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who came

to dinner

—and stayed

for nmineteen years

NINETEEN YEARS AGO — about eight years after we
first began pushing sound out of this station — a not
very enthusiastic young man came to dinner at our
place.

Put his product on the air? Pipe good money
into ozone? Buy something he couldn’t SEE-FEEL
— COUNT the pages of? Well — he would! And he
did! And he’s used WOR for 19 years from the day
he first strolled in.

Today the story of his success is one of the bril-
liant group of more than 100 success stories we've
talked so much about. Flanking it is the story of a
maker of bread who’s also used WOR for 19 years.

Presently a considerable number of smart peo-
ple came to stay with us. Eight of them have profit-
ably used WOR for 17 years. Another man has had
us coast his entertainment into the homes of hun-
dreds of thousands of people in 430 counties in 18
states for 16 years—two others for 9 years—twenty,
or more, for 6 years.

The only reason why WOR is here to tell this
story is the same reason why these advertisers are
still with the station: WOR sells everything—fast—
at low cost—to more people—more often—than any
other station in the United States.

our address is 1440 Broadway, in New York l l OR
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WNAC Boston

and its YANKEE NETWORK Stations (28)

from Bangor to Bridgeport have an

IDENTIFIABLE PROGRAM PLAN

designed for one minute announcements (live or transcribed)

* kK

The plan is built around these MGM programs:

"Good News from Hollywood"
*  with George Murphy
Tuesday, Thursday, Saturday 11:00- 11:16 AM

"M.G.M. Theatre of the Air"

John Garfield — Deborah Kerr

Yan Heflin — Charles Laughton
Sunday 9:30-10:30 PM

"Hollywood U.S.A." “Dr. Kildare"
with Paula Stone A v ' are
Monday thru Friday 4:00-4:15 PM SO IUHC UL CUL ST
Wednesday 8:00 - 8:30 PM

"At Home with Lionel Barrymore™ "Judge Hardy's Family"
Monday, Wednesday, Friday 11:00-11:15 AM with Mickey Rooney & Lewis Stone

Thursday 8:00- 8:30 PM
“"Maisie"

with Anne Sothern

“Crime Does Not Pay"
Sunday 3:00-3:30 PM

Tuesday 8:00 - 8:30 PM

Learn how you can get "sponsor identification" for your advertising
messages in programs (day and night) that get concentrated listening.

[t's a simple, old fashioned radio advertising story designed to deliver
product sales for the advertiser.

ol yourn Petny MWan for the Plan

Or call Yankee at Boston, COmmonwealth 6-0800

£ ]

* * %

THE YANKEE NETWORK,

Member of the Mutual Broadcasting System
21 BROOKLINE AVENUE, BOSTON 15, MASS,
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Co
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[Closed Circuit

THERE MAY BE one or more practical broad-
casters on new delegation to grapple with
NARBA problem when sessions of recessed
Montreal Conference are resumed in U. S.
(probably Washington) next April. State
Dept. understood considering recommendaticn
to President Truman, in light of heat engen-
dered at Montreal wherein Cuba demanded
assignments on AM channels which would have
all but wrecked service of some clear and
regional stations.

FCC’s RENEWAL of Don Lee-owned station
licenses (in practical effect “proposed” decision
is final because there are no other parties)
does more than settle that issue, even though
FCC didn’t so announce. Gleaned from con-
curring opinion of Comr. Robert F. Jones is
obvious coneclusion that FCC tacitly has de-
cided to drop charges against NBC, CBS and
ABC involving network regulations, since
Comr. Jones’ opinion is premised upon his un-
willingness to rap regional Don Lee when major
networks were not taken to task (see page 23).

CONVERSATIONS between NBC and G. Ben-
nett Larson, vice president and television di-
rector of WCAU-Philadelphia Bulletin, pre-
sumably looking toward appointment as TV
program director of NBC, were terminated last
week. It’s expected, however, that Mr. Larson,
erstwhile crack network producer and standout
TV executive, shortly will become managing
head of important independent TV station in
East.

SECOND MEETING of Eric Johnston’s high
level movie industry committee with Justin Mil-
ler’'s NAB radio committee, tentatively slated
in Los Angeles following NAB board meeting
in Phoenix Feb. 8-10. Moviedom’s interest con-
cerns not only censorship, but also fate of ex-
hibitors as TV licensees in view of anti-trust
decree affecting producer-ownership of exhibi-
tion houses. Also awaiting FCC decision is
plea of motion picture industry for allocation
of specific bands for large-screen TV relays.

AND HINGING upon FCC’s ultimate determi-
nation of qualifications of motion picture peo-
ple in TV will be degree to which producers
will seek to participate in network-station
ownership and operations, with eye inevitably
toward TV and its effect upon box-office. 20th
Century-Fox overtures toward ABC last year,
now dormant, and conversations looking toward
program-cperating tieup of Loew’s Ine. (M-G-
M) with Mutual, likewise cooled off, are cases
in point.

STANDARD BRANDS, New York (Royal
Pudding), through agency, Ted Bates, New
York, to expand present spot schedule in num-
ber of markets. Spots placed on 52-week basis,
starting early in January.

LOOKS LIKE Harry Stone and Jack Stapp,
general manager and program director, re-

(Continued on page 70)
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Jan. 12: Federal Communications Bar Assn. din-
ner honoring FCC, Mayflower Hotel, Washing-
ton.

Jan. 12-13: Liquor Advertising hearing, Senate
Interstate & Foreign Commerce Committee,
Washington.

Jan. 15-17: Mid-winter conference of Advertising
Assn. of the West, Hotel Sainte Claire, San
Jose, Calif.

Jan. 17-18: Georgia Assn. of Broadcasters, Hotel
Dempsey, Macon.

(Other Upcomings on page 53)

Bulletins

FORD DEALERS of America will sponsor
precedent-setting array of 21 network pro-
grams on CBS and MBS, costing approximately
million dollars, for two-week period Jan. 4-17
to introduce 1950 Ford cars. Programs are in
addition to its spot announcement campaign on
400 stations.

MBS Friday estimated its total gross billings
for 1949 would be $18,071,695. According to
Publishers Information Bureau figures, net-
work’s gross in 1948 was $22,728,802. Biggest
single sponsor on Mutual in 1949 was Miles
Labs., which spent $1,316,129. Top billing
agency on network was Cecil & Presbrey with
$1,872,202.

LEVER TO EXPAND BUDGET,

SAYS LUCKMAN

LEVER BROTHERS 1950 advertising plans
include increased television appropriations,
Charles Luckman, president, said Friday in
New York, but none of it will be taken from
radio.

Company negotiating with Ilka Chase and
CBS-TV for gquarter-hour TV show to start
Feb. 1, Thursday, 9:30-45 p.m. for its Har-
riet Hubbard Ayer line, Mr. Luckman re-
vealed.

He said company plans to spend more ad-
vertising money for its Surf than for any
other product in its history.

Surf will take over sponsorship of Bob Hope
show in markets where it has distribution.

In discussing move of firm from Cambridge
to New York, Mr. Luckman said one advan-
tage was ability to establish central television
department for parent company and its inte-
grated divisions.

CITIES SERVICE RENEWS

CITIES SERVICE Co. has renewed its NBC
radio program, Bands of America, for another
year effective Jan. 23, while dropping TV
version on NBC effective with Jan. 9 telecast.
Company plans video film spot campaign in
selected markets while waiting for “wider
distribution of TV stations and home receivers
in Cities Service marketing areas.” Firm’s
statement said “results of the network TV test
exceeded expectations.”

Business Briefly

BLOCK BUYS @ Block Drug Co., Jerse
City, Jan. 2 starts heavy spot radio drive fc
Minipoo dry shampoo in markets throughou
nation. Special live spots used in addition t
ET’s in New York to show advantages o
Minipoo during water shortage. Agency
Joseph Katz Co., New York.

NAMED BY WRFD @ Taylor-Borroff C¢
named as national representative by WRF"
Worthington, Ohio, effective Jan. 2. Station i
5 kw daytime AM outlet on 880 ke. James R
Moore is general manager, Edgar Parsons sta
tion manager and Robert Burns national sale
manager.

MIDWEST SCHEDULE @ Lehon Co., Chi
cago (Mulehide roofing) in February star.
schedule of quarter-hour recorded musica
shows in 12 midwest markets, 26-week mini
mum, and will renew quarter-hour live shov
on WLS Chicago. Agency, Schwimmer ¢
Scott, Chieago.

REGIONAL PROJECT @ Hanford Hotel
Mason City, Ia.,, names Schoenfeld, Huber &
Green, Chicago, to handle advertising. Re
gional radio expected to be used.

AM, TV PLANNED @ Adams Corp., Beloit
Wis. (Korn Kurls), which recently named Ear:
Ludgin Agency, Chicago, to handle its account
expects to buy radio and TV this year. Details
not set. Montgomery McKinney is accoun:
executive.

TEST CAMPAIGNS @& Venice Maid Co,,
Vineland, N. J. (food), names Schoenfeld,
Huber & Green Agency, Chicago, to direct
advertising. Test radio and TV campaign t.
be started this month in Buffalo.

CUNNINGHAM & WALSH
ELECTS NEW OFFICERS

CUNNINGHAM & WALSH, New York, for-
merly known as Newell-Emmett Co., last wee*
elected following officers: Fred H. Walsh,
president; John P. Cunningham, executive vice
president; Earl H. Ellis, George S. Fowler, G,
Everett Hoyt, Robert R. Newell, and Willian
Reydel, vice presidents; Richard L. Strobridge,
secretary.

In new organization, Newman McEvoy will
continue as director of media. Present Cunning
bam & Walsh radio and TV clients include:
Liggett & Myers Tobacco Co.; Western Electrir
Co.; Sunshine Biscuits; American Telephone
& Telegraph Co.; Kirkman & Son; Southerr
Railway System; American Lead. Pencil Co.;
Decca Records Inc.; Northwest Airlines;
Wheeling Steel Corp.; E. R. Squibb & Sons.

AVERY-KNODEL NAMED

AVERY-KNODEL Ine. appointed national
representative for WROL Knoxville, Tenn.
Harry E. Cummings, of Jacksonville, Fla., will
continue to represent WROL in Southeast.

BROADCASTING ® Telecasting



LEFT, HADLEY; RIGHT, FLETCHER

double Play: o o east m

Here’s real news for an advertiser looking for a big sports audi-

ence in New England!

“Elbie” Fletcher, Boston Braves’' first-sacker, has joined

“Bump” Hadley, erstwhile Yankee moundsman and veteran

air-waves luminary, to give the WBZ sports department a 074/ S

double attraction. 50 000 WG#
With a mighty assist from Fletcher, Hadley will not only

handle his current shows on radio and TV.. but also be able A/;gcr ,4‘ Ld,-&;
to deliver his tremendous following to an additional sponsor JL

or two.

Yes, you now can get two national sports figures.. at eco- (;‘/MMWM WBZA' J;OWW)

nomical cost.. on WBZ. Backed by WBZ’s 50,000 watts,

Hadley and Fletcher will carry your program to sports fans M w BZ_TV
e

throughout approximately 80 per cent of prosperous New
England. For details, check WBZ or Free & Peters.

WESTINGHOUSE RADIO STATIONS INC kpka « WoOWO o KEX « KYW « WBZ ¢ WBZA » WBZ.TV

National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales
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Lewlisy
FEATURE CALENDAR

First issue of the month: AM Network Showsheet

Second issue: Network Boxscore; How’s Business

Third issue: Trends Survey

Last issue: Telecasting Showsheet

At Washington Headquarters

SOL TAISHOFF
Editor and Publisher

EDITORIAL
ART KING, Managing Editor

J. Frank Beatty, Rufus Crater, Associate Edi-
tors; Fred Fitzgerald, News Editor; Tyler
Nourse, Jo Hailey, Assistants to the News Edi-
tor. STAFF: David Berlyn, Lawrence Chris-
topher, Mary Ginn, Tom Hynes, John Osbon,
Ardinelle Williamson. EDITORIAL ASSIST-
ANTS: Audrey Boyd, Estelle Dobschultz,
Kathryn Ann Jones, Pat Kowalezyk, Wilson D.
¥ s McCarthy, Jean D. Statz; Eleanor J. Brum-
Ly B baugh, Assistant to the Publisher.

"5 256p:
BUSINESS .

MAURY LONG, Business Manager
Winfield R. Levi, Assistant Advertising Man-
ager; George L. Dant, Adv. Production Man-
ager; Harry Stevens, Classified Advertising
Manager: Ele=>nor Schadi. Phyllys Steinberg,
B. T, Taishoff, Treasurer; Irving C, Miller, ¢
Auditor and Office Manager; Eunice Weston.

CIRCULATIONS AND READERS’ SERVICE
JOHN P, COSGROVE, Manager
T.illian Oliver, Warren Sheets, Elaine Haskell
Grace Motta, Chapalier Hodgson.
NEW YORK BUREAU
250 Park Ave, Zone 17, PLaza 5-8335

EDITORIAL: Edwin H. James, New York
Fditor; Herman Brandschain. Asst. to the New

Another Sponsor Approves . 5 = Egal; Il%c-;liéct)gi"lel‘?‘lorence Small, Gloria Berlin,

B-uce Robertson, Senior Associate Editor.

ADVERTISING: S. J. Paul, Advertising Di-
an enews E & = rector; Eleanor R. Manning.
CHICAGO BUREAU

360 N, Michigan Ave., Zone 1, CEntral 6§-4115
William L. Thompson, Manager; Jane Pinker-

First Federal of Rochester again on WVET ton.
HOLLYWOOD BUREAU

Taft Building, Hollywood and Vine, Zone 28.
HEmpstead 8181

The Fulton Lewis, Jr. program offers a ready-made David Glickman, West Coast Manager; Ann
audience . . . network prestige at local time costs August. TORONTO
with pro-rated talent costs. Though currently spon.- © 417 Harbour Commission Bldg. ELgin 0775

James Montagnes.

sored on more than 300 stations, there may be an BROADCASTING * Magazine was founded in 1931
by Broadcasting Publications Inc., using the

opening in your city. Check your local Mutual 4 fitle: BROADCASTING *—The News Magazine of -
outlet—or the Co-operative Program Department, (___ &aub—i‘;ﬁeﬁl Estate. Broadcast a%g;er%:gégrterw?g

Mvutual Broadcasting System, 1440 Broadway, 1933.
New York City 18 (or Tribune Tower, Chicago 11). ‘_

mﬁ s %&aﬁ-w e ﬁf{ﬁf%ﬁa o

* Reg. U. S. Patent Office
Copyright 1950 by Broadcasting Publications, Inc.

Subscription Price: $7.00 Per Year, 25¢ Per Copy
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Love is st

“Young Love”is that merry, warm-hearted
comedy of college-vs.-marriage, with Janet
Waldo and Jimmy Lydon scoﬁing as z-;l'pair
of star-crossed campus lovers. The hilari-

‘ous complications of a secret student
marriage have kept a big and growing
audience howling for more. -

Billboard says: “‘a happy blend of. ..
slick production. . . bright scripting.”

Cue says: ‘““fun to listen to.”

Hollywood Vamety'says: “it’s a winner
. .. the kids can’t miss.”

CBS. says: you couldn’t ask for a nicer

~show to go steady with, than this fast-

paced,_ top-comedy CBS Package Program,
from the able stable that put

_ | W080,,000,
“My Friend Irma” and “Our Miss * v

Brooks” in the winner’s circle. A CBS

PACKAGE
A PROGRAM

o
L]
e
®
®
L 4

L 4




SUNDAY . MONDAY TUESDAY
ABC CBS MBS NBC ABC . CBS MBS NBC ABC ) CBS MBS NBC ABC
Adams Hats | Prudentiallns.| Quaker Oats Metro. Life Ins. News ) .| Metro. Life Ins. News . . ]
500 PM Drew Pearson | Family Hour Roy Rogers Catho'ic Hour § (Not in Service) Eric Sevareid I'(i:e:esa(ln:'s Bob Warren | (Not in Service] Eric Sevareid I'(!:!Fasihz's Bob Warren | (Not in Service
2 (226) R (149 Show (500} H] (2 s (2 $
S Bros.
4 M::.mmadiinses 4 & i a You and — § Clem McCarthy i You And ~ h Clem McCarthy “
5‘]5 9 B S 6:15-6:20 § S 6:13-6:20 S
Hormel Co. C-P-P Cudahy Packing|  Hollywood v : Sketches in = = Sketzhes in -
530 Hormel Girls | Our Miss Brooks|  Nick Carter Calling % No Netwo:ri ¢ Melody No Network Melody
3 (222) s R (467) $ 6:20-6:45 § §:20-6:4) §
P R G=Tvory Sun Ol Co. P& G—lvery Son U1 Te.
i “ [ v i« ~ Lowell Thomas £ 3-Star Extra “ Lowel! Thomas C 3-Star Exfra 5 |
6:45 (18 (4] (18) 1)
Amer. Tob. Co Anahist Co-0p P & G—Dreft Co-op RAmer. Tob. Co. Co-op | P& G—Drelt .. |"Amer, Tob. Co. Co-op
700 Think Fast Jack Benny Adv. of the “ Headline Editior Beulah Fulton Lewis jr.| Light Up Time | Headline Edition Beulah Fulton Lewis jr.| Light Up Time | Headline E*dmom
. S _(180) R Falgon (53) * (82) R (291} (163) HR (53) * (81) R (291) (167 HR (53)
- Co-0p P & G—0xydol Miles Labs. Co-0p P& G=0Oxydoll Miles Labs. Co-0p
715 N ¢ " ¢ Elmer Davis Jack Smith Dinner Date | News of World Elm?; Davis Jai‘ﬁlmilh Dlnneé Date Newslo:QWorld EIme;GDavls
. (46) (84) $ (148} 5) =
Amaring Lever Bros. Rexall Co. Genera! Mills| Campbell Soup Noxzema Echoes from ~Pepsi-Cola Campbell Soup | Rhodes Pharm.| Echoes from 1 General Mills | !
73 Mr. Malone | Amos 'n’ Andy The Saint Harris-Faye Lone Ranger Club 15 Gabriel Heatter]  the Tropics Counter-Spy Club 15 Gabriel Heatter| the Tropics Lone Ranger
30 H (150) (163 (175 R (155) B (84) § J¢1LY] {135) R _(158) S (173
Camgbel! Soup | Love Pure 0il Co. Campbell Soup I Love Pure 0i Co. (
745 8 = 4 & “ Ed. Murrew A Mystery Kaltenborn g Ed.{?l_ur\rnw A Mystery R.(;za:rlgﬁss “
s (153 _L_K_dﬂl\ — gt 01.1:_. ; B i . SE—
Coca-Cola Co-o Wildroot Go. ~ | “Bromo Seitzer | National Biscuit of RR's | Amer. Off So. | Sterling_Drug Countof duPont, Cavalc | Embassy Cigs.
800 Stop the Music| McCarthy Show AL Alexpander Adv. of Sam { Ethel & Albert| Inner Sanctum | Straight Arrow | Railread Hour § Caraegie Hall | Mystery Theater| Monte Cristo of America De. I. Q.
. $ (180} R S Spade (165) H $ - (IS R (279) (163) (108) (149) R s (152) H _(58)
i i i 113 [13 {3 1 13 & 14 W “
8]5 Eversharp, Inc
. )
- P& G-—Tide Sylvan Leyin | U:S- Steel Corp} General Motory Lever-Liplon Firesione Genllemen | C-P-FT TP wdr. Uicial Lewis Howe Go.J Peirl Wine Do.
8:30 Speide! Corp. | Red Skelton | V2% S¥% | Thealre Guild | Henry Taylor | Arthur Godirey |  Peter Salem | Voice Firestone| of the Press | Mr. Mrs. North|  Deteclive Baby Snooks | Sherlock Holmes
. ar (12 R pe (165) (264) Talent Scouts $ (140 s (151) R s (153) (175
0ld Gold (56 R ‘ ]
8-45 Ci%grﬁl)les 3 13 L4 Buddy‘sWeed i o 1 o B (13 3
Richard Hudruf  Electric Co. Oxra Kate Smith Lux Radio Murder By Beil Telephone To-0p Wm. Wrigiey John Steele Lever—Swan
9-00 Waiter Winchell GCorliss Archer ¢ per ) LD Calls Theater Experts Telephone Hour] Town Meeting | Life with Luigi Fdvertorer Bob Hope Buzz Adiam |
: . (273) (163) SILEY [ (176). s (153) R (56) () (153) H s ;
Andrew Jergens Munt
Louella Parsons P uniz i « “ i o « “ (' “ «“
9:15 Rebultal
L (264)
Burisen-Riner | Philip Morris 3 Bayer Asprin : Cif _; Service | Chr. Sc. Monitor . Johnson Wax T
9-30 Chance of a | Horace Heidt éi'etl"“h American &. o “ “ F?"']'t':s Band of America| Views the News|  Escape MTy'sal:;;:rs Fibber McGee TBA
- Lifetime (187) a1 v M o | F, Music (155) g 82) N R s & Molly (165)
win Views
s - Of the News C L . € " We Care 2 “ - g
9:45 : o .
Carter Products| Carnation Co ‘Eversharp Etiec. Workers Pepsodent A.F.of L Dean Mariin Time Tor AF ollL Lever Bros. | Willer Brewing
1000 Jimiﬂ;ller Contented Hour Music i Take It or Arthuriﬁaeth My Fpried lima Con'lm;:nlah.:rs & Jerrg Lew:s Delgnse TBA Commentators BI%I}:';)“ Lawrel(\zcg)Welk B
= (175) eave 1! (164) (87) 16 5
K Ted Malone « “ TBA n to-op “ t C co-0p - .
10:15 S Newsreel Newsreel
Dance G “Pel Wk R. J. Heynolds : g x
¢0-0p Don Wright u Dave Garroway A F.of L. Frankie Carle’s « : ]
]030 Jackie Robinson Drchseslra Chorus BUIEI?!';SM RollersDerhy 30?1?33“ Show As We See It Orchestra Peopl:;lsr:)Funny On grlal 1
Sokglskv “ “ “ “ C.of C. “ . e

