically
and familiar all phases station op-
eration. Personal interview. Box
362¢, BROADCASTING.

First class radio telephone operator

desires Fosition with radio _station.
Willing to learn. Box 38le, BROAD-
CASTING.

Wanted—Position. 1st class phone li-
cense. Graduate leading radio school.
Married, veteran. Will travel. Box
383c, BROADCASTING.

Engineer, first phone, 33 months broad-
cast transmitter, console, recording
and remotes plus year of mobile FM.,
Desire DA or hi%power FM with sta-
tion planning 3 Sober, reliable
veteran, age 31, car. Box 388c,
BROADCASTING.

Englneer—Experienc_ed. ;vailable im-
mediately wants permanent position.
Box 394c, BROADCASTING.

First phone—2 years radio and TV
schooling, experienced serviceman. 21,
months commercial experience on 250
watt AM, 1000 watt FM, recording,
playbacks. Age 32, car, married, fine
voice and diction. Can operate as
combination man with little practice.
Will answer all replies. Box 398c.
BROADCASTING.

Engineers available. All with first
phone. Complete training in operating
a fully equipped broadcast studio, disc
training and all phases of broadcast en-
gineerin% including building and re-
pairing broadcast transmitters. Any
location considered. Station managers
are well pleased with Cook’s graduates.
Wire or write furnishing ful

informa-

tion. Cook’s Radio School, 2933 N
State St.. Jackson. Mississippi.
Engineer, 2 years experience. Experi-

enced transmitter, control room and
remotes. Single, age 23. Desires posi-
tion anywhere in south. Available im-
mediate'v. James Ellzey, Rt. 4, Tyler-
town. Miss.

Entineer with first phone license and
eight months experience desires em-
plovment in northeastern part of the
United States. Contact Edward Gere,
337 St. James Ave., Woodbridge, N. J.
Young man, st phone, married. relia-
ble. sober. desires permanent position
with future. Experienced remotes,
transmitter operator, maintenance,
Available end of September. Kenneth
Kitchen. 1802 Woodside Ave., Balti-
more 27. Maryland.

First class phone license. Vet, 25 will-

ing to travel. Have car. James Tur-

ner.k6609 Avenue T, Brooklyn 23, New
ork.

Production-Programmina, others

Station manager's enthusiastic letter
tells my story. Journalism grad, 250
experience, report, write, edit, broad-
(Izgzsct; news. Box 617B, BROADCAST-

Capable, college educated, well-recom-

mended young woman experienced in

traffic and copy. Wants responsible

%osition in Washington. D. C. station.
ox 795B, BROADCASTING.

News editor, announcer. Experienced
play-by-play sports announcer. Ex-
cellent” newscaster. College graduate.
married. Desire permanent con-
nection with future. Box 167c.
BROADCASTING.

15 years all phases of music experi-
ence, 3 years advertising agency ac-
count executive. Can produce live,
record or transcribed music programs.
Will write continuity. Can do direct
contact work and promotion on the
sale of these programs. Will consider
any location. Available immediately.
Box 247¢, BROADCASTING.

Programming, production, administra-
tion, all are program director respon-
sibjlities. I can deliver the afore-
mentioned plus plenty of air_ ability.
Write immediately. Box 276c, BROAD-
CASTING.

Young family man, presently employed
at five thousand watter. xperienced
in commercial copy, script writing, dra-
matic production and promotion—both
and TV. Willing to announce.
Desire position having bright future
with progressive station. _Excellent
references. Detailed information on re-
quest. Box 330c, BROADCASTING.

Program director, fifteen years all
phases radio both business and produe-
tion. Box 352¢, BROADCASTING.
Newsman experienced, now state ra-
dio editor leading press association.
Trained and experienced in gathering,
writing,editing and voicing news. Col-
lege, veteran and good recommenda-
tions. Wants news editing and casting
in city over 50 thousand population.
Also writes selling ad copy, continuity,
Some announcing. Write Box 335c,
BROADCASTING.

Looking for the opening. Continuity,
copy with a twist. Some announci

Looking for a career. Salary second-
ary but wife has to eat. Young. Per-

sonable. Eager. College graduate.
will work anywhere. Box 336c,
BROADCASTING.

Program director, experienced. Wants
job with progressive station. Will
travel. Box 35lc, BROADCASTING.

Young man experienced in program-
ming and continuity writing desires
position with good station. Prefer
west, but will go anywhere. Presently
employed, seeking advancement. Ref-
erences, Box 369c. BROADCASTING.
Northeastern stations—Are {ou willing
to pay for initiative and Intelligence
plus practical experience? Then I'm
the girl for you. Ambitious copy-
writer, employed, 23, college gradu-
ate, can do airwork, write news,
supervise. Highest references, Em-
ployment need not be immediate. Box
372c, BROADCASTING.

Program-production director with ex-
tensive sales experience and national
reputation in programming. Must be
progressive, big-market station willing
to pay $150 weekly or more for top
Hoopers and original sell-able pro-
grams and ideas. Copyrighted pro-
grams used on better stations coast to
coast. If you want one of America’s
outstanding _young radio executives.
Box 373c, BROADCASTING.

Seeking sales promoting commercial
copy? Check this. Two years experi-
ence with 250 and 1000 Wwatt stations
as continui writer, receptionist,
music and airtime. Best references.
Upper midwest preferred, not neces-
sary. Box 375¢, BROADCASTING.

Experienced copywriter who can also
gather local news and has good air
voice wants position in progressive
station. Prefer upper midwest, fole]
lx'ievtce;rences. Box 379¢, BROADCAST-

Program director available immediate-
ly desires work with southwestern sta-
tlon. Single, two years commercial
experience, university graduate, de-
endable. Experience writing copy and
oard operation. Write Box 1017, or
phone 1358, Greenville, Texas.

Newsman-announcer, DJ. run panel.
Single, 24, state university AB in ra-
dio-speech, all-round small station
background. Long term training, short
term experience. Can do Job I was
trained for. Will work first month free
of six month trial to prove it. Fred
Baker, Pearl Rd., Strongsville, Ohio.
Phone Stro. 5932.

Program director, 11 years in radio.
Knows all phases. Finishing u{: job
at the end of August. Ready to tackle
good job, what have you to offer?
All letters answered. Contact Ray
Starr, 316 Martha St., Waterloo, lowa.

Television

Managerial
Experienced studio manager. Ten years
theatre, radio, television. Continuous
night club performer bookings. Pro-
duced, wrote own TV show, authored
two musical comedijes. TV production
lecturer large midwest college. TV
network experience in large metropol-
itan city. B.S.C. Degree in advertising,
Seeking responsible position with T
station or agency. References, resume,

photo upon request. Write Box 340c,
BROADCASTING.

Production-Progr ing, others
Staging and set-building position

wanted. Young college man with both
radio and general construction experi-
%r\}(ée. Write Box 350c, BROADCAST-

Assistant director—Apprenticeship with
network TV directors in New York.
Qualified for associated duties. Refer-
ences. Box 385c, BROADCASTING.
Producer-director—Over two years ex-
perience in network originating sta-
tion. Studio, remote, film, traffic,
network coordination. All sports pro-
ductions. Ability to train inexperi-
enced personnel. Paying program
ideas. Married. College. Presently
employed. Full particulars, refer-
ences on request. Box 397c, BROAD-
CASTING.

For Sale
Stations

Exclusive network affiliate in midwest
county seat of .20,000 population. Price,
$75,000. Box 33lc, BROADCASTING.
Carolina fulltime 250 watt independent
exclusive in good market. aking
money. $70,000. Box 332¢, BROAD-
CASTING.

Daytime station in major southwest
market with eat possibilities for
profitable development, $115,000. Box
334c, BROADCASTING.

For sale—A 250 watt Mutual station

located in the southwest; the only
station in a growing area; ideal cli-
Priced to sell. Box 366¢,

mate.
BROADCASTING.

For sale—A 250 watt fulltime inde-
pendent earning more than $30,000.00
net annually. Replacement cost of
&?ysical prof:erties in excess of $75,-

0.00. Will retain accounts receiv-
able and prepaid accounts and sell
this station to the first person who will
pay $40,000.00 cash and give $60,000.00
note for balance. There is no reason
why this station should not gay itself
out in less than 3 years. ox 367c,
BROADCASTING.

CORRECTION

For Sale. 5000 w, pioneer, basic net-
work affiliate in gr mary metropolitan
market, midsout! section.

want to sell to settle estate.
over $100,000 annually. Equipment
excellent. Some terms possible, but a
least $200,000 initial cash investmen
necessary. Harvey Malott Co., Scarritt
Building, Kansas City, Missouri.

Equipment, ete.

FM equipment for sale. GE 3 kw trans-
mitter with little use. FM monitor. 4-
bay antenna and 800 feet of coax. Will
sell all or transmitter separately. Ex-
cellent condition., Save money on your
irrltxséallation. Box 228¢, BROADCAST-

For Sale (Cont’d)

One, new Stainless 267 foot guyed tower
designed to support RCA FM antenna.
One, used Blaw-Knox 179 foot self-
supporting tower. One used A-3 light-
ing equipment. One used RCA FM-
2A super turnstile, antenna. Contact
Beecher Hayford, Radio Station WJHP,
Jacksonville, Florida.

Will trade single channel amplifier and
Presto disc recorder for three or four
channel amplifier, or will sell recorder
and single channel amplifier. Write.
Jas. B, Childress, General Manager,
WOXF, Oxford, N. C.

For sale. Hammoad Novachord, wal-
nut finish case and instrument in
excellent condition, model H, serial
96, late model sg:e:ker. Little used.
Price $795. WREN, Topeka, Kansas.
For sale. FM transmitter, GE 250
watt FM transmitter, GE station moni-
tor, GE 2 doughnut antenna system,
less pole. Make offer. WREN, Topeka,
Kansas.

For sale. Towers. Two 200’ Blaw-Knox
self-supporting base insulated towers,
less lighting equipment. Dismantled
ready to ship. Both for $1775 F.O.B.
Tonganoxie, Kansas. WREN, Topeka,
Kansas.

FM Pylon-standard low band-2bay.

Used two years. $1,800.00. WSGN,
Birmingham, Alabama.

Wanted to Buyv

Equipment, etc.

Want necessary equipment for 250 watt,
FM interim operation. Price must be
low with terms. Box 34lc, BROAD-
CASTING.

Second-hand 1000 watt transmitter, also

frequency monitor, console and auxili-

ary equipment. Will pay cash, but
rice must be realistic. Box 363c,
ROADCASTING.

Wanted—Used 5, 10 or 50 kw AM
transmitter. State make, model, con-
dition and price. Box 387¢c, BROAD-
CASTING.

Wanted—Complete 250 watt FM broad-
cast station equipment and a 175 ft.
self-sup%)rtmg antenna with insula-
tors. ox 3%0c, BROADCASTING.

Want RCA T70c turntable.
dition.

ood con-
WGGA, Gainesvillge. Ga.

Employment Service
Baby “It's not cold here.” We're
sweating filling our many openin
for female copywriters. TV (ex ex%s:
enced) engineers, dee-jays, newscaster-
editors. announcer-technicians. RRR-
Radio-TV Employment Bureau, Box
413, Philadelphia.

He-lp_ Wanted

Announcerg
ANNOUNCER @ "

50 kw network affiliate in major
midwest city needs topnotch commer-
cial announcer for AM and TV, in-
cluding network originations. Send
background, photo and 10 or I5 min-
ute recording with samples of news,
commercial copy and adlib to Box
359c. BROADCASTING.

Production-Programming, others

ﬂatmnn., !Eepresentatwe

Wanted
For two jointly owned Missouri stations.
Tfhl.l'd application now on file. Give list

Crouse-Hinds type FOB-12, Cat. 41257C
code beacon, complete with C-H motor

flasher, two sets lamps, ractically
new, excellent condjtion. est offer
takes. Box 368c, BROADCASTING.

For sale—One RCA type 250E trans-
mitter employing type 203A tubes op-
erating Class C. 250 watt output com-
plete with spare tubes and a few
spare parts. Also one Sectionalizing
insulator for top-loading. For type
150 Wincharger tower, used in con-
junction with choke to increase heighth
of tower to 12 wave length. Best
offer takes one or both. Write or
wire KVCV, Redding, Calif.

For sale—General Electric FM fre-
quency-modulation monitor type BM-
1-A. Excellent_condition. Radio Sta-
tion KWK, St. Louls. Mo.

o you and what you
have to offer. y

Radio Station KREI

Farminﬁt on. Missouri

Situations Wanted

NEWS SPECIALIST

Gathering—editing—broadcasting. 11
years in radio and newspapers. 3 years
Texas network experience. Capable of
managing & news and public relations
department. Age 35. Presently employed.
Contact for particulars

BOX 345¢, BROADCASTING

(Continued on next page)

XL



" For Sale

| Eqmp'ment etc.

TRANSFORMEIS—

3 eaeh: Plates; Federal Telephone =F-
1055-1;  (pri. 200, 220, 240, 203V,
J0-60 cycles: Sccondary 230V @
33 amps: ofl Impregnated: metal case
277 1z, x 15-%" WDX26-%” high; 2
mtz. holes: centers 14" x 17-%"; twelve
*8-32 serew sec. term %" lg. 4 pri

tprm 1-%" 1g. W/bushing.

Brand new. Original price $:30.00
eheh.  Mawe cffer.

FIELD TELPHONE—

| ARMY SIGNAL CORI'S. EE-8 with
cprrylng  case. Good for instatlations.
etc., Requires only two fashlight bat-
teries for each phone and twoe wires
bptween each phone. Like new. Trice
SE.SB each.

|
MASPETH TELPHONE &

RADIO CORPORATION
142 Ashland Place
Brooklyn 1, N. Y.
TEL. MAin 4-2882

Miscellaneous

re-organize

TIME . . . to re-prograéin,
management

salgs department, review
details. TIME to increase gross in-
conje—cut operating expenses.
you consulted radio experts for
solytion to your radio problems.
ficignt, economical.

|STATION SALES & SERVICE
Post Office Box 954 Sanford, N. C.

_Schools

74 SCHOOL of

RADIO TECHNIQUE

OLLYWOOD e CHICAGO
merica’s
xclusively to Radio & Television
omprehensive Professional

o NEW YORK e @

Oldest School Devoted g

ay and Evening Courses in all N

phases of Radio and Television
Broadcasting taught by Network
and TV Professionals.
Moderate rates. Inquire!
Send for free Booklet B,

Approved for G.I. Training in
|New York and Chicago Bronches.

NEW YORK 20, N.Y.: RADIO CITY,R.K. 0. Bldg.
CHICAGO 4, ILL.: 228 S. Wabash Avenve
HOLLYWOOD 38, CALIF.: 6926 Melrose Avenue

of| 500,000.

eastern market.

sales price of $125,000.00.
technical position is excellent.
|

WASHINGTON, D. C.
ames W. Blackburn
Washington Bldg.

| Sterling 4341-2

Page 48 ©

|
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Eastern Regional

' A dominant fulltime facility with primary coverage in excess
This property is located in a choice single station
It is showing consistent gains in gross and profits
and present prospects indicate a very high return based on a
Station is very well equipped and

CONTACT THE NEAREST OFFICE OF THE EXCLUSIVE REPRESENTATIVES

BLACKBURN-HAMILTON COMPANY,

MEDIA BROKERS
CHICAGO
Harold R. Murphy
333 N. Mich. Ave.

Randolph 6-4530

New Business

(Continued from page 10)

L. W. RAMSEY Co. Chicago, newly-appointed agency for The Kosto Co,,
same city, (prepared desserts}, is researching radio and television for possible
use in promoting Kosto puddings and lemon pie filling.

HEET GAS LINE ANTI-FREEZE, Chicago, plans TV spots for cold-weather
cities starting November. Agency is Ruthrauff & Ryan, same city.

/Vaturoné ﬂccounu LI )

M & M Ltd, Newark, N. J. (candies), will sponsor Joe DiMaggio Show start-
ing Sept. 17, 10 to 10:30 a.m. (EST) on CBS. Agency: Lynn Baker Ine., New
York.

PHILIP MORRIS Ltd, for its cigarettes, will sponsor Allen Funt Candid Camera
video show, replacing Tex and Jinx preview on CBS-TV network, starting Sept.
12. Show placed through Biow Co., New York, is to be telecast Monday
9-9:30 p.m.

F. B. WASHBURN CANDY Corp, Brockton, Mass., to sponsor one-minute
participations on 8 a.m. Yankee Network News Service, Monday, Wednesday
and Friday for 52 weeks over WNAC Boston and 26 Yankee stations. Agency
is Jerome O’Leary Adv., Boston.

CHESEBROUGH MFG. Co. (Vaseline hair tonic) will sponsor telecasts of
Roller Derby starting with fall season Oct. 13 or 20, Thurs., 10-10:30 p.m. on
ABC-TV. Agency: McCann-Erickson, New York.

SEECK & KADE Inc, for Pertussin (cough syrup) to sponsor participations
on Nine O'clock News, Monday, Wednesday and Friday over entire Yankee
Network for 30 weeks. Agency, Erwin Wasey & Co., New York.

SIMONIZ Co., Chicago, to sponsor World Digest on 20 Yankee Network sta-
tions, 7:50-7:55 a.m., daily.

REGAL AMBER Brewing Co., San Francisco, Sept. 9 starts five minute weekly
sports program featuring Hank Weaver on 11 ABC California stations for
39 weeks. Agency: Abbott Kimball Adv., San Francisco.

RMA FALL MEET

Syracuse Agenda Set

Schools (Cont'd)

Looking- for
WELL TRAINED MEN?

Tell us your needs! Our graduates
have thorough . . . full time technical

TECHNICAL developments in ra-
dio and television engineering and
manufacturing will dominate the
annual Radio Fall Meeting of the
Engineering Dept.,, Radio Mfrs.
Assn., and the Institute of Radio
Engineers. The meeting will be
held Oct. 31-Nov. 2 at the Hotel
Syracuse, Syracuse, N. Y.

Morning and afternoon techni-
cal meetings will be held, with the
annual staff dinner Nov. 1. Toast-
master at the dinner will be Leslie
J. Woods, Philco Corp. Speaker
will be Kenneth W. Jarvis, who has
the intriguing topic, “The Engi-
neering Aspects of Sin.”

training in onc of the nation's finest Radio-
Electronic.Television training laboratories.

These men are high grade...

have
F.C.C. Licenses and are well qualified to
operate and maintain Radio-Broadeast and
Television equipment. Write, phone ot
wire:

EMPLOYMENT SERVICE,
DeFOREST’S TRAINING, Inc

2533 N. Ashland Ave. Chicago 4. 111
Phone Lincoln 9-7260

Speakers on the opening day will be
J. Van Duyne, Allen B. DuMont Labs.;
Jerry Minter. Measurements Corp.;
K. S. Geiges. Underwriters Labs.; A. B.
Mundel, Sonotone Corp.; L. Lutzger.
Allen B. DuMont Labs. A joint meet-
ing of RMA and IRE committee will
be held. In the evening a joint ses-
sion on atomic enhergy and national
security will be held with the Syracuse
Section of IRE.

Tuesday's speakers include Walter
Stroh. Zenith Radio Corp.; B.
Whalley, Sylvania Electric Products;
Dorman D. Israel, Emerson Radio &
Phonograph Corp.; C. E. Torsch., Gen-
eral Electric Co.. and O. H. Schade.
RCA. Committee meetings in the late
afternoon, followed by a banquet,
complete that day's schedule.

On Wednesday’s agenda are H. E.
Roys, RCA Victor; Frank H. Mac-
Intosh, consultant; R. A. York, Gen-
eral Electric Co.; Harry F. Olson. John
Preston, D. H. Cunningham, Robert M.
Cohen and George F. Elston, RCA;
Leonard A. Mayberry, Hallicrafters
Co.; H. W. Lamson, General Radio Co.

_J

INC.

LEAARARRRAERSSEAREARR

SAN FRANCISCO
Ray V. Hamilton
235 Montgomery St.

Exbrook 2-5672
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Does Alright

MURRAY ARNOLD, WIP
Philadelphia program direc-
tor, is a chronie whistler.
While attending the recent
NAB program clinic in Chi-
cago, he was seated in the
lounge of a restaurant whis-
tling away on “Why Don't
You Do Right?”” A girl
seated next to him, a strang-
er, joined in on the whistling
after a few bars. At the end,
they introduced themselves.
She turned out to be Peggy
Lee, vocalist who recorded
“Why Don’t You Do Right?”

Feature
(Continued from page 8)

ing for both white and colored low
income groups, prompted a public
meeting of property owners who
organized themselves as the Prop-
erty Owners’ Association. WBIG
broadcast the 45-minute meeting as
a public service feature. The as-
sociation proposed that its mem-
bers appear at a regular City
Council meeting on Aug. 9 to ask
for rent control removal.

With the battle lines drawn,
control or decontrol became a high-
ly controversial issue in the city of
Greensboro. Keeping abreast of
the dispute, made clear by Mr.
Jones’ leadership, WBIG offered
free use of its facilities to the
North Carolina Assn. of Realtors,
the Greensboro Real Estate Board
and the Property Owners’ Associa-
tion to present their point of view
to the public. Invitations, how-
ever, were not accepted.

On the day of the Aug. 9 council
meeting, Bob Jones asked his lis-
teners to attend or, if unable to
be there, send a telegram express-
ing their views. Again his plea
was heeded. More than 225 tele-
grams were received along with
a number of petitions asking that
controls be retained.

The largest attendance at any
Council meeting in the history of
Greensboro was registered on the
day of the hearing. Mayor Cone,
finding the council chamber inade-
quate to accommodate the huge
throng, then called the hearing for
Aug. 18 in larger quarters at Guil-
ford County Court House.

The ranks of the protestors
swelled. Finally, the day after the
postponement. the Property Own-
ers’ Association agreed to call off
the public hearing at Mayor Cone’s
request.

Greensboro “This Week” had
this to say: “The property owners
hoped that the Council might take
necessary steps to vremove all
(rent) controls. Opposition to the
move came from persons who lived
in rental homes who feared rental
increases. . . . Leader of this group
is Bob Jones, WBIG announcer,
who solicited letters and telegrams
from his listeners to submit to the
City Council . . ."”

Telecasting



HILLIP ROLL, most recently in

radio department of Casper Pins-

ker Agency, New York, has been
appointed director of traffic and con-
tinuity at WVNJ Newark. Mr. Roll
was formerly continuity chief at
WWDC Washington, program direc-
tor for XERF Villa Acuna, Mexico,
and with copy and TV section of Kal
Fhrlich & Merrick, Washington, D. C.

PETE SMYTHE, former program di-
rector for KLZ Denver, has returned
to station from Hollywood as disc
jockey.

ESTEL D. FREEMAN, member of
continuity department for WIBC
Indianapolis, Ind., since 1946, has
been named continuity editor. Mr.
Freeman has 15 years experience in
radio and newspaper writing, pub-
licity and promotion work.

MERCEDES McCAMBRIDGE, former
Chicago radio actress heard on WBBM
Chicago, has joined cast of CBS
Perry Mason show.

ROBERT C. CURRIE, formerly as-
sistant program director for WFMZ
Allentown, Pa., has been appointed
head of television production for
WFMY-TV Greensboro, N. C.

TED McKAY, former program direc-
tor for WCSI (FM) Columbus, Ind.,
has joined announcing staff of
WKNA-AM-FM Charleston, W. Va.
Mr. McKay also has been associated
with WTIP Charleston, and WSUA
Bloomington, Ind.

DICK JEWELL, chief announcer for
WCSI (FM) Columbus, Ind., for past
two years, has been r.amed station’s
program director. Mr. Jewell re-
places TED McKAY, resigned. BOB
WESTERMEIER, staff announcer, has
been appointed chief announcer.

MRS. DOROTHY W. LARSON, formn-
erly with WJZ and ABC New York,
has joined staff of WNEB Worcester,
Mass., as traffic manager.

PAUL KANE, has been appointed as-
sistant to production manager at
WAAM (TV) Baltimore. Produec-
tion manager is ANTHONY FAR-
RAR. Mr. Kane was incorrectly
identified as production manager in
this column Aug. 15.

ALAN NEWCOMB has joined an-
nouncing staff of WIS Columbia, S.
C. Mr. Newcomb is author of book,
Vacation With Pay.

WANDA RAMEY has been promoted
to program director of KWBR Oak-
land, Calif. replacing EVELYN DEW-
SNUP, resigned. Miss Ramey will
continue her mid-morning, five-weekly

IT'S A
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program, Coffee 1ith Wanda on

KWBR.

MARTIN MUSKET, former Atlantic
sports announcer and previously with
WEEU and WRAW Reading, Pa,, has
been appointed assistant program di-
rector of WAEB Allentown, Pa.

CLIFF BAKER, formerly staff an-
nouncer for WPFB Middletown,
Ohio, and WNOP Newport, Ky., has
joined WCKY Cincinnati as disc
jockey.

JAMES FERGUSON, former an-
nouncer-engineer with WZIP Cov-
ington, Ky., before joining WLWT
{(TV) Cincinnati as floor manager,
has been named a producer for
WLWT.

CHARLES DARGAN, summer relief
announcer for WIOU Kokomo, Ind.,
has returned to Northwestern U. to
resume studies in radio department.

FRAN RICHMOND, formerly assist-
ant continuity director for WMGW
WMGW-FM Meadville, Pa., has been
named continuity director. PAUL
BROWN, fornterly with WAZL Haz-
leton, Pa., has joined station as li-
brarian-announcer.

JOHN A. DE MOS, ARCHIBALD W.
(Arch) GRIFFIN and AUSTIN (Ted)
HURLEY have joined KECA-TV Los
Angeles as cameramen. Messers De
Mos and Griffin were formerly with
KLAC-TYV Los Angeles. Mr. Hurley
was with KTTV (TV) Los Angeles
from 1947 until taking present po-
sition.

WALTER RUBENS Jr., former time
salesman and program director at
WJIBC Bloomirngton, Ill, has been
named assistant program director at
WIND Chicago.

BARBARA JONES, transcription su-
pervisor of WTAG and WTAG-FM
Worcester, Mass.,, for four years,
has joined WMUU Greenville, S. C.

SANDY KNOX, formerly continuity
director of KVVC Ventura, Calif.,, has
joined KWBR Oakland in same ca-
pacity.

ROBERT VESEL, formerly with
WHWL Wilkes-Barre, Pa., and
WESA Pittsburgh as general staff

HABIT!

For 24 years, farmers in Kansas and
nearby states have turned to WIBW
for dependable service and preferred

entertainment.

TheVoicesrKansas
/71 TOPEKA
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man, and more recently assistant di-
rector for J. M., Seifereth Produc-
tions for Television, New York, has
joined WMTR Morristown, N, J. Mr.
Vesel was director and alternate
m.e. for WJZ New York between
1945 and 1947.

HAROLD HELVENSTON, scenic de-
signer, joins KTLA (TV) Los An-
geles as art director. He formerly
was story director for Walt Disney
Studios, director of dramatics, Stan-
ford U, and taught drama and art
at U. of Sguthern California.

MIKE CROFT has joined announcing
staff of WPGH Pittsburgh. LEN
PRICE, announcer for station, has
returned to U. of Pittsburgh to re-
sume his studies. Mr. Price will
return to radio at end of school year.

DAN SCHUFFMAN has been added
to continuity staff at ABC-TV Chi-
cago.

ALBERT WALKER, announcer for
year and a half at WCAW Charles-
ton, W. Va,, has been named program
director, succeeding JAMES FLENN-
KIEN. resigned. MRS. JEAN R.
HORN, formerly of WJPF Herrin,
Ill.,, has been appointed traffic man-
ager. Mrs. HELEN EADS has suc-

ceeded RUTH HEARN as corntinuity
director.

Daniel

Mr. Gannon Mr.

HARVEY J. GANNON, WNBC New
York service and traffic supervisor,
has been named program manager,
effective Sept. 1, succeeding D. L.
PROVOST, resigned. CLAY B. DAN-
IEL, production supervisor for sta-
tion, has been appointed production
manager, a newly created position.
Mr. Gannon joined NBC in 1930 as
page and WNBC in 1946, having held
his present position since last Jan-

uary. Mr. Daniel formerly was pro-
gram director of WSJS Winston-
Salem, N. C., and has been with

WNBC for three years.

GEQORGE M. CAHAN, KECA-TV Hol-
lywood studio director, has been
named senior producer of station.
LEQ FORTIN, former musician with
Lawrence Welk’s orchestra, has
joined WNAX Yankton, S. D., Bo-
hemian Band.

LEN ALTMAN, announcer at WSAR
Fall River, Mass,, and Myra Ruth
Marcus have annourced their engage-
ment.

JOHN BAIRD, program supervisor at
KMPC Hollywood, has been elected to
U. of Minnesota board of directors of
the International Platform Assn.
(lecturer honor society).

CHESTER STRATTON of CBS Crime
Photographer and Marion Smith

planned to be married Aug. 25.
DALE BABCOCK, KFI Los Angeles
music librarian, and MARTY WALL,
formerly of station’s music staff, have
announced their marriage.

NELSON M. GRIGGS, member of pro-
duction staff of WASH (FM) Wash-
ington and Continental FM Network
production staff, and Sarah Allison
Lance have announced their egage-
ment.

EV NEILL, staff producer for KDKA
Pittsburgh, is the father of a boy.
DON HERMAN, staff announcer and
disc jockey at WPAG Ann Arbor,
Mich., and Mary Morley have an-
nounced their marriage.

WILLIAM K. MULVEY, producer at
WRGB (TV) Schenectady, N. Y., has
received his Master of Arts degree
from Notre Dame U.

DICK DIESPECKER, program man-
ager of CJOR Vancouver, is resign-
ing from station due to ill health, but
will remain with station on part-time
basis.

RONNY TAYLOR, director of Mem-
ory Time show for KDKA Pittsburgh,
is the father of a boy.

Copyright Law Course

NEW COURSE on copyright law
problems, covering the practical
problems in securing and protect-
ing copyright and transactions in-
volving copyright, will be given
beginning Sept. 29 by the Practic-
ing Law Institute in cooperation
with Assn. of the Bar of City of
New York. Lectures will be given
on 12 successive Monday evenings
at Bar Assn. Bldg., 42 West 44
St., New York.

The Case of the
High Priced Watches

A local jeweler featured four
diamond watches in a KDYL.
TV program one night in
early August.

Regular prices ranged from
£200 to $925, but the watches
were offered at special prices
of $79.50 to $472 . . . and
that is still a lot of money.

By 9:30 the following morn-
ing all four watches were sold
— to people who had seen
them on their television
screens the night before.

That's the kind of action
KDYL-TV is getting for its
advertisers. And in AM, too,

KDYL is famous for results.

National Representative: John Blair & Co.
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| WENTY-FOUR page offset folder,
with pictures containing facts
about market for grocery-store
sold products in and around Chicago,
whualesale trading areas, population,
relsiil food sales and importance of
Feature Foods program in selling in
mafket, has been mailed by WLS Chi-
to food trade. Cover of booklet
shaws colored map of WLS’ four state
listening area.

Survey Mailing

BLACK and white sheet, featuring
pagr: of Conlan Radio Report on WFAS
White Plains, N. Y., is being mailed
by Ftatlon to advertisers and agencies.
Reprort summarizes listener pull of all
stations in area and page is headed,
“They may come BIGGER ... but tI{:ey
don’t come BETTER than WFAS in
Westchester.'”

WJR Penetration

RED six-page booklet, attractively
illustrated with pictures of “Free
Spech Mike,” has been mailed by
WJt Detroit to trade. Booklet contains
graphs pointing out station’s leader-
shij} in proportion to. other stations
in rities covered by WJR. Also in-
cluied are Hooperatings, coverage
maps, and primary area listening
indéx by population groups of more
than 10 nearby stations. Booklet is
entitled “WJR Penetration.”

Schenectady Viewing-Habits

MULTI-COLORED booklet has been
maijled to local agencies and adver-
tisers by WRGB (TV) Schenectady,
N. ¥. Included are results of view-
ing-habits survey taken last March.
Booklet claims total of 49,618 men,
26,301 women and 11962 children
viewers for combined 17.700 sets in
botl’r public and private residences.

Mirs Genevieve Lemper
Foate, Cone, and Belding
Chdvago, 1.

Degr Jenny

eems as how ever'one 'round here is
atagkin’ "bout permotin’ thin's thl'ﬁjall. Al
over 5]

in) 'round call-
' folks’ atten-
tion ter thir
program #r
thet, er offerin”
sumpthin’ for
a fingle. Fact
ts, fust ‘bowt
all my :‘weep-
in's last

weeks has had
ter do with
what's agoin’
on th’ air purty
soon. Looks
like WCHS is
goin’ ter have
even bigger au-
diences after
all this here
stuff mt: on th
air an’ in th'

papers! An’
you know what,
Jenny? W ith
all these new
lisseners com-
' our way on
these big fall
permotions,
seems like an
awful good
time ter buy
on WCHS!
Il do an even
better job fer

a fd‘ler now then ever before! An’ thet's

:uumthm believe me!

Yrs.
Algy

WCHS
Charleston, W. Va.
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Blimp Commercials

BLIMP, displaying message on mov-
ing electric tape, is low cost com-
mercial with motion seen over WPIX
{(TV) New York. Blimp is used by
R & H Brewing Co. Staten Island,
on its telecast of Coney Island box-
ing matches Monday nights. Com-

mercial shows blimp hovering over

open-air velodrome. scene of bouts.

Standing Room Only

NEW “package promotion” service
designed for conventions and trade
or amusement exhibits being held
in coverage area of WFIL WFIL-TV
Philadelphia has . been announced.
SRO (Standing Room Only) plan
aims to boost public attendance at
scheduled events such as rural fairs,
smaller-city celebrations and other
affairs by use of spot announce-
ments, guest appearances of digni-
taries concerned in affairs on radio
and television programs, and program
origination at scene of activities.
Service is presented individually to
planning committees of proposed con-
ventions sufficiently in advance to
permit build-up over station.

Birthday Promotion

MINIATURE MAILBAG with tiny
photostats of listener mail and testi-
monial letters from , participating
sponsors formed “John Harvey’s Mail-
bag” sent out as promotion for Home
Digeat and Home Institute on KGO
San Francisco. Twin home discussion
shows are presented daily with John
Harvey as m.c. Mailbag was sent to
station’s complete spot sales list and
followed by brochure detailing com-
mercial success of programs.

Baseball School

PLAYERS JACKETS and gold base-
balls were awarded to members of
all-star teams chosen from free base-
ball school sponsored by McClatchy
Broadcasting Co. California stations
and newspapers. Some 1,600 boys

‘Umbrella Man’

WCAU Philadelphia has
loaned out its familiar “um-
brella man” trademark to the
Canadian government for ad-
vertising purposes in Cana-
da’s savings bond drive.
Since the Bulletin station
gave its ready permission,
the smiling silhouette has
been appearing throughout
Canada as the “picture of a
man who has bought his Can-
ada Savings Bonds.” WCAU
waived all credit rights to
the silhouette, which it uses
to stress coverage in the
Philadelphia market area.
Hubert Richardson,deputy
secretary of the Bank of
Canada, spotted the cam-
paign in trade publications
and negotiated with the sta-
tion for rights.
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between ages of 12 and 17 were given
instructions by former big league
stars and regional players. Session
was climaxed by play-offs between
all-star teams in each of three age
groups.

Pattern Reproductions
REPLICAS of test pattern of WOC-
TV Davenport, Iowa, have been furn-
ished by station to set dealers in
area. Patterns are pasted on screens
of reseivers giving sets appearance
of being “alive” and station added
promotion. WOC-TV is scheduled
to begin local programming Oect. 1.

Tie-In With Network
UTILIZING newspapers, billboards,
car cards, direct mail and radio itself
KIRO Seattle will call attention to
its affiliation with CBS network this
fall. Sixteen newspaper ads in west-
ern Washington dailies will run Aug.
29 through Nov. 4 promoting each
night’s programs, Monday-Friday
shows and Sunday programs sepa-
rately. Local campaign is to be
synchronized with network promotion
but will emphasize KIRO and 710 kc
as “The Northwest’s Number One
Station and the Number One Dial
Spot.”

Chevrolet Opens Center

RUBY CHEVROLET, Chicago,
opened “the world’s largest Chev-
rolet service center” fortnight ago
with a heavy barrage of 72
commercials on eight AM and two
TV stations there. Schedule for
remainder of week called for 59
Tuesday, 44 Wednesday, 43 Thurs-
day, 42 Friday and 40 Saturday.
Commercials included half and one-
minute spots, 15-second station
breaks and time signals-and par-
ticipations, with singing jingle and
straight copy. Aug. 15 maximum
was built up slowly from starting
on one station Aug. 1. August
spot total will be 617. Agency is
W. B. Doner & Co., also Chicago.

BEAUTY CONTEST
WWDC Holds Annual Event

COMPLETING its eighth year as
sponsor of the “Miss Washington”
beauty - talent contest, WWDC
Washington has crowned, with
the help of a distinguished judges
panel, this year’s winner. She is
19-year-old Jane Hayes who will
compete in the Miss America

pagaant at Atlantic City Sept. 5-11.

With the title, WWDC arranged
for the awarding’ of $5,000 in
prizes, including a 1949 Nash and
RCA-Victor TV set, donated by

“Miss Washington” surrounded by

a healthy sample of her prizes.

* * *

Washington merchants. Judges
were U. S. Senator Matthew M.
Neely (D-W. Va.); Representative
John L. MecMillan (D-S. C.);
Elenore Scanlan, local radio man-
ager for BBDO, New York; Jean
Lawl!er, timebuyer, Sullivan, Stauf-
fer, Colwell & Bayles, New York;
Mort Heineman, executive vice
president, Franklin Bruck, Adver-
tising Club of Washington; Henry
M. Voss, sales promotion manager
of Lansburgh & Bros., Washing-
ton; Arnold Fine, Washington
Daily News columnist, and Bob
Feerick, Washington Capitals bas-
ketball team coach.

The contest, was supervised by
Ben Strouse, WWDC vice presi-
dent and general manager; Nor-
man Reed, program director; Her-
man Paris, commercial manager,
and Irving Lichtenstein, public re-
lations director.

BROADCASTING ©®
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an instinct for SEOWMANSHIR

programs shown here as the most likely fea-

Call it instinct...sixth sense...second nature. It’s
basically the ability to deliver the most popular
entertainment, and it has made NBC Television
tops in everything from drama to world news.

That same instinct led NBC to choose the six

tures to capture a nation-wide video audience
... and to work wonders for six new advertisers
on the network with the largest number of

sponsored hours in television.

NBC—America’s No. 1 Television Network




MEMO

National Broadcasting Company, Inc.

INTERDEPARTMENT CORRESPONDENCE

TO All Spot Sales Salesmen DATE July 22, 1949

FROM Jacob A. Evans SUBJECT Where There's a Choice —
It's WPTZ All the Way

The most effective method of determining the popularity of a television
station is to follow the choice of viewers when the same program may be
seen on two or more stations. In Philadelphia on no less than five
occasions where the same program was telecast by at least two of the three
Philadelphia stations, WPTZ has completely dominated the Philadelphia
television audience.

ITEM: The Admiral Broadway Revue is seen on both WPTZ and Station B.
The latest Pulse ratings show a 57% higher rating for WPTZ.

1ITEM: The Cancer Crusade program telecast in Philadelphia on June 4th,
10:15 to 11:45 PM was carried by all three television stations.
WPTZ's audience was consistently greater than the combined
audience of the other two stations; 62% greater than Station B
and 192% greater than Station C.

ITEM: The baseball game telecast on June 5th was seen on both WPTZ and
Station C. In spite of the fact that the other station normally
programs on Sunday afternoon while WPTZ does not, and in spite
of the fact that Station C began programming at 10 AM, whereas
WPTZ began to program one-quarter hour before the game with a news
tape, WPTZ's rating averaged 40% higher than the other station.

ITEM: The World Series last fall was carried by all three Philadelphia
stations. During the second game, a survey made by Patterson,
Korchin & Co. showed WPTZ to have 23% greater audience than
Station B and 263% greater audience than Station C.

ITEM: During the 1949 Mummers' Parade, all three Philadelphia stations
made individual, simultaneous pickups of the event. Again WPTZ
dominated the Philadelphia picture with a greater audience than
the two other stations combined; 91% greater audience than
Station B and 222% greater audience than Station C. In this,
as well as the previous instance, there were no preceding,
following or replacement shows which might have affected results.

This is a most impressive record and clearly indicates the preference of the
Philadelphia television audience for WPTZ. It's another perfect example

of experience in television broadcasting paying off. I would suggest that
your agency contacts are advised of the consistent superiority of WPTZ

in Philadelphia.

Jacob A. Evans
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JUNE TV BII_I_INGS Four Networks Gross $764,406, PIB Shows

THE FOUR TV networks had
gross facilities billings of
$764,406 during June, accord-
ing to data released last week
to BROADCASTING by Publish-
ers Information Bureau. June
gross is 13% below the May
figure of $882,526, peak for
the year, according to PIB
statistics. Total gross video
network time sales for the six-
month period, January-June 1949,
was $4,224,220.

Admiral Corp. was the leading
network TV sponsor in June, PIB
shows, with gross time purchases
of $60,206. Young & Rubicam was
the top agency, buying $107,853
worth of video network time for its
clients’ programs that month.
Smokers’ supplies, chiefly ciga-
rettes, was the leading class of
video network advertising in June,
accounting for gross time sales of
$146,930 on the TV networks.

The accompanying tables show
the top advertisers and agencies in
June from the standpoint of ex-
penditures for TV network time,
as well as the top advertiser in

* * *

GROSS NETWORK TV TIME

June January-June
1949 949

Agric. & Farming
Apparel, Footwear

& Access. § 3588 § 179,855
Avtomotive, Automotive

Equip. & Supp. 95.955 397,775
Aviation, Aviation a

Access. & Suppl. ..., ooog. Ao
Beer, Wine & Liquor 4,200 93,898
Bldg. Materials,

Equip. & Fixtures ...... ........
Confectianery & Soft

Drinks 13,016 27,520
Consumer Services ~  ...... 18,280
Drugs & Remedies 16,200 24,000
Entertainment & Amuse.  ...... . ......
Food & Food Prod. 79,719 411,944
Gosoline, Lubricants

& Other Fuels 37,360 292,495
Horticulture.  ~ ......  L.......
Household Equip. 53,650 186,680
Household Furnish. 38.100 174,270
Industrial Materials 951,000 11,643

Insurance
Jewelry, Opticol
Goods & Cameras 4,352 10,880
Office Equip., Stationery
& Writing Suppl.
Publishing & Media
Radies, TV Sets, Phonos.
Musical Instruments

and Access. 92,727 961,214
Retail Stores ..., ........
Smoking Materials 146,930 509,063
Soaps, Cleansers

& Polishes 5,760 37,440
Sporting Goods & Toys 4,580 24,505
Toiletries & Toilet Goods 74,962 316,93
Transportation, Travel

& Resorts  ...... L.l
Miscelloneous ~ ...... 9,680

Total $764,406 $4,224,220

Source: Publishers Information Bureau.

TELECASTING

TOP NETWORK ADVERTISER FOR EACH PRODUCT GROUP

Agriculture & Farming
A 1, Fe 2 A

P . ries U. S. Rubber Co. (Keds) $ 3,588
A e, A E & Suppli G | Motors Corp. 39,570
Aviation, Aviation Equi & Supplies ... L.
Beer, Wine & Liquor Wine Advisory Board 4,200
Building Materials, E%lipmom & Fixtures = ieeeeeiivees i
Confectionery & Soft Drinks Canada Dry Ginger Ale Co. 8,046
Consumer Service o Lllieiieeee 0 el
Drugs & Remedies Drug Store Television Prod. 16,200
Entertainment & Amusements 0 L...e....eee  aaeess
Food & Food Products General Foods Corp. 25,785
Gaseline, Lubricants & Other Fuels Gulf Oil Corp. 3,460
Horticultyre  ~Lieieiieee 0 eeees
Household Equipment The Admiral Corp. 28,700
Housshold Furnishings Bigelow-Sanford Carpet Co. 22,200
Industrial Materials Rockwell Mfg. Co. 951
Insurance. LLeiiieee eaeaes
Jewelry, Optical Goods & Cameras 4,352
Office Equipment, Stationery & Writing Supplies ~  ............ —  ......
Publishing & Media Time Inc. 25,158
Radios, TV Sets, Phonographs, Musical [nstruments

& Accessories Admiral Corp. 50,206
Retail Steres  _ Liiiieeee e
Smoking Materials Liggett & Myers 43,630
Soaps, Polishes & Cleansers Procter & Gamble 5,760
Sporting Goods & Toys Unique Art Mfg. Co. 4,580
Toiletries & Toilet Goods Colgate-Palmolive-Pest 23,190

Transportation & Travel
Miscellaneous
Source: Publishers Information Bureau.
L

each product category and the total
expenditures of all advertisers in
each category. The final table

Nationol Biscuit Co. (dog food) 5,680

* * *
shows the total for each category

for the six-month period as well as
for June alone.

AGENCIES WITH NETWORK BILLINGS
June 1949

1. Young & Rubicam $107,853
2. J. Walter Thompson 74815
3. Kudner Agency 64,106
4. Newell-Emmett 52,750
5. McCann-Erickson 42,626
6. William Esty 40,904
7. Buchanan Co. 35,941
8. Abbott Kimboll Co. 30,800
9. N. W. Ayer 30,288
10. D. P. Brothers 27,180

Source: Publishers Information Bureau,

* & %

TOP NETWORK ADVERTISERS

June 1949
1. The Admiral Corp. $50,206
2. Liggett & Myers 43,630
3. R. ). Reynolds Co. 40,940
4. General Motors Corp. 39,570
5. Allen B. DuMont Labs Inc. 35,94
6. Radio Corp. of America 35,280
7. General Foods Corp 25,785
8. Time Inc. 25,158
9. National Dairy Products Corp. 24,100
10. Gulf Oil Co. 23,460
Source: Publishers Information Bureau.

(BS COLOR

CONCERN over CBS’ reported
reluctance to furnish a large num-
ber of converters and color tele-
vision receivers for field tests in
connection with FCC’s Sept. 26
hearings was evidenced by the
Commission last week in an ex-
change of views which involved
CBS President Frank Stanton,
FCC Comr. Robert Jones and, on
Capitol Hill, Sen. Edwin C. John-
son (D-Col.), militant advocate of
commercial TV.

Dr. Stanton was asked to appear
in vice chairman Paul A. Walker’s
office Friday afternoon (see late
story page 15) to discuss the net-
work’s stand on certain facets of
the color controversy embracing
CBS’:

@ Contention that manufac-
turers are not disposed at this time
to build color TV converters for
black-and-white sets or construct
color receivers.

@ Feeling that prohibitive costs
would obviate its ability to provide
converters or color receivers for
any color transmission demonstra-
tions, particularly FCC’s Septem-
ber hearing.

@ Proposal to submit to the
Commission a cost analysis for con-
verters and color sets.

@ Failure to provide a suffi-

Stanton Appears at FCC Friday

ciently large number of converters
and color sets in time to be used
for observation by FCC of the re-
cent color demonstration staged by
Smith, Kline & French Inc.
[BROADCASTING, Aug. 22]. CBS
made available only a few of its
converters, it was noted.

Comr. Jones’ communication with
Dr. Stanton evoked queries from
Sen. Johnson, chairman of the
Senate Commerce Committee, to
the Commission and the CBS Pres-
ident questioning the network’s
position and expressing regret
“that the very interests which have
been most active in pushing color
television suddenly have become
very cold . . .”

Stanton’s Decision

Dr. Stanton abandoned his in-
tention of replying personally to
Sen. Johnson, preferring to air his
reply before the Commission.