DAY TIME

SUNDAY MONDAY - FRIDAY SATURDAY

ABC CBRS MBS NBC ABC CBS MBS NBC ABC CBS MBS NBC ABC
Concert : Co-o0p General Mills The Eddie Breakfast Mind Your Natiora:
9.00 AM Hall World News HE;“.’ M”hﬁgx World News Breakfast Club l;.‘o~:§ Robt. Hurleigh|  Albert Show on the Plaza g::'; (N;!\;gr; lap)ens Manners I 30 i Vespers
$ Piness oM W.W.Chalin} (212 R . $ s : s s
. , Wormwood Swilt & Co. Co-op Barnyard -
9:15 2 E. Power Bigg Forest Breakfast Glub| Barnyard Follie Tell Your Follies 1:45 =
_$ s (12 R S Neighbor s
Voice of Proph e Gameos of Musig Shopper's Brown & Wms Around th
930 ecy, V of P lnk 3'“3:1 9:30-10 on o E:nmn;:rs:: Glevelandaires Special Z Peonle are 2.00 World
(85} va Avail. Stations S $ $ Funny {17) (150) «
. Healing Minis-{ Hudson Coal Co}  Philco Corp. Terry Morse P
9.45 S Trinity Choir try of Chris. | D. & H. Minersf Breakfast Club Garden Gate “ 2.15 “
Science (13) (29) (173)
Message of Radio Bible National Libby, McNeill Co-op P & G, Welcome At Home Minn Valley Co-of*
Isceal | Ghurch of Air| Class Radio Pulpit | MyTrue Storyl MusicPlease |  Cecil Brown | Travelers | wilh Music | Musiclor You | Magic Rhythm | Canning Co. @ 7:30 M Prob
s s (286) 5 (195) R s (30) (14) s s e i
Toni & Wildroo i
“ “ o Arthur Godirey! Faith Our Time “ “ 2.45 &
(170) R S - :
. Voice of General Mills Gold Seal Say N with Kraft Foods Junior M&MLu .Frueh_aul Tn
Southernaires Prophecy Family Time Betty Grocker| Arthur Godfrey yMusic Marriage for Junction Joe Di Maggio Helen Hall ‘ 3:00 Harrison We
s (281) S (191} R (173) R Two (146) S (16) (148) (%)
. Seruan J National Biscui Sealtest r P J Ritle
Southernaires|  Ghurch of Air « Victor Rindlahd  Arthur Godfrey Dorothy Dix at « News : 3:15 Betty Clast
5 s (69} (179 R Home (77) ) (18)
Seruian Co. Christian Ref.| Faultless Starch] General Mills| Liggett & Myer Co-0p Manhattan Soapll Cream of Wheat Lthm Laym:
V. Lindlzhr Newsmakers | Church, Back Tq  Starch Time Modern Arthur Godfrey Behind the We Love and Navy Hour Let's Pretend Music i 3.30 Lutheran B

(89) s God (266) {50) Romances (126 (185) R Story Learn (162) s {154) * (190) ~

Dawn Bible ‘* Howard K. Morning Next Dave

Students, Fran Smith " Serenade d g Bob Poole Garrowa i 3:45 4
& Ernest (179 [ {split net) s Y Stamp Club

) Saft Lake City |  N'western U Quaker Oats | Conin'l Baking Prudential Ins. Lever Bros Man on Farm | Brown Shoe Voices that
Hour of Faith Tabernacle  Review News Hilites J Quick as a Flasf  Grand Slam Jack Ber¢h Rager Dann Junior Miss (Quaker) Smilin’ Ed | 4.00 Live
S S ] ] s (206) * (48) (139) ] (169) (363) McCozanell (162 H

Campana P&G Burrus Mills Babbitt
Solitair Time “ Rosemary Light Crust D. B David Harum - i 4 4:15 «“
¢1)] {69} (M.-W_-F.) (60 (58)

Fantasy in [nyitation to Philip Morris | General Foods Co-op Armstrong Cork Barriault | Milton C
Melody Learning College Choirs | Silver Strings Ladies Be Wendy Warren{  Kate Smith g Ranch Boys | Theater of T'day Washinglon 4:30 0' “AII:?“
) 5 Seated (209) * (asn Speaks s (186) News pera Al

“

. Foreign Lever Bros. Americans the
12]5 PM Repsorter 3 Uit Aun(la.:gnny Lanny Ross Music ! 2 World Over 4:45 “
S

People’s Lutheran Hour| The Elernal Whitehall B & D Chuckle Rmerican | Pillsbury WMills | Adventnres of Family:

Piano

Plaghouse Platéorm Dr. W. Maier Light Out of Service |  Helen Trent Homelowners Farmer | Grand Cen Sta | Smoky Mt  |Archic Andrewsi® 5:0( CIageup

(382) s (166) Wagon s (150) Hayride

Whitehall

s i G, Healler's .
Our Gal Sunday : “ “ . “«
(159) Mail Bag 5:15

Fine Arls Charles Emerica Co-op PEG Bosfon “ABC Concerl Armour Allis-Chalmers Goodyear T &1
Quartet Collingwood Do:l;l:.;lay United Baukhage Big Sister Ced?i:-lo’gs!er Symphony of American Stars Over Natl. Farm & H 530 Greatest Story
s s (9) 9% Mon. 1-1:30 Jazz Hollywood {158) Hour (164) Ever Told (64)

Co-op PEG Karve Lunckeon with
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By day, all ten of Pulse’s “Top Ten” network pro-
grams—plus seven of the ten biggest local pro-
grams—are on WCBS.* And thanks to our rotating
average-rating plan, WCBS station break adver-
tisers get next to several of these big-audience
shows each-week (they don’t just reach the same
listeners each day). :

Night and day, WCBS station breaks give

greatest circulation at lowest cost per thousand.

Let us prove it!

" *Pulse of New York, Nov. 1949
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OBERT E. ZEH, vice president, copy director and account executive with
Henri, Hurst & McDonald Inc., Chicago, for three years, resigns. Before
joining HH&McD he was with J. Walter Thompson Co. for 10 years as

group head and copywriter.

WILLARD HEGGEN, aceount exeeutive of Compton Adv. Inc., New York, elected

vice president. He joined Compton in 1944 and is executive on New York Life,
Goodyear, Kelly-Springfield accounts, besides the export
division.of Socony-Vacuum.

BENJAMIN C. BOWKER named president of new advertis-
ing and public relations agency, Bowker & Co., Toledo, Ohio.
Parent offices of new agency will be in Toledo, but temporary
offices are presently located in Manhattan Bldg., New York.
Mr. Bowker resigned as director of public relations and
assistant to the president and assistant to chairman of the
board of Willys-Overland Motors, to form his own agency.

ROBERT E. BOUSQUET, with Lever Bros., New York, for
26 years, appointed executive vice president of Chambers &

Wiswell Inc., Boston. Appointment is effective tomorrow
(Jan. 3).

Mr. Heggen

ROBERT C. CHAPIN, account manager, specialist in merchandising of con-
sumer goods, elected secretary and a member of board of directors of John
Falkner Arndt & Co., Philadelphia. JOHN F. ARNDT, president, will assume
additional title of treasurer. EARLE C. THOMPSON appointed to serve on
management committee.

.CARL RHODES and LY.MAN AVERY shifted from Detroit office of J. Walter
Thompson Co. to New York office,

LEE STRAHORN, formerly in charge of production of Lucky Strike shows for
Foote, Cone & Belding, joins New York staff of Young & Rubicam with produc-
tion assignment on Fred Waring TV show.

WILLIAM E. BECKER, former account executive with Chris Lykke & Assoc.,
San Francisco, joins William E. Guyman & Assoc same city, in similar capacity.

CATHARINE FINERTY, copywriter for Anderson, Davis & Platte Inc., New
York, elected vice president and member of agency’s plans board.

LEE STRAHORN joins radio and television department of Young & Rubicam,
New York. He previously was with Foote, Cone & Belding and was independ-
ent radio producer for the last year.

WM. J. FROST elected vice president of Kenyon & Eckhardt Ltd., Toronto.

:RICHARD M. CLEMENT, former chief of public relations for Veterans Adm.,
:,_Philade]phia, joins John LaCerda Agency, that city.

FRED. P. FIELDING appointed vice president in charge of radio o.f MeLain-
‘Dorville Agency, New York.

"SIDNEY GARFIELD, of Garfield & Guild, San -Francisco, named chairman of
management section of National Advertising Agency Network.

LAWRENCE WISER, formerly with Lawrence Fertig & Co., and Federal Adv.
Agency, New York, appointed to executive staff of Storm & Klein, New York.

WINIUS-DRESCHER-BRANDON Inc., St. Louis, effective tomorrow, (Jan. 3)
changes name to WINIUS-BRANDON Co. ENNO D. WINIUS remains with
firm as its president and C. A. BRANDON retains his position as senior vice
president. JOHN M. DRESCHER resigns from agency. Operations wil]l con-
‘tinue from present address, 1706 Olive St., St. Louis,

-ROBERT BLACK, formerly public relations director of Milton Weinberg Adv.,
L'os Angeles, joins Dan B. Miner Co., same city, as assistant radio and television
director. He previously was with KFI Los Angeles as manager of recording
division.

SEWARD SMITH joins New York staff of Brooke, Smith, French & Dorrance
Inc.

GEORGE R. LAMONT joins Young & Rubicam Ltd., Toronto, as office manager
and supervisor of media.

BROADCASTING ® Telecasting

ON THE
WASHINGTON SCREEN

As We Enter January, 1950

WMAL-TV

presents; between 6 and 11 p.m.

hours

of Local and National Spot Advertiser

Sponsored Programs
Weekly
more than double the
other 3 Washington

TV stations comebined

. STATION X—1 Hour 20 Minutes
STATION Y—1 Hour 45 Minutes
STATION Z—0

Other 3 Stations’ TOTAL—3 Hours 5 Minutes

WMAL-TV COMMERCIALS, JANUARY,

“Telenews Daily’’—7 to 7:15 PM—Mon. thru Fri.
sponsored by Valley Forge Brewing Co.
“Tailwaggers’'—7:30 to 7:45 FM—Mondays
sponsored by Arcade-Pontiac Co.

“Boxing’’ {Turner’'s Arena)—9 tu 11 PM—Mondays
sponsored by Globe Brewing Co.

“Shop By Television’’—7:30 to 8 PM-—Tuesdays
sponsored by Hecht Co. Department Store
"Sports Cartoon-A-Quiz’’—7:30 to 8 PM— Wednesdays
sponsored by L. P. Steuart. Inc..—DeSoto Dealer
““Wrestling’’ (Turner's Arena)—9 to 10 PM—Waednesdays
sponsored by Sinclair Refining Co.
““Wrestling” (Turner’s Arena)—10 to 11 PM—Wednesdays
sponsored by Phillip’s Radio & Television Co.—RCA
“’Capitol Close-Up’’—7:30 to 7:45 PM—Fridays
sponsored by the Occidental Restaurant
“This Week in Sports’”’—7:15 to 7:30 PM—Saturdays
sponsored by Trew Motor Co.—Dodge Dealer
“Mollywood Screen Test'’-—7:30 to 8 PM—Saturdays
sponsored by Duffy-Mott, Inc.

1950

(5Y, hours of these programs are Local Live Productions)

WMAL-TV ALSO SCHEDULES

83 Hours Weekly of Night Participating }'
{ 4 Programs—Currently 90% Sold Out

WMAL-TV

Represented Nationally by ABC SPOT SALES.

CHANNEL 7 WASHINGTON, D. C.

January 2, 1950 *® Page 11
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IKERS Inc., New York restaurant chain, appoints William Warren, Jack-
son & Delaney, New York, to handle its advertising. Radio will be used.
Contract has been signed with WJZ New York for 13-week test campaign,

STANDARD VARNISH WORKS, New York, and Chicago, appoints Lucerna
Co., New York, to handle advertising for its “Kover-Floor” paint and other
products. Radio and television plans in works for entire country.

SHIVAR SPRINGS Inc, Shelton, S. C. (Shivar Ginger Ale and soft drinks),
appoints Henderson Adv., Greenville, S. C., to handle its advertising. Radio
will be used. J. E. Fitzpatrick is account executive.

JORDAN BAKING Co., Tacoma, Wash., appoints O'Connel! Regan Agency, that
city, to handle regional advertising. Spot radio will be used. Howard O’Connel
is account executive.

STANDARD VACUUM CLEANER Co., Los Angeles, appoints Ad Fried Adv.,
Oakland, to handle its Northern California advertising. Campaign includes
KROW OQakland, KSJO San Jose, KSFO San Francisco and daily participating
sponsorship of Edith Green’s Your Home Show on KRON-TV San Francisco.

SCOTT & BOWNE (Canada) Ltd., Toronto (Anohyst), appoints Foote, Cone &
Belding International Corp., Montreal, to handle advertising. Radio spot
campaign planned.

vtilizing WGY 10 years ago
NATIONAL CARBON Co. (Eveready batteries) through its agency William
Esty Co., New York, preparing television spot announcement campaign to start

in January in six metropolitan cities, Boston, Philadelphia, Baltimore, Chicago,
Detroit and Los Angeles.

are using WGY today

MURRY F. FIELDS Assoc. (toy manufacturing representative) appoints Ad
Fried Adv., Oakland, Calif., to- handle all advertising. Radio will be used.

-

...reason?

S hgye 75’///’/
777 /s:

Represented Natianally by NBC Spat Sales

WR@. TELEVISION

CHANNEL 4

WM. WRIGLEY Jr. Co: Ltd.,, Toronto, extends its sponsorship of Cisco Kid,
Frederic W. Ziv Co. package, to between 20 and 26 stations, covering entire
Dominion of Canada. Wrigley has been sponsoring series for 13-weeks on
trial basis over CKEY Toronto, CFPL London and CFRA Ottawa. Contracts
on new basis are for 3%9-weeks. Agency is J. Walter Thompson Co.

/Vatwo'né tqccomu'ﬁ e 0o 0 *

SUN OIL Co.. Philadelphia. through Hewitt, Ogilvy, Benson & Mather, New
York, renews for 52 weeks its Three Star Exira news program on NBC, Mon.-
Fri,, 6:45-7 p.m.

COLGATE-PALMOLIVE-PEET Co. renews for 52 weeks its sponsorship of 5:45-
6 p.m. segment of Howdy Doody, Tues. and Thurs. on NBC-TV. Program was
placed through Ted Bates & Co. Number of outlets bought by agency was-
increased to 24 with addition of WKTV (TV) Utica, N. Y.

h

Serving Eastern New York, Western New ‘ﬂd/ﬂé&lﬂlﬂ PP .'

England, Albany, Troy and Schenectady

~A1() o you
snﬁ’ﬁmfﬂlwam w EY

L A GENERAL ELECTRIC. STATION -
HENRY F. WOULFE, president of Pepsodent Div. of Lever Bros. Co., elected
vice president in charge of parent company’s Midwestern operations. He will
assume his duties early in February in Chicago. Meanwhile he will supervise
move of Pepsodent Div. from Chicago to new quarters of Lever Bros. in New

York. He also will continue to serve as president of Pepsodent Div. until
successor is named.

‘Page 12 ® January 2, 1950 BROADCASTING ® Telecasting

WALLACE C. ROSS, formerly in radio production, joins public relations divi-
sion of Mutual Life Insurance Co., New York, to assist in company’s public
service radio program on health subjects. He formerly was with KOA Denver,
KTBC Austin, Tex., WYBR Ithaca, N. Y., and WHCU Ithaca, N. Y.

ROBERT H. DAVIDSON, advertising assistant in General Foods’ Jell-O Div.
appointed assistant advertising manager of division. He joined GF in 1940
as retail salesman in Rochester, N. Y., territory, Syracuse district.




serving more radio families in East Tennessee
than any other Knoxville station

announces as its national representative *

New York « Atlanta « San Francisco ¢ Los Angeles « Chicago

: WROL will continue to be represented in the

Southeastern states by Harry E. Com-

mings, Jacksonville, Fla.

* effective January 1, 1950

BROADCASTING ® Telecasting January 2, 1950 8 Page 13
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‘Up-to-date’ Data
EDITOR, BROADCASTING:

I want to buy an extra copy of
the 1950 BROADCASTING YEARBOOK
when it is available, to put in the
UNESCO Library. They should
have up-to-date information of a
reliable character on American
broadeasting. This is in addition
to the copy of the YEARBOOK which
comes to me for Institute use. ...

Wilbur Schramm, Director

Institute of Communications
Research

U. of Illinois

Urbana, Ill.

Offers FM Hours Views

EDITOR, BROADCASTING:

I read with interest the protests
against the proposed FCC mini-
mum hours regulation in your Dec.
19 issue. .

All of those who expressed op-

position to the proposal apparently .

THE
BRANHAM
COMPANY

CHICAGO

NEW YORK
DETROIT
DALLAS
ATLANTA
CHARLOTTE

5T. LOUIS
MEMPHIS

SAN FRANCISCO
LOS ANGELES

O 0 A

O)Qen Mike s

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

OO G

do not realize that there is ade-
quate provision in the proposed
regulation for ‘“hardship” cases;
however, it would seem that there
are many cases of limited hours
operation by FM affiliates which
can hardly be justified on any rea-
sonable basis. I think it is clearly
the desire of the Commission to do
everything reasonable possibly so
as to avoid the necessity of any
FM station going off the air for
economic reasons.

Three 50 kw AM network affili-
ates in Chicago operate their FM
transmitters only a limited sched-

ule. With more FM homes in the
Chicago area than there are radio
homes in any one of seventeen
states, doesn’t the moderate expense
for an extra engineer and power
seem justified when there are no
programming costs whatsoever in-
volved? The ever increasing num-
ber of FM only and TV-FM sets
(without AM) are further reasons
for duplication of operating hours.

Every area and every station has
its own particular problems with
regard to FM, but it certainly does
not seem unreasonable to require a
50 kw AM station to keep its FM

BROADCASTING

transmitter on the air in Chicago.

I honestly feel that a good guide
post for the Commission would be
to inquire whether or not the in-
creased cost of operation due to
full-time FM duplication exceeded
the cost for the janitorial and ush<
ering staff in any one week:

Edward A. Wheeler,
President
WEAW (FM) Evanston, Il

* %

What Ails Radio

EDITOR, BROADCASTING:

.+ . So many small town radio
stations over the past year have
been grumbling and wonder what
is wrong with business, and why
more retail stores, or local accounts
don’t advertise more with them. In
the first place, the very first line
of defense, the first voice that
listeners hear, their announcers, in
a great many cases are the lowest
paid group of any in the business,
especially in the South. It's that
announcer’s voice and personality
that first conveys the message. to
the listener, hence he should not
only be a well paid person, but one
with that personality that sells to
the listener and for the client.
What do we find in most small
town stations? We find that there
are announcers who are getting $40
for 40 hours and no overtime.

I realize some of these an-
nouncers are not worth more, but
why fool with that kind. Pay a de-
cent salary and expect and “get”
good announcers. If a station can-
not afford good announcers, man-
agement and continuity writers,
then they should not have installed
a station and expect to give the
public the only kind of radio that
makes for good listening.

Second; Why must any radio
station “double spot?” If they are
an independent station, they have
plenty of time, and if they are a
network station, they can certainly
shift programs around to where
they can handle - spot announce-
ments without double spotting. A
great many of the small town sta-
tions seem to think that “pro-
grams” are taboo, and lean to spot
announcements because they sell
quicker. Do they try intelligently,
to sell a local client on programs?
Or do they take the lines of least
resistance and sell spots? The
answer can be found in most any
small town station. -

I've proven over the past five
vears as manager of station WOLS
Florence, S. C. and also at WBUY
Lexington, that programs will sell
for a client if properly put over.
A small town station must present
programs and radio generally as
good or near as good as the 50,000
watt network stations, or later, find
not much local audience.

Nat L. Royster,
WHED Washington, N. C.

k%

Columbus Mix-up
EDITOR, BROADCASTING:

Many thanks for including my
release in [Dec. 19] edition.

However, the pic you ran was
(Continued on page 42)

<
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A SALUTE TO
1050

and Best Wishes to Everyone 1n Radio—for the
most prosperous New Year in Broadcasting history.
To all networks—all Radio Stations—to the
N.A.B.—to Advertising Agenciesand their
Clients. Let’s All Tell the World
in 1950 That Radio Is America’s
Greatest Advertising Medium*

WIR ==
THE GOODWILL STATION Inc.

‘G. A. RICHARDS CBS HARRY WISMER

Chairman of the board D E T R o IT Ass't to the President

MICHIGAN'S GREATEST ADVERTISING MEDIUM

*It's estimated there will be more than 90,000,000 radio sets serving Americo in 1950

Represented by

PETRY

BROADCASTING ® Telecasting January 2, 1950 ® DPage 15



SPARK PLUG...

DULUTH, MINN.—“Me . . . not the horse,” says Otto Mattick
moseying along on his hay-burning tracti-steed. “I’'m the one
who’s jockeyed KDAL into first place in the rich Duluth-
Superior Market and that’s where we’ll stay!” KDAL will,
too. Because KDAL never lets up when it comes to person-

- alities, programming and listener promotion. That’s why
KDAL has topped the Hoopers here for a long time. And that’s
why KDAL can do the top selling job for you in this market.
But you've got to give us the opportunity. Put us on the
list for your next campaign.

The KDAL Stgry 18 @ succession of success stories
for its advertisers. Awvery-Knodel will be glad to
give you full details. Ask them now.

SOUTHWEST VIRGINIA'S ﬂm RADIO STATION

Them that 4as...
GITS!

There’s an extra punch in your
advertising dollar on WDB]J!
To demonstrate, look at these
Promotion figures for the Fall

Campaign (Aug. 21-Nov. 21):

Newspaper Ad Lineuge. .. .... 19,617

Newspaper Publicity Lineage . 2,160
Spot Announcements.. .. .. ... 525
“Biggest Show” Spots

(Daily Feature, 8:45-9:00 AM). ..... 624
Downtown Display Windows. . 11

plus trailers, dealer cards and letters!

CES « S000 WATTS «» 960 KC
Owned ard ﬂj.ﬂ‘.'ll'{lfl!'l'.ii hy the
TIMES.WORLD CORPORATION

ROANOKE, VA. g

FREE & PETERS, INC., Nafional! Representafives
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BATTLE against the
worst enemy—the germ—is waged
with weighted punches each Thurs-
day at 4:30 p.m. in the Fight for
Life series over KUSD Vermillion,
S. D.

Irving R. Merrill, KUSD general
manager and treasurer of the
Fight for Life Advertising Com-
mittee, adds, “so far as we know it
represents the first time in the
history of American radio that the
(health) groups have united to
present a single series of radio pro-
grams of public health education
over a single station.”

The program, considered by Mr.
Merrill as the best promoted one
the station ever has carried, de-
livers' its message—that of com-
bating disease—to the public with
dramatic impact. Format resembles
a blow by blow radio account of
a boxing bout. In one corner is
the germ-infested disease (e. g.
“Churchyard Cough,” the tuber-
culosis attacker) and in the other,
“Johnny Public.” Invited guests
describe various aspects of the

On All

FEW blocks away from the

White House in Washington,

James Gordon Manchester,
31-year-old hustling account ex-
ecutive, is showing advertisers that
radio not only can help sell corn to
rural dwellers, but also sell pack-
aged frozen fried shrimp to inland-
ers. His position as radio and televi-
sion director at Lewis Edwin Ryan
Advertising Agency, he admits,
means he sleeps, eats and thinks
radio.
- While philosophy
riow usually takes a
back seat to more
practical subjects di-
rectly related to the
advertising business,
Mr. Manchester be-
gan his studies in
the books of Plato,
Socrates, Descartes
and the other schol-
ars. A descendant of
a long-line of college
professors, Gordon
(he seldom uses
James) decided to
test his mettle else-
where. He gave up
philosophic. studies
at various schools—
the U. of the South,
Sewanee, Tenn.;
American U.,, of Washington, D. C,,
and U. of Vermont, Burlington, Vt.
—to find “peace of mind” in radio
production in New York City.

Gordon pegs his original interest
in radio’s environs to an inborn
fixation for the dramatic. Radio,
he believes, has these qualities
wrapped up in a powerful pocket
and it was his decision in 1940 to

BROADCASTING o
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GORDON

COMPLIMENTARY

IOHNNY PUBLIC v CHURCHYARD COUGH

Special Badio Broadcast over
EUSD, 920 KC.. Vermillicn, Seath Dakota

Thur. Dec, | RADIO
4:30 P. M. RINGSIDE
Spons.: S, D, Tuberculosis Association

One of the ‘fight’ tickets
* %* *,

problem to announcers who set up
boxing ring atmosphere with ap-
propriate sound effects. Gov. George
T. Mickelson, endorsee of the series
appeared on the first program.