Meanwhile, observers were
weighing the significance of CBS’
newest stand against reports .of
negotiations linking the network to
the formation of a new company
to further development of color TV
in which it would be a participant.
CBS has been discussing the possi-
bility of entering the receiver
manufacturing field for months. It

would become a manufacturing
partner* by virtue of owner-
ship of the sequential color system
developed by Dr. Peter Goldmark,
engineering research director
[BROADCASTING, Aug. 22].

Still another avenue of thought
was opened up last week when CBS
confirmed formally that it had per-
fected an adapter enabling conver-
sion of black-and-white sets to
color TV. The adaptors or con-
verters presumably would be manu-

factured in time, just as TV
transmitters and receivers are
now constructed, under CBS

patents, although the network feels
that manufacturers are not so
inclined at present.

Despite that belief, it is known,
however, that a number of manu-
facturers currently are compiling
data on cost of converters, with
estimates for complete converters
running about 25% of an ordinary
black-and-white set [BROADCAST-
ING, Aug, 22].

Dr. Stanton and Earl Gammons,
vice president in charge of CBS
Washington operations, in conver-
sations with Comr. Jones Aug. 19,
reportedly advised him that no
manufacturing firm would build

(Continued on page 71)
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TV XMAS SHOW

7ive Star, ARC Set Package
AV

ILABILITY of television’s
first retail Christmas program pro-
motion package, Stubby Nubbin,
the Christmas Donkey, a 20 episode
film| series, was announced jointly
in Hollywood over the week-end by
Five Star Production, producer,
and] American Releasing Corp.,
distributor.

Providing a “Christmas theme”
for merchandising purposes, along
with the program series, a spon-
soring department store also will
be able to sell “Stubby” products
incliding record albums, books,
ceramics. “Exclusive tie-ups are
being offered in each trading area,”
according to Glenn Beaver, presi-
dent and general manager of ARC.

Five Star is producing the five-
minute films in comic strip tech-
nique, working with a color origi-
nal,| from which black-and-white
prints will be made. In addition
there are plans to promote the
package radiorwise, in markets
where there are no television sta-
tions, Mr. Beaver said.

WDAF-TV OPENING
Commercial Start Oct. 16

REGULAR commercial program
operations will begin Oct. 16 for
WDAF-TV Kansas City, Mo., li-
censed to the Kansas City Star,
with| a program schedule set four
hours nightly, seven nights a
weekf according to Dean Fitzer,
the outlet’s general manager.

Kinescope programs will be car-
ried [from all four TV networks,
Mr. |Fitzer said. Regular test
pattern operations will begin on
the station Sept. 11, the opening
date |also for a three-day closed
circuit dealer exhibition at Kansas
City’s municipal auditorium.
WDAF-TV will operate on Channel
4 (6(]#-72 me).
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NEW Starch Report on Television Commercials [BROADCASTING, Aug. 22]
includes use of six still shots of a particular commercial, according to Dr.

Daniel Starch (left).

The pictures, such as the Adam’s Chiclets series (right),

will comprise the "“Story Board”” which will be used by ficld interviewers to
ask viewers whether or not they have seen the commercial, and five subse-

quent questions on the reactions to the commercial.

Other information will

also be sought.

BOSTON BANK

Indian Points Up Shawmut TV Films

EFFECTIVE trade-mark identi-
fication being an integral part of
television programming, President
Walter S. Bucklin and Vice Presi-
dent John J. Barry of The National
Shawmut Bank of Boston naturally
thought of the bank’s familiar
Shawmut Indian as a starting
point.

But the problem of making the
Indian do anything on TV was a
difficult one. Previous experiments
with using a live actor made up
as an Indian were not too encourag-
ing, for in a close-up shot, the make-
up on the Indian’s face was poor.

The bank, through Charles W.
Morse, vice president of Doremus
Agency, consulted Sarra Ine., com-
mercial film maker in New York.
Sarra recommended using an ani-
mated smoke signal which spells
out “National Shawmut Bank.”
This smoke signal appears behind
a medium shot of an Indian who
is raising his arm in a majestic
greeting.

Sarra also had a special theme
written. Theme is used in both the
opening and closing of Shawmut’s
TV shows, the music being care-
fully synchronized with the action.
The closing commercial uses an-
other animated trick shot in which
coins (actually chocolate pepper-
mints covered with gold paper)
cascade down in a pile in front of
an open-swinging vault door. The
coins then spell out National Shaw-
mut Bank.

Both films take 20 seconds pro-
jection time using sound on film.
There is no spoken audio on either
sound track since the music is
powerful enough, bank officials
point out.

ABC HOLLYWOOD

Moves to New TV Center

MOVE of all ABC Hollywood of-
fices from 6363 Sunset Blvd. to
network’s 20-acre site at Prospect
and Talmadge Sts., was completed
last week.

Included in transfer to the Tele-
vision Center building were execu-
tive offices of Frank Samuels, vice
president in charge of ABC West-
ern Div., and Clyde Scott, manager
of network affiliate KECA Holly-
wood. Network’s AM production,
programming and traffic depart-
ments still remain at Sunset and
Vine Sts.

Orders Projectall
WNBT (TV) New York last week

ordered installation of the INS
Projectall programming equip-
ment at its 106 St. studios. The

station is the second NBC video
outlet to use the facilities, WNBQ
Chicago having been telecasting
with Projectall news programming
since last April under sponsorship
of Miller High Life Beer.

WENR-TV STUDIO

Will Expand in September

THIRD  television studio for
WENR-TV (ABC) Chicago will be
put into operation early in Septem-
ber, according to John H. Norton
Jr., vice president in charge of the
network’s Central Division.

The new studio will be housed
on the 42d floor of the Chicago
Opera Bldg., where extensive con-
struction has been under way sev-
eral months. Called Studio A, the
section will occupy 4,000 square
feet, and will be equipped with “the
latest types of studio, motion pic-
ture and field cameras,” Mr. Nor-
ton said. The adjacent TV control
room will have picture monitors,
camera controls and audio-equip-
ment, along with TV switching and
film cameras operated by push-
button controls.

“Designed for maximum flexi-
bility, Studic A will be used for
telecasts of the greatest majority
of local and network-originated
programs,” Mr. Norton explained.
Audience shows will continue to be
produced at ground level in the
Civie Studio, the former Chicago
Civie Theatre, which seats 900 per-
sons. Studio A is expected to help
expansion of present production
and engineering facilities and to
make possible more program ac-
tivity, the executive said.

WOI-TV PLANS

Start Next January Is Goal

IOWA STATE COLLEGE is aim-
ing for January 1950 as the earliest
date for the opening of WOI-TV
Ames, according to Richard B.
Hull, college director of radio.

Transmitter equipment, pur-
chased from General Electric Co.,
Syracuse, N, Y., is scheduled for
delivery early next month. The
TV station will operate on Channel
4 (66-72 me) supplementing exist-
ing AM and FM facilities.

New TV Publication

DEBUT of TV Forecast magazine
is slated for Boston Sept. 10, Tele-
vision Forecast Inc., Chicago pub-
lishing firm, announced last week.
The weekly video magazine, cir-
culating in Boston and Providence
markets, will make its bid to more
than 100,000 set owners in the New
England area. Providing daily
program schedules, news about TV
stars and photos of entertainers,
TV Forecast’s entrance will offer
a six-city package to advertisers.
Other cities: Chicago, New York,
Baltimore, Washington and Phila-
delphia.

NBC VIDEO network facilities are
being used to teach Naval Reserve
pilots in TV-equipped classrooms in
research experiment of U. S. Navy
Special Devices to run in eight week
series. Set owners in areas of Ben-
nett Field, N. Y., Philadelphia and
Washington will be able to view tele-
casts on their receivers.

TELECASTING



MORRIS BARTON (r), chief engineer
of KBTV Dallas, checks on some
insulation material in the newly built
station studio with J. B. Tharpe, sales
manager for Allen B. DuMont Lab-
oratories’ television transmitter divi-
New York. Mr. Barton was

sion,

formerly with DuMont Labs and later

with  DuMont Network station
WABD.

UNITED VIDEOGRAM

Prevues New TV Film Series

A TELEVISION series of 13 27-
minute films, The Marines’ War,
was introduced at a news confer-
ence Thursday, Aug. 18, in New
York by United Videogram Inc,
which showed two of its episodes
for the first time. The scripts
were written under supervision of
Fletcher Pratt and were based on
his book bearing the same title as
the series: More than 9,000,000
feet of Marine Corps combat film,
as well as captured Jap films, were
available for the series.

Series is being offered on a three-
year basis, with unlimited show-
ings in the markets where sold.
It is on 16mm black and white film
and is being completed for United
Videogram by Atlas Film Corp.,
Oak Park, Ill. United Videogram
Ine. was recently organized in
Minneapolis for the purpose of
creating TV shows on small
budgets.

Dubin Named

PAUL J. FENNELL Co., Holly-
wood and New York, last week
announced the appointment of M.
R. (Mickey) Dubin as eastern rep-
resentative, in charge of the New
York office. The firm produces
television films. Mpr. Dubin, who
was with the Fennell Co. before
last April when he left to join
J. Armstrong Co., New York, pro-
ducer of syndicated video com-
mercials, has been a television
‘writer for some years.

TELECASTING

DIRECTOR Harold Hough of WBAP-TY Fort Worth tells Fort Worth Ad

DuMont’s Latest

Club luncheon meeting of plans for further studio enlargement, At speaker’s
table are (I to r) Albert Evans Jr., Albert Evans Advertising; William Holden,
executive vice president of Fort Worth Chamber of Commerce; Web Maddox,
president of Fort Worth C. of C.; Manager George Cranston of WBAP; Cliff
Calloway, Ad Club president; Lyman Brown, WBAP continuity director, ond
Mr. Hough,
* %%
'I'EXAS 'I'v KBTV,KRLD-TV Will Give
City Three TV Outlets

DALLAS and Fort Worth are humming with television talk. WBAP-TV
Fort Worth-Dallas, the pioneer Texas video station, is nearing its first
anniversary. KRLD-TV and KBTV Dallas have completed their towers.
KBTV went on the patterns Aug. 21, with official opening date set for
Sept. 17. KRLD-TV plans an early
fall start.

With these two stations the
Dallas-Fort Worth area will be one
of the liveliest TV markets for its
size in the nation.

KBTV is an independent sta-
tion, owned by Tom Potter, Dallas
oilman. KRLD, the Dallas Times
Herald station, will use CBS-TV
material as it does in standard
broadecasting as a CBS affiliate.

WBAP is the Fort Worth Star-
Telegram station, of which Pub-
lisher Amon Carter is president and
Harold V. Hough, director.

RCA INSTITUTES has graduated 129
students from its radio and televi-
sion technical training courses in
New York. Largest group of grad-
uates, 62, completed course in radio
and video broadcasting, qualifying as
radio laboratory aides or as mainte-
nance personnel for all types of trans-
mitters or receivers.

A NEW TYPE TV trans-
mitter has been delivered to
KBTV Dallas by DuMont
Labs. DuMont said it has
been under close wraps and
is the much-heralded power
amplifier designed to go with
the previously-sold DuMont
“Acorn” transmitter. Power
amplifiers consist of one pair
of air-cooled tubes with their
associated power supply for
both aural and visual trans-
mitters. The company claims
main features to be low
initial cost and “impressive”
tube life. In addition, Du-
Mont said, the complete
transmitter is considerably
smaller than any other yet
placed on the market.

ROY FLYNN, chief engineer for
KRLD and KRLD-TV, stands beside
new mobile television unit which he
brought back from Syracuse, N. Y.
On top the truck are Assistant En-
gineer John Klutz (I) and Hal Hunt,
cameraman, shooting some pictures.

VIDEO CUES
Given by ‘Walkie Talkie’

A MINIATURE “Walkie Talkie”
set, to enable directors to prompt
video actors without being seen or
heard by studio or home audiences,
has been patented by John Arch
(Nick) Carter, New York adver-
tising man.

The device consists of a tiny ra-
dio receiving set which can be
concealed on the actor’s person,
and a transmitter. Actors can be
cued individually or as a group,
and each receiver can be equipped
with its own wave length, if re-
quired, Mr. Carter says.

Mr. Carter was formerly with
J. Walter Thompson, Pedlar &
Ryan and Benton & Bowles, all
New York.

Crosley TV Show

CROSLEY Div.,, Cincinnati, of
AVCO Mfg. Corp., New York, will
sponsor This Is Broadway on CBS-
TV starting Oct. 6 [CLosED CIR-
cuit, Aug. 22]. The program,
heard previously on both AM and
TV for a full hour, has been cut to
a half-hour, and will be telecast
only. To be aired on alternate
Thursdays, alternating with Inside
USA, sponsored by Chevrolet Deal-
ers through Campbell-Ewald, 8:30-
9 p.m., the program was placed
through Benton & Bowles, New
York.

MOTOROLA Inc, Chicago, has an-
nounced production “of the first” 8%-
inch s¢reen TV set, which will sell
for $149.95 and is slated for Septem-
ber release.
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SIELL’NG TO H’T On TV Méans Right Product in Rigjt WQy

By FRANK RYHLICK
Radio and TV Director of Ross, Gardner & White, Los Angeles

Al tale of two local television sponsors:

After eight week’s sponsorship of a one-half hour weekly television
program, sponsor A, an appliance dealer in a small middle-class com-
murlity to the south of Los Angeles, reported:

y the beginning of the sixth
week 1 was breaking even on the
program. Now I am definitely
showing a profit in the terms of
leads opened and sales closed.”

Al retail store in the exclusive
Wedtwood Village section of Los
Angeles sponsored a series of
weekly television commercials over
a period of several weeks. After
five [weeks, sponsor B summarized
his experiences in four short words:

“No leads . . . no sales.”
Investigation of both cases pro-
duced some conclusions that throw

portant light on the problems
of the local or regional advertiser
in tdlevision.

undamentals for Impact

One conclusion is so obvious that
it should not be stated except for
the fact that it is so often over-
looked by an advertiser approach-
ing felevision. The conclusion is
simply this: “There is no magic in
television advertising. Its impact is
always potentially terrific but the
pote;tial is seldom realized unless
the fundamental principles of prod-
uct, |market and media analysis
are followed.”

It |is amazing to behold the ap-
proa¢ch of some normally hard-
headed advertisers to television.
Men [who do not buy a line of news-
paper space without developing
eyesfﬁ‘ain over circulation reports
will rush into television with the
sublime confidence of a small boy
diving into a strange swimming
hole. ’

The cases of sponsor A and spon-
sor B parallel each other only as
to syrface appearances.

The Locations of Sponsors

Sponsor A is located in the heart
of a booming television area which
accounts for nearly 119% of the
168,000 television sets served by
the srx Los Angeles television sta-
tions{ In these communities are
aireraft, petroleum and harbor
workers who bring home comfort-
able weekly pay checks. They are
people to whom television opens
up fqr the first time a new world
of entertainment. To this market
spongor A advertised low-cost tele-
vision sets, with small down pay-
ment$ and minimum weekly terms.
He also featured free home demon-
strations. The result is that in a
periofl of approximately two
months he became one of the ten
leading television dealers, by dol-
lar volume, in Southern California.

Spensor B is located in a com-
munity that has less than 2% of
the television sets ,in the Los
Angeles area. The product he
chose] to advertise on television
was a refrigerator. He began to
adverntise at a time when the mar-
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ket was loaded with refrigerators,
and to a clientele whose comfort-
able homes had been furnished with
the best in refrigeration even dur-
ing the scarce period. Also, as if
to make certain that lower income
customers immediately outside of
this shopping area did not come
into his store, he advertised the
refrigerators “straight” with no
payment plan, easy terms or spe-
cial merchandising tactics.
Sponsor B is now telling his
friends that television advertising
is terrible and that from now on he
is going to stick to black and white.

Retailers Rally to TV

The case histories of sponsors A
and B point up some fundamentals
that sheer common sense would re-
quire potential local and regional
television advertisers to keep in
mind. " The excellent CBS film on
television advertising highlights
the fact that retailers are now the
largest group of video sponsors
and as such are a testimonial to
the commercial soundness of the
new medium. Of some 1,500 tele-
vision advertisers at the beginning
of May, nearly 500 were retail
outlets. The proportion of re-
tailers in video will necessarily in-
crease with the number of viewers
during the next few years. 1In
some areas television -circulation
is already directly competitive to
the retailers’ traditional newspaper
medium. By the end of the year
the number of receivers in use will
be approximately 3,000,000, and
television will then have a regular
audience of about 12,000,000.

Wayne Coy, Chairman of the
FCC, predicts that by 1954 “most
Americans will be getting most of
their broadcast information, edu-
cation and entertainment from tele-
vision.” .

All surveys agree that the ma-
jority of sets to be sold during
the coming years will go to people
whose annual income ranges from
$2,000 to $4,999. The rate of sales
in the Los Angeles market alone
is indicated by the fact that the
total number of sets in circulation
grew from 126,249 on April 30,

Mr. RYHLICK

* % %

1949, to 140,000 at the end of May.
In other words, over 400 sets per
day were installed during this
month—most of them in the homes
of middle income families. Over-
all national statistics show some
78% of the sets in middle income
families, with 12% in the upper
brackets and 10% in the lower.

Here is the market to which
local and regional television ad-
vertisers will direct their mes-
sages with increasing frequency
during the next few years. In view
of these facts, the experiences of
some advertisers who have pio-
neered in television during the
past two years become extremely
important.

* * *

NE of the most recent-and

most significant examples of
effective television advertising on a
local scale is that of King's Tropi-
cal Inn French Dressing. For 25-
years King’s Tropical Inn has been
a popular Los Angeles restaurant,
noted among other things for its
unique salad dressing. This year
King’s determined to market its
dressing. After a thorough study
of the potential market, the com-
pany decided to make a test tele-
vision campaign in conjunction
with Ralph’s chain of some 32
markets located throughout the
Los Angeles area. Four 1-minute
film commercials were prepared
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THE right product at the right time and with the proper ap-
proach is the combination that makes the sponsor’s television

advertising program successful.
case of two appliance dealers.

Here Mr. Ryhlick cites the
One did observe these adver-

tising fundamentals and was amply repaid for his video dollar.
The other did not, with the result his expenditure was almost

a complete loss.

To further illustrate his point, the radio

and television director of Ross, Gardner & White relates case
histories of a few television sponsors.
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demonstrating the many possible
uses of a good salad dressing.

The opening of the campaign was
timed for the beginning of warm
weather and the salad season. For
60 consecutive days the film com-
mercials were alternated nightly
on Los Angeles television stations
before programs selected for their
appeal to women. After the an-
nouncements had been on the air
a few nights, women shoppers be-
gan coming into the Ralph’s Mar-
kets for the salad dressing. In
some of the markets there were
special demonstration booths to
help launch the new product. But
after the first week, a typical
comment was “never mind demon-
strating it—I saw it on television.
last night.” Sales results during
this period were phenomenal and
succeeded in solidly establishing
the product. In dollars and cents
terms, the advertising campaign
on television more than paid for
itself.

The results can be attributed to
proper product, market and media
analysis before the start of the -
campaign—the same time-honored
advertising tools that would have
to be used in any type of campaign
to introduce a new product.

Experiences in Daytime

Some of the first users of day-
time television in New York and
Los Angeles reported disappointing
results, but the majority soon
found that by adapting product and
commercials to a predominately
woman audience very marked re-
sults could be achieved. A watch
strap, manufactured by the Ziploc
Co., and having special eye appeal
for women, was advertised on one-
minute participations during the
Ted Steele show over DuMont’s
Station WABD. After five 1-min-
ute participations, the company had
received more than 400 orders. In
Los Angeles, Hotpoint dealers re-
ported significant sales results
after demonstrating the Hotpoint
kitchen appliances in 1-minute com-
mercials over KFI-TV. Daylight
television, often referred to as the
advertisers’ last frontier, seems
likely to become of primary im-
portance to retail advertisers dur-
ing the next year. Recognizing
this, Robert E. Kintner, ABC execu-
tive vice president, inaugurated
daytime programming for WJZ-TV
in New York during May and an-
nounced that it would be extended
to all other ABC owned and
operated stations as quickly as
possible.

& »

ELEVISION, as much as any
other medium, needs smart
merchandising in its advertising
appeals. The General Electric Sup-
ply Corp. in Detroit produced

- $10,000 worth of special business

in January by clever use of partici-
pation spots on the Charm Kitchen
on WXYZ-TV. Viewers were told
that they could write in requesting
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a General Electric dealer to visit
their homes and help plan their
kitchen. Mail responses produced
$10,000 worth of new business.

After experimenting with tele-
vision right in its own store, Gim-
be! Brothers, Philadelphia, began
sponsorship in May, 1947 of the
now famous Handy Man show. The
52-week contract was renewed in
1948 and again in 1949 adding up
to the longest-running television
success story to date.

‘When KGO-TV began telecasting
in San Francisco, Jackson’s Furni-
ture Co. of Oakland made a careful
study of television results in other
cities and decided to pioneer in tele-
vision advertising just as it had
years before in AM radio advertis-
ing. The company undertook spon-
sorship of the San Francisco wres-
tling matches. Harry Jackson, man-
ager of the furniture company, said
“we consider television in this early
stage of the game even more im-
portant than radio in its earlier
days. We are definitely convinced
that television will prove to be a
tremendously effective medium of
advertising for us.”

This is a perfect example of an
experienced advertiser drawing
upon the lessons of experience be-
fore embarking upon a new me-
dium.

Countless examples of good and
bad results from use of television
by local and regional television ad-
vertisers could be cited. But they
would add up to the same conclu-
sion: Television opens up tremen-
dous new vistas of advertising and
merchandising for the local and
regional advertisers, but it must be
approached wisely — particularly
during these first few years of
spotty circulation.

OPERA VIDEO
Adler To Direct NBC Shows

AT LEAST four operas, sung in
English and adapted to one-hour
television presentaion, will be tele-
cast by NBC-TV this fall and
winter, the network announced last
week.,

At the same time it was an-
nounced that Peter Herman Adler,
who directed experimental operatic
productions at NBC-TV last sea-
son, has been retained as director
of opera for NBC television. No
schedule for the opera presenta-
tions has been set, although the
network said four would be tele-
cast before the end of the year,
and others presented later.

Sets Radio, TV CI;sses

THREE courses in television and
two in radio are being offered for
fall term at U. of California Ex-
tension, Los Angeles. Classes in-
clude television writing, Marvin
Young, radio director, Ruthrauff &
Ryan, Hollywood, instructor; tele-
vision-survey & workshop, James
Vandiveer, in charge of special
events, KECA-TV Hollywood, in-
structor; television aeting and
radio dramatics, Norman Field;
writing for school radio, Verne B.
Brown.
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TIPS ON VIDEO RECEIVERS

Consumers Research Reports on TV Market

IN AN ARTICLE entitled “Obso-
lescence of Television Receivers,”
which appears in July issue of Con-
sumers’ Research Bulletin, Murray
G. Crosby says a question fore-
most in the mind of the prospective
television receiver customer is, “If
I buy a television receiver now, will
it quiekly become obsolete?”

“The general answer, as nearly
as can be predicted,” Mr. Crosby
writes, “is that receivers marketed
now will eontinue to be usable for
a considerable time. Improvements
in design are of course to be ex-
pected. Simpler tuning systems
and improvements in quality of re-
production of voice and music will
undoubtedly be made available to
consumers.”

The article points out that many
of the receivers offered thus far

are apparently in the same stage
of development as radios were be-
fore the one-control tuning aid
appeared. Sets often are need-
lessly complex.

Mr. Crosby says the new inter-
carrier circuit simplifies the user’s
problem in that the number of
tubes is materially reduced and
three-spot tuning of FM system
(sound) is eliminated.

“In general,” he goes on to say,
“the consumer is advised to buy
a television receiver on the basis
of picture tube diameter instead
of square inches of area. In
other words, determine whether
the tube is 10-inch, 12-inch, ete,,
and disregard claims of advertisers
and salesmen regarding picture
area.”

Mr. Crosby concludes: “It will

be best, too, all things considered,
to buy a television receiver alone
rather than a television-radio-pho-
nograph combination, since with
the TV receiver alone, the mone-
tary loss due to the obsolescence
will be 2 minimum; the buyer will
not have to throw away, so to
speak, an AM-FM radio-phono-
graph unit in order to get a tele-
vision receiver of a different type
or make which changing ecircum-
stances may make him want to own
a few years from now.”

Mr. Crosby said the article is
largely based on results of tests
by Crosby Laboratories of Mineola,
N. Y., on television receivers for
Consumers’ Research Inc. The
latter, located in Washington, N. J.,
is an educational, non-profit or-
ganization,

TELEVISION PROJECTS Ine., New-
ark, N. J., has produced type 213 mono-
scope TV signal generator, providing
standard RMA monoscope test signal
at net price of $685.

KMTV Brings Television
to OMAHA

On Sept. 1, KMTVY Brings Omaha
Top-Flight Programs from THREE
GREAT TELEVISION NETWORKS!

CBS—The Columbia Broadcasting System
ABC—The American Broadcasting Company
The DuMont Television Network

With the basically sound program schedule of KMTV
(only tested and proved shows), with 3000 sets in
homes, with TV installations averaging over 400 per

week. . . .
THE FUTURE OF OMAHA TELEVISION
IS BRIGHT!

For the first time, TV advertisers can now reach into
the heart of Roger Babson’s Magic Circle—“the richest
and safest area in the United States.”

KMTV

{Channel 3)
TELEVISION CENTER
Omaha 2, Nebraska

NATIONAL REPRESENTATIVES: AVERY-KNODEL, INC.
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THLEVESION INTERFERENGE

In many areas, a car with the
motor running parked near
| your house can ruin o televi-
\ sion program. Ordinary spark

plugs broadcast a signal
which interferes with televi-
sion reception, tears and dis-
torts the image. A switch to

| Auto-Lite Resistor Spark Plugs
will check this annoyance,

Few people realize that' a major cause of faulty television

reception, particularly in areas where the television signal is
weak, originates not in the set itself but from ordinary spark
plugs in nearby automobiles. This poor reception, jumping
and wobbling in the image, comes from the radiation of the
electrical discharge in passing vehicles—your car, your
neighbor’s, or delivery cars or traffic on your street. The
ordinary automobile spark plug acts as a miniature broad-

casting station that frequently spoils what would otherwise

be clear, sharp television images.

READ WHAT TELEVISION
EXPERTS SAY —

FRANK STANTON, President, COLUMBIA
BROADCASTING SYSTEM: “‘There is no
question in my mind that ignition inter-
ference is a contributory cause to poor
television reception. The resistor type
spark plug oppears to be the answer.'

J. R. POPPELE, President, YELEV!.
SION BROADCASTERS ASSOCIA-
TION OF AMERICA: “Interference
by au bile ignition systems to
television is quite common and is
often very severe in outlying areas.
| have witnessed tests in which
the new Auto-Lite
Resistor Spark Plug
was very effective in
reducing interference
to television: receiv-
ers under such con-
ditions.”"

W. R. MACDONALD, President, RADIO-
TELEVISION INSTITUTE: “The sooner every
car and truck in America is equipped with
the new Auto-Lite Resistor Spark Plug, the
better it will be for the television ingusny
I and everyone who owns a television set.”
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CBS RADIO THURSDAYS . .
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BY ORDINARY SPARK PLUGS

AUTO-LITE 72+ Spark Plugs

- \;@g"\\; DNSWER

The new Auto-Lite Resistor Spark Plugs check televi-
sion interference normally caused by ordinary spark
plugs. Blurred, flipping and distorted images, due to
this type of interference, become clear pictures like the
one at right below. So install Auto-Lite Resistor Spark
Plugs in your car—urge your neighbors and neighbor-
hood delivery service to use this better plug too. This

: b
Misfiring "D OF 1

“sood neighbor” pelicy will help everyone in your INW?[,{ MiXIUres gng -
community enjoy television at its best. It’s easy to do Becays, f/[” flfﬂ'mgg[ U, “
. switch to Auto-Lite Resistor Spark Plugs! fife iy inc,e:f::d: erosion ;. ,,5
:‘i‘c,,,‘,wﬂr . 12 2009 4+ ':;i electrog,

ML N

ﬁ :
AUTO-LITE

SPARK PLUGS

Now Standard Equipment on Many
Leading Makes of Cars and Trucks

This clear image shows how better television is possible when Auto-lite Resistor

Spark Plugs check interference. The scene is the same as that shown at the left THE ELECTRIC AUTO-LITE COMPANY
Toronto, Ontario . Toledo 1, Ohio

This advertisement appeared in The Saturday Evening Post September 3, and in other leading publications.
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LIS ANGELES :—How close are
telovision techniques to motion pic-
turés? Ask Frank Woodruff, one
of nur directors, about it. He should

knaw . .. he has directed 8 movies,
as well as Lux Radio Theater. On
our|show, “Mystery Is My Hobby,”
he iays the number of “cuts” and
“inkerts” is equal to first-class
moiie cutting. 75 to 80 cuts and
10 fo 15 inserts in a half-hour.
“Mystery Is My Hobby” uses
these techniques to perfect advan-
tagd. We think it’s one of the best
. buyk in television anywhere. Call
us 4r Radio Sales.

TH INGS pile up on us so fast that
we were surprised to count 10
live| cameras at KTTV. These are
backed up by 3 film camera chains,
a ciuple of 16 mm. projectors, 3
slidi: projectors and a balopticon.
KTTV’s two new studios, 45 by
75 wach (one with 300 audience
seatk), will be in use by the time
you read this. These, plus our or-

iginsal 40 by 40 studio and perma-

neni kitchen set, give a flexible
staging space for any type show.
And we do have a variety,

“v ARIETY" looked over the field
n its Showmanagement issue
.. . und gave us a nice boost (only
Wesl Coast TV station, at that).
Talked about our “firsts,” like the
Ros¢ Bowl, Jack Benny, Edgar Ber-
gen, “Pantomime Quiz,” and Pasa-
dena Playhouse. Thanks, Variety.
We're regularly scheduling other
live, bright shows, too. Ask Radio
Sale= . . . they know.

KTTV

OWHED BY
LOS AHGELES TIMES — (B85

LOS ANGELES

— —
Page|60 ® August 29, 1949
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TV WRITERS

League Sets Steering Group

NATIONAL COUNCIL of the
Authors League has approved a
recommendation that a national
television committee be appoihted
to steer bargaining between the
television industry and writers.

The recommendation that such a
committee be formed was made at
a recent conference on television
attended by members of all
branches of the Authors League,
including the Radio Writers Guild,
Television Writers Guild, Drama.
tists Guild, Authors Guild and
Screen Writers Guild. When mem-
bers to such a committee are ap-
pointed, it is expected that con-
tract negotiations will be started.

Establishment of the committee
was regarded as a device to over-
come jurisdictional squabbles be-
tween the Screen Writers Guild on
the West Coast and the other
guilds, whose main strength is on
the East Coast. The committee
will be divided into two sections of
equal strength, East and West
Coast sections, but it is expected
that any definitive action taken by
the committee will require ap-
proval of both sections.

Creation of such a committee
means that the Television Writers
Guild, newest branch of the
Authors League, will not start its
union life as the sole bargaining
agent for television, as was at
first projected. TWG, however, is
expected to take an active part in
East Coast negotiations of the
committee.

RADOX REPORTS

Issues Daily ‘Box Scores’

RADOX, the electronic radio-TV
measurement device operated by
Sindlinger & Co. Inc., Philadelphia,
now makes available its daily “box
scores” on the activity of radio and
TV sets within a cross-section of
homes in a given area. Reports
show in late July, 16% of “Radox
homes” had TV sets. Increase, Mr.
Sindlinger says, has been at the
rate of about 1% a month.

The Radox Daily Report is in
two parts differentiated by color—
green for TV and white for radio.
From comparing the two, it is pos-
sible to determine TV viewing with
radio listening by stations for each
15 minute broadcasting period. As
more and homes within a sampling
area become TV homes, Radox will
record listening and viewing habits
in the ratings. :

Plans Name Change

PROPOSAL to change the name of
the Society of Motion Picture En-
gineers to Society of Motion Pic-
ture and Television Engineers will
come before the 66th semi-annual
convention of SMPE Oct. 10-14 at
the Roosevelt Hotel, Hollywood.
The name change recommendation
was first disclosed at the SMPE
spring meeting in New York.

PERCHED on the grandstand roof of
River Downs Race Track, Cincinnati,
Gene Schmidt gets prepared to call
one of the daily races telecast by
WKRC-TV Cincinnati as Cameraman

Tom Gruber focuses his camera.
Mr. Schmidt also has called the Ken-
tucky Derby for the last five years.

TV SET OWNERS

Few in Apartments—Mautner

TELEVISION SET OWNERS
among apartment house dwellers
are extremely few in number, ac-
cording to Leonard Mautner, presi-
dent of Television Equipment
Corp., New York. Mr. Mautner
points out that of the approximate
700,000 television sets owned by
New York metropolitan area resi-
dents, an estimated 40% belong to
families in multiple dwellings. This
percentage, says Mr. Mautner, is
a comparative drop in the bucket
when in New York City aloné there
are about 2,300,000 families, of
which only some 330,000 live in
one-family homes.

Mr. Mautner, whose firm manu-
factures the Telecoupler, a low cost
multiple antenna installation set-
up, feels that the 409, figure will
possibly decrease unless more land-
lords start erecting master antenna
systems.

UHF TV Grants

EXPERIMENTAL UHF TV out-
let was granted to Home News
Pub. Co., New Brunswick, N. J,,
FCC reported last week. Station
will use pulsed emission with power
of 20 kw peak visual on 660-680
and 700-720 mc bands. Purpose is
to obtain propagation data in that
vicinity. Home News Pub. Co. is
licensee of WDHN (FM) New
Brunswick. License for UHF TV
outlet was previously granted
Scranton Times, Scranton, Pa., us-
ing pulsed emission, 5 kw peak
visual, on 510-520 me band. Initial
tests will determine by field in-
tensity measurements coverage to
be expected in UHF TV band at
Scranton. Earlier grant was made
to WCTC for New Brunswick area
[BROADCASTING, Aug. 15].

ACADEMY of Radio Arts, Toronto,
Ont., will -offer its second television
study course, consisting of 20 lec-
tures, this October.

INFORMAL TYPE
Comment OK'd in TV Poll

MAJORITY of TV listeners and
viewers favor the informal type
commentary for “on the spot”
sports telecasts, according to a
recent nationwide poll by General
Manager Bob Venn of WTVJ
(TV), Miami’s lone video outlet.

Mr. Venn, who also manages
WMIE, 10 kw Miami AM station,
checked the opinions of program
directors, sports directors and ex-
ecutives of 28 TV stations cover-
ing the nation from the West Coast
to New England.

He summed up his survey as
follows: (1) listeners in new TV
station markets are at first critical
of informal sports audio presenta-
tion to the point where they are
prone to tune in an AM station for
simultaneous oral comment; (2)
this attitude changes as listeners
become more experienced viewers
and they then put approval on an
informal oral delivery; (3) “small
area” sports (boxing, wrestling,
ete.) require less description and
antagonism is created by AM ora-
tion; (4) sports such as baseball
and football, which strain the cam-
era capacity for complete cover-
age, do better with a type delivery
more nearly like an AM presenta-
tion, and (5) the necessary amount
of close description of the com-
mentator varies in inverse propor-
tion to the skill the camera crew
develops in obtaining video de-
tails.

ARTICLE ON TV

Gives Home Fitting ldeas

AN ARTICLE on television—con-
taining -ideas to help the home
owner fit a TV set into his home—
is featured in the September issue
of Better Homes & Gardens mag-
azine.

Written by Walter Adams, Bet-
ter Homes & Gardens staff writer,
and E. A. Hungerford Jr., director
of research and development for
the U. S. Navy Special Devices
Center, Sand Point, L. I, N. Y.,
the article gives answers to prob-
lems of where to put the receiver,
what size screen to use, what kind
of lighting to have and many
other questions.

Detailed information and advice
is given on comparing sets before
buying, the kind of antenna to
choose and the checking of recep-
tion possibilities in your home. A
discussion of present TV and its
future possibilities is included.

DuMont Offers Boxing

DUMONT TV Network is offering
Teletranscriptions of weekly boxing
bouts telecast by WABD (TV) New
York, for use by affiliated stations
across the country. Complete blow-
by-blow descriptions are included,
with deletions made only of such
remarks as those that date the
broadcast. Dennis James is the
sportscaster.
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ELEPULSE samples are repre-
tative of all TV families in the
following ways:

e By economic level
e By geographical distribution
o By length of ownership

¢ By make of set

DISTRIBUTION OF THE JUNE
N. Y. TELEPULSE SAMPLE BY
MAKE OF SET

RCA 34.3
Philco 11.3
Du Mont 8.9
Emerson 6.9
Admiral 6.8
Crosley 4.8
General Electric 4.5
Others 22.5

TELEPULSE MARKETS

New York
Philadelphia
Chicago

Cincinnati

PULSE RADIO MARKETS

New York
Philadelphia
Chicago
Cincinnati

Bosfon
Washington, D. C.

OR information about these or
other Telefacts—

Ask The Pulse

THE PULSE INCORPORATED

ONE TEN FULTON STREET
NEW YORK SEVEN




Small wonder advertisers
are plunging into CBS-TV.
Just the other day

CBS-TV won top honors for

programming, production
and showmanship in
Variety's showmanagement
awards. New shows like

Ed Wynn, Paul Winchell,
Inside U.S.A., Ken Murray’s

Blackouts — established

ones like The Goldbergs,

Godfrey, Suspense and
Studio One give CBS-TV

its compelling power

as a medium.




DAYTME TV

Good Selling Media—Gallery

“DAYTIME television’s pioneer-
ing days are over; it’s definitely
got to be counted among effective
selling media,” Tom Gallery, sales
director of the Du Mont TV Net-
work, said Wednesday in telegrams
informing advertisers and agencies
of the New York Hooper-telerat-
ing of 5.2 achieved by Okay
Mother.

Telecast Monday-Friday, 1-1:30
p.m., on WABD (TV) New York,
key station of the Du Mont net-
work, Okay Mothér is sponsored
by Sterling Drug Inc. Program is
part of the station’s three-hour
Mid-Day Matinee and Mr. Gallery
attributes its high rating largely
to the effects of this block-program
sequence which was established
the month before.

“Okay Mother was given full
advantage of audience flow possi-
bilities in this sequence,” Mr. Gal-
lery said, “and its rating sustains
our belief that the proper type
of program would guarantee a
satisfactory daytime rating.” He
added that the 5.2 rating is re-
markable not only for occurring
in August when most ratings are
low, but for comparing favorably
with the nighttime August ratings
of many sponsored TV shows.

“In view of these comparative
ratings, daytime TV is obviously a
far less expensive buy than night-
time TV,” he said. “Generally
speaking, time and talent on five
daytime half-hours can be pur-
chased for approximately the same
amount as an average once-a-week
nighttime I'alf-hour on a full net-
work basis. These ratings justify
the resources, the confidence and
the planning that Du Mont has put
into the daytime hours, for they
show that daytime TV, like day-
time radio, can become the back-
bone of selling campaigns of many
major advertisers.

TV SYMPOSIUM

Set For IRE Meeting
TWO - HOUR symposium on tele-
vision will be held during the
Western Regional meeting of the
Institute of Radio Engineers, Aug.
30-Sept. 1, at Civie Auditorium,
San Francisco. The meeting will
be held jointly with the Pacific
Electronic Exhibition.

Presiding at the TV symposium
will be Royal V. Howard, consult-
ant, who recently resigned as di-
rector of the NAB Engineering
Dept. On the panel will be a group
of San Francisco engineers, in-
cluding Al Towne, KSFO and
KPIX; Harry Jacobs, KGO-TV;
Harold See, KRON-TV; Al Hyne,
RCA; Alvin MacMahon, Pacific
T&T; R. Al Isberg, KRON-TV,
THE Television Arts Institute of
Philadelphia has purchased two icono-
scope TV camera chains from Philco
Corporation Equipment, formerly in-
stalled at Philco TV station WPTZ
Philadelphia, will be used for train-
ing students at the Institute in TV
program production.

TELECASTING

Drawn for BroapcasTiNG by Sid Hix

“I don't care for television but I understand you serve delicious sand-
wiches and beer.”

DAY-LONG SHOW

WRGB Telecasts Farm Feature

DAY-LONG telecast by WRGB
(TV) Schenectady, N. Y., of the
Berkshire County Farmers’ Field
Day at Adams, Mass., on Aug. 16
proved so effective a New York
state woman shut off her receiver,
climbed into her ear and drove to
Adams to watch the operations.

The GE outlet brought the all
day feature to its viewers begin-
ning at 9 a.m. Because Adams is
outside the 50 mile radius usually
allowed for satisfactory coverage,
WRGB had to transmit the pro-
gram by means of a two-hop relay.
The outlet’s mobile unit picked up
the various demonstrations on soil
and water conservation and good
farming and transmitted them
from a farm to a temporary relay
tower on Mount Greylock. From
Greylock, the program was beamed
to the station’s tower on top the
Helderberg mountains, west of Al-
bany, N. Y.

The program, featuring inter-
views by Farm Editor Bill Givens,
included construction of a farm
pond, farm equipment demonstra-
tion, moving and burying boulders,
tearing up of stone walls and fell-
ing of giant timber.

Z0OMAR LENS
Six More TV Outlets Buy

SIX MORE television stations have
purchased the Zoomar lens, bring-
ing to 31 the total of stations cur-
rently using the lens for remote
and studio productions. The new
purchasers are WXYZ-TV Detroit
WFBM-TV Indianapolis WTCN-
TV Minneapolis KSTP-TV St. Paul
KECA-TV Los Angeles and WOW-
TV Omaha.

According to Jack Pegler, gen-
eral manager of Television Zoomar
Corp., New York, a new group of
six Zoomar lenses, several of which
have been spoken for, will be run
in September.

AGENCY CONTEST

Offers $250 in Prizes

KUDNER AGENCY, for its client
U. S. Tobacco Co., New York, is
running a contest with prizes total-
ing $260 for the most unusual
spot announcements about the
Martin Kane, Private Eye televi-
sion series. Contestants are the 21
NBC stations carrying the series.

The live spots must be limited
to 20 seconds each. Several sug-
gested spot dramatizations were
included with the letter which an-
nounced a first prize of $150, sec-
ond prize $75, and a $25 third
prize. The show starts Sept. 1,
Thursday, 10 p.m. on NBC-TV.
The contest closing date is Aug. 31.
It was decided to hold the contest
rather than pay the $260 for a

spot announcement film which was -

to have been sent to the stations
with promotional material.

Vehicle-TV Banned

LATEST state to ban motor ve-
hicles equipped with television sets
from the highways is Massachu-
setts. Legislation to that effect
was signed into law Aug. 22 by
Gov. Paul A. Dever.

TV NO.MORE

THAT industry habit of
reading TV as television re-
cently cost John Melville,
radio director of Landell Co.,
Philadelphia, $18.50. Think-
ing a piece of pink paper,
headed with TV and placed
on his car was an advertise-
ment for television, Mr. Mel-
ville dutifully tucked it into
his pocket. Mr. Melville later
was given a sharp reminder
of paper in a notice from
police court about an unpaid
traffic fine. In Philadelphia,
TV means Traffic Violation.
Court fine is $18.50. Mr. Mel-
ville says he now refers to
television as video.

TULSA VIDEQ

Forum Starts Controversy

TELEVISION has become a con-
troversial issue in Tusla, Okla. It
developed following a TV forum
conducted Aug. 11 by the Tulsa
Chamber of Commerce which was
presided over by William B. Way,
vice president and general manager
of KVOO Tulsa and president of
the chamber.

Published reports of the meeting
said Mr. Way adjourned the ses-
sion when the point was raised
that no local TV station representa-
tive had been asked to take part
in the panel. :

According to one report Mr.
Way, who has been quizzical about
TV’s future, predicted first TV
showings in the city would be
disappointing because of lack of
coaxial cable. He  was quoted as
saying he didn’t want to talk down
TV but couldn’t make it jell in his
mind because of high costs. .

The Tulsa Tribune said Marie
Helen Albarez, president of KOTV
Tulsa, which expects to take the
air in October, was not present and
was not invited to speak. In subse-
quent issues reader letters to the
paper criticized the chamber.

An editorial called the chamber
session “one of the strangest pro-
grams ever presented.” It con-
cluded: “Perhaps it will be possible
for the Chamber of Commerce to
arrange other snappy programs by
disinterested experts. Let’s have
local railroad representatives dis-
cuss the safety of air travel, or the
president of the county medical
society give a dissertation on

Christian Science.”

Agency For Businessmen

BUSINESSMEN seeking contracts
with the military services now
have a central directing service
with the opening of a military pro-
curement office at the Pentagon in
Washington, D. C. New center is
located in Room 3-D-773 near the
River entrance. Phone number is
REpublic 6700, Ext. 76321. Estab-
lished at direction of Secretary of
Defense Louis Johnson, office’s
chief function will be to direct busi-
nessmen to appropriate offices in
Army, Navy or Air Force which
may be in market for their products
or services. Center will not assist
in obtaining contracts, officials said. "

General Manager
WANTED for

TV Station

UST have highly successful

managerial AM record with
emphasis on sales management
and organizational abilities,
Only top caliber executives to
be considered. All applications
confidential.

Box 401C—BROADCASTING
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MARSHALL GOLDBERG (1), star of the Chicug; Cardinals professional foot-

ball [team, gives cxplanation of the format of Cardinal Quarterback Club,

to be telecast on WBKB Chicago starting Sept. 27, to (I to r) Charles Mc-

Cartney, television director, Carroll Dean Murphy agency; James F. Brown,

station account executive; John Mitchell, station manager, and. Kenneth
| Fox, advertising manager of Peter Fox Brewing Co., sponsor.

EXECUTIVES of the Roberts-Johnson
Rand| Division of International Shoe
Co., St. Louis (Poll Parrot Shoes for
childien), meet in studios of KSD-
TV te discuss plans for firm’s spon-
sorship of Howdy Doody. L to r:
S. Bland, J. T. Pettus, A. H. White,
Frank| Friend, E. Quigley and H. Dona-
hune.

NEW
troit,

emote truck of WWJ.TV De-
ustom made to WWJ's speci-
ficatiaps by the Ketels Mfg. Co., was
deliveded last month and used day
followﬂng receipt at a baseball telc-
cast from Briggs Stadium. Painted
a fire engine red, the truck is 25 ft.
ft. 6 in. high and 8 ft wide.

—

Bl :
HOLDING the strings on new TV
marionette serial Adventures of Cy-
clone Malone on KNBH (TV) Los
Angeles are (I to r) Mgr. Harold J.
Bock of NBC Western Div. TV,
Pres. Ervin Hawkins of Curries lce
Cream Stores, sponsor; T. C. Gundel-

' finger Jr. of Curries and

Agency head J. G. Stevens.

KAY MULVIHILL (D), assistant pro-
motion manager of KPIX (TV) San
Francisco, and Shirley Wullschleger,
of the sales department, tabulate
mail received in response to curry-
comb offer by Dr. Ross Dog Food,
sponsor of Telenews program. Spon-

sor renewed contract on strength of
mail pull.

WICU (TV) TOUR

Staff Conducts Viewers

SOME TRICKY camera work was
in order when the staff of WICU
(TV) Erie, Pa., took television
viewers on a tour of the studio.

Although the control rooms, pro-
jection and transmitter facilities
could not be shown, Manager Roger
Underhill said an effort was made
to show the audience what goes
on behind the scene in the studio.

The event took place during the
show, I Hear Music, featuring
Milt Munn and Don Lick. Coline
Male, master of ceremonies, had
Camerman Nick Lupino take the
viewers through various phases of
studio operation. Then staff mem-
bers were shown operating lights,
microphone booms, sound effects
and other phases of TV production.
In the opinion of Stanley Hess,
director of the show, this was first
attempt in television history to
show the various studio employes
at work.