Total budget for the series, whick
started Oct. 20, 1949, and will lasi
through June 1 this year, is
$1,433.60, Mr. Merrill explains, al
of which is made up by contribu
tions from the 13 participating
health groups. Radio time, includ-
ing program and spot announce
ments, is donated by KUSD. Key
sponsors in addition to the statior
are the South Dakota State Dept.
of Health and the U. of South Da-
kota school of medicine. Othe:
participants include medical asso
ciations, tuberculosis, mental

(Continued on page 66)

EUSD--920 KC
- RADIO RINGSIDE

Johnny Public

v Churchyard Cough

Thur, Doc. 1, 4130 p. m.

ﬁccoun ts5

unwrap the trappings.

Gordon feels that all his life he
has been one step out of the class-
room. His father, Dr. Allen W.
Manchester, now retired, was pres-
ident of Storrs Agricultural College
(now the U. of Connecticut) priox
to becoming a member of Franklin
D. Roosevelt’s inner government
circle -of intellectuals. Dr. Man-
chester served in three successive
executive posts in New Deal agri-
cultural agencies.
Quick to note this,
Gordon says he
knows to whom to
refer problems or
foods.

The list of educa-
tors does not stop
with his dad. Gor-
don’s mother was a
Columbia U. profes-.
sor. His two brothers
are college profes-
sors, John Wilbur at
U. of Maine ana
Alden Coe at Har-
vard U. (Gordon
speaks of them as

Bl John Alden”). His

own name, he says,
was put together by
~ his mother “who hac
a erush on Harry Lauder and be-
lieved James Gordon sounded
Scotech.” When he talks of his
family, Gordon threads through
decades of American history. His
forebearer — a Brewster — fled -re-
ligious persecution and reached
New England soil in 1621. In the
same century, other ancestors—

(Continued on page 62)
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Here's a Cross Section of the Scores of Stations

that are Sold on M-G-M—

KFl, Los Angeles . . . WLNH, Laconia, N. H. . . .
WFIL, Philadelphia . . . KEYY, Pocatello, ldaho . .
WGN, Chicago . . . KICA, Clovis, N. M.

M-G-M RADIO ATTRACTIONS ARE THE BIGGEST, BOOMINGEST HIT ON THE AIR —TODAY!
M-G-M THEATRE OF THE AIR - AT HOME WITH LIONEL BARRYMORE - HOLLYWQOD, U.S.A. - GOOD NEWS FROM HOLLYWOOD - THE STORY OF DR. KILDARE
CRIME DOES NOT PAY - THE ADVENTURES OF MAISIE - THE HARDY FAMILY

Adventures of Maisie. “Topflight air adaptation of pix “The 'Hardy Family' has moved from the cameras to
series . . . zany situations . . . bright and brittle dialogue the mikes . . . Thanks to Mickey's peppery Rooneying.”

make snappy comedy all the way.”

M-G-M Theatre of the Air. "Hollywood at its all-out

= best , . . the usual fine quality production associated

M-G-M Theatre of the Air. "In slickness of production with the film capital. Superb backgraund music, stories
this hour-lofg program compares very favorably with ard stars,®

its network brothers. Name value stars.”

“Offers stations an inexpensive way of competing with
such enterprises as NBC's ‘Theatre Guild'."

Crime Does Noi Pay. "Solid commercial package . . .

slambang entertainment.” . | HOUSTON PR

“With all due respect to Lux Radio Theatre, and some
The Story of Dr. Kildare. “Crackerjack show . .. solid of those half-hour quickies, | think you'll like M-G-M
dramatic impact . . . rising line of tension.” Theotre of the Air best.”

Metro jo/a’wy/z -Mayer Kadio Afitractions

Exclusive Representatives . . . . . . MUSIC CORPORATION OF AMERICA

598 MADISON AVENUE 430 N MICHIGAN AVE. 9370 SANTA MONICA BLYD. 105 MONTGOMERY ST. yNION COMMERCE BLDG 2102 N AKARD ST 1612 800K TOWER 1044 LITTLE BLDG  NORTHWESTERN BANK BUNWDING
NEW YORK CHICAGO BEVERLY HILLS SAN FRANCISCO CLEVELAND DALLAS DETROIT 80STON MINNEAPOLIS
PHONE PLAZA 9-7500 PHONE DELAWARE 7.1100  PHONE CRESTVIEW 62001 PHONE EXBROOK 2-8922 PHONE CHERRY 4010  PHONE CENTRAL 1448 PHONE WCODWARD 2-2604 PHONE LIBERTY 2.482) PHONE LINCOLN 7863
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9 (COUNT 'EM) 9

This mama boxer had exactly nine puppies.

And nine is exactly the number of years that
WrI-T-H has been providing advertisers with the
biggest bargain in Baltimore radio.

The way W-I-T-H does it is this: first, W-I-T"H
regularly delivers more Aome listeners-per-dollar than
anv other station in toewn. And second, i1z addition, a
survey made under the supervision of the Johns
Hopkins University showed that of all radios playing
in drug stores, 34.69 were tuned to W-I-T-H.

That means that a /itzle monev does big things on
W-I-T-H. Call in your Headley-Reed man todav and
get the whole W-I-T-H story. ' BALTIMORE, MARYLAND

TOM TINSLEY, President . Represented by HEADLEY-REED
Page 18 ® January 2, 1950 ‘ BROADCASTING ® Telecasting
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ABC TOP CO

MARK WOODS, president of ABC
since | 1942, last Thursday was
elected viece chairman of the net-
work and Robert E. Kintner, ex-
ecutive vice president since 1946,
became president.

Edward J. Noble, principal
stockholder in the network, con-
tinues as chairman of the board.

The change was said to have
been made to free Mr. Woods from
administrative duties and enable
him to make wider use of his per-
suasive abilities as a salesman.

The shift in top command at
ABC last week was not unlike that
which occurred at NBC a month
ago when Niles Trammell, also cel-
ebrated as a salesman, was moved
from president to chairman of the
board, and Joseph H. MeConnell,
a crack administrator, was elected
president.

Mr. Kintner, as executive vice
president, has been assuming more
and more top administrative as-
signments in the past year, to per-
mit Mr. Woods to concentrate his
energies in high-level trouble-
shooting on sales, talent and pro-
gramming problems.

Salary Question

Both Messrs. Woods and Kint-
ner have five-year contracts with
ABC signed only a year ago. As
president, Mr. Woods received $75,-
000 a year, and as executive vice
president Mr. Kintner was paid
$50,000. Whether salary changes
were involved in the change of po-
sitions last week was not known.

With his election last week—ef-
fective Jan. 1—Mr. Kintner be-
came the youngest president of a
major network. He is 40 years
old.

Although no official comment
was made on the subject, it was
learned authoritatively that the
position of executive vice president
at ABC will be abandoned.

The elevation of Messrs. Woods
and Kintner to new jobs was not
regarded in informed quarters as
suggesting renewed activity in the
often rumored negotiations of the
sale of ABC. :

Recent reports of reawakened
buyer interest in the network have
been denied by all sides.

That Mr. Noble, who, as princi-
pal stockholder in unquestioned
control of the company, is the man
to say yes or no to any buyer
proposition, was not entirely clos-
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Mr. KINTNER

ing the door to a future sale was
indicated, however, in the vigorous
facilities expansion that the net-
work has carried on for the past
year.

The acquisition of several mil-
lion dollars worth of television
studics and equipment in New
York and Hollywood was seen as
enhancing the real value of the
network and inevitably influencing

Mr. NOBLE
any sale price.
Mr. Woods, a veteran broad-

caster, entered radio in the early
1920’s as a financial officer, assist-
ant secretary and office manager of

the AT&T subsidiary company
that operated WEAF New York
(now WNBC).

After the formation of NBC he
joined the network in an executive
capacity, rising to assistant execu-

Mr. WOODS

tive vice president and administra-
tive officer.

He became president of the Blue
Network Inc. when it became a
separate entity from NBC in 1942.

Mr. Kintner joined ABC—his
first venture into radio—after his
release from Army duty in 1944.
Before the war, in which he served
as a lieutenant colonel, Mr. Kint-

(Continued on page 69)

‘49 REVENUE

By J. FRANK BEATTY

GROSS broadcast revenues from
time sales rose 4.5% to $435 million
for 1949, according to NAB, but
industry profits continued their
downward trend. Operating costs
were up 4% for 1949, NAB esti-
mates.

Annual estimates of the indus-
try’s financial status for 1949 were
made by Dr. Kenneth H. Baker,
NAB research director, and C.
Meryl Sullivan, assistant director,
on the basis of a sampling of the
membership along with compari-
sons with FCC 1948 figures and the
status of business.

The gross income figure of $435
million for 1949 compares with
FCC’s 1948 total of $416,720,279.
Gross income comprises station and
network time sales after trade dis-
counts but before deduction of
agency commissions.

National spot business continued
its sharp upward trend last year,

Telecasting-

Time Sales Up 4.5%, NAB Finds

rising from 1948’s $104,759,761 to
an estimated $118,425,000, an in-
crease of 13%. This category runs
far ahead of other sources of broad-
cast income in rate of increase.

Overall average of station prof-
its (before federal taxes) was
17.19% in 1948, Dr. Baker said, but
“it is expected that 1949 will be
the second consecutive year in
which they have been less than
20%. They may fall as low as
16% in 1949.”

Actual profits after deduction of
federal taxes, however, will run
under 10%, it was indicated on the

‘basis of tentative calculations.

The continued upward trend in
operating costs brought this figure
from $342.9 million in 1948 to
$356.3 million in 1949, according to
NAB’'s calculation.

These figures, it was explained,
“do not preclude the possibility of
large increases in expenses in the
case of individual operations en-

108180

gaged in AM-FM-TV expansions,”

Dr. Baker said local retail busi-
ness “has consistently been under-
estimated. In 1948 it amounted
to $170.9 million (instead of the
estimated $157 million). An eval-
uation of reports from stations
and an overall appraisal indicates
another 5.39% increase for 1949,
bringing the revenue from this
source to $180 million.”

Network revenues will show a
drop of 3.3% below the 1948 gross,
it was estimated, declining from
$133,723,098 to $129.3 million in
1949.

Revenue to stations increased
from §$314.7 million in 1948 to
$333.6 million in 1949, a gain of 6%.
The increase was derived entirely
from local retail, regional and na-
tional spot business, it was pointed
out.

A large part of the station in-
crease was ascribed to business done

(Continued on page 67)
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CBS REALIGNS

SIX high CBS executives were giv-

en new jobs last week in what the -

" network described as a move to
‘integrate television and radic ac-
tivities in the areas of program-
ming, sales, program business af-
fairs and general program oper-
ations.

A seventh executive, Davidson
Taylor, for more than two years
vice president and director of pub-
lic affairs, resigned.

Under the realignment William
- C. Gittinger, former vice president
in charge of AM network sales,
becomes vice president and assist-
ant to the president—a senior man-
agement assignment.

. Hubbell Robinson Jr., vice presi-
dent and director of radioc pro-
grams since 1947, becomes vice
president in charge of network pro-
grams with general direction of all
programming, both radio and tele-
vision.

J. L. Van Volkenburg, vice presi-
dent and director of television oper-
ations, becomes vice president in
charge of network sales, directing
sales for both radic and television.

James M. Seward, vice president
in charge of operations, becomes
vice president in charge of business
affairs, network programs. Mr. Se-
ward will handle all negotiations
and contracts regarding network
talent, rights and programs, liter-

ary clearances and budgets for

the program department and CBS
package programs, and will direct
business management of all CBS
program subsidiaries.

Falknor Made V. P.

Frank Falknor, one of radio’s
pioneer engineers, assistant gen-
eral manager of the CBS-owned
WBBM Chicago, becomes vice pres-
ident in charge of program opera-
tions, and will move to CBS head-
quarters, New York. All depart-
ments and divisions of radio and
television “having to do chiefly with
putting programs on the air” as
well as general service departments
will be grouped under Mr. Falknor,
the network announced.

Sig Mickelson, now director of
public affairs and production man-

ager of the CBS-owned WCCO Min- -

neapolis, becomes CBS director of
public affairs, succeeding Mr. Tay-

lor but without the title of vice -

president. Mr. Mickelson a month
ago was slated to move to New
York as director of the CBS divi-
~sion of discussion [BROADCASTING,
Dec. 5]. ‘With the resignation of
Mr. Taylor, Mr. Mickelson’s new
assignment was changed to the big-
ger job.

The network’s official announce-
ment of Mr. Taylor’s resignation
said he had taken that course be-
cause he felt he could not work
effectively under the plan of reor-
ganization.

The essence of the changes at
CBS was an integration of televi-
sion and radio functions—an or-

i’age 20 ® January 2, 1950

s

Mr. Gittinger <+ Mr. Falknor

x % =

ganizational concept that was in
direct. antithesis to the recently
inaugurated redesign of NBC.

The unification of CBS command
over the various program functions
of radic and television was in con-
tradistinction to the NBC policy of
establishing’ separate entities of
radio and television with individ-
ual commands.

Veterans at CBS
All of the executives, save Mr.

Robinson, are veterans in the serv--

ice of CBS.

Mr. Gittinger joined the network
in 1934 as director of sales devel-
opment. Soon afterward he became

Six_Executives Promoted, Taylor Resigns

il

Mr. Van Mr.- Robinson

Yolkenburg
%* * *

sales manager. He was elected
vice president in charge of sales
in 1940. '

Mr. Van Volkenburg joined CBS
in 1932 as general manager of the
network-owned KMOX St. Louis.
In 1936 he became assistant to H.
Leslie Atlass, CBS vice president
in charge of the Western Division
at Chicago. In 1945 he moved to
New Yo:k as general manager of
CBS Radio Sales. '

He became director of station ad-
ministration in 1948 and a few
months later was elected vice presi-
dent and director of television op-
erations.

Mr. Robinson joined CBS in 1947

. as vice president and director of

programs. His radio experience
began with Young & Rubicam,
‘which he joined in 1933, rising to
a vice presidency. In 1944 he be-
came vice president and director of
programs of the Blue Network.

A year later he joined Foote,
Cone & Belding as vice president in
charge of radio, leaving that post
in 1947 to go to CBS. t

Mr. Seward has been with CBS
since 1933 when he became a mem-
ber of the production department.
He was promoted to assistant to
the first vice president in 1934, to
assistant treasurer in 1935, to di-
rector of operations in 1942. He
became vice president in charge of
operations in 1948.

Mr. Falknor joined CBS in 1933
as chief engineer of WBBM Chi-
cago. In 1937 he was promoted to
chief engineer of the network’s
Central Division. From 1943 to
1945 he sarved in the Army, leav-
ing as a Lieutenant Colonel to re-
join CBS as general manager of
KMOX. In November 1945 he be-
came assistant to Mr. Atlass in

PARAMOUN

PARAMOUNT PICTURES Inec,
under court anti-trust decree to
separate its theatre-owning and
movie production-distribution in-
terests, last week filed applications
with FCC to cover disposition of
holdings in WBKB (TV) and
WBIK (FM) Chicago and WSMB-
AM-FM New Orleans [BROADCAST-
ING, March 7, 1949].

To Paramount’s accompanying
request for action prior to Jan. 1,

(Continued on page 37)

Transfers Station Inte'r'est§

date set for the formal initial steps
to effect the separation of inter-
ests, the Commission on Thursday
afternoon observed that Para-
mount, and not the court, had set '
the date and FCC declared it
couldn’t process the applications
on such short notice. FCC reported
Thursday morning the applications
were filed. Letter of transmittal
was dated Dec. 22, FCC said.
Under the Paramount reorgani-

¥
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Drawn for BroapcasTING by Sid Hix

“Better wear these for protection, Flitwick, some station managers get
quite abusive when they learn its a P.I. deal we offer them!”

‘BROADCASTING

zation plan, submitted to the U, S.
District .Court for the Southern
District of New York for approval
early last year, the firm’s theatre
operating activities are to be placed
under a new firm known as United
Paramount Theatres Inc., while
the movie production-distribution
are to be placed under another new
firm known as Paramount Pictures
Ine.

The present Paramount Pictures,
Inec. itself is to be dissolved with
stockholders being given stock in
the new picture company and cer-
tificates of interest in the new
theatre company. The latter firm
is to be administered by a voting
trustee under provisions whereby
complete divorcement of the two
new firms would be accomplished
in five years. Certificates of in-
terest in the theatre company are
not convertible into stock until the
holder has given up all interest in’
the new picture firm,

According to the transfer appli-
cations filed with the Commission,
United Paramount Theatres would
obtain 99% of the stock of Balaban
& Katz, licensee of WBKB and
WBIK, from Paramount Pictures.
United Paramount Theatres also
would obtain b0% interest in
WSMB Inc. through a multiple
transaction. Other 50% interest
in WSMB is retained by Maison
Blanche Co. :

In the WSMB transfer, Para-
mount Pictures is to turn over to
United Paramount Theatres its

(Continued on page 37)
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NBC TODAY

NBC’'s. REPORT on 1949, a volu-
minous document, is released today
(Jan. 2) covering the network’s
achievements in radio and TV pro-
gramming and sales, and the re-
alignment of top executive person-
nel for more efficient operation in

both types of broadcasting. Some

of the report’s highlights follow:

In sales, the total gross income of
its radio and television facilities
reached an all-time high. Televi-
sion network sales alone were five-
fold over 1948, which were ten-
fold over the preceding year, 1947.
The total gross network radio
billings for the year were higher
‘than those of any other network.

" On Jan. 1, 1949, NBC had 24
stations on its television network,
and by Dec. 15 the figure had
zoomed to 55, 28 of which were
interconnected and 27 non-inter-
connected.

WDAK Columbus, Ga., was
added to the NBC radio network
to bring the total number of radio
affiliates to 171, and contracts
were signed with KIT Yakima,
Wash., to join the network on
Jan. 1, 1950. Six radio stations
improved their power.

By Dec. 1, 983 NBC radio affili-
ates were operating companion FM
stations, as compared with 87 on
Nov. 15, 1948. Four other stations
also had construction permits, and
two had applications pending for
permits.

Top Echelon Changes

On Oect. 7, the NBC board of di-
rectors elected Niles Trammell,
network president, to the position
of chairman of the board, and upon
the recommendation of Mr. Tram-
mell, elected Joseph H. MecConnell
as president. Mr. McConnell, 43,
came to NBC from RCA, where he
had been executive vice president,
He had been with RCA for 12
years.

In order to cope with the great
expansion of NBC television, Syl-
vester L. (Pat) Weaver, head of
radio and television for Young &
Rubicam, and a former top adver-
tising executive for the American
Tobacco Co., was named to head
' the newly-created television net-
work. Meanwhile, at the end of
the year, separate organizations
were in the process of formation
for radio, television, and owned-
and-operated stations.

New accounts sold by NBC dur-
ing 1949 included U. S. Steel’s
Theatre Guild on the Air; The
Assn. of American Railroads, The
Railroad Hour; Bristol-Myers,
Break The Banrk; Blatz Brewing,
Duffy’s Tavern; Gulf Oil, We, The
People; Wildroot, Sam Spade;
American Tobacco Co., Light Up
"Time, and Liggett & Myers, Perry
Como’s Supper Club.

In the daytime, NBC =old Kraft
the 15-minute five-day-a-week
Marriage For Two, and Sealtest
the 15-minute five-day-a-week

Yearend Report Cites Record Sales

Dorothy Dix Show. Procter &
Gamble brought Welcome Travel-
ers, a half-hour daytime series,
Monday through Friday, to NBC
from a competing network and also
purchased NBC’s Lorenzo Jomes.

In addition, these six NBC-
created - package programs were
sold during the last two months of
the year: Dragnet to Liggett &
Myers; Baby Snooks Show to
Lewis-Howe; The Halls of Ivy to
Schlitz Brewing; Screen Directors’
Playhouse to RCA Victor; One
Man’s Family to Miles Labs., and
Richard Diamond to Helbros
Watch Co.

829% Renewal

Eighty-two per cent of the 1949
NBC advertisers renewed their
contracts during 1949. Twenty-
seven of these advertisers have
been on NBC for over 10 years.

New business came from 26
U. S. advertisers on the NBC ra-
dio network, while evening adver-
tisers at the end of the year were
using a greater proportion of
NBC’s affiliated stations than ever
before.

The average program was car-
ried by 148 NBC stations, or
87.69% of all affiliates, as compared
with 141 stations or 83.9% of all

affiliates for 1948. In 1945 the av-
erage program was carried by
82.1% of the stations.
Concomitant with the television
set increase (to 3,700,000 at year’s
end) was the tremendous growth
of stations in the U."S. In Jan-
vary 1949, NBC had 24 stations.
By December 1949, the total was

55, or more than double the num-

ber at the start of the year.

New advertisers and old flocked
tc NBC television. Bringing in
new programs, some of them NBC
packages, were R. J. Reyholds To-
bacco Co., National Dairy,
hawk Carpet Mills, Buick, U. 8.
Tobaceo, P. Lorillard, Firestone,
Pabst Sales Co., Miles Labs,
American Cigar & Cigarette Co,,
Chesterfield, Bristel-Myers, Lever
Bros., Cities Service, Gulf 0il, Ad-
miral, Elgin-American, Ronson
Art Metal Co. and Hamilton
Watch.

Of the well-established pro-
grams continuing on NBC televi-
sion throughout the year, Milton
Berle’'s Tewxaco Star Theatre re-
mained the nation’s number oné

video program by a wide margin;.

Chevrolet Tele-Theatre, Colgate
Theatrée and Philco Television
Playhouse ranked among the top

Mo-

FCC Actions.
PROPOSED decision to re-
new licenses of Don Lee sta-
tions KGB San Diego, KDB
"Santa Barbara, KFRC San
Francisco and KHJ-AM-FM
Los Angeles, and initial de-
cision to deny renewal to
KXXL Reno, Nev., reported
by FCC last week. Six sta-
tion transfers approved, in-
cluding sale by Merritt C.
Speidel of certain of his
radio m}erests to associate
John Ben Snow. Details of
these and other FCC actions
are given in Actions of the
FCC on page 60 and FCC
. Roundup on page 68.

dramatic programs, as did the
Kraft Television Theatre, video’s
longest-running continuous drama
show. Gillette Safety Razor Co.’s
Friday night boxing bouts were a
top sports attraction.

Maintaining its top posmon in
the world of research and engi-
neering for video, NBC was au-
thorized by the FCC to build the
nation’s first experimental ultra
high frequency station in Bridge-
port, Conn., which was completed
by the end of 1949. Elimination
of venetian-blind type of interfer-
ence in fringe areas was announced
by O. B. Hanson, NBC vice presi-

(Continued on page 69)

FM AUDIEN

AN AUDIENCE comprising 7.3%
of the Washington metropolitan
area population, or 102,200 people,
listens to FM broadcasting an
average of 1 hour, 46 minutes per
day, according to a study conducted
by American Research Bureau for
the NAB FM Executive Commit-
tee.