NIGHT VIDEO

Audience Potential Shown

ALBERT E. SINDLINGER, presi-
dent of Sindlinger & Co., Inc., op-
erator of Radox, electronic listen-
ing measuring device, Philadel-
phia, reveals from a survey that
Philadelphia TV stations are going
off the air too soon during the hot
summery weather, and are missing
between 65 and 70% of the video
audience.

Mr. Sindlinger discovered that
from 7 to 8 p.m. not over 20% of
the Philadelphia listening public
have their TV sets turned on. From
8 to 10 p.m. the audience keeps
building until from 60 to 65% are
watching TV. But around 10:30
p.m., two of the three TV stations
go off the air, only the one carry-
ing night baseball remaining. The
three stations are WFIL-TV,
WCAU-TV and WPTZ. The Sind-
linger survey started with the ad-
vent of Daylight Saving Time.

Mr. Sindlinger concluded that
advertisers are missing a “gold
mine” by not buying the late TV
hours.

Phila TV Meet

PHILADELPHIA Assn. for Edu-
cation by Radio will hold a tele-
vision education conference April
20-21, 1950, at Philadelphia. Con-
ference, the city’s first, will be
presented in conjunction with
Schoolman’s Week of the U. of
Pennsylvania. Samuel Serota of
WIP Philadelphia is committee
president. Others include Ruth
Weir . Miller (WCAU-AM-TV),
Armand L. Hunter (WFIL-AM-
TV), Frederick Gruber (U. of
Pennsylvania), William Galleher
(KYW), R. V. Tooke (WPTZ),

" Margaret Mary Kearney (Phila-

delphia Public Schools), Martha
A. Gable (Philadelphia Public
Schools), Allen H. Wetter (Phila-
delphia Public Schools).

TV ADVERTISING

Meredith Reviews Studies

TV WILL impinge on all advertis-
ing but will benefit rather than
harm other media, in the opinion
of the Meredith Publishing Co.
Research Div.

In a 36-page brochure reviewing
the findings of many TV studies,
the company foresees a “healthy
development” in the use of televi-
sion to complement magazine and
newspaper advertising.

TV will make much heavier in-
roads on the time people in pre-
TV days gave to other forms of
entertainment than on their read-
ing of service content such as ap-
pears in its own magazines, the
publishing firm believes.

Conceding television will change
the pattern of the American fam-
ily as it takes the place of “outside
distractions,” the survey says con-
sumers will continue to go to the
old services for “how to” informa-
tion. It adds that technical, edu-
cational and other “must-read”
publications will not be affected as
much as fiction, pulp magazines
and comic books. “Television,
alone, cannot meet all the needs
of the American family,” the sur-
vey concludes.

WMBR-TV PLANS

Buys GE 5 kw Equipment

SHIPMENT of 5 kw low channel
television transmitter, its operating
console and studio equipment has
been made to WMBR-TV Jackson-
ville, Fla., according to Paul
L. Chamberlain, sales manager for
General Electric Co.’s transmitter
division.

WMBR-TV, owned by the Flor-
ida Broadeasting Co., will broad-
cast test patterns beginning Sept.
15 and the station plans to open
officially Oct. 2 with local pro-
grams on Channel 4. Complete
transmitter and studio equipment
were purchased from GE.

Dry-Gulched

TV REJUVENATION
caused Bill (Hopalong Cas-
sidy) Boyd, 30-year veteran
of the screen, to be trapped
in an Oklahoma City depart-
ment store Aug. 15 by 35,000
boisterous youngsters when a
crowd of only 300 to 400
youngsters was expected.
Scheduled for a two-hour ap-
pearance at John A. Brown
Co.’s auditorium, Hopalong
was to pass out lucky pieces
to his little idols. But the
weekly showing of the Hopa-
long Cassidy films over
WKY-TV Oklahoma City
took its toll when the young-
sters outmaneuvered the po-
lice guard and overturned
showcases in the rush to
greet the silver-haired west-
ern star. Result was “Hopa-
long” made his getaway in a
police car.

TELECASTING



‘TOAST OF THE TOWN'

Tops in ARB Three-City Survey

AMERICAN RESEARCH BU-
REAU, Washington radio and tele-
vision audience measurement firm,
has released a list of the 10 TV
programs most popular during the
week Aug. 8-15. Toast of the Town
led all other shows in the three-
city survey covering Washington,
Baltimore and Philadelphia.

Information was secured by plac-
ing especially designed ‘“viewer
diaries” in a cross-section of 450
homes in each city. Interviewers
instructed each family how to keep
accurate records of their TV view-
ing and 80% recovery was reported
by the bureau.

Top shows for the week for the
three cities measured:

WASHINGTON
1. Toast of Town 38.6
2. Summer Playhouse 36.5
3. Olson and Johnson 3.0
4. Stop the Music 308
5. Break the Bank 29.3
6. Frontier Theatre 27.5
7. Blind Date 253
B. Hapalong Cassidy 25.0
9. Crusade in Europe 23.1
:—:jﬂdubull (Tues.) 22.2
! Amateur Hour 222

BALTIMORE
1. Toast of the Town 48.7
2. Olson and Johnson 43.6
3. Stop the Music 355
4. Wrestlino—WMAR—Tues. 355

WFMY-TV PROMOTES

New Outlet Lists Services

WFMY-TV Greensboro, N. C,, is
distributing a pamphlet entitled
Television Comes to Our Town, in
which are listed the various types
of programs presented over the new
video station.

List includes entertainment,
drama, news, variety, education,
music, puppet shows, comedy and
local events.

Using the slogan, “The first sta-
tion in the Carolinas with live
television,” WFMY-TV took the
air Aug. 18 [BROADCASTING, Aug.
22]. Operation uses 1670 w ra-
diated video power and 835 w sound
on Channel 2 and its network serv-
ice via film includes NBC, ABC,
CBS and DuMont.

Cornish To Petry

WILLIAM A. CORNISH, former-
ly with the DuMont TV Network
and WABD (TV) New York, its
key outlet, has joined the television
sales staff of Edward Petry & Co.
Inc., station representative. He will
headquarter in New York.

PRODUCTION of ten-inch tube tele-
vision receivers has been discontinued
by Magravox Co., Fort Wayne, Ind,
because of its conviction that 12%
inch tube sets can now be manu-
factured at comparable cost.

TELECASTING

5. Summer Playhouse 33.8
6. Break the Bank 322
7. Godfrey and Friends 32,0
8. Super Circus 29.6
9. Amateur Hour 28.6
10. Cavalcade of Stars 27.7
PHILADELPHIA

1. Toast of the Town 45.1
2. Olson and Johnson 37.6
3. Stop the Music 337
4. Amateur Hour 3.2
5. Children’s Hour 30.1
6. Summer Ployhouse 29.8
7. Baseball—WFIL—Tues. 29.4
B. & 9. Frontier Playhouse 29.2

Band at Sunset Beach 29.2
10. Miss Philadelphia Contest 28.9

NOTE: In many cases, different competition
greatly changed the rating of programs
seen in more than one city.

NEW TRANSMITTER

Nears Completion at WFIL-TV

NEW WFIL-TV Philadelphia
transmitter building, scheduled for
completion in early September, is
expected to improve TV service to
an estimated four and one-quarter
million persons in the metropolitan
area. A T75-foot, three and one-
half ton antenna was erected Aug.
22 in the Roxborough section of the
city atop a 570-foot steel tower,
with the total mean rise above sea
level at 909 feet.

The five-section, super-turnstile
antenna, appreciably strengthening
WFIL-TV’s video signal, contains
de-icing equipment, a feature de-
signed to guarantee clear picture
for viewers during winter months.
Another technical advance is the
transmitter tower’s newly-designed
micro-wave mounts which lend

themselves to remote control for -

wider telecast pickup. It is be-
lieved WFIL-TV is the first station
nationwide to apply this process.
The station, in its second year of
telecasting, serves as a Philadel-
phia outlet for ABC and DuMont
and originates for the former net-
work, the Paul Whiteman TV
Teen Club.

Agencies Enfranchised

SIXTY-THREE advertising agen-
cies in the radio and television
field have been enfranchised by the
Canadian Assn. of Broadcasters for
1949-50. The list includes 11 United
States agencies with offices in Can-
ada and one British agency with an
office in Canada. The U. S. adver-
tising agencies now represented in
Canada are:

Atherton & Currier, Toronto; Ben-
ton & Bowles, Toronto; Dancer-Fitz-
erald-Sample (Canada) Lid., Toronto;
'Arcy Adv. Agency, Toronto; Erwin
Wasey of Canada Ltd., Toronto; Grant
Ady. (of Canada) Ltd., ‘Toronto;
Hutchins Adv. of Canada Ltd., Toron-
to; Kenyon & Eckhardt Ltd., Montreal;
Ruthrauff & Ryan, Toronto; J. Walter
Thompson & Co.. Toronto and Mon-

treal; Young & Rubicam Ltd., Toronto
and Montreal.

What Chicago Television station. ..
... has more local programming?
... has more local commercial business?
...Is on the air more than any other?

O
Who else but WGN-TV

4

In June only 12% of WGN-TV’s
programming was network. At the
same time 67% of all programming
was commercial. These figures indicate
our strength locally and nationally.
WGN-TV is first in number of hours
of programming . . . and intends to
hold that lead.

WGN-TV is increasing its great
audience-building sports coverage this
fall in addition to originating a great
array of local commercials. This,
together with a line-up of Dumont
originated programs, means WGN-TV
will have more to offer an advertiser
than any other station.

So, Mr. Advertiser, don’t buy less
than the best in Chicago. Buy the station
that’s TOPS . ..

.. in technical equipment . . . in com-

in local programming

mercial time . . . in sports coverage—
WGN-TV in Chicago where Channel 9
is more than a number—it’s a habit.

DUMONT CBS
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TABLE |

TELEVISION advertising in July,
running head on into the usual bar-
rage of summer layoffs, took a
downward turn in the number of
advertisers using network, spot and
local time. The number of network
adv«lrtisers dropped from 54 in
June to 42 for July, with dollar
volume going down from $936,087
to $721,336 [BROADCASTING, Aug.
22].

The number of spot users de-
clined from the near record high
of 324 in June to 299 for July. Lo-
cal jadvertisers went down 27 to
1,028 for July, according to figures
supplied to BROADCASTING by the
N. C. Rorabaugh Co., publisher of
the monthly Rorabaugh Report on
Television Advertising. Network
figures are complete for the entire
month of July, information being
supplied by the networks. Spot and
local figures do not include two
statjons and cover the test week of
July| 8-9.

Only six of the 38 television
markets showed an increase in the
total number of advertisers for
July. Rochester, a new market, is
included in this six and started
with 23 accounts. San Francisco
added eight new advertisers for a

July total of 48. Columbus, In-
dianapolis and Minneapolis-St.
Paul each added a total of four
new| accounts and Oklahoma City

had |three more accounts in July
than it did in June (Table II).
The greatest loss in the total
numpber of advertisers was recorded
in Los Angeles. The six station
market dropped 42 accounts from
Juné for a total of 170 in July—
still | retaining its lead, however,
with the largest number of adver-
tisers. New York remained in
second place with 167 advertisers
although it lost 37 from June. The
144 advertisers using the three sta-
tions in Philadelphia put this mar-
ket in third place followed by Chi-
cago which had 133 advertisers in
July| on its four television outlets.
Three other cities also were in
the |over-100-advertisers category.
Was?\ington had 123 accounts, hav-
ing lost 25 from the 148 recorded
in June. Detroit recorded 114 ad-
vertisers for the month and Balti-
more, on the basis of incomplete
repoE:s in the spot and local field,

also had 114 accounts. These seven
cities with over 100 advertisers in
July| are compared to nine cities in
June.

Despite the general dropoff of
television business in July, there
are several encouraging factors to
be c$nsidered. There is still more
busihess overall than there was
sevelal months ago—more business
than| would be indicated for the few
stations that have come on the air
in that time. In the network field
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NUMBER OF ADVERTISERS BY PRODUCT GROUP

. Agricultural & Farming
. Apparel, Footwear & Accessories
A i i ies &

Equipment
Beer, Wine & Liquor
. Building Maoterials, Equipment & Fixtures
. Confectionary & Soft Drinks
. Consumer Services
. Drugs & Remedi:s

OLENGVAE WM

. Enter &

10. Food & Food Products

11. Gasoline, Lubricants & Other Fuels
12. Horticulture

13. Houschold Furnishings, Equipment & Supplies

14. Industrial Materials
15. Insurance & Banking
16. Jewelry, Optical Goods & Cameras

17. Office Equipment, Stationery & Writing Supplies

18. Publishing & Media

19. Radios, Phonographs, Musical Instruments &

Accessories
20. Retail Stores & Shops
21. Smoking Materials
22. Saaps, Cleansers & Polishes
23. Sporting Goods & Toys
24, Toiletries
25. Transportation, Travel & Resorts
26. Miscellaneous
TOTAL

many shows are merely on a sum-
mer hiatus, a condition which is
expected in the industry. Despite
this usual trend, Philco Corp.
started its Philco Summer Play-
house July 17. For three broad-
casts on 21 stations during the
month the radio and TV firm ex-
pended $22,800.

In the spot field, despite the drop
in the number of advertisers from

* *

Network Spot Local Total
—_ 2 1 3
—_ 8 63 n

7 9 149 165
1 90 9 100
= — 30 30
2 20 23 45
—_ 2 9N 93
1 4 5 10
_— — 20 20
7 64 150 221
1 4 8 16
— — 2 2
3 21 148 172
—_ 1 _ 1
— 4 52 56
—_ 9 21 30
—_ - 2 2
1 1 19 il
4 10 125 139
—_ —_ 63 63
5 n 2 18
2 10 3 15
1 - 15 16
7 16 4 27
- 3 10 13
— 7 13 20
42 299 1,028 1,369

*

June, there were 45 newly active
accounts. Although most of these
were one and two station deals,
Oldsmobile Div. of General Motors
started a schedule on 30 stations.
It is wise also to remember that
the number of advertisers is not
indicative of the amount of busi-
ness they place. Brown & William-
son Tobacco Co., for instance,
placed business on only two sta-

*

TABLE Il

NUMBER OF ADVERTISERS BY MARKETS

Report- Gain
Markets ing Sta- July June or
Covered tions Net. Spot Local Total Total (Loss)
Albuquerque 1 3 L = - — -
Atlanta 2 12 n 28 51 59 (8)
Baltimore* 2 41 22 51 14 126 (22)
Boston 2 39 24 35 98 113 (15)
Buffalo 1 26 18 42 86 102 (16)
Chicago 4 33 46 54 133 149 (16)
Cincinnati 2 12 30 30 72 96 (24)
Cleveland 2 34 24 22 80 96 (16)
Columbus 1 [ 20 13 39 35 4
Dayton* 1 12 16 18 48 53 (5)
Detroit 3 34 35 45 114 3 a7
Erie 1 20 9 33 62 50 12
Ft. Worth-Dallas 1 8 12 9 29 37 {8)
Houston 1 8 9 4 21 30 9)
Indianapolis 1 3 8 13 24 20 4
Lancaster 1 13 8 20 41 29 (12)
Los Angeles 6 15 a7 108 170 212 (42)
Louisville 1 10 8 9 27 38 an
Memphis 1 13 10 ki 54 60 (6)
Miami 1 6 5 26 37 40 (3)
Milwaukee 1 24 16 38 78 39 an
Minn.-St. Poul 2 10 18 15 43 39 4
New Haven 1 18 20 11 49 58 9
New Orleans 1 9 12 A\ 32 40 (8)
New York 6 42 79 46 167 204 (37)
Oklahoma City 1 3 7 14 mn 3
Philadelphia 3 41 48 55 144 ”m (27)
Pittsburgh 1 24 7 20 51 64 (13)
Richmond 1 24 5 9 38 47 (9)
Rocherter 1 12 4 7 23 — 23
Salt Lake City 2 8 6 27 41 a4 (3)
San Diego 1 1 7 24 32 32 o
San Francisco 2 A 19 22 48 40 8
Schenectady 1 28 [ 15 50 64 (14)
Seattle 1 10 6 12 28 34 (6)
st. Louis 1 26 17 14 57 70 (13)
Syracuse 1 7 4 7 18 17 M
Trledo 1 20 10 38 68 74 (6
Washington 4 41 24 58 123 148 (25)
Note: Those advertisers who bought both network and national-regional spot time are

counted twice in the “Total” columns.

Those Network advertisers sponsoring more than

one show in a given market are counted once in the “Network’’ columns.
* National-Regional Spot and Local-Retail figures for the Baltimore and Dayton markets are

not complete because one station in each market is not included in this report.

Network

figures for all markets, including Baltimore and Dayton, are complete because network
data are reported by the networks in New York—all four of which are cooperating with

the report.

tions in June. In July this schedule
was increased to 23 stations., In
the number of spot advertisers this
firm is counted only once for both
months.

Local business, in general, moved
along in July at a fairly steady
pace. Although a total of 27 ac-
counts were lost between June and
July, this averages less than one
account per market. Considering
66 reporting stations for July, the
drop in local business is not serious
in general,

Food and Food Products adver-
tisers continued to be the leading
user of television time in July
(Table I). On an overall basis, the
number of accounts rose from 210
in June to 221 in July. Network
and spot business dropped slightly
in this field but locally there were
21 new firms placing business.

In the category of Household
Furnishings, Equipment & Sup-
plies there were 172 active accounts
in July, making this classification
the second largest for the month.
Although there were slight declines
in network, spot and local business,
the number of accounts compared
favorably with the month before.

Automotive, Automotive Acces-
sories & Equipment, in third place
in the number of accounts in June,
picked up three accounts for the
month and retained its third place
rating in July. There were 165
such advertisers for July with the
biggest increase in the local field.

A small decline in the overall
number of radio advertisers was
recorded for July. Network users
held steady with four while spot
dropped one account and local busi-
ness lost two accounts. The total,
however, was 139 advertisers to
keep the classification in fourth
place.

Although there were only four
network advertisers in this classifi-
cation during July they spent
slightly over 209 of the entire sum
for network telecasting. Spot busi-
ness was not very prominent but
local dealers backed this classifica-
tion heavily, most of them extend-
ing their effort to the sale of tele-
vision sets. Almost every market
had at least one local advertiser
backing the sale of TV sets and in
New Haven, Conn., 6 of the 11
local accounts were in this field.

Definite trends in the types of
advertisers also are evidenced in
several other markets. Detroit, for
instance, has 15 of its 45 local ad-
vertisers promoting the sale of au-
tomobiles, either new or used. Erie,
Pa, is a vestaurant advertising
town with 14 of the 33 local TV
advertisers backing eating estab-
lishments. In Salt Lake City the
emphasis is on furniture, home ap-
pliances and other high-priced,
durable goods.
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WHIO-TV
Dayton’s FIRST Television Station
presenting

FIRST Children’s Television
Studio Participation Show
in Dayton, Ohio.

Tops in Popularity!

¢ Children are ever fascinated with birthdays . . . their own, “‘Uncle’’ Bob interviews the celebrants, plays musical

and everyone's else. This fascination, plus “‘Uncle’ Bob chairs, pin-the-tail-on-the-donkey, and other birthday party

Campbell’'s showmanship, account for the steadily mount- games, then as a grand finale he slices a delicious birthday

ing popularity of ""Uncle Bob's Birthday Party,"” ‘the first cake for the youngsters.

children's television studio participation show in Dayton, If you have a product which appeals to children, a good
“Uncle Bob's Birthday Party" is a real life party for chil- TV-time-buy for you is “*Uncle Bob's Birthday Party." Con-

dren having their birthday during the week of the show. tact your nearest Katz representative for details.

»

Represented nationally by
The Katz Agency, Inc.
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REDS’ TELECAST

‘ Not Opposed by Ball Club UNIQUE FII_M BonKING

THE CINCINNATI REDS base-
ball club disclaimed the report that
it opposes the telecasting of base-
ball and reiterated its position of
watichful waiting.

hat pesition, Gabriel Paul, as-
sistant to Warren Giles, club pres-
ident, told WCPO Cincinnati Man-
ager Mortimer C. Watters, was to
acc?pt TV as a “promotional ve-
hicle” rather than as a competitor.
Mr. Paul pointed to Mr. Giles’
statement last winter that the Reds
would permit the telecasting of
every game at Crosley Field. In
contrast, he said, only 34 games
were permitted over TV with home
Sunday games and half the night
ganjes not telecast.

r. Paul, who noted writers of
the | circulated reports “had Cin-
cinnati confused with some other
teanh,” declared: “Television has
not become our whipping boy. We
have no complaints. Considering
the [performance of the team, the
attendance has been very satisfac-
tory.” Last winter, Mr. Paul said,
President Giles announced he would
agree to telecasting on a yearly
basis.

LARGE-SCREEN TV is drawing Sun-
day pvening audiences as high as 2,300
at oodside Park, Philadelphia, re-
portedly first amusement park to in-
augurate life-size TV programs as free
attrgction to patrons.

US Rubber Offering Gets 34 TV Outlets

BOOKING by 34 television sta-
tions of a film produced by Emer-
son Yorke Studio, New York, and
released to U. S. Rubber Co., has
been announced. by its studio
president, Emerson Yorke, who is
acting in the unique capacity of
booking agent for the rubber firm.

The two-reel sound film, “Inter-
national Airport,” a documentary
on New York’s 5,000-acre air
transport center, was offered to
television stations free of charge
in one “invitational mailing.” As
requests for the film were received,
Mr. Yorke referred them to U.S.
Rubber, which sent photostat cop-
ies of Mr. Yorke’s release as its
release to the video bookers. U.S.
Rubber pays for any extra prints
required for distribution of the
film.

Raytheon TV Sets

RAYTHEON Mfg. Co., New York,
has announced that it will intro-
duce its 1950 line of television re-
ceivers on a national basis. The
1949 sets have been distributed
only in selected test markets. Nine
basic models constitute the new
line, and range in price from
$129.95 to $339.95 for tube sizes
from seven to 16 inches.

CINCINNATI'S Key TV STATION
TIMES-STAR BUILDING
CINCINNATI 2, OKIO

\CBS AFFILIATE REPRESENTED BY THE KATZ AGENCY
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Charles Durbin

manager of U.S. Rubber Co., New

York, and Mr. Yorke inspect the
film “International Airport.”

(s

advertising

NEW RATE CARD

Released by WTMJ-TV

WTMJ-TV, Milwaukee Journal
video outlet, has released Rate Card
No. 5, effective Oct. 1, 1949. Ad-
vertising charges range from $45
for a 20-second slide or film to $350
for a full hour, with studio, trans-
mitter and film facilities included
in rates.

One-minute category is broken
down into $55 for slide, film or
card and $65 for live, both includ-
ing facilities, excepting two pro-

grams—Grenadiers and What's
New.
Other classifications: 5 minutes,

$87.50; 10 minutes, $122.50; 15 minutes,
$140; 20 minutes, $175; 30 minutes, $210;
40 minutes, $262.50; 45 minutes, $280,
and 60 minutes, $350. On its previous
rate card the station listed daytime
advertising charges ranging from $25
for one minute to $150 for the full
hour, and from $50 for one minute to
$300 for a full hour at night.

New base rates cover Monday
through Friday, from 6 to 11 p.m;
Saturday and Sunday, 1 to 11 p.m.,,
and Monday through Friday, 5 to
6 p.m., at three-fourths the base
charges, with all other periods at
one-half the base charge.

N. Y. TV SURVEY
Most Sets Used 8-9 p.m.

SURVEY conducted among TV set
owners in New York who have
owned sets for six months or longer
reveals that heaviest use of sets
is between evening hours of 8 and
9 with 95%. Next highest is 90%
9-10 p.m., followed by 75% tune-in
between 6 and 7 p.m. Greatest day-
time tune-in is 65% 4-6 p.m.

Favorite days for viewing are
Saturday (13.5%), Sunday
(12.5%) and Wednesday (9.9%).
Tuesday is most popular evening
with 35%, followed by Sunday
(26.6%) and Wednesday (8.19%).

Results of survey were an-
nounced by Hugo Wagenseil &
Assoc. of Dayton, Ohio.

MOVIE TV
FCC Hearing Plans

THE FILM industry as a whole
will be represented in presenting
theatre television’s case to the
FCC.

That became a certainty when
the Motion Picture Assn. of
America’s board of directors in-
structed its organization to peti-
tion the FCC for hearings to re-
serve channels for large-screen
video service. Head of the MPAA
is Eric Johnston.

Already the Society of Motion
Picture Engineers has taken con-
siderable leadership in theatre
television allocation problems. On
Sept. 2, it, together with 20th
Century-Fox and Paramount Pic-
tures, is to file with FCC answers
to six allocation problems [BROAD-
CASTING, July 4]. Working with
SMPE are the Theatre Owners of
America and a good part of various
phases of the moving picture in-
dustry. With MPAA joining in,
virtually all important segments of
the industry will be represented at
allocations hearings.

The MPAA board asked a sub-
committee of its video committee
to prepare whatever briefs and
papers are necessary for presenta-
tion at the FCC hearings. On the
subcommittee: Edward T. Chey-
fitz, secretary of MPAA’s television
committee and chief aide to M.
Johnston; Frank Cahill, Warner
Bros.; Theodore Black, Republic
Pictures, and, as ex-officioc mem-
bers, Jack Cohn of Columbia Pic-
tures and Sidney Schreiber, MPAA
general counsel.

VIDEO MANUAL

For Average Viewer

TELEVISION WORKS LIKE THIS. By
Jeanne and Robert Bendick. New York:
McGraw-Hill Book Co. Inc. 62 pp. $1.75.

JEANNE and Robert Bendick’s
new book, Television Works Like
This, is a volume for the non-
technical people who just want to
know what television is all about.
In it, the Bendicks combine full
knowledge and long experience in
television with the ability to illus-
trate factual material in simple
drawings that are readily under-
standable.

Television Works Like This pre-
sents the entire behind-the-scene
story of this magic new medium of
communication.

SRDS Section

BEGINNING Oct. 1, Standard
Rate & Data Service will publish a
monthly section for television buy-
ers, separate from the present com-
bined radio and TV rate and date
listings, according to Publisher
Walter E. Botthof. Mr. Botthof
says the new section will include
enlarged rate and data listings of
all commercially operating TV sta-
tions, together with listings of
those soon to go on the air, and also
will provide all regular subscriber
service features of other SRDS
sections.

TELECASTING



CBS Color

(Continued from page 53)

color TV converters for black-and-
white sets, or color receivers.
Comr. Jones requested from Dr.
Stanton details of rejection includ-
ing dates when orders were placed
by CBS, and the number of units
ordered.

Radio Mfrs. Assn. withheld com-
ment pending completion of studies
of the problem by various subcom-
mittees comprising engineers and
manufacturing factory personnel.

Comr. Jones also sought full
data on licensing agreements ne-
gotiated by the network and manu-
facturers licensed to construct or
manufacture TV transmitters and
receivers pursuant to CBS patents,
including financial considerations,
names of firms, terms of agreement
and a copy of standard provisions
contained in the contracts.

He continued:

. » . We also discussed the advisa-
bility of having between 25 and 100
(depending upon the difficulties of get-
ting them produced in the time within
which this may be accomplished) color
television converters for black-and-
white television sets available at vari-
ous and sundry locations to simulate
as many of the conditions as are pres-
ent for color television reception in
grivate homes with the sets operated

y the ordinary layman and receiver
owner rather than CBS, FCC or other
engineers. Although és days have
elapsed since the Commission requested
you by telegram to have available for
Commission and staff observation as
many converters or color receiving sets
as possible, there were none available
to my knowledge on the 17th, 18th and
19th of August for the color television
demonstrations in Washington, D. b
and Baltimore, Maryland.. There Iis
still over a month remaining before
the Sept. 26 hearing with reference to
television standards, black-and-white
and color on UHF and VHF, will com-
mence. You stated this morning that
it .was not the intention of CBS to
furnish any converters or color tele-
vision sets for any color television
transmission demonstration because of
the prohibitive cost. assume you
meant even in New York. We dis-
agreed as to the cost for such con-
vertors and/or color television re-
ceivers, and you proposed to send a
cost analysis. When you send such
cost analysis, will you please break it
down into cost by units and parts,
respectively.

My inquiry as an individual Com-
missioner is for the purpose of as-
certaining the relative economic cost of
the experimenting the Commission has
requested as compared with the finan-
cial ability of the industry to supply
the Commission with the information
it desires in the public interest.

Sen. Johnson called upon the
Commission anew to “brook neither
delay nor interference” in its
efforts to obtain “every available
and ascertainable fact” looking to-
ward a fair and full demonstration
of the progress and practicality of
color at its forthcoming hearings.
He cited FCC’s duty under Seec.
303(g) of the Communications Act.

He told FCC Vice Chairmah Paul
Walker that Comr. Jones’ questions
are “vital” and the data requested
of CBS is information the Commis-
sion “should have.,” The chairman
of the Senate Interstate & Foreign
Commerce Committee further ob-
served:

“It is tragic that so great a
development as color television—
far superior to black-and-white—
should be blocked arbitrarily by
selfish interests. I regret that the
very interests which have been
most active in pushing [it] sud-
denly have become very cold to
further efforts in this direction.

TELECASTING

Neither I nor other members of this
committee who have discussed the
subject with them can comprehend
their stated reasons.”

Stressing his concern over the
CBS-Comr. Jones communications,
Sen. Johnson felt the “plain” impli-
cations are that ‘“the people who
know most about color, who have
aided greatly in its development
and whose equipment has produced
remarkable demonstrations of the
practicality of color, are reluctant
to make the kind of showing at the
forthcoming television hearings
which will prove conclusively that
color is here now and that stand-
ards can be promulgated for its
commercial operation.”

The radio-minded legislator char-
acterized the recent CBS-Smith
Kline & French color demon-
tration [BROADCASTING, Aug. 22],
which he attended, as a “tremen-
dous advance in television.” He
also noted that the National Bureau
of Standards color TV committee,
working with the Senate Com-
merce group, will issue a report
that “will make impossible again
the action taken by the Commis-
sion at the last television hearing
when it shut the door on television
progress.”

In his letter to Dr. Stanton, Sen.
Johnson noted the large sums in-
vested by CBS in color TV research
and for the network’s progress in
the art, but added pointedly: “The
reluctance to show (FCC) the
facts by those who know most
about color and who can most effec-
tively demonstrate its development
disturbs me.”

He told the CBS president that
color video is “certain” to eliminate
financial loss on the part of televi-
sion pioneers and that “no one who
sees color is ever going to be satis-
fied with ordinary black-and-white
television again.”

Sen. Johnson commended Comr.
Jones for his position and said he
is certain FCC Commissioners will
launch the September TV hearings
“with an open mind, not only anx-
ious to hear and see all the facts
but they will insist that all the
facts be presented to them,”

With respect to the economic
feasibility of color television, Sen.
Johnson observed:

« . . Based on known demonstration,
the plain facts are television licensees
can broadcast color signals for com-
paratively little additional capital in-
vestment over present equipment for
black-and-white and with no addi-
tional operating cost; every television
receiving set now in the hands of the
public can be equipped at a relatively
modest cost with a convertor or adap-
tor to pick up color signals. Moreover,
if the Commission were to give the go-
ahead signal for, color, receiving-set
manufacturers would know with cer-
tainty that receivers hereafter manu-
factured should be equipped for color
television reception and an additional
market for sale of convertors would
be immediately created. To stall, to
procrastinate, to wait merely means
that the great buying public of America
would be required to continue to buy
black-and-white receiving sets which
eventually will require convertors.
The Commission knows that one day it
will authorize color; why wait? Who
is going to be harmed by authorlzing

it 'if after your September hearings
you have actual evidence that color
teltevislon is a workable and practical
art.

. . » The Commission, I am sure, is
not going to allow itself to be swayed
by a few selfish interests, regardless of
how powerful they may appear to be.
The radio manufacturers who are seek-
ing to slow up the advance of science
and throw road blocks in the way of
progress, appear to be motivated by
selfish financial ‘reasons. Moreover,
compared to the millions of people who
will benefit from and enjoy this new
development radio manufacurers are
few indeed. Nor should the Commis-
sion overlook the fact that television
licensees themselves will find color
television an economic boon; those who
are pioneering television are taking
heavy losses in its installation and
operation deserve your sympathetic
consideration. All of them agree that
the use of color will expand advertising
revenues so rapidly for them that the
red-ink days of television will quickly
disappear.

HR &P EXPANDS

Dickinson, Layman Added

CURRENT rapid expansion in
New York and Chicago activities
by Harrington, Righter & Parsons
Inc. highlights plans for larger
headquarters and additional staff
members, the television advertising
firm announced last week.

The firm has contracted for more
space at 270 Park Avenue, New
York and an office has been opened
in the Tribune Tower in Chicago
[BROADCASTING, Aug. 22].

New members of the firm are’

John F, Dickinson and Carroll R.
Layman. Mr. Dickinson resigned
as eastern sales representative of
Paramount Television Productions
Inc. to join Harrington, Righter &
Parsons as an account executive.
Since discharged from the Navy
in 1946 with the rank of lieutenant,
Mr. Dickinson has sold television in
the national field for KTLA (TV)
Los Angeles and WBKB (TV) Chi-
cago under the supervision of
George Shupert, director of com-
mercial operations at Paramount.

Mr. Layman is the newly-ap-
pointed sales representative of the
firm in Chicago. He formerly was
associated with ABC as a TV sales-
man and was with Grant Adver-
tising Inec. in Miami as an account
executive.

A BIG DEMAND
TV Sells Beer Cooler

AFTER demonstration of a $3.95
portable beer cooler on two wres-
tling telecasts via WTMJ-TV Mil-
waukee, A. Gettelman Brewing Co.
reports sales totalling 650. The
coolers, used mainly on picnics and
for outings, previously had a
limited distribution in the area.

After the first TV commercial,
however, response swamped the
firm and it started selling coolers
in the brewery lobby. Gettelman
also added many new distributors.
No other advertising was used.
Business was placed through Scott
Inc., same city. The brewery has
sponsored wrestling on WTMJ-TV
since the station tool the air in
December 1947.

600D
COMPANY

And Where to Find It

Los Angeles TV

The big stars, the big shows, the

big national advertisers will be

on KNBH this fall. The list of

programs already scheduled is a

veritable television blue book:
L ]

American Cigar & Cigarette's
THE BIG STORY

Buick's FIREBALL FUN FOR ALL
with Olsen & Johnson

CHESTERFIELD SUPPER CLUB
CHEVROLET ON BROADWAY
Crosley's WHO SAID THAT?
Firestone’'s AMERICANA
KRAFT TELEVISION THEATRE
Lever Brothers’ THE CLOCK

Mohawk's MORTON DOWNEY
and ROBERTA QUINLAN

01d Gold’s
ORIGINAL AMATEUR HOUR
Pabst’s LIFE OF RILEY
PHILCO TELEVISION PLAYHOUSE
RCA's
KUKLA, FRAN AND OLLIE

TEXACO STAR THEATRE
with Milton Berle
U.S. Tobaccos PRIVATE EYE
L

Good company—great entertain-
ment—and solid assurance that
Southern California TV viewers
will be with KNBH! Take advan-
tage of this ready-made audience
...your nearest NBC Sales office
will tell you how!

The National
Broadcasting Company
Sunset and Vine, Hollywood 28

A Sercice of
Radio Corporation of America
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LARRY FINLEY Productions,
Hollywood, begins production im-
mediately of series of 13 quarter-
houlr television films entitled “I
Wapg Born in Texas,” for Lynn
Stayr Sportswear, Beverly Hills.
Films feature satirist Hope Emer-
son, . . . Kling Studios, Chicago,
has[ started production on three
onetminute film commercials for
Reddi-Wip, canned whipping cream,
for| Ruthrauff & Ryan, same city.
.. | Warren Best of Tressel Tele-
vision Productions, Chicago, will
be puppeteer for The Adventures
of Uncle Mistletoe, which returns
to |WENR-TV Chicago Sept. 5.
Unele Mistletoe puppet was made
by that firm.

I{W[’RO Inc., Los Angeles, pro-

ducing series of 26 half-hour com-
bination live and film TV shows,
UnHersttzndi1zg Inc., based on
stories of that name by Lee .
Hewitt. Series to be kinescoped
for| eastern telecasting. . . . Roche,
Williams & Cleary, Chicago, pre-
paring series of TV film commer-
cials for Studebaker Corp. and
Reyere Camera Co. Spots will be
teldcast in national markets. Pro-
duction firms not yet chosen. . . .
Ford Dealers Advertising Commit-
tees, New York, will sponsor TV
film version of Big Ten football
games in Chicago. Partial net-
work may be used. Agency: J.
Wallter Thompson.

Vance Van Dine joins F. W.
Gabourie & Assoc.,, Los Angeles,
marketer and distributor of tele-
vision film. Following two months
in [Los Angeles office, Mr. Van
Dine will open branch office in
New York. . Telenews—INS
daily and weekly newsreel to be
sh:%wn on WBEN-TV Buffalo and

WMBR-TV Jacksonville, Fla. This

brings to more than 30 number of

4 market areas using reels.

Weekly newsreel telecasts on

WBEN-TV Buffalo will be spon-

sored by Manufacturers and Trad-
|

ONE MINUTE
T. V. FILM
COMMERCIALS

PRICE INCLUDES
Artful Production=
Animated tricky
titles=
Effective

35 MM

LtidMM i Hlustrations =
itional A
Prints Al With Off-screen

Lower Cost voice and music,

328 S. Wabash, Chicago, III.
Phone HArrison 7-3395

Y,
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ers Trust Co., that city. WMBR-
TV to start operations this month
will use both weekly and daily
reels.

Jerry Fairbanks Productions,
Hollywood, producing series of
animated TV film commercials for
C. H. Masland & Sons, Carlisle, Pa.
(rug firm)., Agency, Anderson,
Davis & Platte Inc., Chicago. . . .
Courtesy Motors Co., Chicago,
Hudson dealer, will sponsor 13
WPIX New York feature films on
WGN-TV Chicago starting Aug.
28. Agency: Malcolm-Howard,
Chieago. Station has exclusive
telecasting rights in that city.

. . . Bruce Ellison joins writing
staff of Jam Handy Organization,
Detroit. He will aid in prepara-
tion of film seripts and printed
matter. . . . Mini-Films Inc., Los
Angeles, making series of six one-
minute TV film spots for Wine
Growers Guild (Guild Wines),
San Francisco. Agency: Honig-
Cooper Co., same city.

Parker Pen Co., Janesville, Wis.,
has started TV spot test campaign
on all four Chicago stations,
with sales results to determine fu-
ture expansion. Twenty-second
and one-minute spots are telecast
twice weekly on each station for
26 weeks. Agency: J. Walter
Thompson Co., Chicago. Films pro-
duced by Wilding Pictures, same
city. . . . Telenews-INS daily news-
reel aired by KSD-TV St. Louis
now sponsored by Stag Beer in that
city, Monday through Friday, under
52-week contract.

The Wool Bureau Inc., organiza-
tion of domestic and foreign wool
growers, and McCall Corp., New
York, publisher and manufacturer
of sewing patterns, have produced
ten television spot announcements
for local department store promo-
tion. Films open-end commercials,
on use of wool and McCall patterns,
are 40-seconds each in length, with
two ten-second open-ends for local
store announcements. Films sup-
plied free to stores who request
them and who purchase time on
TV stations.

Five Star Productions, Holly-
wood, is readying special Christmas
film series consisting of 20 install-
ments, aimed at juvenile audience.

Rogers Show Set

ABC has signed Buddy Rogers
for a five-a-week daytime series,
either 25 minutes or a half-hour
each, and a weekly TV program,
either an hour or a half-hour, to
start sometime this fall. Program
format not set, but it will probably
be an audience participation pro-
gram with winner having an eve-
ning with Buddy as her prize.
Video show expected to follow the
same general plan as the radio
series,

ON LOCATION deep in desert country at

Phoenix, Ariz., American Film

Producers’ ‘camera crew puts finishing touches on a Pepsi-Cola TV spot film
prepared by George R. Nelson Inc., Schenectady, N. Y. Natural setting was
selected to record on film varied series of outdoor action by Louise Hyde,

“The Pepsi-Cola Girl."”

L to r are Julian Townsend, James Faichney and

Mex Glen, of American Film Producers; Edward F. Flynn, Nelson’s TV director,

and Miss Hyde, a Thorton model.

Original package of ten spots is being

prepared on a trial basis by Nelson Inc. with Pepsi-Cola ready to purchase
more after studying results.

NAVY VIDEO

Admirals Lose Sets

THE EFFECT of television sets
in the offices of Navy admirals is
not exactly admirable, according
to a recent article titled “Wash-
ington Background” appearing
in the Philadelphic Inquirer.
Edited by John C. O’Brien, it ob-
served:

“Have you resisted the impulse
to buy a television set because you
thought it would distract Junior
when he should be doing his home-
work? If you have, and you find
it necessary to justify your deci-
sion to Junior, just cite this action
by Undersecretary of Navy Dan
H. Kimball.

“Seems the Navy bought a lot
of nice television sets and installed
them in the offices of the admirals.
Well, after a trial period, Mr. Kim-
ball decided that the admirals could
not keep their minds on their work.
So he took all the television sets
and sent them around to Navy
hospitals.”

Sen. Ralph E. Flanders (R-Vt.)
liked the item so well he inserted
it in the Congressional Record
Aug. 8.

KPHO-TV Plans

REX SCHEPP, president and gen-
eral manager of KPHO Phoeuix,
Ariz.,, announces that starting date
for KPHO’s television outlet has
been moved forward to Nov. 27,
Mr. Schepp’s announcement fol-
lowed receipt of word from FCC
that construection permit has been
reinstated. Under direction of
Walter Stiles, director of engineer-
ing for KPHO, a crew is rein-
forcing the Westward Ho Hotel
preparatory to erection of a 280 ft.
antenna which will be completed
around Oct. 1.

CANADA DRY

Cites Video's Selling

TELEVISION is “doing a good
job” in selling Canada Dry Bev-
erages, W. S. Brown, Canada Dry
advertising manager, said after a
recent visit to the company’s
weekly video show Super Circus
which originates in the Chicago -
ABC studios.

Commercials on the show are
constantly being studied and im-
proved, Mr. Brown said. They take
several forms and all are inte-
grated into the show rather than
canned on film. “The kids in the
audience are reached by a scene
of a youngster buying a bottle
from Charlie Flynn’s store
counter,” Mr. Brown points out.
“Flynn is supported at another
point by an apron-clad male quar-
tet who sing the virtues of Canada
Dry Beverages. Again, he appears
in the aisles dispensing drinks like
a drink butcher at a ball game.”

In referring to Canada Dry as
the first beverage company to enter
network television (last April), Mr.
Brown said, “We entered somewhat
experimentally, as a small part of
an overall campaign, but TV ad-
vertising proved to be so popular
with retailers that we soon ex-
tended our original 13 week con-
tract.” The company’s decision to
stay on the air through the sum-
mer, when many sponsors drop out,
was prompted by the fact that this
is the biggest season for beverages.
“We also had in mind the constant,
rapid increase in set ownership,
bringing us a new audience every
week, making up for those we
would lose to baseball telecasts,”
Mr. Brown said.

ENLISTING in war against polio, Bob
Emery, “Big Brother” on DuMont TV
Network’s Small Fry Club, describes
recommended anti-infantile precau-
tions to youthful listeners to his
WABD New York program.
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ABT PRODUCTIONS, INC.

o comtrns e || SeRvices' &3

ANIMATED TV SPOTS
SHORTS. FEATURETTES. FEATURES

20-SECOND AND 1 MINUTE

PRODUCERS OF THE FAMOUS
ALBUM OF SONG SERIES 823 YICTOR BUILDING
460 WEST 54th STREET WASHINGTON, 0. C.

NEW YORK, N. VY.
COLUMBUS 5-7200 GRAY—U’RHLLY RKﬂ PATHE, INE

STERLING 4650

COMMERCIAL SPOTS

625 MADISON AVE.

AMERICAN TELEVISION, INC. NEW YORK, N, . UNITED WORLD FILMS, INC.

A SUBSIDIARY OF UNIVERSAL PICTURES
VIDEO COMIC STRIPS 430 LEXINGTON AVE- PLAZA 9.3600 :

37 YEARS' EXPERIENCE
“*Bob Sterling, American Ranger” NEW YORK MAKING HIT MOVIES
13 HALF-HOUR EPIBODES NDW READY

OPEN END FILM AND TRANSCRIPTION PLAZA 3.1331

CREATIVE TALENT!
UNSURPASSED FACILITIES FOR
LIVE AND STOP MOTION

PHOTOGRAPHYI
5050 BRGAMMY. c“l““y 40 SARRA IN c . Sparkling film eom- Complete film programs
y .

merclals, tailored available; features, wov-
to your cost needs elties, sports, sclonee

Low cosT . WRITE TODAY

TELEVISION GEMMERGIALS | | Thoo e
MARIIN MOTION PICTURES 445 PARK AVEN"E
Y. S. BECKER PRODUCTIONS

VIDEO PRODUCTIONS, INC. NEW YORK 22, K. Y.

SOUND SLIDE FILMS

Producers of Television, radio package

WORLO'S TOP TECHNICAL AND |.

shows and spot commercials MEAN 1[':5 HEST NEW YORK - CHICAGO
Representing Talent of Distinction HOLLYWO0OD
TOP PRODUCTION METHODS VIDEU VARIE‘“ES [:lmp.
562 FIFTH AVE., NEW YORK TOP FILMING TECHNICIANS

TELEVISION PROGRAM FILMS
TELEVISION COMMERCIALS
BUSINESS MOVIES
SLIDE FILMS

LUXEMBERG 2-1040 TOP SHOW MATERIAL

501 MADISON AVENUE, NEW YORK ’ el
PLAZA 5-2400 SHERMAN PLAN, INC. _

FINISHED PRINT

BRAY STUDIOS, INC.

EXTENSIVE LIBRARY OF

OWNERS AND DPERATORE OF '
CONSULTANTS ON WEST COAST SOUND STUDIOS
510 W. 5TH STREKT: N. Y. €.

FILMS FOR TELEVISION

FILMS WITH EXPERIENCED MANPOWER
. X PRODUCERS — DISTRIBUTORS AND COMPLETE FACILITIES
tINCLUDING CARTOONS. -
) . 41 £. 50TH ST., NEW YORK
Available for television 420 VICTOR BLDG. WASHINGTON, 0. C. e
OFFICIAL TELEVISION, INC. MURRAY HiLL B-1162
SEND FOR CATALOGUE - STERLING 0780 -

SUSSIOIARY OF OFFICIAL FILMA, INC.

128 SEVENTH AVE., NEW YORK, 19

COMPLETE VIDEO

PROGRAM SERVICE BROADCASTING - TELECASTING
TELEFILM, INC.

JULIEN BRYAN PRODUCTIONS

NEW SHOWB READY EQON. FILM & PRODUCTION
CONTACT IRVING LEDB. ' COMPLETE FILM PRODUCTION DIRECTORY
AVAILABLE FOR TELEVISION
SERVICES FOR IS PRINTED THE
WRITE FOR lP{FORMATION 25 w[s'[ 45"’" SIREET' TV SPOTS-PROGRAMS LAST ISSUE OF
International Film Foundation NEW YORK 18, N. Y. 6039 HOLLYWOOD BLYD. EACH MONTH
HOLLYWOOD 28, CALIF,
1600 BROADWAY, SUITE 1000, N. Y. LU 2-1700 ! GUARANTEED PAID CIRCULATION
HOLLYWOOD »-7208 .
CIRCLE 6-9438 EXCEEDS 15,000
TELECASTING
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THE KANSAS CITY STAR

Kansas City will receive its first television

test pattern starting September 11th...