One of a series undertaken by
the committee, headed by Cecil D.
Mastin, WNBF-FM Binghamton,
N. Y., the survey covers the highly
competitive nation’s capital and
environs, having 3 FM-only sta-
tions, 4 AM-only, 10 AM-FM and 4
TV stations, a total of 31.

Techniques Utilized

Results of the study, prepared
by Arthur C. Stringer, NAB staff
director and secretary of the FM
Executive Committee, are based on
field work employing both diary
study and interview techniques.
This field work was conducted Oct.
15-31.

The survey shows that 51,282
families (13.2%) in the area own
sets capable of receiving FM. This
is based on the Census Bureau's
figure of 388,500 families as of
Jan. 1, 1949.

On the basis of 35 persons to
the family, the potential FM audi-
ence is 179,487 compared to 102,200
actual listeners (7.3% of the 1,-
402,000 population who actually
listen).

Taking this 102,200 figure, with
an average of 1 hour, 46 minutes
listening per day, American Re-

BROADCASTING ® Telecasting

"1.9% were undecided.

ARB Studigs D.;C. _f\_r_ea'for NAB

search Bureau calculated that I'M
listening on an average day
amounts to 180,663 person-hours.

Of the FM set owners, 87.2% of
owners interviewed felt that FM
reception was worth the additional
cost, 10.9% felt it was not and
Depth in-
terviewing was employed to show
why families bought FM sets and
how they felt about it.

This technique showed that
68.2% of persons interviewed
bought an FM set “for a particular
purpose such as less static, higher
fidelity, wider choice of programs
or the prestige of having an addi-
tional type of radio reception,” ac-
cording to the NAB committee.

The other 31.89 of FM owners
acquired them for reasons other
than those mentioned above, some
receiving FM sets ag gifts.

In its finding that 13.2% of the
persons interviewed had sets in
working order capable of receiving
FM in their home, the researchers
excluded sets not in working order.

Because set owners often report
FM ownership when they actually

do not have one, the interviewers:

inspected each reported FM set and
recorded type of equipment as well
as length of ownership.

Average length of FM set own-
ership was found to be 15 months,
distributed as follows: FM-AM,
75.5% of sets capable of receiving
FM; FM-AM-TV, 10.9%; FM-only,
9.1%; FM-TV, 4.5%.

Producers of Washington owned

sets, capable of receiving FM, and
ownership percentages, are: Phileo, .
17.3%; RCA-Victor, 10.9%; Strom-
berg-Carlson, 8.2%; Zenith, 8.2%;
Emerson, 7.3%; Westinghouse,
6.4%: Admiral, 5.5%; Silvertone,
5.5%; Magnavox, 4.5%; 19 others,
26.2%.

American Research Bureau used
an area sample of 1,000 persons for
the diary study and interviews.
Listening results are compiled in
terms of people, not families. The
diary study, based on a sample
chosen by the probability method,
records the total listening of the
one person with whom the diary
was placed. It records his listen-
ing through the entire week, cover-
ing programs heard at home, in the
office, in automobiles, taxis, buses,
restaurants and other public
places. The completed diary shows
the total listening of the one per-
son rather than parts of the listen-
ing done by a varying number of
persons within the family.

Personal Interviews

Besides the diary study, 932 per-
sonal interviews were conducted
with heads of the family group.

Members of the NAB FM Exec-
utive Committee, besides Mr. Mas-
tin, are Matthew H. Bonebrake,
KOCY-FM Oklahoma City; Victor
C. Diehm, WAZL-FM Hazleton,
Pa.; Ray A. Furr, WIST (FM)
Charlotte, N. C.; Milton L. Greene-
baum, WSAM-FM Saginaw, Mich.;
Edward A. Wheeler, WEAW (FM)
Evanston, Ill.
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The Laundryman Calls

MORE AND MORE housewives
are deciding to do their laundry at
home, and more and more empty-
binned laundries dre wondering
what to do about it. One hundred
and thirty such laundries, mem-
bers of the Chicago Laundry Own-
ers’ Assn., have found a solution.

Early in 1949 the association
picked up an inexpensive tab on a
Iocal show built by WBBM-CBS
Chicago. It is called Pickup Time,
and is custom-styled for the laun-
dry .group. The format requires
a personalized approach, as the
daytime show needs to appeal di-
rectly to housewives in the home.
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The sales message is of necessity
“institutional,” but not in the
usual formalized sense. Because
no specific item or concern could be
promoted in 15 minutes, the show
“sells’ time-saving and health-
saving qualities of laundry service.

The program was designed to
sell laundry service and also to
buck cash-laden competition of the
major soap manufacturers, who
last spring were spending an esti-
mated $30,000 weekly in time alone
on Chicago stations. Their appeal
to thrift and economy was basic,

Because WBBM has a high lis-
tenership rating early in the morn-
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ing, John W. Shaw Agency, Chi-
cago, asked station executives to
work up a program with mass ap-
peal to women. Program Director
Al Morey and Local Salesman Stan
Levey developed a show around a
fictitious but friendly laundry
route man, Patrick O’Riley.

Fifteen announcers were audi-
tioned for the part, but each was
found to have a voice that was too
professional or false. Show plan-
ners found exactly what they
wanted—a warm, friendly per-
sonality and a voice that could sell
good will — in  Val Sherman,
WBBM program manager who had
been away from air work for about
six years. Mr. Sherman re-trans-
ferred his talents to the micro-
phone to sing and talk the role of
Patrick O’Riley.

Adlibs Show

Patrick adlibs the entire show,
building patter and songs around
jokes sent in by listeners. The
five women sending in the best
jokes each week are given a week’s
laundry service free. Mr. Sherman,
who has a deep, resonant baritone
voice, works with Singer Jeanne
MacKenna and a five-piece musical
combo headed by Harold Kartun.

Mr. Sherman and Miss Mac-
Kenna are used also by Shaw
agency in live presentations before
non-member laundry owners in the
city and suburbs to get them to
join association activities. The
agency believes it has converted
the association from a ‘“strong
tendency” to use newspaper space.
This was preferred previously be-
cause a laundry owner can list his
name and address for reference.
No specific laundries or addresses
are mentioned on the air because
of the 130 members and time limi-
tations, which means that non-

members can actually benefit from
the advertising without paying
for it.

During the past year, the associ-
ation has made an all-out effort to
re-establish a wide public relations
front. All advertising was sus-
pended in the war years, when
every laundry had a surplus of or-
ders. Radio this year has been the
core of the group’s campaign, and
the show is frequently backed-up
by 60-line ads in daily newspapers
on radio pages.

The reason for a renewal con-
tract early in December, in the
opinion of John Toomey, executive
secretary of the association—
“Pickup Time is maintaining for
our laundries more of a normal
level of business. Laundry busi-
ness is down all over the country,
but it’s down less in the Chicago
area because of our radio promo-
tion.”

Radie’s Good Effect

Association President John G.
Shaw (no relation to John W.
Shaw of the agency) is convinced
“radio has a psychologically good
effect for an association campaign,
because it has substance and con-
sistency to it.

“In addition to customers and
potential customers, the program

ok
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is followed with interest by
laundry plant owners and
their families. The format of
the show, with Patrick
O’Riley’s personality, makes
the laundry route man a
pretty good guy. The general
good tone and public relations
value of the show seem to be
appreciated all around,” he
observed.

The association was organ-.
ized in 1909 as a local trade group,
and has members from Chicago
proper and its many suburbs. Most
of the 130 members contribute to
the advertising program on a pro
rata assessment based on the num-
ber of routes operated by each
laundry.

“Handling advertising for a
good-sized trade association calls
for equal parts of strong planning,
patience, perseverance and good
luck,” Jack Shaw of the agency
concludes.

Cites Pre-Planning

“In every association there are a
few who don’t believe in what
you're proposing. They are the
targets for your arguments. If
you can talk to the skeptics with
enough strength and conviction,
you can make your point with the
whole committee. Pre-planning
here is more important than on
any other type of account. It is
vital that you spell out exactly
what you mean to do so there is no
gap or misunderstanding. Take
those tactics with a reasonable
amount of good luck and you can
get a campaign started. Once in
motion, the most important thing
to do is to continually merchan-
dise your campaign to individual
members. Let them know exactly
how it’s working and what good it
is doing them.”

Account Executive Larry Scott
and Radio and Television Director
Robert Zelens have worked with
the station in the informal ap-
proach to commercials advoecated
by CBS. The talkative and friendly
messages have been enhanced by
the techniques of Val Sherman,
known in Chicago as the “near-beer
Arthur Godfrey.”

The show is a three-a-week fea-
ture, Mon.-Wed.-Fri.,, 8:30-8:45
am, Laundry owners are getting
good results, and Mrs. Chicago
lives an easier life.

EASY-GOING commercials are
planned carefully in advance for an
effortless approach. John Toomey (),
secretary of the Chicago Laundry
Assn., confers with VYal
Sherman (c), Pickup Time’s Patrick
O'Riley, and John G. Shaw, presi-
dent of the association.

Owners’
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DON LE

By RUFUS CRATER

IN A DECISION which may guide
its approach to future network-affil-
iate relationship cases, FCC pro-
posed last Wednesday to renew the
licenses of Don Lee Broadcasting
System’s five owned stations for
want of a penalty short of a “death
sentence” [CLOSED CIRCUIT, Dec. 26,
1949].

The Commission found Don Lee
guilty of violating FCC’s network
regulations which deal with net-
work option time, forbid exclusive
affiliation agreements, and give affil-
iates the right to reject network
programs. However, the majority
said in a 4-2 proposed decision:

“Except in an aggravated case,
the Commission is reluctant to im-
pose a sentence on a licensee which
not only terminates his existing
operations but would preclude him
from holding any other radio li-
censes, Had we the authority to
order a suspension, assess a penalty
or impose some other sanction less
than a ‘death sentence’ we should
have no hesitancy whatsoever in
doing so in this case.”

When made final, the decision will
bring FCC one step nearer sclu-
tion of the cases in which four
owned stations of NBC and three
of ABC have been put on temporary
licenses [BROADCASTING, Nov. 7,
1949]. FCC has said it is holding
up these renewals pending the Don
Lee decision because similar ques-
tions are involved. Another key.to
solution of the ABC and NBC cases
is the pending spot representation
question, which also is delaying re-

_newals for four CBS owned sta-
tions.

Don Lee, West Coast regional
which consisted of 37 stations at
the time of the hearing ir January
1947, is licensee of KGB San Diego,
KDB Santa Barbara, KFRC San
Francisco, and KHJ-AM-FM Los
Angeles. All would get renewals
under FCC'’s proposed decision.

y

Other Applications

In the case of other Don Lee ap-
plications, the Commission pro-
posed to (1) put the San Francisco
television bid into the pending files
until the freeze is lifted; (2) grant
a petition for amendment of KGB’s

. application for 5 kw on 1360 ke
and hold further hearing on techni-
cal issues; and (3) continue
KFRC’s FM application in hearing
status for further study of techni-
cal aspects.

FCC's 4-2 split on the renewal
question saw Chairman Wayne Coy
and Comr. Frieda B. Hennock vot-
ing to deny, while Comr. Rosel H.
Hyde, who conducted the hearing,
and Comrs. George E. Sterling,
-E. M. Webster and Robert F. Jones
voted to renew. Chairman Coy and
Miss Hennock issued separate dis-
senting opinions, and Comrs. Web-
ster .and Jones wrote additicnal
concurring opinions.

The majority’s reluctance to em-
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ploy the ‘“harsh” penalty of license
refusal, and its announced desire
for a lesser sanction, were taken as
indications that renewed efforts
would be made to secure cease-and-
desist powers or authority for some
other intermediate penalty. Comr.
Hennock said in her dissent that
“it would certainly be salutary” for
Congress to consider the problem
and design lesser sanctions if pos-
sible.

Issuance of a proposed rather
than final decision occasioned sur-
prise, since (1) no contest is in-
volved, Don Lee being the only

‘party, and (2) the decision is to

renew, not deny. FCC authorities

_..-\.

FCC | Rlctnt To Deny

said the procedure was employed
so that Don Lee would have oppor-
tunity to protest any of the findings
and conclusions to which it objects.
‘Whether the network would thus
risk its licenses again is another
question.

The majority held ﬁatly that Don
Lee had violated the network regu-
lations. The majority decision said:

The network officials, and Weiss in
particular [Lewis Allen Weiss, Don
Lee board chairman, formerly vice
president and general manager], were
most candid in admitting their con-
duct and their attitude toward the
Chain Broadcasting  Regulations,
though they did deny that their ac-
tions amounted to violations of the

AWARDS SHUNNE

Networks Chilly
To Project

By EDWIN H. JAMES

“POSTPONEMENT?” of the first radio and television award dinner
which was announced for Jan. 13 in New York [BROADCASTING, Dec. 19,
1949] was under consideration last week because of the reported inability
of the sponsors to evoke network interest in the project.

Although the names of six high
NBC executives appeared on the
“sponsoring committee” of the
awards as announced three weeks
ago, it was learned that since that
time NBC’s attitude toward the
project has cooled.

CBS—the network that all ob-
servers agreed would be apt to win
a large portion of any program
awards—had been chilly toward the
project from the beginning, it
was belatedly learned last week.

Stanton ‘Resists’ |

When first approached for his
endorsement of the plan for the
first radio and television awards
dinner, Frank Stanton, CBS presi-
dent, in a friendly but firm letter
to one of the originators of the
plan, said he tended to “resist the
whole concept of awards in the
creative field.”

It was noted that the only CBS
executive. whose name’ appeared on
the sponsoring committe was H.
Leslie Atlass, vice president in
Chicago.

The proposal for the radio and
television awards dinner, it was
learned, was originated by Radio &
Television Best, a fan magazine,
which also solicited the cooperation
of the Mark Hellinger Fund of
the Heart Assn, According to the
announcement of the project, pro-
ceeds from_ the dinner, at which
a plate was to be worth $25, would
be contributed to the Heart Fund.

Although the sponsors were un-
able to arouse wholehearted sup-
port from the networks, they began
rounding up talent to perform at
the dinner. Milton Berle, a tireless
participant in charity events,
agreed to be chairman of the dinner
committee, After Mr. Berle, one of
the most glittering properties at
NBC, accepted the chairmanship,
NBC lent. the names of its execu-
tives to the sponsoring committee,

In his letter addressed to Harold
L. Crossman, publisher of Radio &

Telecasting

*

Television Best
Stanton said:

magazine, Mr.

Speaking quite frankly, I tend to
resist the whole concept of awards in
the creatlve field. For one thing—and
this is probably due to my past ex-
perience as a research man—I am
skeptical of the procedures for selecting
the winners.

This is especially true in radio but it
applies generally to other fields as
well. For another, such critical ap-

.praisals do not work the same in

radio as they do in creative fields
where the product can be sought out
by the public.

For example, when a book wins a
Pulitzer prize or a movie wins an
Oscar, the public attention is focused
on the product and the acclaim has a
very constructive effect. In radio and
television, however, by the time the
prize is awarded the public has no
opportunity to sample the product that
was singled out for recognition.

This whole field is one that we have
explored very carefully both within
and without the NAB framework. Each
time I have gone through it I have
come away with a rather negative
attg;ude as you can see from what I've
said.

Mr. Stanton’s sentiments were
vigorously seconded last week by
Sydney H. Eiges, NBC vice presi-
dent in charge of press who has
coordinated NBC activity in the
awards projects. Mr., Eiges ex-
plained it was only after Mr. Berle
had agreed to participate that the
NBC executives followed suit.

The names of ABC and Mutual
executives also appeared on the
sponsoring committee announced
three weeks ago. That the interest
of these two networks in the awards
was hardly warmer than that of
CBS and NBC was indicated in the
report that both ABC and Mutual
had authorized Mr. Eiges to repre-
sent them at one or more meetings
held with the award sponsors,
neither bothering to send a repre-
sentative of its own.

Since the awards were intended
to be given network programs, it
seemed the sponsors of the project
would be hard pressed to sell tables
at the dinner, if it came off, unless
the networks suddenly warmed. up
to the whole idea.

regulations.

However, in light of their state-
ments it is apparent that the viola-
tions of the regulations were either
deliberate or the result of complete
indifference. Weiss clearly admitted
in his testimony that he did not be-
lieve in the enforcement of Commis-
sion regulations which he felt were
inconsistent with the economic inter-
ests of Don Lee.

He regarded these portions of Don
Lee’s network affiliation contracts
which complied with the Chain Broad-
casting Regulations as necessary evils
imposed by the Commission and that,
if strictly adhered to, they would
probably result in the end of network
broadecasting as it was then carried
on by Don Lee. To him, the inter-
ests of the network were paramount
and economic practicalities governed
the conduct of the network toward
its affiliates .rather than the provi-
gions and purposes of the Commis-
sion’s regulations.

. The intent of the regulations
to msure that licensees remain in
control of and responsible for the
operation of their stations . was ‘ef-
fectively frustrated. . . .

But the absence of authority for
FCC to impose any intermediate
penalty left the majority “disposed
to afford Don Lee a final chance
to demonstrate its ability to comply
with the Commission’s rules and
regulations in the light of the
enunciation of their scope and im-
port in this decision.”

Further, the majority noted, Mr.
Weiss last January filed an affidavit
“in which he undertook to person-
ally guarantee that, in the future,
Don Lee would not, in any-manner,
violate the . Commission’s Chain
Broadcasting Regulations.”

Comrs. Coy and Hennock, how-
ever, argued pointedly for denial,
and Comr. Jones said his vote for
renewal was premised on FCC’s
own failure to designate other net-
works for hearing despite “com-
plaints and other facts” which
“parallel the prima facie evidence”
on which Don Lee was set for hear-
ing in 1946.

“Since no other major networks’
licenses have been designated for

(Continued on page 41)

W. B. DONER (I), president of W. B.
Doner & Co., Detroit advertising
agency, chats with Max Shaye of
Grosse Pointe Foods and Big Bear
Markets - at a cocktail party cele-
brating the 13th anniversary of
Doner firm last month.
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PUBLIC SERVICE

Impressions Top 11 Billion

AN ESTIMATED -11,680,385,000
radio listener impressions were ob-
tained for public service projects
during the first' 40 weeks of 1949
by The Advertising Council Inc.,
New York, according to the group’s
year-end statement issued last
week. During that period, the
council reported, it enlisted sup-
port for 13 top-priority campaigns
and minor support for 34 other
projects.

During 1949, 137 network and
regional radio advertisers cooper-
ated with the council by present-
ing public service material on pro-
grams regularly. In addition, more
than 150 sustaining programs of
the four major networks partici-
pated in the council’s Radio Allo-
cation Plan, broadcasting messages
on a regular schedule.

Substantial Gain

The listener-impressions figure
represented a gain of 754,490,000
over the same period last year.

All sponsored simulcasts broad-
cast a number of messages in sup-
port of council projects, the report
stated. These included Arthur
Godfrey, We, the People, Break the
Bank, the five World Series games
and a few others. Television sup-
port of campaigns is on the in-
crease, the group stated, and im-
provements on services offered by
the council to TV advertisers, net-
works and stations, will be made
this year.

CLAY MORGAN

Resigns as NBC Executive

CLAY MORGAN, assistant to the
president for 12 of his 13 years as
an NBC executive, has resigned
from the network to become an in-
dependent ‘public relations and
publicity consultant.

Prior to joining NBC in the fall
of 1936, Mr. Morgan had spent 17
years with the French Line in New
York, for 13 of which he was the
firm’s director of publicity and
public relations.

Niles Trammell, NBC board
chairmaén, stated: “We wish every
success to ‘Clay Morgan in the
service he plan$ to carry on with
individual clients who can use his
great experience..in public rela-
tions.” ES .

ANAHIST ON MBS
.‘BiIYS ‘Falcon,” Quiz Show

W
THE Anahist Co., New York,
maker of the new antihistamine
for colds, is sponsoring two na-
tional network programs [CLOSED
CIrCUIT, Oct. 31] effective Jan. 1 on
345 MBS stations.

The company sponsors The Fal-
con Sunday 7-7:30 p.m. and True or
False Saturday, 5-5:30 p.m. Con-
tracts were placed through Foote,
Cone & Belding, New York.
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ADVISORS

SELECTION of Stuart Peabody, the Borden Co., as chairman, and Philip

Mr. GRAHAM

T
Lt

" Mr. PEABODY
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Peabody, Graham, Cone
Named by Sawyer

L. Graham, president of WTOP Inc., Washington and Fairfax M. Cone,
Foote, Cone & Belding, as vice chairman of the U. S. Commerce Dept.’s
Advertising Advisory Committee was announced last Thursday by Com-

merce Secretary Charles Sawyer.

Committee officers were selected
by nomination and vote of the 18-
man advisory group appointed last
month [BROADCASTING, Dec. 19, 12,
1949] by Secretary Sawyer to ad-
vise him on advertising industry
problems.

Announcing the officers, Mr.
Sawyer stated: “I am looking to
this committee not only to do a good

_technical job for the advertising

industry but also to help the Dept.
of Commerce serve better the in-
terests of all business.

In accepting the appointment,
Mr. Peabody, assistant vice presi-
dent of The Borden Co., said he
felt the support of a larger num-

ber of advertising personnel should

be enlisted, and that the committee
will name several subcommittees
shortly.

Currently the director of The
Advertising Council, Mr. Peabody
joined the Borden Sales Co. in 1924
as advertising manager. In 1930
he became advertising director for
the company. He was appointed an
assistant vice president in 1946.

*
He is past president of Assn. of
National Advertisers, and past

chairman of the Advertising Re-
search Foundation.

Mr. Graham is publisher of the
Washington Post, which assumed
56% of WTOP Washington early
last year [BROADCASTING, Feb. 14,
7, 1949]. Mr. Graham also is a
director of the American Security
& Trust Co., The Advertising
Council, and other organizations.
Additionally, he is a member of
the board of trustees of the Com-
mittee for Economic Development.

Mr. Cone, chairman of the board
of Foote, Cone & Belding in charge
of the agency’s Chicago operations,
has been associated with FC&B
and its predecessor, Lord & Thomas,
for the past 20 years. He is a
member of the board of directors
of the American Assn. of Adver-
tising - Agencies, The Advertising
Council and Advertising Federa-
tion of America. He also is di-
rector of the Chicago Assn. o
Commerce. '

BUICK'S BUDGET

Some $150,000 for Radio-TV

THE BUICK Motor Division of
General Motors is launching the
most comprehensive advertising
campaign in its history to pro-
mote the new 1950 line of cars.
Radio, television and printed media
will be used.

Kudner Agency Ine., Buick’s
New York advertising agency, has
placed orders for spots on both
radio and television in a volume
greatly exceeding any previous
use of this media by the manu-
facturer. It is estimated that the
one-week radio and TV campaign
will cost approximately $150,000.

Effective Jan. 2, 80 stations will
carry the spots in 32 markets and
60 television stations will be used
in 45 markets.

ROBERT NATHAN
Talks for Labor on ABC

ROBERT R. NATHAN, consultant
for the CIO and noted economist,
will take over labor’s 16-minute
commentary on ABC’s continuing
labor-management news series be-
ginning Tuesday, it was reported
last week. He will be heard 10:45-
11 p.m. on behalf of the CIO for a
period of eight weeks.

ABC has set aside, for the past
few years, its Tuesday 10:30-11
p-m. period for news interpreta-
tions by representatives of both
groups. Network has donated the
time as a public service policy. Si-
multaneously National Assn. of
Manufacturers officials will offer
It’s Your Business beginning Tues-
day at 10:30. After completion
of the eight-week period, the U. S.
Chamber of Commerce will take
over the program, it was learned,
while the AFL, which buys time on
Mutual, will speak for labor.

FGG IN "9

A HOST of major policy decisions
vitally important to radio and tele-
vision dominates FCC’s list of
“things to de in 1950.”

Many were on the list a year
ago. Others have been added by
developments during the current
year.

Comr. George E.- Sterling calls
them ‘“the most perplexing and
important problems and unan-
swered questions” that have faced
government and the radio industry
since “the days of the Hoover Con-
ferences of 1922, 1923, and 1924.”

His list—and he points out that
they are problems to which both
government and industry are di-
recting their efforts—include:

“ . .the destiny of FM;

“. . .the impact of TV on aural
broadcasting;

“_ . .whether we shall have a new
North American Regional Broad-

Faces Major Policy Decisions

casting Agreement and, if so, at
what cost;

‘.. .the clear-channel docket;

“ ..the TV allocation structure
including the vital color issue,
Phonevision and Stratovision;

“. . .whether or not an allocation
of microwave frequencies should be
made for theatre television;

‘.. .interconnection of broadcast-
ers’ inter-city relays [for televi-
sion] with those of common car-
riers, and interconnection of the
facilities of common carriers;

‘““ . .utilization of the spectrum
as it concerns industry versus gov-
ernment;

“_ . .final implementation of the
Atlantic City Convention (on in-
ternational radio);

“...frequency allocations de-
pendent on the suécess of the Pro-
visional Frequency Board and the
next High Frequency Broadcasting

BROADCASTING o

Conference;

‘“. . .the plight of the Western
Union;

“ . . whether or not there should
be a merger of the international
radiotelegraph commeon carriers.”

FCC is not the sole or final au-
thority on the solution of some of
these matters, particularly those
involving international arrange-
ments. But, said Comr. Sterling:

“I feel certain that the Commis-
sion during the New Year will put
its shoulder to the wheel for the
purpose of tackling each and every
one of the problems on which it has
responsibility and jurisdietion, with
the intent of looking back next year
at this time on a year of consider-
able accomplishments.”

On the strictly broadecast front
other problems await decision.

These include the question of the

(Continued on page 36)
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50 OUTLOOK

PRESENT level of radio expendi-
tures will be continued in 1950 by
several national advertisers, sup-
porting the facts and predictions in
the annual BROADCASTING forecast
published in the Dec. 26 issue.
Their replies were received too late
for inclusion in the forecast.

Some increase in total station
revenues is forecast by station and
representative interests, whose re-
plies also arrived too late for the
all-industry roundup.

Additional comments follow:

Advertisers

Hudnut Sales Co., New York, is
putting “a great deal of money in
radio” since taking over the Walter
Winchell program as of Jan. 1, ac-
cording to D. L. Bryant, advertis-
ing director. “We will also be ad-
vertising through the chain store
group on television,” he added, and
predicted the Warner and Hudnut
companies will have “a very pros-
perous year in 1950.”

International Harvester Co.
plans to spend the same amount for
radio in 1950 as it spent in 1949,
though budgets have not been final-
ized, according to W. 0. Maxwell,
assistant manager, Consumer Rela-
tions Dept. Mr. Maxwell said the
company’s only TV experience in
1949 was an experimental program
on WGN-TV Chicago during the
International Livestock Show, and
the firm has no immediate televi-
sion plans.

Nash Motors is figuring on an
increase in both radio and televi-

BMB’s Statement

WITHIN the next few weeks
the Broadcast Measurement Bu-
reau will publish the results of
its second survey, a survey
which is confidently expected to
produce much better and more
extended figures than did the

. first 1946 survey. In making
this survey, it must be borne in
mind that the Bureau has se-
‘cured definite statistics on every
radio station in the United
States.

The great pity of it is that
for various understandable rea-
sons, this wealth of material can
not be made available to adver-
tisers, agencies, broadcasters and
the public generally. Because
there has not been a more wide-
spread support of this advertis-
ing tool which has been formed
‘'by the broadcasters themselves,

. the industry generally is de-
prived of one of the best an-
swers it could have to the
claims of competing media.

The principle of a tri-partite
undertaking in which advertis-
ers, agencies -and broadcasters
join to produce comparable re-
sults for all radio stations in
_the country, is too valuable and
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More Sound Optimistic Note

sion budgets during 1950, accord-
ing to J. B. Huntress, assistant di-
rector of advertising and sales
promotion.

Great Atlantic & Pacific Tea Co.
operates on a fiscal year ending in
February and has not made up
advertising budgets, according #to
Hudson S. Robbins, of Business
Organization Inc., New York, pub-
lic relations counsel for the com-
pany. “So far,” he said, “our ad-
vertising in connection with the
recent anti-trust aetion has been
limited generally to newspapers
and radio stations receiving our
regular consumer advertising.”

E. R. Breech, executive vice
president of Ford Motor Co., pre-
dicted the company and the entire
automotive industry will continue
to play a major supporting role
in the nation’s economy. J. R.
Davis, sales and advertising vice
president, estimated the industry’s
1950 market between 5 million and
6 million vehicles.

Stations

James G. Riddell, general man-
ager of WXYZ Detroit, expects
little change in the 1950 time sales
picture and hopes to maintain ex-
penses on the present basis. ‘“Busi-
ness in Detroit depends so much on
the automobile business that it is
watched very closely by all Detroit
business concerns,” he said. “It

- appears that automobile business

in 1950 will be highly competitive

too basic to be allowed to pass
from the scene. Therefore,
committees of the AAAA, the
ANA and the NAB are now at
work on formulating some plan
for the future of audience re-
search. Were the broadcasters
at this point to abandon the
plan that they set up in 1944, it
would be construed as an admis-
sion of complete lack of confi-
dence in our own industry as an
advertising medium and in the
results that it has produced and
can produce for advertisers.
We believe that the costs can
be materially reduced. How-
ever, even with the costs of the
first and second survey, the per-
centage of the advertising dollar
that has been devoted to fash-
ioning this sales tool has been
very small.

If the majority of the broad-
casting stations in the country
will support the final plan that
comes out of the meetings of
these various committees, it
will assure the continuance of
one of the most important steps
that broadcasting as an adver-
tising industry has taken in the
course of its short and magnifi-
cent existence. |

. department store -categories.
figures general business will be

which will mean better business
conditions in Detroit.”

Mr. Riddell Mr. Terry

Anticipating a 3% increase in
radio revenue, Hugh Terry, vice
president and manager of KLZ
Denver and NAB Distriet 14 direc-
tor, looks for a 6% gain in operat-
ing expenses with general business
remaining at the 1949 level. He
said, “Total dollars in radio should
be increased slightly due to more in-
telligent and more intensified sales
efforts, but the radio dollar (AM,
FM, TV) will go in greater
amounts to the better stations and
networks, with possible decreases
otherwise. More attention to oper-
ating costs should keep profits
level. This area is diversified and
growing in sales and population.
Business should be good in 1950.”

John R. Bailey Jr., manager of
KVOC Casper, Wyo., foresees no
change in overall radio revenues
but expects local sales to increase,
especially in the automotive and
He

at the 1949 level. “We should do
better,” he added, ‘“as we are a
comparative newcomer.” s

Speaking for the J. G. Long sta-
tions (Long Texas Group), Bryan
Powell, general manager, said gen-
eral business in the Southwest
Coastal Area will be “much better”
but competition will equalize any
gains for the stations.

Representatives

George W. Bolling, president of
the Bolling Co., station representa-
tive, expects a bigger revenue year
overall, locally and nationally, with
AM time sales going up 8.5% and
TV 509%. Largest increases will

come from drug, auto, TV, food
and beverage fields, he believes,
General Dbusiness will increase
about 4% next year, he predicted,
with radio operating expenses go-
ing up 6%. .

G., W. Brett, vice president and
sales manager of The Katz Agency
Ine., New York, looks for an over-
all bigger year for radio in 1950.
AM and TV will increase their
volume, he thinks, and general busi-
ness will improve. He points out,
however, that “business will not
bestow its favors evenly; they will
vary with local economic conditions
and competition,’”’ adding that mem-
bers of his firm are “bullish in our
outlook."”

A
Mr. Bolling "

In Canada, Stuart MacKay,
sales manager of All-Canada Radio
Facilities Ltd., Toronto, says “1950
locks good in Canada, and pros-
pects are that retail sales will hold
up. . . . Radiowise it is getting very
hard to obtain time for national
accounts in healthy allotments.
Small retail items are being adver-
tised more and more by radio.”

Jack Davidson, general manager
(Continued on page 42)

‘KIST’ by Butcher

HARRY C. BUTCHER, for-
mer CBS vice president and
now president of NBC’s
KIST, Santa Barbara, Calif.,
never misses a chance for a
good promotion stunt. Mr.
Butcher decided during the
Yuletide season he should
make good use of the station’s
antenna which towers over
the city from atop the town’s
tallest building. He ran up a
wreath of mistletoe to the top
of the mast “so the entire
population can feel free to
get ‘KIST’ for Christmas.”

Mr. Brett

BMB STUDY

Delivery of Second Report

Again Delayed

BMB’S REPORT of its second nationwide study of station and network
audiences moved into the list of upcoming events for the new year
last week. BMB for the second time was forced to postpone the an-
nounced date for delivery of the reports to station and network

subscribers and to members of the
American Assn. of Advertising
Agencies and of the Assn. of Na-
tional Advertisers.

The report had originally been
scheduled for publication around
the first of December, that date
being later postponed until Dec. 27.

After delays in tabulation had
made another postponement neces-
sary, Dr. Kenneth Baker, NAB
director of research who is super-

*
vising the 1949 study as acting
president of BMB, declined to set
another definite date for the re-
port’s appearance. From the fact
that 22 states had been completely
processed late last week, however,
it can be assumed that if this rate

" is maintained the full report should

be ready for delivery before the
end of January.
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GBS PHOENIX CASE

Boies Denies Signing Letter

L. C. BOIES, sheriff of Arizona’s
Maricopa County, did not sign the
"letter which carried the names of
several local officials in protest
against the CBS switch of its
Phoenix affiliation from KOQY to
KOOQOL, BROADCASTING has been told.

A Dec. 22 telegram bearing his
name said the “purported signa-
ture” on the letter ‘““is not mine,”
that ‘‘allegations in [the] letter
are not consistent with facts,” and
that “[I] heartily deplore my
name being used in such reprehen-
sible and unauthorized manner.”

- The letter in question, sent . oéut
over the names of several local au-
thOI‘ltleS, réportedly went to CBS
affiliates throughout the country
[BROADCASTING, Deec. 19, 1949].
It said “your future is threatened”
and warned that “if a ‘deal’ can be
made in Pheenix, a “deal’ can be
made in your town.”

Effective Jan. 1, CBS moved its
affiliation from KOY, which feeds
CBS programs to KTUC Tucson, to
Gene Autry’s KOOL and to KOPO
Tueson, in which the CBS cowboy
star has an interest, as well as to
KCKY Coolidge, the latter two on a
“bonus’ basis. KOY, KTUC and
KSUN Bisbee, comprising the Ari-
zona Network, meanwhile have
signed with Mutual-Don Lee, also
effective Jan. 1.

ANY resembllunce"bet-wee;;nl'o-s“s' efmblood and a network affiliation may be
entirely coincidental but apparently that doesn’t hold true at KTUC Tucson,

Ariz.

Lee Little, president and general manager, demonstrates fact that

KTUC is switching from CBS to Mutual, while actually donating a pint of

blood taken by nurse at the right.

Meanwhile, Mr.

Little may be musing

whether the potential recipient of the blood will begin giving CBS cues, pro-

moting that network or even become baldheaded.

In any event, CBS moves

its affiliation from KTUC to KOPO, in which Gene Autry holds stock. Affili-
ation was slated to become effective yesterday (Jan. 1),

NEW NARBA HOPE

HOPES for success in reaching a

new NARBA treaty shot upward

last week as Cuba, whose channel
demands imperiled negotiations at
Montreal last month, formally sub-
scribed to the interim “status quo”
policy of other nations.

At the direction of Cuban Presi-
dent Carlos Prio Socarras, this
decree was issued by the island
nation’s Minister of Communica-
tions, Arturo Illas Cuza:

In order to insure the success-
ful conclusion of this conference
(NARBA), it is essential that during
the recess and until a new agreement
is adopted, the nations abstain from
any action with respect to the assign-
ment of radio stations which would
prejudice the future negotiations of
this conference.

This includes the authorization of
changes or increases in power or the
change of frequencies or the creation
of new frequency assignments that
could have the effect of producing or
augmenting the interference to sta-
tions in other countries.

U. 8. State Dept. officials imme-
diately launched plans to get U. S.
preparations for the Feb. 1 U. S.-
Cuban conference in motion. Ini-
tial meetings may be held this
week. It was also recommended
that the industry advisory delega-
tion be permitted to attend the
conference along with government
delegates.
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Cuba for ‘Status Quo’

With the NARBA conference in
recess until April 1, the U. S.-
Cuban sessions are designed to
work out an agreement on fre-
quency assignments for Cuba. The
far-reaching nature of Cuba’s de-
mands, affecting U. S. clear, re-
gional and local channels, led to
the current recess in the confer-
ence itself [BROADCASTING, Dec. b,
12, 1949].

Havana Meet

The U. S.-Cuban meeting will be
held in Havana, FCC Comr. Rosel
H. Hyde, who headed the U, S.
delegation at Montreal, is expected
to go to Havana in the same ca-
pacity, although no official an-
nouncement has bheen made.

Nor has there been any an-
nouncement of the place for the
April -1 resumption of the full
NARBA conference, except that it
will be in the U. S.

While U. S. authorities appeared
pleased by Cuba’s “status quo” de-
cree, the announcement did not
make clear whether the status quo
relates to Cuban assignments made
prior to the expiration of NARBA
last March 29, or whether it also
includes assignments made since
that time.

It was assumed that the an-

nouncement was made not only to
apprise other NARBA nations of

Cuba’s position, but also to facili-
tate Cuban licensing procedures.
Since Cuba has no formal radio
regulatory body, the expiration of
NARBA would make it necessary
for the Minister of Communica-
tions to grant any application that
might be filed, so long as it met
Cuban standards. With this decree,
the Minister has presidential au-
thority to reject applications which
would interfere with foreign as-
signments.

BAMBERGER CHANGE

Name Now General Teleradio

A CHANGE in the name of the
corporation operating WOR New
York from Bamberger Broadcast-
ing Service to General Teleradio
Inc. was announced Friday by
Theodore C. Streibert, WOR pres-
ident. The company alsc operates
WOR-FM WOR-TV, both New
York, and WOIC (TV) Washington.

In making the announcement,
Mr. Streibert said: “Of course we
are known primarily by the name
WOR. The only purpose of the
change in our corporate name is to
make it more descriptive of our
broadcasting and television activi-
ties.” The change became effective
the first of the year,

BROADCASTING o

Jolllffe s Ratings

RADIO science’s 10 major
developments during the past
50 years were listed Ilast
Friday by Dr. C. B. Jolliffe,
executive vice president of
RCA Laboratories. They
are: 1. wireless communica-
tion; 2. electron tube; 3. ra-
diotelephone communication;
4. radio broadeasting; 5. all-
electronic television; 6. fac-
simile-radio-photo and Ultra-
fax; 7. radio navigation and
direction finding aids—
Loran, Shoran, Teleran; 8.
radar; 9. radioc remote con-
trol; 10. microwave radio
relay systems.

SGHIFF QUTLETS

KLAC-AM-TV Not for Sale

KLAC and KLAC-TV, Los Angeles
stations owned by Dorothy Schiff,
are not for sale, Mrs. Schiff an-
nounced last week. In a formal
statement, she reported ~turning
down two offers in excess of a
million dollars.

“From progress reports of late
it appears that KLAC-TV will be
one of the first television stations
in a major city to strike the black,”
her statement said.

Declaring that it is her intention
to remain in the television and ra-
dio business, her statement made
no mention of KYA, but it is under-
stood that the San Francisco sta-
tion also has been withdrawn from
the market.

Mrs. Schiff was known to have
been negotiating for sale of the
stations even after Warner Bros.
withdrew as a buyer last Aug. 2.
The film company had offered
$1,045,000 plus paying for the
capital investment Mrs. Schiff had
in TV as well as deficits resulting
from operation. Entire deal re-
portedly came to approximately $2
million. It is further reported that
nearly $1 million of Warner Bros.
money went inte operating KLAC-
TV while the sale was pending.
This sum was to have been included
in the sale price. It is now owed
Warner Bros, by Mrs. Schiff and
is to be repaid over a four year
period.

Fort Industry Moves

THE FORT Industry Co. an-
nounced the removal of its head-
quarters offices on Dec. 28 from
506 New Center Bldg., Detroit, to
199 Pierce St., Birmingham, Mich.
Telephone numbers are Birming-
ham 4760 (for calls from Birming-
ham and for long distance calls
other than from Detroit), and Jor-
dan 4-5910. The Fort Industry
Co. owns and operates WSPD-AM-
FM-TV Toledo; WWVA-AM-FM
Wheeling, W. Va.; WMMN Fair-
mont, W. Va.; WLOK-AM-FM
Lima, Ohio; WAGA-AM-FM-TV
Atlanta; WGBS-AM-FM Miami;
WJIBK-AM-FM-TV Detroit.

Telecasting
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50,000 watts - 740 KC. - ABC
TULSA, OKLAHOMA
ANNOUNCES THE APPOINTMENT OF
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AS NATIONAL REPRESENTATIVES!

It takes a big, powerful station to cover a powerful big state A SK
like Oklahoma! KRMG, Tulsa, is ready to do the job, and reach plenty
of neighboring territory to boot, with 50,000 watts daytimes, 10,000 Y 0 U R

watts nights. That’s plenty of power to bring a big audietice out-
standing Jocal entertainment and popular ABC programs . . . the kind j 0 H N
of fare that quickly makes loyal listeners that mean profitable sales

for advertisers! B l. A I R

KRMG is now on the air. Under the able leadership of Robert
B. Jones, ]_r., KRMG is dedicated to put #ew life into Tulsa radio . . . M A N
by applying aggressive management methods . . . by bringing Tulsa
and Oklahoma the best in lve radio talent!

Your John Blair man is ready #ow
with full information on KRMG, its
markets, its programs, its availabilities.
If you want sales in the rich Oklahoma
market, ask your John Blair man about
KRMG, today!
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to public inspection, including pro-
visions for compensation. Like-
wise, detailed terms of pacts for
sale of two hours or more to spon-
sors of sporting events such as
baseball, ete., would be made avail-
able to competitors and others
without just reason. The letter
asked that if such data was actual-
ly needed by FCC, “consideration
should be given to the desirability
of treating these agreements as
confidential documents in the same
manner as network affiliation con-

FCBA Urges Clearup

TIME SALES n FCC Rales

CLARIFICATION of Sec. 1.342 of FCC’s rules, requiring that li-
censees file with the Commission copies of management and bulk time
sale contracts, is sought in letter to FCC Chairman Wayne Coy from
Guilford Jameson, president of the Federal Comunications Bar Assn.
The FCBA letter indicated that =
widespread confusion has been and members of the public.”
evidenced as to accurate interpre- According to the new interpreta-
tation of the rule and especially tion under the WPAB ruling, the
so since the publication of the Com- letter continued, every licensee or

EDWARD SELLERS
Named NAB FM Director

EDWARD L. SELLERS, executive
director of FM Assn. prior to its
merger with NAB, joins NAB this
week as FM director. FMA last
week was com-
pleting the disso-
lution process
following action
of its board in
accepting NAB’s

mission’s opinion in the WAPB

Ponce, P. R., renewal case [BRoAD-
CASTING, Oct. 24, 1949].

FCBA, on recommendation of its
Committee on Practice and Proce-
dure under chairmanship of
Leonard H. Marks, Washington
radio attorney, requested FCC to
appoint a special committee to work
with the FCBA group in attempt-
ing to resolve some of the ambigu-
ities in the FCC rule.

The FCBA letter pointed out
that “broadly interpreted, the pro-
visions of Sec. 1.342 would require
the filing of many papers and docu-
ments which may not be of any
interest or concern to the Com-
mission” and would entail “a tre-
mendous amount of unnecessary
work” on the part of both FCC and
applicants.

In some cases, it was explained,
this broad interpretation of the re-
quirements of the rule “would re-
sult in a real hardship by making
confidential business information
available to competitors, employes

permittee who employs a manager
must file a copy of any agreement
covering his employment, must file
agreements for the sale of two
hours or more per day to the same
purchaser, and must file all agree-
ments relating to time sales to
brokers for resale.

Interpretation of Management

Under the previous interpreta-
tion, the letter explained, use of the
word ‘“‘management” in the rule
generally was understood to mean
management agreements ‘“such as
the Commission has dealt with in
the past, and not employment con-
tracts.”” Thus if the broader in-
terpretation is correct, which in-
cludes the latter, why not also
require filing of employment con-
tracts for assistant managers,
station managers, chief engineers
and others who manage and oper-
ate stations, the letter queried.

It was further noted that such
employment contracts under the
new interpretation would be open

rights.
have disagreed on this, it was said.

tracts.”

Another point of dispute in in-

terpretation, the letter indicated, is

whether contracts must be filed

covering news and transcription

services and music performance
Even FCC staff members

The letter explained the industry

generally in the past has consid-
ered “bulk” time sales to distin-
guish ordinary time sales from
bulk sales to brokers “who exercise
varying degrees of control over the
time involved.”
pretation appears to have broad-
ened this definition, it was said.

The newer inter-

Ralph Edgar

RALPH EDGAR, 29, WGAR
Cleveland announcer, died Dec. 22
at the city’s Huron Rd. Hospital

‘following a two-month illness. He

is survived by his wife, the former

Isabelle Loomis, and a daughter,

Lynne Ellen, 2.

merger invitation
[BROADCASTING,
Nov. 21, 28].

Arthur C,.
Stringer, who has
been handling
FM activities for
the past year in connection with his
other duties, is expected to work
through the secretary-treasurer’s
office, though President Justin
Miller has not yet announced the
exact form the realignment will
take. Mr. Stringer devotes the
three-month period prior to NAB
conventions to staging of the an-
nual equipment exhibit, one of the
nation’s largest industrial exposi-
tions.

Mr. Sellers joined FMA a year
ago. Previously he had been with
the Washington bureau of Asso-
ciated Press. He is a graduate of
Roanoke College and took post-
graduate work in journalism at
Washington & Lee. He was a
naval aviator in World War II.

Mr. Sellers
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Mitch on Record

RECORDED version of
“Mitch’s Pitch,” the sales-
instigating talk delivered at
the 17 NAB district meetings
by Maurice B. Mitchell, di-
rector of Broadcast Adver-
tising Bureau, is available at
McKennon Recording Stu-
dios, New Oregonian Bldg.,
Portland, Ore. D. R. Me-
Kennon, studio president,
said the “pitch’ was recorded
at the District 17 meeting
held last month at Portland.
It is available on tape or
disc.