I . The BEST in programming October 16th

® Simultaneously with the broadcast of the
first test pattern in Kansas City, The
Kansas City Star, in co-operation with the
Electrical Association and TV manu-
facturers and distributors, opens a gigantic
three-day TV demonstration in the
Municipal Auditorbum. This closed-circuit
demonstration will show actual tele-
vision pictures and acquaint the public
with the latest and best in TV

Represented Nationally
by
EDW. PETRY & CO.

devel and r

Owned and Operated by
THE KANSAS CITY STAR COMPANY

Page 74 ® August 29, 1949 TELECASTING




7

FCC Actions

(Continued from page 44)

Aug. 24 Decisions . . .

BY A BOARD
License Renewal

WOPT Oswego, N. Y.—Granted re-
newal of license for period ending
Dec.

Hearing Set

. Commission_scheduled en banc hear-
ing for Dec. 12 torémrpose of obtaining

ormation regarding multiplex fac-
simile and FM aural broadcasting to
determine whether suitable multiplex
system has been developed which will
not cause any degradation to full tone
range of which FM is capable and
thereby permit Commission to amend
Section 3.266(b) of rules pertaining to
multiplex facsimile on FM channels.
“Multiplexing” concérns simultaneous
broadcasting of facsimile and FM
aural programs on same channel.

STA Granted

Louis G. Baltimore, Wilkes-Barre,
Pa.—Granted STA to re-broadcast TV
network programs originating in New
York or Philadelphia for viewing by
%neral public at Parade of Progress

xposition at Wilkes-Barre for period
Sept. 12 to Sept. 24.

Renewal Granted

WIRC Hickory, N. C.—Granted_re-
nev{gézof license for period ending May

WDEC Americus, Ga.—Same for
period ending Feb. 1, 1952,

Hearing Designated

WTRF Bellaire, Ohio—Designated for
hearing CP change hours of operation
from to unl., install new trans. and
DA-N and change trans. location; made
WHIO Davton party to proceeding

Modification of CP
WOKO Albany, N. Y.—Granted mod.
CP to make changes in DA arrays and
change trans. location; eng. cond.

Extension Granted

WNYC New York—Granted exten-
sion of SSA to operate additional hours
6 a.m, to local sunrise at New
York and from local sunset at Min-
neapolis to 10 p.m. EST using DA-2,
begmnin% Sept. 2 and ending six
months thereafter.

Hearing Designated

WBAP Fort Worth and WFAA Dal-
las, Tex.—Designated for consolidated
hearing applications for CPs install
new trans., change from DA-N to DA-
DN and change trans. location for
share time 5 kw operation on 570 ke of
WBAP and WFAA; made WNAX Yank-
ton, S. D. party to proceeding.

Record Reopened

Erie Bestg. Corl()’. Buffalo, N. Y., and
Concord Bestg. orp., Niagara f‘alls,
N. Y.—On Commission’s motion re-
opened record in proceedings on ap-
l1")A11<:ations for new stations for further
earing to determine whether opera-
tion of proposed stations would involve
objectionable interference with CKBB
Barrie, Ont. or with any other existing
foreign broadcast stations, and, if so,
whether such interference would be in
contravention of any international
agreement or Commission’s rules and
standards.

Extension Granted '

KFAR Fairbanks, Alaska—Granted
extension of SSA on 660 kc 10 kw unl.
for period of 90 days.

Aug. 24 Applications . . .

ACCEPTED FOR FILING
Modification of License

KMMO Marshall, Mo.—Mod. license
to change from 1300 kc 500 w D to
1300 kc 500 w-D 100 w-N.

Extension of Authority

NBC New York—Extension of author-
ity to transmit programs to stations
CBL and CBM and other stations under
control of Canadian Broadcasting Cor-
poration for period beginning Sept. 15.
and authority to transmit recorded
programs to all broadcast stations
under Canadian authorities that may
be heard consistently in United States
for period beginning Sept. 15.

License Renewal
Request for license renewal of AM

station: WKNB New Britain, Conn.;
KGU Honolulu, Hawaii; WBBM Chi-
cago; WCCO Minneapolis, Minn;:

BROADCASTING °

WCBS New York; WPDX Clarksburg,
W. Va,

Modification of CP

Mod. CP new FM station for exten-
sion of completion date: WNOI Oak

Park, i NAC-FM Boston, Mass.;
WSLB-F %densburg, N. Y.;

FM Beaumo Tex.; WLEE-FM Rich-
mond, Va.

License for CP
License for CP new FM station:
WRNY-FM Rochester; WNAO-FM Ra-
leigh, N, C.; WCFC Beckley, W. Va.
APPLICATIONS DISMISSED

KDAC Fort Bragg, N. C.—DIS-
MISSED Aug. 24 ap,glication for assign-
ment of CP from Tony R. Amarante,
John A. Brush, Mathew Thomson and
Edward Mertle a partnership d/b as
Mendocino Coast Bestg. Co. to Tony
Amarante, John A, Brush and Edward
Mertle, partnership d/b as Mendocino
Coast Bestg. Co.

KLAC Los Angeles—DISMISSED Aug.
24 application for transfer of control
of licensee corp. from Warner Brothers
Pictures Inc. to KLAC I

J. A. Brooks, St. Louis Mo.—DIS-
MISSED Aug. 34 34 application new AM
station 1230 ke 250 w unl.

Aug. 25 Applications . . .

ACCEPTED FOR FILING
License Renewal

Request for license renewal new AM
station: KCBS San_ Francisco; WGBS
Miami, Fla.; WCBD Chicago; WIHL
Hammond, La.; KWOA Worthington.
Minn.; KCMO Kansas City, Mo.; KSK
Dallas Tex.; KCLW Hamllton Tex

Modification of CP

KMPC Los Angeles—Mod. CP new
AM station to increase power etc., for
extension of completion date.

WCON Atlanta, Ga.—Mod. CP
dALtI station for extension of completion

ate.

License for CP

WFMH Cullman, Ala.—License for
CP new FM station.

FM—9%.9 mc
WOPI-FM Bristol, Tenn.—CP to
change ERP from 10.4 kw to 17.476 kw.
TENDERED FOR FILING
AM—1390 kc

WSPC Anniston, Ala.—CP to change
from 1390 ke 1 kw unl. DA-1 to 1390
ke 5 kw unl. DA-D.

AM—1370 kc

WTTS Bloomington, Ind.—CP to
change from 1370 ke 1 kw-D 500 w-N
to 1370 ke 5 kw-D 500 w-N DA-DN.

AM—1340 kc

KELP El Paso, Tex.—CP to change
from 920 ke 1 kw D to 1340 ke 250 w
unlimited.

CARSON TO FTC

Confirmation Expected

CONFIRMATION of John Carson
to succeed Robert Freer as FTC
Commissioner seemed assured last
Friday after the Senate Interstate
& Foreign Commerce Committee
favorably reported his nomination
to the Senate by an 8-4 vote. His
name had been passed over late
Thursday by the Senate, which was
slated to take up the executive cal-
endar again last Saturday, Aug.
217.

Mr. Carson’s bid for the FTC
chair was expected to draw a min-
imum of opposition, despite his
alleged Socialist leanings and con-
troversial party -affiliation, since
committee approval is usually
tantamount to confirmation. It
was conceded, however, that it
might evoke some questions on the
Senate floor and thus delay as-
sumption of his post. The FTC
nominee would fill the unexpired
term of Mr. Freer, who resigned
Dec. 381, 1948, which began Sept.
26, 1945.

Telecasting
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SUMMARY TO AUGUST 25

Summary of Authorizations, Applications,

New Station Requests, Ownership

Appli-
Total Cond’l catﬁ)ns In
Class On Air Licensed CPs Grants Pending Hearing
AM Stations ............ 2,031 1,978 220 372 243
FM Stations ... oo 738 3 445 11% 58 30
TV Stations 5 101 346 182
*5 on
CALL ASSIGNMENTS: KCNI Broken Bow, Neb. (Custer County Broadcast-
ing Co., 1400 ke, 250 w unlimited); KING-FM Seattle, Wash., changed from

KRSC-FM (King Broadcasting Co.); KING-TV Seattle,
KRSC-TV (King Broadcasting Co.); KRMG Tulsa, Okla.
WABW Lawrence,
WJER Dover,
(Mrs. Agnes Jane Reeves); WGAF Valdosta, Ga.,
DA-N); WGEY Gettysburg, Pa. (Times & News Pub.

(All Oklahoma Broadcasting Co.);
Inc., 980 ke, 1 kw unlimited);

910 k¢, 5 kw unlimited

Wash., changed from
changed from KERR
ass, (Northeast Radio
Ohio, changed from WDVR
(Valdosta Broadcasting Co.,

Co., 1450 k¢, 250 w unlimited); WGWR-FM Asheboro, N. C. (Asheboro Broad-

casting Co. Inc., Channel 222 (92.3mc); WUTA Utica, N. Y. (U.

1230 ke, 250 w unlimited).

*

Docket Actions . . .

INITIAL DECISION

WRTYV (TV) New Orleans—Initial de-
cision by Hearing Examiner J. Fred
Johnson Jr., to deny application of
Maison Blanche Co. to extend date of
completion of TV station. Initial deci-
sion Aug., 23. See story this issue.

OPINION AND ORDER

WGBS Miami, Fia.—Denied motion of
Fort Industry Co., requesting enlarge-
ment of issue No. 4 of Commission
order of June 15 designating con-
solidated hearing on applications.
Order Aug. 4.

Non-Docket Actions . . .
FM GRANTS

Garden City, Kan.— Ark - Valley
Broadcasting Co. Inc., granted new FM
station on Channel 257 (99.3 me), ERP

w; antenna 240 ft. Estimated cost
$37 000, Principals: Dr. H. C. Sartorius,
physician, president; Dale E. Kern,
vice president; V. A. Leopold, Leopold
Hospital Inc., treasurer. Applicant is
corporation of 33 stockholders all with
minor interests. Granted Aug.

AM GRANTS

Cleveland, Miss.—Cleveland Broad-
casting Co., granted new AM station
on 1490 kc, 250 w unlimited. Estimated
cost $10,850. Co-partnership consists
of C. W. Capps, cotton broker; Lowry
Tims, owner firm which retails butane
gas and appliances, and Cy N. Bahakel
?\wner WKOZ Kosciusko, Miss. Granted

ug.

Radtord Va.—Rollins Broadcasting
Inc., granted new AM station 1340 Ke,
250 w unlimited. Estimated cost $25,-
930. Firm is applicant for AM-FM in
Georgetown, Del. Principals: John W.
Rollins, general manager,
Rollins Motors Inc., Ford agency opera-
tors, Lewes, Del., president and owner
of 175 shares; Jack C. Gardner secre-
tary 1 share; ‘Katherine E, Rollins, wife
of John W., ‘treasurer 24 shares; Rollins
g(otors Inc! ., 200 shares. Granted Aug.

4

Jacksonville, Fla. -— Radio South
granted new AM station on 1400 Kc,
250 w unlimited. Estimated cost $25,050.
Principals in Radio South Include
Harold S. Cohn, presently engaged in
public relations and Bert Richmond,
merchandising manager-Darling Stores
Corp., New York, chain stores. Radio
South also is part owner of RD
Atlanta, Ga. Granted Aug. 18. Er-
roneously revorted as being affiliated
with Radio South, Quitman, Ga.
{Broadcasting, Aug. 22)

TRANSFER GRANTS

WOSC Fulton, N. Y.—Granted as-
signment of construction permit from
Don J. Kesterke to Oswego County
Broadcasting Co. Inc. Transfer was
requested to utilize full benefits of
corporate form and to permit nominal
investment by others in aggregate not
to exceed 25% in venture. It has not
been fully decided who will purchase
25%. WOSC is assigned 1300 ke, 1 kw
daytime. Granted Aug. 22.

KTKR Taft, Calif.—Granted assign-
ment of license from Kenneth Aitken
and George J. Tschumy, partnership
d/b as Taft Broadcasting Co. to Ken-
neth Aitken, George T. Tschumy '"'f

president

T. K. Radio Corp,

*

same name. Mr. Aitken sells 159
of his interest t'o George J. Tschumy
Jr. for $6,200; 24% of his interest to
Mr. Smith, rancher, for $10,000. George
Tschumy Sr. sells his 10% interest to
his son George Jr. for $10,000. Holdings
in new corporation are now: Mr. Aitken
517 George Tschumy Jr., 25%; Mr.

mith 249, KTKR is assigned 1310 ke,
500 w daytime. Granted Aug. 22.

KLTI- AM - FM Longview, Tex.—
Granted assignment of license from
R. G. LeTourneau to Le Tourneau
Radio Corp. Principals in LeTourneau
Radio Corp. include Mr. LeTourneau
and his wife who each hold 19 and
Clifton W. Brannon who has 19%. 97%
of corporation is held by LeTourneau
Technical Institute. No money is in-
volved. KLTI is assigned 1280 ke, 1
kw daytime. KLTI-FM operates on
2thannel 290 (105.9 mec). Granted Aug.

KGA Spokane, Wash.—Granted as-
signment oi' license from Louis Wasmer

g U. for a-
tion [} 8425 000. Gonzaga U. is a
non profit organization.

Francis E.
Corkery, S. J., is president and John
F, Gubbins, 8. J., is vice president.
KGA operates with 50 kw unlimited
on 1510 ke. Granted Aug. 24,

KTOE Mankato, Mnn —Granted
transfer of 391% shares of stock in
Minnesota Valley Broadcasting Co. to
H. Willard Linder, D. O. Linder and
Lakeland Broadcasting Co. Lakeland
Broadcasting Co. is licensee of KWLM
Willmar, Minn; D. O. Linder is 50%
owner of St. Cloud Broadcasting Co:,
St. Cloud, Minn.; nder is
owner KMHL Marshall Minn. Lake-
land Broadcastin Co, agrees to ad-
vance up to 000 working capital
to Minnesota V’alley if necessary.
WTOE 1420 ke, 1 kw unlimited DA-N.
Granted Aug. 24.

(Continued on page 76)
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(Continued from page 75)
Tersfer Grants Cont.:

NFIN - AM - FM  Findlay, Ohio—
Granted assignment of licenses from
Helen F. Hover administratrix of estate
of [Fred R. Hover to The Findlay Pub.
Co|, for a consideration of $135,000.
Findlay Pub, Co. is publisher of the
Republican Courier, daily newspaper,
as|well as printing firm. R. L. Hem-
inger is president of assighee corpora-
tion, which is principally owned by
Heminger family. WFIN is assigned
1330 ke, 1 kw daytime, WFIN-FM is
asgigned Channel 263 (100.5 me).
Granted Aug. 24,
WSAC Columbus, Ga.—Granted as-
signment of license from Chattahoochee
Broadcasting Co. to Georgia-Alabama
Bropadcasting Corp. for a consideration
of | $107,363. Georgia-Alabama is li-
censee of WGBA same city and must
divest itself of this interest before
transfer is consummated. Principal
stockholders in WSAC have extensive
moving picture interests and for next
few years wish to devote their energies
to | working out complex problems
whiich are direct outgrowth of Supreme
Court decision in Paramount case.
WSAC operates with 1 kw unlimited on
1460 kc. Granted Aug. 24.

VO Colorado  Springs, Col.—
Granted assighment of license from
Aladdin Radio & Television Inc., to
Volice of the Rockies Inc., for consider-
ation of $101,000. Principals in Voice
of [the Rockies are James D. Russell,
38.29% owner WHIR Danville, Ky.,
préesident 75%: Betty Z. Russell, 25%
and Logan Haycraft, vice president
and non stockholder. Aladdin Radio &
Television withdraws to devote its
full time to AM-FM-TV interest in
Denver, Col. KVOR operates on 1300
ke,) 1 kw unlimited. Granted Aug. 24.

KWSD Mount Shasta, Calif.—Granted
transfer of control in Shasta Cascade
Brogadcasting Corp. from Leo Coffen-
berry and Charles S. Adair to David
H. |[Rees and Arthur Adler who pre-
sently own 25% each of stock. They
acquire 50% interest of Mr. Coffen-
berry and Mr. Adair for $30,000.
KWSD is assigned 1340 ke, 250 w un-
limited. Granted Aug. 24.

WDSU-AM-FM-TV New Orleans—
Granted assignment of license and CPs
for| FM and TV stations to Edgar B.
Stern and Edgar B. Stern Jr., d/b as
WDSU Broadcasting Services. Edgar B,
Stern Jr., nreviously held 519 stock
interest, Philip Stern, 159, Edith
Stern 1917 Audrey Hess 15%. Edgar
B. Stern senior held no stock interest
but| under new partnership he will
acquire 90% and Edgar B. Stern Jr.
will hold 10%. Consideration invelved
is $675,000. Edzar B. Stern Sr. is di-
rector of Scars, Roebuck Co., presi-
dent and director Mermentau Mineral
& Land Co. and was previously di-
rector and stockholder Times-Pica-
yurie Pub, Co. Edgar B. Stern Jr. is
alsq director of Mermentau Mineral &
Land Co., as well as director Royal St.
Louis Realty Co. Inc. WDSU is as-
signed 1280 ke. 5 kw unlimited. WDSU-
FMis assigned Channel 287 (105.3 mc).
WDSU-TV is assigned Channel 6 (82-
88 mce). Granted Ausz. 24,

KTLX Phoenix, Ariz.—Granted as-
signment of TV construction permit
from Phoenix Television Co. a partner-
shipp composed of R. L. Wheelock, W.
L. Pickens, H. H. Coffield and John B.
Mills to a new corporation Phoenix
Television Co. Inc. New corporation
consists of Rex Shenp. 12%9%; John B.
Mills, 25%: J. N. Harber, 6149,; l-l
Co eld 15%; W. L. chkens, 20% R.
L. heelock, 15% and John Mullins,
No cost involved. KTLX is as-
signed Channel 5 (76-82 mc). Granted
Aug. 24.

Deletions . . .

Two AM and five FM authorizations
were reported deleted last week by
. Total since first of year: AM
30, FM 141. Deletions, effective dates
reasons for withdrawals if stated
follow:

WUBW New Orleans—C. Carlson, li-
cense, Aug. 17. Denial of renewal of
licemse by FCC and following court
Litieation.

KTMP El Dorado, Kan.—El Dorado
Broadcasting Co., CP Aug. 17. Re-
quest of applicant.

WCNR-FM Bloomsburg, Pa.—Colum-

bia-Montour Bestg. Co.,, CP Aug. 25.
Request of applicant.

WTBC-FM  Tuscaloosa, Ala.—Tus-
calopsa Bestg. Co., CG Aug 25. Re-
quest of anblicant, economic.

WFMI-FM Portsmouth N. H—WHEB
l.nc., CP Aug. 25. Request of applicant.
WDUK-FM Durham, N. C.—WDUK
Economic.

M. Angeles—John Brown
Schgols of Calif.,, CP Aug. 16. Study
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GETTING acquainted at a Southern California Broadcasters’ Assn.
are these station managers and California state legislators.
seated—Stanley Tomlinson, Santa Barbara assemblyman; Thelma Kirchner,
manager, KGFJ Los Angeles; standing—Bruce Reagan, Pasadena assembly-

man; Harry Butcher, president,

luncheon
They are (l to r):

KIST Santa Barbara, and Charles Conrad,

Hollywood assemblyman.

of FM service now being rendered in
area shows it would not be feasible
to construct and operate station as
planned, states applicant.

New Applications . . .

AM APPLICATIONS
Jefferson City, Mo.—Missouri Cen-
tral Broadcasters, 900 kc, 250 w day-
time. Estimated cost $14,000. General
partnership composed of Robert W.
Nickles and Roger P. Fox. Mr. Nickles
is stafl consultant for Globe Democrat
Pub. Co. and transmitter engineer for
KWK St. Louis. Mr. Fox is musical
director and entertainer employed with
Ray Floerke Buffet. Filed Aug. 23.
FM APPLICATIONS
Columbia, Mo. — Stephens College,
new noncommercial educational sta-
tion to be operated on frequency as-
signed by Commission, power 10 w.
Estimated cost $2,795. Dr. Hale Aarnes,
chairman, Radio Education Depart-
ment. Filed Aug. 23.
TRANSFER REQUESTS
WHOS Decatur, Ala.—Assignment of
license from H. H. Kinney and D. T.
Kinney, partnership d/b as North
Alabama Broadcasting Co., to D. T.
Kinney and Claudia E. Kinney, part-
nership of same name. Claudia E.
Kinney is sole heir of H. H. Kinney
deceased, who held 50% interest. No
money involved. WHOS is assigned
800 kc, 1 kw daytime. Filed Aug. 23.
KFDA - AM -FM Amarillo, Tex.—
Transfer of 200 shares of stock in
Amarillo Broadcasting Co. from
Lindsey Nunn te Gilmore H. Nunn,
son. Previously J. L. Nunn had held
519 interest in company and trans-
fer makes father and son equal part-
ners. No money involved. KFDA
is assigned 1440 ke, 5 kw-D 1 kw-N.
Filed Aug. 23.

Broadcast Excerpts

ANDY CLARKE AND HIS NEIGH-
BORLY NEWS. By Andy Clarke.
Toronto: Ryerson Press.

THIS BOOK is a collection of ex-
cerpts of radio broadeasts by the
late Andy Clarke. These were a
series of Sunday morning broad-
casts made up of news items from
weekly papers which Andy Clarke
did from Toronto on Canadian net-
works for seven years. The book
has been cut from a million words
to 60,000 by the late Mr. Clarke’s
broadcasting friends. It will be re-
leased in Qctober.

‘VOICE’ HOME

Move to D. C. Proposed
TRANSFER of Voice of America’s
operation headquarters from New
York, hub of commercial broad-
casting, to Washington, D. C., was
urged by Rep. Edith Nourse Rogers
(R-Mass.) Aug. 18 as the House
passed a supplemental appropria-
tions bill covering State Dept. for
the new fiscal year and sent it to
the Senate.

Rep. Rogers said she was
anxious to introduce legislation
which would effect such a transfer
in line with the setup in other
countries, and called upon Rep.
Louis Rebault (D-Mich.) to help
her draft it. “It ought to be Radio
Washington, just as Russia has
Radio Moscow . . . France has Ra-
dio Paris Italy has Radio
Rome and the Baltic States.
have Radio Riga,” she felt. The
woman legislator also praised the
Voice for its “very fine piece of
work.”

Voice operations currently are
handled out of New York under
the supervision of Charles Thayer,
chief, International Broadcasting
Div. The office maintains complete
technical, programming and lan-
guage facilities at 224 W. 57th
St. Washington studios are in the
Interior Dept. Bldg.

Additional funds totaling $11,-
320,000 would be placed at the
primary disposal of International
Broadcasting Div.,, which super-
vises Voice operations, for im-
provement and construction of
shortwave facilities [BRoADCAST-
ING, Aug 22]. Best evidence in-
dicates that the Voice “is getting
through and is having its effects”
overseas, the House was told.
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BRAND CHOICE

Survey Shows Preferences

STRONG PREFERENCES for
specific brands of toothbrushes and
toothpastes were expressed by an
overwelming majority of 1,800
high school and college students
interviewed on buying habits. In
the survey, conducted by the Stu-
dent Marketing Institute of New
York for Brand Names Founda-
tion Inc.,, New York, it was re-
vealed that 87.3% of the boys and
919% of the girls have brand loyal-
ties in toothpaste and 67.6% of
the boys and 80% of the girls
prefer specified toothbrush brands.
Of all the students interviewed
98.7% use toothbrushes and 98.5%
use dentifrices, the report showed.

The survey was conducted in 44
schools across the country, and
covered 86 types of products.
Henry E. Abt, president of Brand
Names Foundation, revealed the
progress made in mouth care in
35 years. The first comprehensive
survey of oral hygiene habits
among school children was made
in 1914, and indicated that 30%
brushed their teeth “occasionally,”
60% ‘never used toothbrushes,”
and 10% had abscesses at the
roots of decayed teeth.

The time intervening since the
original survey corresponds
roughly to the period in which
national advertising and house-
hold knowledge of brand names be-
came widespread, Mr. Abt pointed
out, and the foundation advances
as the first factor responsible for
America’s high oral hygiene stand-
ards, “the educational advertising
of America’s manufacturers of
well-known brands of toothbrushes
and dentifrices in major media
including radio.”