LEVER PLANS
Merchandising Staff Named

LEVER Brothers merchandising
department organization in the
firm’s new New York offices was
announced last week by W. W. Me-
Kee, vice president in charge of
sales for Lever,

The department will continue to
operate under the direction of
Frederic Schneller, general mer-
chandising manager. Three assist-
ant merchandising managers have
joined Lever in New York. They
are: James G. Gammell, former
sales promotion manager for the
Osborn Mfg. Co., who is in charge
of merchandising for Surf, Life-
buoy, Swan and hotel sales; H., E.
Wholley, formerly with Swift Co.,
who is in charge of Lux Toilet
Soap, Lux Flakes, Silver Dust and
Glycerine; A. C. West, previously
with Standard Brands, who is in
charge of Rinso, Spry, Breeze and
bulk edibles.

The newly created Lever post of
assistant merchandising manager
for eopy and art is held by Julian
Bers, formerly with Federal Adver-
tising. William B. Bisker, pre-
viously with DuPont Co., has been
named merchandising office man-
ager.

Mr. Schneller and the assistant
merchandising managers are lo-
cated at Lever’'s temporary quar-
ters, 80 Varick St. in New York.
Mr. McKee is at the company’s
Aemporary executive headquarters

< af' 505 Park Ave.

VENT ESTATE

Value Exceeds $9 Million

ESTATE valued at $2,130,971.11
was left by A. Atwater Kent, radio
manufacturer and philanthropist,
according to first accounting re-
cently submitted by executors to
Los Angeles Superior Court. Ex-
ecutors are now holding $4,004,-
921.07 cash, $5,116,153.94 in stocks
and bonds and $9,896.10 in sundry
assets, they stated.

Almost $5 million was left in
his will to friends, employes, chari-
ties and educational institutions by
Mr. Kent, who died March 4, 1949.
To his widow, Mable Lucas Kent,

CAA APPROVA

Elwell Urges Continued
Cooperation

BROADCASTERS are not now required to obtain a CAA facility cer-
tificate for their antenna towers but they may stir up legislation
imposing such a requirement unless they continue to cooperate with
the agency, according to CAA General Counsel R. E. Elwell.

In a letter to Arthur W. Schar-
feld, Washington radic attorney
who had posed the question
[BROADCASTING, Oct. 31], Mr. El-
well wrote:

. « . While the present law does not
require radio antenna tower owners to
obtain a facility certificate, once the
FCC has granted the owner a lawful
right to operate air navigation or
obstruction lights on the tower, the
CAA has in the past received the full
cooperation of the owners of such
towers. .

It is to be heped that this spirit of
cooperation, for the common welfare,
will continue. I[f the Administration
finds, in the future, that lack of co-
operation con the part of such owners
and operators creates a situation that
is detrimental to air co:nmerce, legis-
lation will, in all probability, be sought
to require that all such towers be
lighted in accordance with CAA stand-
ards and that owners thereof secure

*

certification of such lights as air navi-
gation facilities.

On behalf of a client, Mr, Schar-
feld had written the CAA that he
found no law requiring a broad-
caster to file an “application” form
received from CAA. The applica-
tion was ACA Form 114, entitled
“Application for Rating of Air
Navigation Facility and Lawful
Authority to Operate a ‘True
Light. ”

“Under the circumstances, in
view of the obligations imposed by
the filing of ACA Form 114, I am
of the opinion that my client should
not apply for something that it
doesn’t need, although we should

be willing to file the information
called for in the application form,”
Mr. Scharfeld wrote.

He said that on the basis of
earlier communications with the
agency he was advising the client
to file the other form sent out by
CAA—ACA Form 117, “Notice of
Construetion or Alteration of
Structures, or Construction of New
Landing Areas.”

CAA authorities have explained
that for years they have sent these
forms to stations which get FCC
grants for antenna structures re-
quiring use of 300 - millimeter
flashing code beacons. Their pur-
pose, they said, is to permit CAA
to certify the light as an air navi-
gation facility upon which pilots
can rely in flight.

SPECIAL Treasury Dept. citation for
promoting sale of U, S, Savings Bonds
presented to WIOD Miami, Fla.

Two CITIES —SOUTH BEND AND

MISHAWAKA — ARE THE HEART OF
THE SOUTH BEND MARKET

The city of Mishawaka begins where the city of
South Bend ends. They are separated only by a
street. The two cities form a single, unified mar-

ket of 157,000 people.

Be sure to count both cities when you study
this market. It makes a big difference. Here's
how:.in 1948, South Bend ranked 90th in the
nation in food sales, with a total of $36,129,000.
But when Mishawaka's 1948 food sales are added,
the total becomes $45,385,000 —and South Bend-
Mishawaka jumps to 69th place! A similar pic-
ture is reflected in all other sales categories in

this two-city marker.

Don’t forget, either, that South Bend-Misha-
waka is only the beart of the South Bend market.
The entire market includes over half-a-million
people who spent more than half-a-4://ion dollars
on retail purchases in 1948.

And only WSBT covers #// of this market.

WSBT duplicates jts entire
schedule on WSBT-FM —at
no extra cost to advertisers.

SOUTH BEND

S000 WATTS =

960 KC +« CBS

REPRESENTATIVE

he left $2 million in cash and in-
come from 20% of stock of At-
water Kent Mfg. Co.

BROADCASTING o
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CINCINNATI'S OUTSTANDING DAYTIME PROGRAM
THE WCKY MAKEBELIEVE BALLROOM
y REX DALE. M. (.
|
I
"gii 10.05—12 Noon -
H
I 3.05—35 P.M. F
Monday thru Sunday |
HIGH RATINGS
An average rating of 5.7 for the 112 quarter-hours it is on the
| air each week with ratings as high as 7.8.
BEATS NETWORK COMPETITION
The Makebelieve Ballroom beats such network competition as
Betty Crocker, Rosemary, David Harum, Hilltop House and Wel- }
come Traveller. s
|
I
il LOW COST
::I" The open announcement rate on the Ballroom is $25.00. The t
average cost per thousand listeners is $1.25. 3




THE LATEST WCKY STORY

SUCCESS STORIES

Advertisers are enthusiastic about results on the Ballroom. More and

more advertisers are using the Ballroom. Some of the current adver-

tisers are:
BORDEN’S INSTANT COFFEE MGM PICTURES
AJAX CLEANER P& G IVORY SNOW
VICKS VAPO RUB BLUE BONNET MARGARINE
CONTINENTAL BAKING MAZOLA
COLGATE DENTAL CREAM ROBT. HALL CLOTHES
GROVE’'S ANTAMINE KATHMAN SHOE REPAIR
GRENNAN CAKES TAYSTEE BREAD
RESISTAB PLYMOUTH
CARTER MEDICINE CO EX LAX

IF YOU ARE PLANNING A CAMPAIGN IN CINCINNATI,
THE BALLROOM IS YOUR BEST BUY!

WCKY — ON THE AIR EVERYWHERE 24 HOURS A DAY SEVEN DAYS A WEEK

Call collect: Tom Welstead

or
C. H. “Top” Topmiller

Eastern Sales Manager 4
53 E. 51st St., New York B .
Phone: Eldorado 5-1127

Phone: Cherry 6565

TWX: NY 1-1688
TWX: Ci 281 CINCINNATI

FIFTY THOUSAND WATTS OF SELLING POWER
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Follies of 1949

THE SATISFACTION with which an in-
formed listener may think back upon the
programs offered by network radio in 1949 will
be to some extent diluted by a glance at cur-
rent popularity ratings. It is quickly to be
seen that with some exceptions the more popu-
lar programs of 1949 were also the more popu-
lar programs of 1948.

The obvious conclusion is that if new pro-
grams were created in 1949, most of them
were either inadequate to attract large audi-
ences or, assuming they contained potentials,
were abandoned before having a chance to
draw a crowd.

1949 was a year in which it could have been
logically expected that new program ideas
would be vigorously cultivated in radio, for
television for the first time became a contest-
ant for the audience in some 50 markets. The
. fact that most of the “new” radio programs
that were evolved fell within the long estab-
lished formats—mysteries, for an outstanding
example—could be taken to mean that a large
part of the creative energy in the business was
being turned away from radio and toward
television.

There is little doubt that television has
evoked widespread interest among writers, di-
rectors and actors who have heretofore con-
cerned themselves with radio or with stage or
films. The fact that many who have been ac-
customed to the high pay of more established
mediums have been willing to work for tele-
vision at relatively modest rates is a clear
indication of the degree to which video has
aroused their professional curiosity.

In 1949, television programming on the
whole showed the results of this creative in-
terest. There was a freshness and inventive-
ness in a satisfying proportion of television
fare—enough to stimulate hope that further
experimentation would adduce a healthy art
form.

Television, however, is confrohted with a -

greater danger of falling into médiocrity than
radio ever was. The inordinate demands that
television imposes upon its program producers
and participants can very easily sap the cre-
ative strength at its disposal. To some degree
this already has been manifest.

For example, one format that has been in
increasing use in video is the mystery, for
which the supply of story material is greater
than for other dramatic formulas. Mysteries
have flourished in such abundance that some
television station owners have been obliged to
protest to the networks originating them. The
protests have been based not only upon the
number of the mysteries but also upon the
questionable taste of some of them.

Programming for radio and television is
still programming for the American home.
There is going to be a fierce fight for the
attention of the home audience. The fight
can produce imaginative programs in good
taste or repetitious formulas of improper
standards.

Broadcasters have a good programming rec-
ord, a]s attested by the volume of radio and
television receiving set sales. We believe the
record will be maintained by these broadcast-
ers and telecasters—by far the majority—
who know it is good business to air good
programs.
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Smile When You Say That!

RADIO’S ROCKY ROAD in the area of libel
and slander jurisprudence becomes more tor-
tucus with TV’s advent as a mass medium.

- In New York, Federal Judge Conger has
ruled that defamation ad libbed via TV is
slander rather than libel. In the particular
case before him he went even farther, and
ruled that it was “slander per se” and there-
fore actionable. The case involved a charge
in 1948 by Elizabeth Bentley, the Un-American
Committee star witness, over NBC-TV on a
program sponsored by General Foods, that a
Government official was a Communists.

Thus, the ruling broadens the body of law
which has placed the sound broadcaster in
what was once described as the “dilemma of
self-destruction.” It’s not only what you say
on TV, but how you say it. A leer with a
voice inflection could bring more in damages.
A smile, conversely, might mitigate them.

The Conger decision once again points up
the need for explicit Federal legislation to save

broadcasters and telecasters harmless from .

libel uttered over their facilities by candidates
for public office. A licensee now has three
alternatives: (1) he can accept a political talk,
without censoring it, and run the risk of suit
in which he can be held jointly liable; (2) he
can obey state laws which forbid him to
broadcast defamation and risk his license at
the hands of the FCC: (3) he can exercise
his prercgative tn forego nolitical broadcasts
altogether, in which case he may be failing
to do the public service job he would like to
do, and at the same time forego the revenue.

And that’s only part of it. In addition to
political broadcasts, who knows when what
clown might inadvertently slander someone,
while in the process of ad libbing? '

The courts repeatedly have held that radio
is a field preempted by the Federal Govern-
ment as interstate commerce and therefore
isn’t subject to state jurisdiction. We hope
the next session of Congress gets around to
legislation that will allow the broadcaster and
telecaster to lead reasonably normal lives be-
yond those calculated risks indigenous to this
business in which there’s never a dull moment.

'Cuba’s Olive Branch?

SOMETHING has happened again in Cuban
radio. President Carlos Prio himself has
stepped into the NARBA controversy. Through
his Minister of Communications, Arturo Illas,
he has decreed that, pending a new NARBA
agreement, nothing be done that would aug-
ment or preduce interference to stations in
other countries.

That can be viewed only as a conciliatory
gesture in the direction of the U. S., which
has been bombarded from Cuba via indiserimi-
nate operation on our clears and regionals.
It is not plain from the context of the decree
whether this means an immediate return to
allocations which existed prior to last March
29, when the NARBA treaty expired. It is
clear, however, that Cuba’s highest’® echelon
wants no acrimonious ether war.

So it appears the NARBA problem is not
insoluble. The State Department already is
making plans for the preparatory sessions to
begin next week in advance of the Feb. 1
meeting in Havana and prior to resumption
of the NARBA conference itself on April 1
in the United States.

We hope that Cuba does return to the March
29 status quo, so conversations can start from
diplomatic seratch.

Our kedpectj 75-—\

CLAUDE ERNEST HOOPER

E. HOOPER, a name that has become

practically a common noun signifying

the audience appeal of a radio pro-
gram, did not enter the field of program rat-
ings of his own free will, but at the insistence
of the publishers of the country’s biggest na-
tional magazines.

It all began in the fall of 1934, six months
after Mr. Hooper and L. M. Clark had left
Daniel Starch & Staff to set up their own
market research shop, specializing in maga-
zine readership studies. The magazine pub-
lishers were extremely concerned over the
emigration of many of their best advertisers
to network radio.

They felt that the claims of all networks of
the whole audience of 20 million radic fam-
ilies at all times needed some deflation. Co-
operative Analysis of Broadcasting, function-
ing under the joint auspices of the Assn. of
National Advertisers and the American Assn.
of Advertising Agencies, declined to release
their ratings to a competitive medium, so the
publishers asked Clark-Hooper to provide them
with a reasonable facsimile of the CAB service.

Loath to turn down good customers and
prospects, Clark-Hooper’s President Hooper
was even less willing to have anything to do
with the recall technique then used by CAB.
“It’s more a reflection of the frailties of hu-
man memory than a measurement of listen-
ing,” he informed the startled magazine men.
“I’ll do your radio survey,” he added, “but I'll
do it my own way.”

The Hooper way was—and is—the coinci-
dental method of asking people what they are
listening to while they are listening. This
technique, he explains today as patiently as if
he had not explained it thousands of times
before, gives memory no time to go wrong;
it gets from a listener a report of his own be-
havior at the time, not a delayed report of
the radio habits of the whole family; it is akin
to a measurement of advertising effectiveness
because in counting a program’s listeners it
counts the only people that program can pos-
sibly influence; finally, it permits the use of
the telephone for interviews, providing more
interviews att--less cost per program period.

The magazines contracted for six monthly
surveys, each to cover listening in the 16 cities
of the networks’ basic areas—the northeastern
and the northcentral states—from 7 to 10 p.m,,
seven nights a week, one week in each month,
Clark-Hooper reserved the right to distribute
copies of each report to other interested °
parties, and most of their profits on the job
went for getting these copies to advertisers

(Continued on page 34)
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CONFLUENCE

where the CONFIDENCE

of millions meets the

INFLUENCE ihat sells!

The wholehearted CONFIDENCE of the world’s richest
and largest Italian market and the INFLUENCE of the
station that has been part of the fabric of their lives for so

many years form one great potent force that results in sales.

True enough, you speak to over 2,100,000 listeners with
active buying power. But far beyond these statistics is the
greater strength that makes your sales message a compelling
force. It is the trust, the respect and the deep affection of
these families for WOV.

It is all this CONFIDENCE plus WOV’s great INFLUENCE
that gives you CONFLUENCE — the plus delivered only
by WOV.
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* Act of flowing together . . . the meeting
or junction of two or more streams . . .
—Webster’s New International Dictionary
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OWARD S. MEIGHAN, CBS vice
president and general executive,
is in New York for three weeks.

During that time he will attend net-
work conferences and year end meet-
ings.

A. M. (Vie) MORGAN, president and
general manager of WLYN Lynn,
Mass., for two years, resigns. He has
been with the radio
industry for 30
years.

DICK CAMPBELL,
general manager of
KOME Tulsa, Okla,,
appointed publicity
chairman for Tulsa
Chamber of Com-
merce for 1950.

JOHN J. ROHRER,
commercial man-
ager of KTRY Mr.
Bastrop, La., named
manager of KTRY branch studios in
Monroe, La,

J. A, (Arch) MORTON, general man-
ager of KJR Seattle, appointed radio
chairman for March of Dimes cam-
paign in Washington State,

S. R. SAGUE, president of WSRS
Cleveland, presented with citation
plaque from Cuyahoga County Coun-
cil of VFW for station’s cooperation
in producing weekly series of VFW
programs.

FRED RABELL, manager of KSON
San Diego, is confined to his home
recovering from a heart attack.

SIG MICKELSON, director of public
affairs and production manager at
WCCO Minneapolis, given leather
portfolio for distinguished service by
Minneapolis Chamber of Commerce.
Mr. Mickelson becomes director of the
Discussions Div. of CBS Jan. 16.
ERNEST LEE JAHNCKE, ABC vice
president in charge of station rela-
tions, is the father of a boy, Reding-
ton Townsend, born Dec. 27.

Morgan

Mrs. Maurice Barrett

ANNA BARRETT, wife of Maur-
ice Barrett, WPAT Paterson,
N. J., program director, died Sun-
day, Dec. 18, at her Washington
Heights home after an illness of
seven months. Mrs. Barrett had
been known on the stage, from
which she retired in 1927, as Anna
Bernard.

Respects
(Continued from page 32)

and agencies,

When the six months had ended,
both sides were satisfied. The
magazines had sufficient informa-
tion to prove that the total radic
audience was divided among the
various networks and stations,
with no one getting all the lis-
teners at any one time., Enough
advertising executives had indi-
cated a willingness to pay for a
continuation of the radio reports
to persuade Clark-Hooper to keep
them going.

And they've kept going ever
since, adding hours and cities as
the networks expanded, but re-
taining their pristine basic char-
acteristic of measuring the com-
parative audience attraction of
competing network programs for
listeners in cities where the pro-
grams of all four networks are
equally available.

In 1938 Clark-Hooper was dis-
solved and C. E. Hooper Inc. took
over the radic audience measure-
ments. It is significant that most
of Mr. Hooper’s early associates
are still with him, comprising two-
thirds of the corporation’s officers
and directors today.

Makes Pacific Presentation

The next milestone in the Hooper
history was an invitation to attend
the Pacific Coast AAAA’s fall
meeting in Del Monte, to present a
plan for Pacific Coast sectional
radio reports. Representatives of
four companies—Crossley Inc.,
which collected and compiled the
data for CAB; Ross-Federal and
Hooper-Holmes, who had made
surveys for individual stations, and
the Hooper firm—were given an
hour apiece to present their plans
to a committee of 28 members,
representing stations, networks,
station representative firms, ad-
vertisers and agencies. Mr. Hooper
left a hospital bed where he was
recovering from pneumonia to
make his piteh, returning to bed
immediately afterwards. His con-
valescence was appreciably aided
by the news that the committee
had unanimously selected his plan.

Presenting his first Pacific Coast

report in December 1939, Mr.
Hooper was somewhat discomfited

148 KILOCYCLES

WSAP- FM

2% F MESACYCLES Crr
SHAMMEL 234

WHY TAKE SECONDARY COVERAGE
of Virginia’s FIRST Market?

Regardless of claims, if you're trying to cover Greater Norfolk from
the outside, nature’s terrain made it impossible.

Only Greater Norfolk stations can cover it.
cover it at lowest cost,

Availabilities and costs from Ra-Tel will prove it.
WSAP . . .

WSAP MUTUAL METWORK AFFILIATES
PORTEMOUTH -Hl:lI-FI'I!_J‘L,.H' HNEWPORT HMEWS
L%

“’solving advertising problems” in Virginia’s FIRST market.

And only WSAP can

S EmwinG

8. Walter Huffington, General Manager

Ask Rg-Tel!
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when the Los Angeles broadcasters
told him the report was fine for
the Pacific Coast networks but not
much good to the stations and
would he please get out a city re-
port for them, showing the division
of audience among all stations
serving Los Angeles. When he
told them it couldn’t be done
they told him they needed that
service and to go home and work
it out.

Three months later he was back
with the first City Hooperatings
Report, marking the beginning of
a service which today covers more
than 100 markets, including Ha-
waii, and there’'s an invitation to
get it started in Bermuda which
Mr. Hooper hasn’t yet found time
to accept.

That first City Report, by the
way, was a single chart which
when spread out was about the
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OHN PAUL LEE appointed com-
mercial manager of KMAC and
KISS (FM) San Antonio, Tex.

RALPH A. SAYRES, former commer-
cial manager of KYW Philadelphia,
joins WMBW Miami Beach, Fla, as
account executive,

ANDREW 1. KEAY, formerly of ABC’s
traffic and station relations depart-
ments, joins WFIL-TV Philadelphia
sales staff. He will be in charge of TV
sales service and work under super-
vision of KENNETH W. STOWMAN,
TV sales manager.

WILLIAM TRAVIS, formerly with Le-
land K. Howe Assoc. and Chernow Co.,
New York, and previously general man-
ager of WMLO Milwaukee, joins sales
staff of WDET (FM) Detroit.

JOHN RHYS EVANS Jr., formerly
northwest representative for Frederic
W. Ziv Co., joins KOMO Seattle as
account executive.

JOHN P. ROHRS, former promotion
director for Belknap & Thompson Inc.,
Chicago, appointed account executive
of Chicago office of John E. Pearson
Co., radio and television station repre-
sentative. He previously was manu-
facturer’s agent for three years rep-
resentating ten different firms in ma-
jor markets of 14 midwestern states.

NORMAN LOUVAU, former commer-
cial representative for KRON-FM San
Francisco, joins KRON-TV as sales
manager.

JOHN E. PEARSON Co., Chicago, sta-
tion representative firm, moves to new
offices at 333 N. Michigan Ave. Offices
will be located on the sixth floor.
Telephone number, Franklin 2-2359,
remains the same.

J. STUART MacKAY appointed assist-
ant general manager of All-Canada
Radio Facilities Ltd., Toronto, station
representative and transcription dis-
tributing company, with offices through-
out Canada. He was formerly man-
ager of CKRM Regina, and has been
at CJCA Edmonton, CKRC Winnipeg,
and CKWX Vancouver, in various exec-
utive capacities. .

ROBERT L. FIDLAR, commercial man-
ager for WIOD Miami, Fla., elected
president of Miami Exchange Club.

BROADCASTING *

size of a desk blotter but was
multifolded to fit easily in a man’s
pocket-—the "first step toward the
Pocket Piece which today is as
much a part of the radio sales-
man’s impedimenta as his rate card
and fountain pen.

The word “Hooperating,” ineci-
dentally, had not been born at the
time of that first City Report.
The term, today as ubiquitous as
American radio itself, first ap-
peared on a tablecloth in New
York’s Hotel Marguery, when Paul
Warwick of Warwick & Legler,
with whom Mr. Hooper was lunch-
ing, objected to the length of the
answer to his question: “What do
you sell ?”

At about this. time, the Hooper
organization was retained to tabu-
late and compute the postecard re-
turns of NBC’s first All-County
survey, a job that gave them an
understanding of coverage meas-
urements that has been the source
of area reports of various types.
From it have also stemmed the
various Hooper proposals for in-
dustry-wide coverage studies
which began before BMB was es-
tablished and are still forthcom-
ing. The most recent, sent to the
BMB board in November, recom-
mended that BMB be continued in
its present form, but that it achieve
a “higher standard of precision”
for its measurements by adonting
the Hooper Area Coverage Index
technique.

Fast-Thinking Pays Dividend '

Mr. Hooper’s aggressive sales-
manship and the growing accept-
ance of Hooperatings inevitably
clashed with tha CAB, which, like
most non-profit association-run op-
erations, was slow to meet the
dazzling competition of this fast-
thinking, fast-acting individual en-
treprenuer. Prodded by advertisers
and agencies whom Hooper had
convinced, CAB dropped its recall
technique for the coincidental

method pioneered by Hooper. Im-
mediately the users of these re-
ports began to wonder why they
should pay two organizations to do
the same job. Wonder led to talk,
talk to action and in July 1946 the
CAB suspended operations, after
arranging for C. E. Hooper Inc. to

NEW

~ on the Air!
NEWS
That's Fair!
Listen to

FRANK EDWARDS

Coast to Coast .
Mutual Network
10 PM EST

Sponsored by

AMERICAN
FEDERATION OF LABOR

Teleca'sti'ng



fill the balance of its unexpired
subscriptions.
- After such a victory some men
would have been content to rest on
their laurels, but not Claude Er-
nest- Hooper. He was born May
31, 1898, in Kingsville, Ohio, into
the family of a Baptist minister
more interested in saving souls
than dollars. Young Claude soon
realized that whatever went into
his pockets would go there through
his own efforts. At nine, he
launched his first business venture,
hiring a man to grind horseradish
for him each Saturday morning
and spending the day toting two
huge buckets of the fresh condi-
ment from door to door, selling it
to housewives at 10¢ a cup. If
business was good he’d swagger
home with as much as $4 in his
pocket. “I’'ve never been so rich
since,” he says with a rueful smile.
After working his way through
high school in Chicopee, Mass., Mr.
Hooper donned a doughboy’s khaki
suit. Discharged a year later, he
entered Amherst and coincidentally
became a salesman of aluminum
ware, with such success that he
soon was taken from his route and
set to training other student sales-
men. This extracurricular activity
not only carried him through Am-
herst (AB, 1921) and the Harvard
Graduate School of Business Ad-
ministration (MA, 1923), but also
financed his sister’s education.

Headed West

Following the advice of Horace
Greeley and the footsteps of Emily
Judson Reed, who had attended
Smith while he was at Amherst,
Mr. Hooper went west all the way
to Yakima to go to work for Miss
Reed’s father in the Liberty Sav-
ings & Loan Co. A year later he
returned east to become advertis-
ing manager of the Harvard Busi-
ness Review, but in 1927 went back
to Yakima to change Miss Reed’s
name to Mrs. Hooper. Their
daughter, Mary Stuart, 18, is now
a freshman at her mother’s alma
mater.

In 1926 Mr. Hooper moved to
Scribner’s Magazine as advertis-
ing manager, leaving three years
later for an account executive’s
berth with Doremus & Co. In 1931,

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!

BROADCASTING *

‘'THIS is it .

duced Oklahoma’s newest 50 kw outlet to listeners Dec. 23.

. .« KRMG Tulsa is on the air.”
Program Director Perry Ward heralded the dedicatory program which intro-

These opening words by

City's civic

leaders and U. S. Sen. Robert S, Kerr (third from left), principal owner of
KRMG, joined station officials to usher in the new ABC affiliate five months

after ground was broken for the transmitter site.

broadcast are (I to r):

Taking part in the opening

Robert B. Jones Jr., KRMG general manager; Tom

McDermott, president-elect, Tulsa Chamber of Commerce; Senator Kerr, and
C. B. (Brownie) Akers, vice president of station.

with the depression setting in, re-
search seemed a more salable
commodity than financial advertis-
ing, so he joined forces with Dan-
iel Starch, under whom he had
studied at Harvard, who was then
in business in New York. In 1934,
Mr. Hooper and Dr. Starch dis-
agreed about technical considera-
tions, and Clark-Hooper was
formed.

While sparring with CAB, Mr.
Hooper had been working to meet
the demand for rating figures pro-
jectable to all U. S. radio homes.
During the war, two reports were
issned with ratings projectable to
the 89 cities with populations of
25,000 or more and in January
1948 the first U. S. Hooperating
appeared.

A month later the Hooper organ-
ization began publishing monthly
New York City Teleratings, meas-
uring TV audiences in the nation’s
first video market. Plans called for
a national TV report to start in
October 1949, but the rapid spread
of TV across the country brought
so much pressure for coverage out-
side New York that the date was
advanced to May.

Expense in Television

Like other video pioneers, Mr.
Hooper found the expenses of his
TV service far in excess of its in-
come, making some belt-tightening
necessary. By the end of the year,
however, he could report that, after
only six months, TV-Network
Hooperating subscribers were con-
tributing one -third of his total
revenue from all network program
ratings, half as much as the in-
come from the 15-year-old AM net-
work reports.

Looking to the future, C. E.
Hooper foresees the need for more
information on the impact of ad-
vertising, particularly in view of
the costs of television, far above
those of any other medium. Aec-
cordingly, in November, he
launched his newest service, Sales
Impact Ratings. He also is gear-
ing his organization to deliver
more frequent and more detailed
local reports—and to deliver them
faster than ever before—in re-

Telecasting

sponse to anticipated demands for
information about the effect of
television on a city’s listening and

_buying habits and the differences

between TV and non-TV commu-
nities.

Of medium height and build, his
brown hair well mixed with grey,
Mr. Hooper gives the impression
of inexhaustible vitality. His hand-
some features normally wear a
smile that seems to say “Everyone
is my friend, especially you.” He
is always intent on the business at
hand, whether he’s doing the talk-
ing or the listening. To meet him
once is to understand why he is
famed as “the best salesman in the
whole research field.”

An avid outdoor man, Mr.
Hooper can be found skiing in
Vermont, shooting pheasant in
South Dakota or fly casting in a
mountain stream whenever oppor-
tunity offers. He commutes to New
York from South Norwalk, Conn.
His clubs are: Harvard, Players,
Amherst (New York); Tavern
(Chicago) ; Bohemian (San Fran-

cisco) ; Shore and Country (Nor-
walk); Tokeneke (Darien); Fly
Fishers (Roscoe, N. Y.). He is a

member of American Marketing
Assn.,, Market Research Council
and Delta Tau Delta.

KRMG TULSA

Kerr at Dec. 23 Debut

KRMG Tulsa, Oklahoma’s third 50
kw station, officially began opera-
tion Dee. 23 amid impressive cere-
monies highlighted by the appear-
ance of U. S. Sen. Robert S. Kerr
(D-Okla.), principal owner, and
station and civic officials.

KRMG is an ABC affiliate, li-
censed to All-Oklahoma Broadcast-
ing Co. and operating fulltime on
740 ke with 50 kw day and 10 kw
night, directionalized. Construe-
tion and engineering work was
completed in mid-December, four.
and a half months after ground
was broken [BROADCASTING, Aug..
8, 1949].

Robert B. Jones Jr., KRMG gen- -
eral manager, reported fine recep-
tion on the station’s signal from
throughout Oklahoma, -Missouri,
Kansas and Texas..

Sen. Kerr, introduced by Cal
Tinney, famed columnist, enter-
tainer and story-teller, told lis-

teners that the “amazing miracle
of modern radioc has done more
than any other agency to bring the
people . . . of Oklahoma in closer
touch with one another.” He out-
lined KRMG program plans which
he said would take heed of the in-
terest of the “rank and file.”
KRMG uses an RCA BTA 50F1
transmitter with low-power con-
sumption tube. Control rooms are
equipped with flexible control sys-
tem built by RCA and all studios

‘are polycylindrically designed for

diffusion of sound.

MecIntosh and Inglis, consulting
engineers, handled technical pre-
liminaries for KRMG, using two
helicopters to measure the sta-
tion’s field strength [BROADCAST-
ING, Dec. 12, 1949.] Use of the
helicopters in adjustment and
measurement of the KRMG an-
tenna system resulted in a saving
of six weeks’' time, according to
the station.

All-Oklahoma Broadcasting Co.
comprises several stockholders of
WEEK Peoria, of which Sen. Kerr
is president, and includes among
others D, A. McGee. Sen. Kerr
and Mr. McGee head Kerr-McGee
oil properties in Tulsa.
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FCC in ‘50

(Continued from page 24)

qualifications of applicants and
licensees involved in anti-trust de-
cisions—a point on which applica-
tions of major motion picture pro-
ducers and others are being held up.

Another is the National Assn. of
Radio Station Representatives’
complaint against networks rep-
resenting affiliates for the sale of
spot advertising, on which hearings
were completed last January.

The Commission also has made it
clear that it thinks it’s past time
for another full-fledged network
investigation, though inadequate
funds and the demands of other
business haven’t permitted it as
yet. There has been speculation
that FCC would ask Congress for
a probe appropriation in 1950.

FCC also has before it a long-
pending proposal to revise the
multiple-ownership rules, on which
hearings were wound up in late
Januery 1949, and an even older
plan to require each station to
program at least 51% of its air
time from the city in which its main
studios are located.

There is also a possibility that
1960 will see a major FCC staff
reorganization. Plans have been
detailed to the Civil Service Com-
mission, They envision a functional
reorganization into four bureaus:
Broadcast, Commeon Carrier, Safety
& Special Services, and Field En-
gineering & Monitoring [CLOSED
Circult, Dec. 12].

A review of 1949 policy decisions
finds these actions in the limelight:

1. Repeal of the Avco Rule re-
quiring that competing bids be
invited when stations are up for
sale [BROADCASTING, June 13].

2. Reversal of the long-standing
“Mayflower Decision,” thus giving
licensees the right to air their own
views provided they treat advo-
cates of differing viewpoints with
“fairness” [BROADCASTING, June
6].

3. Adoption of rules banning
giveaway shows [BROADCASTING,
Aug. 22], though the rules were
subsequently suspended pending
outcome of current court tests.

Court decision could be fortheom-
ing in "1950.

4. Realignment of FCC proce-
dures, including institution of a
separation-of-functions system
[BROADCASTING, June 6].

By most standards the most com-
plex problem tackled by the Com-
mission in 1949 was television.
Though the study had been set in
motion in late 1948, the full agenda
was not formulated and made pub-
lic until mid-1949.

Involving color, prospects for
use of UHF, revision of VHF
standards, a proposed VHF-UHF
allocation and many corollary
problems, the proceeding got under
way with hearings on the color
question in late September.

The color proceedings continued
into November, are due to resume
in late February, and seem unlike-
ly to be completed before Spring.
Then the other TV problems must
be approached. The VHF licens-
ing freeze meanwhile is still in
effect and, most observers agree,
seems likely to continue until fall
at least.

The NARBA Question

Another major 1949 problem
which remains is NARBA. The
old pact expired last March 29.
Conferences looking to the formu-
lation of a new one got under way
in Montreal in September and con-
tinued until a U.S.-Cuban impasse
was reached on far-reaching Cu-
ban channel demands. The State
Dept. rejected Cuba’s proposals
and the conference broke up early
this month, to resume April 1 in
the U.S. after U.S.-Cuban negotia-
tions starting in Havana Feb. 1.

In the field of new-station appli-
cations, FCC in 1949 continued to
whittle down its workload, assisted
by a slower pace of new filings.

Applications for new AM sta-
tions stood at 329 on Dec. 15, 1949,
as compared to 524 a year earlier.
The number of these in or awaiting
hearing dropped from 283 to 266.

FM applications are described as
“current.”” The number was 86 a
year ago and in mid-December was
49, of which 28 are in hearing as
against 31 in December 1948.

Television applications naturally
are on the rise, since the freeze
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was in effect throughout 1949.
There were 311 on file in mid-
December 1948 and 353 a year
later. The number of these in

hearing is the same—182—for FCC
has designated no new hearing
cases since the freeze was imposed
in late September 1948.

LIQUOR AD

Treasury Officials To Appear
At Senate Group Hearing

OFFICIALS of the Treasury Dept.’s Internal Revenue Bureau are ex-
pected to appear as initial witnesses on the Langer liquor bill hearing
Jan. 12 before the Senate Interstate & Foreign Commerce Committee.

This was announced last week as legislators prepared to converge on

Capitol Hill for the opemng of the
81st Congress’ second session Tues-
day.

The Committee has invited an
array of agency officials for the
scheduled two-day session, during
which it hopes to elicit views on a
measure (S 1847), authored by
Sen. William Langer (R-N.D.),
which would outlaw all aleoholic
beverage advertising in radio and
other media in interstate com-
merce. Beer, wines and hard
liquor would be included.

Views of the Revenue Bureau’s
Tax Unit (which supervises the
Federal Alcohol Administration
Act), State Dept., Justice Dept.,

-Federal Trade Commission, Com-

merce Dept.,, ICC, FCC, and the
Postmaster General’s Office have
been solicited by Sen. Edwin C.
Johnson (D-Col.), chairman of the
Senate Interstate Commerce Com-
mittee, since Sen. Langer in-
troduced his bill last summer
[BROADCASTING, May 23, 19497.

Indicative of Stand

These views, to be placed into
the record at the-hearing, and dis-
closed to BROADCASTING last week,
are regarded as an indicator of the
tack testimony will take before the
committee.

Typical are these:

Treasury Dept.—Has notified
Sen. Johnson that enforcement
does not presently lie within its
supervision [CLOSED CircuiT, Sept.
19, 1949]. “The bill relates to a
matter of national policy which is
primarily for determination by the
Congress and not of especial con-
cern to this department,” it ad-
vised the committee.

Commerce Dept.—“In general

. indirect controls of this sort
using the commerce power should
only be exercised when the final
objectives cannot be achieved by
direct means. . . .”

Justice Dept.—*“. . . A question
of legislative policy concerning
which this department prefers not
to make any recommendations. .. .”

State Dept.—No comment.

FTC-—Congress has ‘“‘the requi-
site power to enact such legisla-
tion and the measure would not
violate constitutional guarantees”
dealing with freedom of the press.

FCC—Cited its previous decision
in the KRLD Dallas-Sam Morris
case and reminded acceptance of
liquor ads is considered in light of
overall public interest when it re-
views station licenses.

The liquor hearing, prompted
partly by Sen. Johnson’s indigna-
tion over Schenley Distillers’ de-
clared intent to use hard liquor ads
in radio broadcasts (now tempo-

BROADCASTING o
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*
rarily abandoned), is one of the
first sessions touching on radio and
communications to be slated during
the second session.

Others include probe of lobbying
activities, and broad review of the
Communications Act, indicated by
the House Interstate & Foreign
Commerce Committee [ BROADCAST-
ING, Dec. 26, 1949].

Meanwhile, top Congressional
members have indicated the past
fortnight that Congress will lump
together annual funds for FCC,
FTC and other independent agen-
cies with those for other govern-
ment branches before either house
votes on appropriations measures.

Subcommittees would continue to
act on budget requests but they
would be correlated in one “pack-
age” before House and Senate Ap-
propriations Committees report
them to the floor. End result
would be that the President could
not veto funds for one agency
without killing the entire bill.

LINCOLNTON AM
FCC Proposes Denial

INITIAL decision reported by
FCC Thursday to deny application
of Carolina-Piedmont Broadcasters
Inc. for a new AM station at Lin-
colnton, N. C., to operate on 1050
ke with 1 kw day.

Hearing Examiner Basil P. Coop-
er found that the applicant had
failed to present satisfactory evi-
dence or exhibits to show that the
proposed station would operate in
conformity with FCC’s rules and
standards and would not cause in-
terference to WWGP Sanford,
N. C. No adequate showing was
made either regarding areas and
populations to be served within
the several contours of the station,
the report found.

Carolina-Piedmont 1is composed
of Dr. L. A. Crowell Jr., president
28.04%; Dan Boyd, vice president
and part owner Glenn Mills Inc.,
vice president 3.74%, and R. S.
Reinhardt Jr., insurance, secre-
tary-treasurer 3.74%. There are
18 other stockholders.

KCBQ San Diego joins Southern Cali-
fornia Broadcasters Assn. Group now
has 47 members.

Small Space—Big Story

@ MORE people
@ MORE times
@ LESS money

WGRD

Grand Rapids
Michigan
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Paramount
(Continued from page 20)

509 interest in Paramount Rich-
ards Theatres Inc., a subsidiary
theatre operating firm which in
surn is the 50% owner of WSMB
Ine. United Paramount Theatres
is to acquire the other 50% inter-
est in Paramount Richards for
about $3,500,000 from E. V. Rich-
ards Jr.

The reorganization plan - pre-
sented the court specified that
these various transactions were to
take place on and between Dec. 31
and Jan. 3. It was for this reason
prompt FCC action on the station
cransfers was sought.

DuMont’s Status

It is proposed that Paramount’s
29% interest in Allen B. DuMont
Labs., television manufacturer and
operator of WABD (TV) New
York, WTTG (TV) Washington
and WDTV (TV) Pittsburgh, is to
be included within the new Para-
mount Pictures Inec., as likewise
subsidiary Paramount Television
rroductions Inc.’s KTLA (TV) Los
Angeles.

Each of the two new Paramount
firms would be allowed to own five
television stations under FCC
rules, whereas Paramount now has
that maximum if the Commission
were to make final its proposed
finding that the film company con-
trols DuMont. DuMont has TV
applications pending for Cincin-
nati and Cleveland in addition to
the three stations it operates.

Concerning its refusal to act
immediately on the transfer re-
guests, the Commission noted that
Paramount stated “that the stock
transfer must take place on Jan. 1
or 3, 19560, pursuant to the court
decree, that it has not been pos-
sible to file these applications at
an earlier date, and that if the
Commission cannot determine
whatever issues are involved in
these transfers prior to Jan. 1,
1950, that the Commission grant
the applications subject to such
later considerations and determina-
tions as the Commission might
make.” To this FCC added:

It is noted that you tharacterize the
transfers covered by these applica-

tions as involuntary. We do not un-
derstand that the consent decree ad-
judicated the specific transfers for
which applications have been filed
with the Commission. Nor do we un-
derstand that the transferor was ad-
judged liquidated as of Jan. 1, 1950;
but that such date was chosen volun-
tarily by the transferor in its reor-
ganization plan filed with the court.
Further, the Commission does not
understand the District Court decree
to deprive the Commission of its re-
sponsibility under the Communica-
tions Act to pass upon the qualifica-
tions of the transferee to be a licensee
of the Commission.

The Commission is unable to proc-
ess these applications in sufficient
time to make a decision thereon prior
to Jan. 1, 1950, as you requested. The
Commission will consider the transfer
applications on their merits as soon as
possible in the light of the problems
involved therein.

Officers of United Paramount
Theatres include the following:

Leonard H. Goldenson, vice presi-
dent of Paramount Pictures in charge
of theatre operations, president and
director; Walter W. Gross, general
counsel of Paramount Pictures thea-
tre department, vice president, direc-
tor and general counsel; Robert H.
O’Brien, secretary of Paramount Pic-
tures, secretary-treasurer and direc-
tor; J. L. Brown, assistant to the
treasurer of Paramount Pictures, as-
sistant treasurer; Simon B. Siegle,
controller of Paramount Pictures
theatre department, comptroller; John
A. Coleman, member Adler, Coleman
& Co., stock brokerage, director; E.
Chester Gersten, president of The
Public National Bank of New York,
director; William T. Killborn, presi-
dent of Flannery Bolt Co., Bridge-
ville, Pa., director; Walter Marshall,
president of Western Union Telegraph
Co,

As of Oct. 31, 1949, Mr. Golden-
son was reported owner of 1,100
shares individually and of 700
shares jointly with his wife of
Paramount Pictures.

NAMES BIDDLE

To Advise Defense Trust

NATIONAL Security Resources
Board has named Eric H. Biddle,
State Dept. official, as consultant
on civil defense planning. Appoint-
ment was made last Wednesday
by John R. Steelman, presidential
assistant and acting chairman of
the board. :
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CBS

(Continued from page 20)

Chicago and assistant general man-
ager of WBBM.

Mr. Mickelson joined WCCO in
1943 as a consultant in establish-
ing a news department and became
WCCO news director in June of
that year. In 1946 he became di-
rector of news and special events
public affairs and production man-
ager. He is a past president of the
and in 1948 was made director of
National Assn. of Radio News
Directors. g

Taylor Joined in ’33

Mr. Taylor joined CBS in 1933
as an announcer and entered the
network’s production department
later that year. In 1937 he became
director of the CBS music division
and a few months later became
assistant to the vice president in
charge of broadeasts and shortly
afterward assistant director of
programs.

In 1944 he became chief of the
radio section of the Psychological
Warfare Division of SHAEF, suc-
ceeding William S. Paley, then
president and now chairman of
CBS, in the post.

In 1945 Mr. Taylor rejoined CBS
as director of programs and before
the end of the year was elected vice
president and director of programs.
When Mr. Robinson was hired for
that job in 1947, Mr. Taylor be-
came vice president and director
of public affairs.

AGENCY EXPANDS
Cecil & Presbrey Adds 12

WITH acquisition of the Electric
Auto-Lite Co., Toledo, account, a
nearly $3 million advertiser, Cecil
& Presbrey, New York, will add at
least 12 new executives. All are
former employes of Newell-Em-
mett Co., which previously held the
account and which dissolved a fort-
night ago to become Cunningham
& Walsh.

T. J. Maloney, partner of Newell-
Emmett, had previously been an-
nounced as joining Cecil & Pres-
brey. The account executive on
Auto-Lite will be Frank Gilday,
who held the same post at Newell-
Emmett. Mr. Gilday had been
associated with Newell - Emmett
since 1942 and before that was with
Mr. Maloney in the latter’s agency.

The new television director at
C&P, George Foley, joined Newell-
Emmett’s public relations depart-
ment in 1946. In 1947 he was
named an account executive and
when the agency organized the
television department in 1948, Mr.
Foley was called on to head that
operation.

Auto-Lite sponsors Suspense on
CBS-TV, Tuesday, 9:30-10 p.m.

May Use Radio

RAILWAY Express Agency, New
York, has appointed Fuller, Smith
& Ross, New York, to handle its
advertising effective Jan. 1. Radio
may be used.

-
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[Editor’s Note—In The Public Interest this week is devoted to Christ-
mas public service activities reported last week by stations at the con-

clusion of their holiday efforts.

A roundup of other Christmas promo-

tions and programming was in BROADCASTING, Dec. 19, 1949.]

KFH Fetes Children

On Christmas Eve, 1,500 under-
privileged children in Wichita,
Kan., were guests at the first an-
nual Christmas program and party
jointly sponsored by KFH and
KFH-FM, the Salvation Army and
the Wichita Amvets. The party, a
. good portion of which was broad-
cast, ran from 2 to 4 p.m.. Candy,
nuts, fruits and toys were donated
by the local merchants and col-
lected by the Amvets for distribu-
tion during the party by Santa
Claus. On the two Saturdays pre-
ceding the big Christmas party, a
two hour show was held for adults
and children. Admittance to this
show, called the “Christmas Neigh-
bor’s Club,” was obtained by canned
or preserved foodstuffs which were
turned over to the Salvation Army.

Goodwill Gesture

An international gesture of good-
will that featured two stations
plugging each others programs
and brought joy to a b5-year-old
burned boy and a 9-year-old orphan
girl was offered by WTOP Wash-
ington and CJCH Halifax, Nova
Scotia. All Christmas week, late-
night listeners heard Gene Klavan
of WTOP and Norman Riley, CJCH
disc jockey, collect Christmas greet-
ings and toys for the two children.
Mr. Riley told Mr. Klavan he had
heard about the injured  Wash-
ington boy, Mike Rector, and
asked the Washington announcer
if Christmas greetings collected in
the Maritimes for Mike, could be
sent him 'via Mr. Klavan. Agree-
ing to this, Mr. Klavan said he’d
like to return Canada’s kindness.
He was told that Marjorie Dobbin,
orphaned since she was two and a
hospital case all her life, was com-
ing home for her first Christmas
to St. Joseph’s orphanage in Hali-
fax. The Washington announcer

saw to it that Marjorie received 87
presents and 100 cards.