KVOE MOVES

Leases Larger Quarters

KVOE Santa Ana, Calif.,, has
moved its offices to larger quarters
leased in Commercial National
Bank Bldg., at 5th and Main Sts.
Station has leased entire second
floor, involving 5,500 square feet
for 15 years, at cost of over $50,000.

Studios also will be moved from
present site to the new one early
in 1950, with plans for spending
of additional $25,000 for altera-
tions at that time, according to
Ernest Spencer, president of
KVOE. Changes will include
building of audience participation
studio, two additional studios with
control rooms, newsroom and staff
offices.

‘Railroad Hour’ to NBC

AMERICAN ASSN. of Railroads,
through Benton & Bowles, New
York, is switching its Railroad
Hour from ABC to NBC, Monday,
8-8:30 p.m. tentative starting date
is Oct. 3.

Telecasting



FINGH TESTIFIES

Army Threatens Default

CAPT. W. G. H. FINCH, pioneer in
the development of facsimile and
president of the Finch Telecom-
munications Co., Passaie, N, J., tes-
tified before a
Senate Armed
Services subcom-
mittee last Mon-
day that  the
Army Signal
Corps threatens
to put him in de-
fault for failing
to comply with
terms of a con-
tract calling for
construction of a
facsimile machine.

Capt. Finch, a former assistant
chief engineer of FCC and present
FM licensee (WGHF New York),
told the group his firm, which
holds a contract valued at $250,000,
could not fulfill certain specifica-
tions unless modified, and described
present terms as ‘‘unreasonable
and very difficult of performance.”
The subcommittee was called into
the picture when the Signal Corps
indicated it would initiate default
proceedings. The General Account-
ing Office will make the decision.

J. M. Chambers of the subcom-
mittee epitomized the problem as
one of government interest as to
whether the contract should be
modified, ecancelled outright or re-
negotiated. A Signal Corps repre-
sentative said “they cannot con-
tinue with their present design and
ever deliver a piece of equipment
that will be acceptable to us.” He
added that the Signal Corps can
do nothing “but to put them in de-
fault providing the Army Secre-
tary directs it.” Radio Inventions,
affiliate of the New York Times,
was mentioned as being able to
meet the specifications.

Capt. Finch stated the contract
is a research and developmental
agreement and argued for renego-
tiation. The company already has
lost $60,000 on the contract and
would have to go out of business if
the Signal Corps goes through with
its plan to prosecute, he testified.

UN Day Group Named

COMMITTEE of broadcast execu-
tives to coordinate radio activity
during United Nations Day, Oect.
24, was named Aug. 18 by Robert
K. Richards, NAB public relations
and publications director, who is
chairman of the group. The com-
mittee, which held its first meet-
ing at 2 p.m. Aug. 23 at the State
Dept., Washington, consists of Ted
Cott, WNEW New York; William
Fineshriber, MBS; Earl Gammons,
CBS; Arnold Hartley, WOV New
York; George Jennings, WBEZ
Chicago, director of Chicago Radio
Council; Jack R. Poppele, WOR
New York, president of Television
Broadessters Assn.; Robert Sau-
dek, ABC; James D. Secrest, Radio
Mfrs. Assn.; William E. Ware,
KSWI Council Bluffs, Iowa, presi-
dent of FM Assn.

BROADCASTING ¢

Capt. Finch

FLYING HIGH in the Hiller Helicopter, Paul Bunyon Network's General
Manager Les Biederman does a- selling job to Traverse City, Mich., towns-

people with the new RCA radio mike.

From his lofty perch Mr. Biederman

found good coverage over a two-mile area while the plane hovered 200 feet

above ground.

He claims to be the only person to have kicked the ball on
top the town’s tallest building flag pole.

Michigan’s WTOM Traverse City,

WATT Cadillac and WMBN Petoskey are Bunyon stations.

SEARCH FOR LUX GIRL

Lever, CBS, 20th Century-Fox Combine Efforts

LEVER BROTHERS, CBS and
20th Century-Fox are combining
their promotional resources for a
Lux Girl Contest [CLoSED CIRCUIT,
Aug. 22] to run nationally during
a four-month period which started
Aug. 25 and ends Dec. 5.

The contest is being run to cele-
brate the 15th anniversary of the
Lux Radio Theatre via a national
search to find the nation’s most
beautiful 15-year-old girl. The
contest will be tied in with the
forthcoming 20th Century-Fox mu-
sical “Oh, You Beautiful Doll,”
starring June Haver and Mark
Stevens.

Local CBS stations are carrying
spot announcements giving details
of the beauty hunt. Station invites
listeners to send in photographs of
their entries during the three-week

‘period ending Sept. 12. From the

entries received in each of the 149
CBS cities, 894 local winners will
he selected—six to each city. The
public will then vote to select the
local winner in each city. The pic-
tures of the 149 local winners will
then be sent to Hollywood for the
final selection of the 15-year-old
Lux girl.

In each city, the mayor, presi-
dents of local women’s clubs, chair-
men of Boards of Education, repre-
sentatives of Parent - Teachers
Assn., and other civic leaders will
be invited to serve as judges. The
public will then vote on the six
finalists in their area for the girl
who will enter the national finals.

The 156th anniversary of Lux
Radio Theatre broadcast on CBS

Telecasting

on Oct. 17, will make special men-
tion of the contest.

Voting will continue through
Nov. 14, with grocers, Lever Broth-
ers representatives and local the-
atres participating in an intensive
exploitation campaign for the con-
test and the picture.

The local winner in each of the
149 areas will be announced on the
network broadeast of Nov. 21. The
winners and the runners-up will re-
ceive valuable prizes, with the
finalists’ photos being sent to
Hollywood for the national judging.

The national winner will be an-
nounced on the Dec. 5 broadcast.
The grand-prize winner will re-
ceive: An all-expense 10 day trip
to Hollywood during the Christmas
vacation, an apparel wardrobe, a
screen test, a television test by
CBS in Hollywood and a personal
appearance on the Lux Radio
Theatre.

FCC Funds Now Law

PRESIDENT TRUMAN last week
signed into law legislation provid-
ing funds for FCC, FTC, SEC
and a host of other regulatory
agencies covering the new fiscal
year. The measure (HR 4177)
gives FCC $6,600,000 for salaries
and expenses in fisecal 1950 which
ends next June 30. FCC’s allot-
ment is $33,000 less than the
the amount passed by the Senate
but $75,000 over the figure passed
by the House [BROADCASTING, Aug.
22]. FTC will receive $3,650,000.

DEMOCRAT POST

Boyie Succeeds McGrath

REALIGNMENT of the Demo-
cratic Party’s higher echelon took
place last week as J. Howard
MecGrath (D-R. 1.) resigned as
U. S. Senator and chairman of the
Democratic National Committee to
take the oath as U. S. Attorney
General, succeeding Tom Clark,
who moved up to Associate Justice
of the Supreme Court. Both had
won overwhelming approval of the
Senate.

Simultaneously William M. Boyle
Jr., executive vice chairman of the
Committee, assumed former Sen.
McGrath’s chores as chief trouble-
shooter for the Administration. He
is expected to hew closely to the
path cleared by the New Attorney
General, who had been a frequent
critic of radio and press, and in
particular radio commentators who
have incurred the displeasure of
the Democratic Party.

In his acceptance speech last
Wednesday, Mr. Boyle, a 46-year
old lawyer, stated his belief that
“victory in American politics now
depends on propaganda or adver-
tising, not a winning voice or a
movie personality . . . but purely
and simply on having a program
for the good of the people.”

It was the new Committee chair-
man who strongly urged President
Truman to face farmers, workers,
ete., at the whistle-stops rather
than devote his time, as his ad-
visers suggested, “in the big cities
and to making nightly radio broad-
casts,” according to the Democratic
National Committee. His sugges-
tion was adopted.

The Demoecratic Committee
lauded Mr. McGrath for his service
and loyalty in the party cause
despite “almost unanimous opinions
by . .. the political experts of the
press and radio that his cause
was hopeless. . .” He assumed the
chairmanship in 1947.

KICK'S DEBUT

MBS Outlet in Operation

KICK Springfield, Mo., 260 w out-
let on 1340 ke, began fulltime op-
eration Aug. 1, Charles E. Seiferd,
general manager, has announced.
On Aug. 17 KICK affiliated with
MBS.

Mr. Seiferd said the studios in
downtown Springfield at 610 Col-
lege St. “far exceed the average
250 watter. The entire plant is
air conditioned, and the latest
Gates equipment was used in con-
struction of the station.” Op-
erating until one a.m. daily with
24-hour broadcasting over the
weekend, KICK expects to give
resort areas near Springfield all-
night programming during heavy
weekend activity.

Joseph Hershey McGillvra Inec.
is KICK’s national representative
and Lee Baker, consulting engineer
formerly with RCA, has been ap-
pointed chief engineer.
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At Deadline...

TV BRIEFS SWAMP FCC
ON DEADLINE DAY

FLOOD of briefs and comments on FCC's
prioposed TV reallocation proceeding hit Com-
mission all day Friday with majority un-
aviailable to public because of resulting jam in
intra-Commission machinery (see early story).
IABC supported plan to open UHF band as
sopn as standards are adopted, generally agree-
ing with FCC’s allocation but urging there be
no| intermixture of UHF and VHF except in
clqles where VHF stations are on air or under
copstruction. CBS likewise supported plan
in( general, urged no intermixture and sup-
ported FCC’s proposals on reasonably com-
paftible color TV. CBS also urged reducing
cojchannel separation to about 175 miles in
view of offset carrier method.

Celevision Broadcasters Assn. urged lifting
of [“paralyzing” freeze; favored prompt alloca-
tidn plan; supported principles of master allo-
cation plan; asked four channels in main cities
and minimum mixing of VHF and UHF; wants
entire UHF band assigned to commercial TV;
enflorsed use of offset carrier.

Allen B. DuMont Labs opposed intermixing
of [UHF and VHF as economic fallacy and re-
fexred to its own allocation plan [BROADCAST-
ING, Aug. 22]. DuMont asked right to examine
RCA and CBS color apparatus and to transmit
high-quality black-and-white for comparison
with monochrome pictures provided by adapt-
erg. Color demonstrations should be based on
show material similar to that in daily use by
TY stations.

Deadline briefs included:

Allen B. DuMont Labs; CBS; ABC; Television
Broadcasters Assn.; Paramount Television Produc-
tiops Imc.; 20th Centurv-Fox of California; Philco
Corp.: Raymond M. Wilmotte Inc., Washington;
WAMS Wilmington. Del.: Pacific Bestg. Co.. San
Diggo; Charlottesvxlle (Va.) Bestg. Corp.; WPAT
Paterson, N, J.; WGBI. WQAN Scranton, Pa.; WSAM
Saginaw, Mich.: WJAS Pittsburgh; Mayor David L.
Layrence, Pittsburgh; WHYN Holyoke. Mass.; WHIZ
Zahesville, Ohio; WCAO Baltimore; WPRO Provi-
degice, R. I.:. WIP. WFIL Philadelnhla. WROW
Albany, N. Y.. KSJB Jamestown, N. D.; WGNE
Greenville, N. C.; KVEC San_Luis Obispo Calif.;
WBRK Pittsfield, Mass.: WWJ-TV Detroit; KFSA
Foft Smith, Ark.; WHCU Ithaca. N. Y.; United
Defroit Theatres Inc.; WBEN Buftalo; Greensboro
(N] C.) News Co.; WXEL-TV Cleveland; WLAW
Layrence, Mass.; Fort Industry Co.: Phlladelphia
Chamber of Commerce; WIHL Johnson City, Tenn.;
WTSV Claremont, N. H.; WINC Winchester, Va.:
WGQYB Bristol, Va.; National Education Assn.; John
Defring Danielson, Charlottesville, Va.; Standard
Raflio & Television Co.. San Jose; WHUM Reading,
Paj; WVNJ Newark:; Technical Appliance Corp..
She! rbourne N. Y.; WKPT Kingsport. Tenn.; Morri-
sor] Construction Co.. Austin, Tex.. Archer S.
Taylor. Missoula, Mont.: Communication Meas. Lab.,
Nelv York; Hostetler Radio Sales & Service. Fort
Wayne, Ind.; WDOI LaPorte, Ind.; WTAG Worcester,
Maks.:  WLOW olk, Va.; Television Research,
Wal shington, Daily News Television Co., Philadelphia.

DON LEE ORDERS LUBCKE
TO CONCENTRATE ON COLOR

HARRY R. LUBCKE, director of TV research
foy Don Lee, will concentrate on development
of [color and stereopticon TV effective imme-
didtely. Willet H. Brown, president of Don
Lee said, “With the coming of the coaxial cable
to fhe West we feel that Don Lee must retain
its| position of leadership in the industry by
now concentrating heavily on the development
of |color, with emphasis on the simultaneous
system.”

r. Lubcke helped Philo T. Farnsworth de-
velpp electronic scanning tube and put KXTSL
on |air for Don Lee in 1931. He will investi-
gate possibilities of linking simultaneous color
sygtem with stereopticon vision in new re-
sedrch laboratories set up by Don Lee in Holly-
wopd. ' - '
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BALDWIN BECOMES V-P

HERBERT L. BALDWIN, director of re-
search and merchandising of Fletcher D. Rich-
ards Inc., New York, appointed vice president
of agency.

DUANE JONES NAMES TWO

EUGENE HULSHIZER and Paul Werner,
account executives at Duane Jones Co., New
York, since March 1942, appointed to agency’s
board of directors.

AGENCY TO NAME LONG

FREDERICK (Ted) LONG, acting as chief
of radio and television department of Geyer,
Newell & Ganger since resignation of Don
Shaw, will be officially appointed director of
department this week. George Zachary will be
named associate director.

Color Television
(Continued from page ;)

rest of the industry combined,” and listed
significant developments in 6 mc sequential
color made by CBS since denial of its color
petition in 1947, including:

Construction and operation of all-electronic re-
ceiver for sequential system employing single cath-
ode ray tube with single gun;

Development of methods and apparatus for modi-
fying standard commercial receivers to receive
sequential 6 mc color signals in black and white;

evelopment of methods and_ apparatus for re-
ceiving, on standard commercial sets so modified,
sequential color signals in color;

se of standard commercial VHF transmitters for
sequential color transmissions.

Mr. Stanton also reported CBS is cooperating
with British engineers on CBS-type color tele-
vision equipment now being constructed in
Great Britain for demonstration this fall.

Reviewing reports and demonstrations made
by CBS during past year on its video color
developments—to FCC and others, including
25 manufacturing companies—Mr. Stanton
revealed that ten of these companies already
have started work on ‘“development of pro-
duction designs and pre-production models or
components for scanning adapters, color con-
verters, color assemblies for complete color
sets, and new black-and-white sets to receive
both color and standard black-and-white sig-
nals in black-and-white.”

He listed these companies as:

Air King Products Co., Alliance Mfg. & Sup 1y
Co., Astatic Corp., Birtman Electric Co., Yy
Division (Avco Mfg. Corp.), Eastern Air Devices,
Eastman Kodak Co., Monsanto Chemical Co., Tele-
tone Radio Co., Webster- Chicago Corp. Westing-
house Electric Corp Bendix Aviation Corp., Fe
eral Telecommunications Labs and North Jersey
Broadcasting Co. are licensed to construct color
video transmitters and studios utilizing CBS system
of color transmission.

CBS has asked cooperating manufacturers
for cost analyses of color equipment, together
with estimated delivery dates, for submission to
FCC when received, Mr. Stanton said. He
added, however, that “we have not ordered any
color converters or reccivers from manu-
facturers.”

Copies of reply to Comr. Jones were sent
to other FCC members and to Sen. Edwin C.
Johnson, who had written Mr. Stanton prais-
ing CBS for “its courage in investing large
sums in research” on color television. Sen.
Johnson said, however, he was disturbed “by
reluctance to show FCC the facts by those
who must know about color” (see page 15).
Mr. Stanton told Sen. Johnson that “CBS
has not been reluctant to show the full facts
to !:he FCC or other interested parties.”

SET PRODUCTION
DROPS LOW IN MONTH

OUTPUT of television sets dropped to 79,531
units in July, lowest point of year, due to in-
dustry-wide vacation shutdowns at factories,
according to Radio Mfrs. Assn. July output
only half monthly average for second quarter
of 1949, with seven-month figure being 992,-
602 TV sets.

Output of AM sets dropped to 318,104 in
July, with 3,375,681 turned out in seven
months. FM-AM and FM production dropped
to 23,843 bringing seven-month total to 448,224
sets. Added to this are 17,991 TV sets with
reception facilities for FM. July production
of receivers tuning FM band totaled 41,834.

WOR JOINS MAIL HOOKUP

WOR New York is first station to join Mail
Order Network, with 15 advertisers to start
today (Aug. 29) on Big Joe's Happiness Ex-
change, 2-5 a.m., six times weekly.

WOW-TV OPENS IN OMAHA

WOW-TV scheduled to start regular service
today (Monday) with 3,879 TV sets in area.
Inaugural program includes .filmed greetings
from celebrities in Washington, New York,
Chicago, Hollywood and special Truth or Con-
sequences greeting.

DuMONT SPOT SETUP

CREATION of DuMont spot sales department,
to handle New York sales of time on company’s
owned and operated TV stations, announced
Friday by Tom Gallery, sales director of Du-
Mont TV Network. Halsey V. Barrett and
Martin P. Harrison, of network staff, ap-
pointed to head operation. DuMont stations
are WABD (TV) New York, WDTV (TV)
Pittsburgh, WTTG (TV) Washington.

Closed Circuit

(Continued from page 4)

rently being prepared by Ruthrauff & Ryan
New York for Lever Bros. Rinso.

WITH NAB Standards of Practice assuming
new importance due to lottery developments,
job of promoting industry adherence is ear-
marked for Ralph Hardy, who takes over new
NAB Audio Division this week.

ALTHOUGH no formal appointment- has been
made, A. A. Schechter, MBS vice president in
charge of news, special events and publicity,
has been assigned television coordination re-
sponsibilities formerly performed at network
by E. P. H. James, who resigned month ago.

COUNT of TV sets in 1950 census now con-
sidered certainty, along with radio set tabula-
tion. Only miracle can keep TV question out
of 1950 project, according to highest Census.
Bureau authority.

'.COMPLAINTS alleging that Rev. William T.

Watson of St..Petersburg, who has applica-
tion pending for acquisition of WCLE Clear-
water, Fla. [BROADCASTING, July 11] is not
qualified as licensee because of past utterances,
are being investigated by FCC.

GENERAL FOODS Corp., (Birds-Eye pro-
ducts) planning spot television campaign.
Young & Rubicam, New. York, is agency.

PHILIP MORRIS cigarettes through its agen-

. cy, Cecil & Presbrey, New York, negotiating

with ABC for possnb]e sponsorship of Ladies

" Be Seated.
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Special
Trade Paper Edition

KMBC KFRM

[

BEATS

Kansas City,
Late Summer, 1949

“Follies” Breaks Attendance KMBC-KFRM Tops
In Trade Area

Records as Mercury Soars

Despite a summer heat wave, the KMBC-KFRM
Brush Creek Follies recently topped all previous at-

tendance records when
jammed Memorial Hall
in Kansas City, Kansas.
The successful radio-
stage show is now con-
cluding its twelfth big
season.

On June 11, The Fol-
lies moved to its new lo-
cation and The Texas
Rangers, stars of stage,
screen, radio and tele-
vision returned from
Hollywood for two suc-
cessive Saturday night
appearances.

Brush Creek Follies
stars the complete line-
up of KMBC-KFRM tal-
ent. Hiram Higsby is fea-
tured emcee and comedi-
an of the Follies, and is
ably supported by other
stars including such per-
formers as Colorado Pete
(who has been a regular
since the first program
12 years ago) Rhythm
Riders, Tune Chasers,
Tiny Tillman, Lazy Riv-
er Boys, Millie & Sue,
Jed Starkey, Sunny Daye,
Harry Jenks, David An-
drews and George Wash-
ington White.

Brush Creek Follies is
sponsored over The
KMBC-KFRM Team in
15-minute segments by
Kent Products Company
for Richmade Margarine,
Franklin Ice CreamCom-
pany, and Maurer-Neuer
Corporation for Rodeo
Meat products.

I
|
|

3,100 enthusiastic fans

(:ronklte Decorated
By French President

Walter Cronkite, KMBC-
KFRM Washington corre-
spondent, recently was deco-
rated by President Vincent
Auriol of France.

Cronkite was one of a se-
lect group of American cor-
respondents invited by the
French Government to com-
memorate the fifth anniver-
sary of D-Day on the Nor-
mandy beaches.

Cronkite covered the in-

vasion in 1944 while with the |

United Press, and on this
recent trip visited many of
the places along the French
coast that were in the war
headlines five years ago.

Cronkite’s trip, in addition
to his decoration by Presi-
dent Auriol, included con-
ferences with other impor-
tant government officials in
Paris, Luxembourg, Frank-
furt, Berlin and London. He
also interviewed numerous
American soldiers, European
businessmen, laborers and
farmers.

As a result of this Euro-

| pean tour Cronkite’s weekly

radio programs, heard in the
Kansas City Primary Trade
area exclusivelv on KMBC
and KFRM, have gained
added impact, and his prog-
ress reports on the cold war
in Europe, together with his
outstanding reporting of the
Washington scene are of
great interest to millions of
Midwesterners living within
the area served by The
KMBC-KFRM Team.

Rothschild’s Clothiers spon-
sor one of Cronkite’s quarter-
hour programs on KMBC,
and there is currently an-
other availability on this out-
standing authority. Contact
any KMBC or KFRM man,
or call a Free & Peters
Colonel!

Radio Stations KMBC and KFRM are tops
among listeners in Kansas City’s vast Primary
Trade area, as determined by recent surveys. In

fact, KFRM leads its |
competition by even a
greater margin than in
1948, and KMBC con-
tinues to be the most
listened-to station in
Greater Kansas City,
according to results of
two Conlan radio sur-

veys conducted this
spring.
These coincidental

surveys involved 62,000
telephone calls within
KFRM’s half-millivolt
contour, and more than
70,000 basic calls in
Greater Kansas City
for the KMBC study.
KFRM leads all
broadcasters for the
morning periods and is
first in the afternoons.
(KFRM is a daytime,
5,000 watt independent
station.)
KMBC
mornings,

rated first

and evenings, with the
most spectacular rat-
ings in the morning, as
KMBC led its nearest
competitor by 34 per
cent.

This popularity of
The KMBC-KFRM
Team with area listen-
ers is a tribute to pro-
gramming specifically
designed for Kansas
City Primary Trade
area listeners. To-
gether, The Team pro-
vides advertisers with
the most complete, ef-
fective and economical
coverage of the huge
Kansas City Primary
Trade area.

For information on
these recent surveys,
together with availa-
bilities on The Team,
call any KMBC-KFRM
man or any Free & Pet-

afternoons | ers ‘“Colonel”.

| TEX AS
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The vast coverage of The KMBC-KFRM Team is shown in white
on this map, The heavy black lines indicate the half-millivolt cov-
erage contour serving nearly four million Midwestern residents.



KANS Makes NEWS in Wichita, Kansas
George Gow Makes NEWS at KANS!
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KANS is making NEWS in Wichita — this Conlan Survey* George Gow, veteran newscaster, now KANS News
tells the story! KANS's I/, MV/Y Daytime coverage repre- Director, is making NEWS at KANS! Conlan* shows
sents 32.21 per cent of the entire population of Kansas KANS leading in news popularity NOON, EVENING,
and 3.68 per cent of Oklahoma. Effective annual buying and 10 P. M.

income per family — over $6,000 for Wichita; over * This Conlan Survey, May 22 through 28, 1949, was

$4,000 avgrage for entire coverage area. Population ordered and paid for by all four Wichita stations —
705,000. Radio families — 177,936. KAKE, KFBI, KFH, and KANS.
5000 WATTS DAY + K A N s * 1000 WATTS NIGHT
1480 KC. WICHITA, KANSAS 1480 KC.
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