Aids Salvation Army

WHHH Warren, Ohio, aided the
Warren Christmas Charity Shows
Inec. with gifts for the area’s needy
which were distributed by the Sal-
vation Army. On Dec. 16, a four-
hour disc show was aired. The disc
spinners were recruited from
among the area’s most prominent
civic leaders, business and profes-
sional men who asked each listener
to pledge a sum for gifts for the
needy. Both the station and the
Charity Shows Committee reported
results far beyond expectations.

WTAG Helps Girl

In Worcester, Mass., a 20-year-
old girl named Arlene was assured
of having a specially constructed
artificial arm after one announce-
ment during the five-a-week “Let-
ters to Santa” feature on WTAG-
AM-FM’s Julie ‘n’ Johnny program.
Miss Chase read a letter from
Arlene, a cardiac case whose left
arm had been amputated because of
blood clots. Julie and Johnny re-
turned to their office to find pledges
totaling $250, just 10 minutes after
they’d signed off the air.

WLS Neighbors Club

Again this year, WLS Chicago’s
Christmas Neighbors Club was
active in solicitation of funds from
listeners for purchase of children’s
hospital eguipment. Contributions
amounted to about $40,000—the
yearly average since 1946. In the
14 years since the club was organ-
ized by WLS staff members and Dr.
John W. Holland, Midwest listeners
have given more than a quarter-
million dollars.

Patients Remembered
Exceeding all expectations was

- the Christmas Card campaign con-

CORNY?

WIBW advertisers don’t think our

methods of selling to farmers are

corny.

Not when they check sales

figures in Kansas and nearby states.
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CREDITED to the gift fund with which Christmas presents for homeless
children were bought was this record number of more than 60,000 coffee
strips and labels received by WIBA Madison, Wis. Collection was the annual
""Christmas for Orphans’’ promotion conducted by the station for the makers

of Butternut Coffee.

At the final counting are Duane Tucker (I}, newscaster

on the Butternut-sponsored broadcast, and C. W. Wallis, merchandising

director, who supervised the counting.

Sponsor set up a gift fund based on

the number of strips received.

ducted in Havre de Grace, Md., by
WASA’s Disec Jockeys Norman
Wain and Dick West. Listeners
were asked to send in cards which
the station would then distribute
to patients in local hospitals who
otherwise might not receive one.
When it became evident that there
would be more than enough cards
to go around, the campaign was
altered to have listeners send greet-
ings which would help to brighten
dull hospital wards during the holi-
day season. Over 2,500 cards of
every size, shape and description
were sent to WASA studios.

WNBK Colleéts Presents

WNBK (TV) Cleveland’s Three
and Fasy program devoted its
Christmas period schedule to col-
lecting presents for the Holy
Family Homes for Children. Vocal-
ist Ken Ward, Jack Elton, pianist,
and Tom Haley, announcer, deco-
rated a tree on their show and
viewers sent presents to put under
it. To give each orphanage or
children’s home an unprejudiced
selection, the boys wrote the names
of the 20 homes on slips of paper
and the one chosen was -drawn
from a hat during the television
show. On the Friday before Christ-
mas, the tree was transported to
the Holy Family Home along with
all the presents.

‘Old Newsboys Fund’

WJR Detroit offered a week-long
schedule of Christmas programs.
One of the highlights was on Fri-
day, Dec. 16, when the station
sponsored the 26th annual “Qld
Newsboys Goodfellow Fund” pro-

gram, Trimming the Christmas
Tree.
A Dog For Georgie

WKMH Dearborn, Mich.,, gave
Santa a helping hand in seeing that
a blind boy, five-year-old Georgie
Woodrow, got the dog he wanted
for Christmas. Santa, who was
visited by the boy in Dearborn’s
Montgomery-Ward store, didn’t
know the boy’s name at the time.
To find out his name, he finally
called the Kay McCoy program on
WKMH and described the boy.
“Well, who knows,”’” Santa said,
“Maybe the little boy’s mother is
listening, too.” Kay told about it
on the air and in very short time,
Kay was back on the phone, telling
Santa that the boy’s mother was.

450 |
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istening. Not only did he get his
log for Christmas but employes
»f Ward’s organized a campaign to
-aise from $1,200 to $1,400 so
Jeorgie can have a Leader dog
when he grows up.

Christmas Seal Day

In keeping with the spirit of
Christmas giving, WWJ Detroit
“gave a day” to help prevent tuber-
:ulosis. Mention of the Tubercu-
.08is and Health Society Christ-
mas Seal sale was made on 24
shows and newscasts Dec. 14.

Collection Depot-

Personnel of WWDC Washing-
ton manned a collection depot for
Christmas gifts for distribution
‘o the District Home for the Aged
and the Infirm.

Toys for Children

In St. Louis, KSD-TV played an
important role in making Christmas
a happy one for youngsters in the
Shriners’ Hospital for -~ Crippled
Children. In a special pre-Christ-
mas telecast from the hospital,
KSD-TV’s regular half-hour weekly
Sporteen Chance program raised
$600 in telephoned pledges to pur-
chase toys and candy for the
young patients. During the 30-
minute program, a special switch-
board set up in the .hospital and
manned by three operators was
swamped with 200 calls as M. C.s
Buddy Blattner and Carl McIntire
'interviewed the children in beds,
in wheel chairs and on crutches.
Several plugs were made to buy

each child “a well filled Christmas
stocking.”

Donation Program

In Akron, Ohio, the Salvation
Army got a big helping hand from
WAKR after it appeared that the
charitable organization would be
unable to care for additional needy
families. Working fast, S. Bernard
Berk, president of WAKR, directed
a lineup of talent, prominent busi-
ness and civiec leaders for partici-
pation in an all-night request-do-
nation program for Dec. 17. Two
hundred Naval Air station men also
were obtained for volunteer work.
The net result was a six hour pro-
gram with cash donations totaling
more than $15,000, giving a help-
ing hand to 2,100 families.

WI_AW UPHEI_D In- Public Service Interpretation

THE LICENSEE of a station can reserve to himself the final decision
as to what programs will best serve the public intérest, according to a
precedent-making ruling by a federal judge in Boston on Dec. 23. Ruling
pholds the right of a station to break a contraet if it believes a proposed

program does not best serve the
public interest. )

U. 8. Judge Francis J. W. Ford,
in delivering the finding, dismissed
a civil suit brought by the Massa-
chusetts Universalist convention
against WLAW Lawrence. Suit
alleged breach of
WLAW’s refusal to broadecast. a
sermon on last Easter Sunday. It
asked damages and an order fore-
ing WLAW to broadcast the ser-
mon next Easter.

The Universalist organization
filed civil suit asking damages and
a court order requiring WLAW to
broadecast the rejected sermon next
Easter. WLAW, represented by
James Lawrence Fly of Fly, Fitts &
Shuebruk, moved to dismiss the
suit for “failure to state a claim
npon which relief can be granted.”

Summarizing the case, Judge
Ford’s decision states: “Plaintiff’s
contention is that under the Com-
munications Act the business of
radio broadcasting is affected with
a public interest and that, in con-
sequence, contracts between the
owner of a broadcasting station and
persons seeking to broadecast are
likewise affected with a public

contract in.

*
interest. Therefore, the plaintiff
urges that the Communications Act,
in imposing on licensees a duty to
broadecast in the public interest, by
implication, confers on those con-
tracting for broadcasting time a
right, notwithstanding any con-
tractual provisions for rejection of
programs, to have their material
broadcast except where the content
of the broadcast is not in the pub-
lic interest. )

“Such an interpretation of the
Communications Act must be re-
jected,” the decision declares.
“Certainly the act does not confer
on anyone any right to broadcast
any material at any time, whether
or not it has a contract for such
a broadecast. Nor does there seem
to be any basis for the implication
of such a right. There is nothing
in the Act to indicate that the mere
fact that one party to the contract
is a licensee under the Act gives
to the other contracting party any
greater rights than those which
the law ordinarily gives to parties
to a contract.
® “It is true,” Judge Ford con-

AFFILIATED WITH NBC

REPRESENTED NWATIONALLY BY EDWARD PETRY
BROADCASTING ®

CO., INC.
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tinues, “that licensees under the
Act have a duty to operate their
stations so as to serve the public
interest. The licensee has the duty
of determining what programs shall
be broadcast on his station’s facili-
ties, and cannot lawfully delegate
this duty or transfer the control
of his station directly to the net-
work or to the advertising agency.
® “He cannot lawfully bind him-
self ‘to accept programs in every
case where ‘he cannot sustain the
burden of proof that he has a
better program. The licensee is
obliged to reserve to himself the
final decision as to what program
will best serve the public interest.
We conclude that a licensee is not
operating in accordance with the
express requirements of the Com-
munications Act if he agrees to
accept programs on any basis other
than his own reasonable decision
that the programs are satis-
factory.”

Radio Exhibit Room

WALTER EVANS, Westing-
house Radio Stations, Inc.
president, officially starts a
“History of
Radio” ex-
hibit room
at the Car-
negie Mu-
seum in
Pit tsburgh
next Tues-
day (Jan.
10), his
firm has
announced.
During the
KDKA (Pittsburgh) Day
program of the Pittsburgh
Radio and Television Club on
that date, Mr. Evans will
present an item of historical
- significance to the Museum
as the official beginning of
the new room. The exhibit
will be opened to the public
during National Radio Week
next November. .

Mr. Evans

Whether on ground level or high
above street level on top of tall
skyscrapers, BDN'S expertly
trained field force will erect your
TV, FM or AM antenna and fower
quickly and safely.

@ Erections completed when prom-
ised—no matter how difficult the:
job

@ Perfect erection and operation
guaranteed upon.completion

@ Complete liability insurance
carried

82 W. WASHINGTON ST.

ILL.
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RACE HORSE SHOW WTUX Renew;;ll Favo;‘ed

HORSE RACE programming in it-
self is not bad broadcasting, but
the determining factor rather is
how much of- it is used in relation
to other subject material and in
what manner it is presented.

In brief that is indicated to be
.the general conclusion- of FCC
Hearlng Examiner Jack P. Blume
in his initial ruling fortnight ago
to renew the license of WTUX
‘Wilmington, Del. [BROADCASTING,
"Dec. 26]. WTUX was the subject
last spring of Commission investi-
gation upon complaint by Wilming-
ton police alleging that the sta-
tion’s race results broadcasts aided
illegal gambling [BROADCASTING,
June 20, July 4, 1949].

The decision commented, how-
ever, that no consideration had
been given “the repeated requests”
of the Wilmington Police Dept. “for
general rules on horse racing pro-
grams to guide all stations, since
this proceeding is obviously 'not
the appropriate forum for such
rule-making.”

The decision did not indicate
whether FCC niight be planning
such a rule-making proceeding to
tackle the racing program problem,
which would be patterned after the
lottery and similar cases.

‘National Problem’

The Wilmington police in their
requests for such -general rules to
ban or restrict racing shows had
emphasized that the problem of
broadcast aid to bookies and illegal
- gambling is not a one-station or
one-community matter, but rather
a national problem since radio
signals cross municipal boundaries.

- In the WTUX initial ruling, Ex-
aminer Blume concluded that the
programs questioned ‘“were not in-
tended or designed to be of assist-
ancé to persons engaged in unlaw-
ful aectivities, but were subverted
to that end.” He added that al-
though they were not so designed,
they were aired “with an almost
reckless disregard of their poten-
tial use for this purpose.”

In favoring renewal for WTUX,
the examiner noted that the sta-

- that My. Zimmerman'’s

tion’s basic program policies were

in the public interest although
actual programs in some instances
did not fully implement these
policies. He observed that WTUX
was a relatively new station and
was managed by - newcomers to
radio who, ‘“because of financial
limitations, were without the bene-
fit of experienced radio counsel.”

The decision further observed
that when the station owners did
retain counsel and during the hear-
ing “previous programming errors
were pointed out, applicant’s prin-

cipals were quick to attempt to.

remedy them.” Thus, before the
hearing concluded, WTUX had cur-
tailed its horsé race broadcasts to
the point where Wilmington police
stated they no longer were an aid
to illegal betting, the decision said.

The examiner also gave consid-
eration to what remedial purpose
would be served by refusal to grant

renewal and noted the police had
stated further that to delete WTUX
would not assist in their law en-
forcement program ‘since other
stations can and do supply book-
making establishments with the
racing information needed by
them.”

In considering further whether
deletion of WTUX would serve any
remedial purpose, the initial deci-
sion found that WTUX ‘“has de-
voted substantial periods of time
to the needs of civie, charitable, re-
ligious and other community or-
ganizations, and has provided the
only source in Wilmington of val-
unable foreign language broadcasts,
both of which community services
would be eliminated if the station
were deleted.”

Particular notice was made of
WTUX’s promises as to future
programming, the examiner said.
He added that these promises

FCG DENIAL

Cite Business Ability Lack;

Study Religious Issue

AN FCC hearing examiner has recommended denial of one application
for lack of business. ability on the part of the applicant, and tentative
denial of another until the Commission decides the First Amendment'’s

applicability to religious stations.

The case involved rival applica-
tions of Kansas City Broadcasting
Co., seeking 1380 k¢ for a new 5-
kw daytime station at Kansas City,
and of the Reorganized Church of
Jesus Christ of Latter Day Saints,
requesting the same facilities at
Independence, Mo.

Examiner J. D. Bond said in an
initial décision a fortnight ago that
he could not conclude that disputed
charges of racial and religious pre-
judice raised against Evangelist
Wendell Zimmermian, president and
underwriter of the Kansas City
applicant firm, justify his dlsqua11~
fication as a licensee.

Examiner Bond ruled, however,
“manage-
ment of his own business affairs
evidence in him either a lack of
understanding of, or a lack of ap-
preciation for, elemental business
principles and responsibilities,” He

—~
10 WHAT BALLROOM ARE SPONSORS FLOCKING?

]
) See Centerspread This Issue (

ON THE AIR EVERYWHERE 24 HOURS A DAY

R
WCKY

CINCINNATI

50 000 W’ATTS OF SEI.I.ING POWER
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*
said Mr. Zimmerman’s brother,
Fred Zimmerman Jr., who is sec-
retary-treasurer of the company,
“demonstrated by his testimony a
gross lack of understanding of
fiscal matters.”

The decision concluded:

This non-operating, recently formed
corporatmn has evidenced such de-
ficiencies in coping with relatively
simple business problems as to show
clearly that the intricacies and com-
plexities of operating its business as a
going concern would prove overwhelm-
ingly insuperable. We doubt that op-
eration of the proposed radio broad-
cast station could be achieved or main-
tained in the public interest by this
applicant.

In connection with the Reorgan-
ized Church’s application for In-
dependence, the decision noted that
the station would be ‘“used com-
pletely to foster the religious and
educational interests of the appli-

cant on a non-commercial basis.”

But, Examiner Bond maintained,
“it has not yet been determined
that this Commission may or
should grant a permit under these
circumstances.” He referred to
the forthcoming hearing—based on

an FM petition of the Southern -

Baptist Convention and the Baptist
General Convention of Texas—to
determine whether FCC may, un-
der the First Amendment of the
Constitution, establish a specific
category of religious broadcast sta-
tions [BROADCASTING, Oct. 10, Nov.
21, 1949].

The same question is involved
in the Reorganized Church’s appli-
cation, he said, recommending that
it be denied without prejudice to
the Church’s right to petition for
reconsideration when the religious
radio question has been decided in
the Texas case.

BROADCASTING

B

played such a large role in con.
sidering renewal that were it not
for the Commission’s rule provid-
ing only for full three-year re-
newals, he would have been inclined
to recommend only a one-year re:
newal so the applicant could affirm-
atively show the promises were put
into execution.

While observing that minority
interests properly must be served
by specialized programs, the deci-
sion indicated that WTUX had
effected a program imbalance
through the substantial amounts of
afternoon time devoted to 1290
Sports Parade on which racing
news was aired. The decision said
that WTUX up to the hearing not
only aired the results of races and
mutuel prices paid, but alsc a large
variety of other racing informa-
tion such as scratches, track con-
ditions, off-times, predicted post-
times, jockey changes and inser-
tions.

Until the hearing, the decision
continued, WTUX had no policy of
delaying the broadcasts of results
which were given on the average of
four and six minutes after a rac:
and in some instances within ong
or two minutes after a race.

“The record herein does not es-
tablish that the average listener,
or even the listener interested in
horse racing as a sport, requires
the detailed type of information

~ about horse racing broadcast by

Station WTUX, or needs to learn
the results of the races with the
rapidity with which they were
broadcast by that station,” the de-
cision said. ‘“Moreover, it is rea-
sonable to assume that persons en-
gaged in legal betting at the race
track would not be listening to
these broadcasts,” it added.

Business Legal

Concerning the sponsorship of
the racing reports by Armstrong
Daily Sports Inc., “publisher of a
daily ‘scratch sheet’ devoted to
horse racing information,” the de-
cision stated the Armstrong publi-
cation enjoys second eclass mail
privileges and is not considered “in
the same class as racing publica-
tions which are devoted exclusively
to supplying tips on races.” It
also was noted several courts have
found Armstrong’s business and
publications to be legal enterprises.”

“However, the legality of a busi-
ness or of a product is not the sole
test of its suitability for broadcast
advertising,” the decision said, con-

tinuing, “In the instant case, the

sponsor’s publication is so closely
identified with illegal betting on
horse races as to raise a serious
question as to the suitability for
radio advertising.”

® Telecasting
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Don Lee Renewal
(Continued from page 23)

p)

hearing while the instant proceed-
ing has been pending, equal justice
under the Commission’s network
rules requires that the licenses of
Don Lee Broadcasting System be
renewed,” Comr. Jones declared.

Comr. Webster saw a possibility
that in' some future case an ap-
plicant in similar circumstances
“may—without claiming that it is
not engaged in alleged violations,
and without assuring the Commis-
sion of an intent to operate hence-
forth in conformance with the pro-
visions of the Act, or the rules and
regulations—cite the Don Lee case
as a precedent for renewal of its
license without hearing.” -

But, he observed, “since every
.ndividual case must be judged on
the basis of its merits, I do not con-
sider that my position in this case
precludes me from reaching a dif-
ferent conclusion as to what would
serve public interest in another case
based upon the particular circum-
stances of the case under considera-
don.” _

‘Violations Shown’

Chairman Coy held flatly that
“the licensee has violated the net-
work regulations. He has stated
on the record that he did not be-
lieve in the enforcement of the reg-
ulations which he felt were incon-
sistent with the economic interests
of Don Lee. Thus, willful viola-
tions are shown. In the circum-
stances I cannot vote for the re-
newal of the applications.”

Comr. Hennoc¢k, in a lengthier
dissent, wanted to know:

“Without completely vitiating the
Commission’s aythority to regulate,
can this proceeding have any result

" but denial ?”

She said:

Each rule here involved provides
that “No license shall be granted to a
standard broadcast station ...” which
engages in the conduct set forth. The
decision that such a result would flow
from this type of activity was affirmed
by the Supreme Court.

These violations have never been
condoned by this Commission; as soon
as they were brought to our attention
we took the appropriate action, set-
ting the license renewals for hearing.
The hearing developed the fact that
violations had actually occurred, and
also showed that there were no miti-

— —

In
Altoona, Pa.,
It’s
ROY F. THOMPSON

A prize radie eembination in

the rich industrial market of
Central Pennsylvania.

Ropresented by
ROBERT MEEKER ASSOCIATES

gating circumstancas,

..- We have, in the past, when con-
fronted with such deliberate viola-
tions, not been reluctant to invoke
the “harsh” penalty of deprivation
of license. And in the cases of
WOKOQO and WORL
and WORL Boston, both based on
alleged concealment of ownership],
this exercise of our authority was
upheld by the Supreme Court of the
United States.

Comr. Hennock maintained the
renewals should be denied for an-

other reason. She pointed out that

two transfer applications are pend-
ing-—one for transfer of control of

-the licensee company from the late

Donald Lee to his son, Thomas S.
Lee; the other for transfer from
Thomas S. Lee, who has been pro-
nounced incompetent, to the guard-
ians of his estate, Mr. Weiss and

Willet H. Brown, president of the _

network.
Thus, Miss Hennock reasoned:

. --» By granting these license re-
newals, the Commission is committing
the operation of these stations to the
hands of persons whom it has never
approved as broadcast licensees. . . .
Those who comprise the active man-
agement of the stations have mani-
fested a flagrant disregard for the
mandates of this Commission.

. .. If a licensee can continue to
reap the benefits from the use of a
public frequency despite the fact that
he exercises no control over the man-
ner of its use, and in a case in which
the frequency has been used in a
manner which violates fundamental
policy of the Congress and the FCC,
he has acquired what, in my view, is
a perpetual right to use of the fre-

guency in any manner that he sees’

fit. . ..

The Commission found that Don
Lee’s formal, standard affiliation
contract “conforms in its terms to
the Chain Broadcasting Regula-
tions,” but that the network and its
officials had ‘“ecaused,” “forced,”
or “induced” affiliates to give up
rights granted by FCC’s rules.

The majority held that Don Lee
exerted “unremitting and insistent
pressure” on affiliates, sometimes
including implied threats to break

.off affiliation.

The Commission particularly
cited Don Lee dealings with KCVC
Redding, KVEC San Luis Obispo,
KFXM ‘San Bernardino, KFRE
Fresno, KDON Monterey, and
KYOS Merced, Calif.; KMO Ta-
coma and KWLK Longview, Wash.;
and KOIN Portland; KRNR Rose-
burg and KFJI Klamath Falls, Ore.

Mr. Weiss, it was pointed out,
said that because of his experience
in operating stations ranging from
250 to 50,000 w, and because he had
FCC and industry respect, he felt
he was justified in substituting his
judgment for that of a licensee
whose experience was limited to
operation of one station.

He contended, however, that Don
Lee had not used force or coercion.
Further, he said, the network and
its affiliates had a clear understand-
ing that the final decision on sta-
tion policies was to be made by the
licensee. Conversations and corre-
spondence with affiliates, he said,
must be viewed in the light of that
understanding.

BROADCASTING ® Telecasting

[WOKO Albany’

First 15 Program Hooperatings—Dec. 30 Report
No. of
Sta- . Year Ago
Program tions Sponsor & Agency Hooper | Hooper -f-or— Pos.
Jack Benny (CBS) 180 American Tobaceo Co. {BBDO) 24.2 256 —1.4 1
Original Broad
cast 21.6
Added by 2d
broadcast 2.6* ’
Radio Theatre (CBS) 172 Lever Bros. (JWT) 21.0 24.0 —3.0 2.
McGee & Molly (NBC) 165 S. C. Johnsen & Son (NL&B) 20.3 17.8 +2.5 7
Godfrey’s Talent T. J. Lipton Div.-Lever Bros. 19.6 16.8 +28 1
Scouts (CBS) 156 (Y&R)
Amos ‘n’ Andy (CBS) 149 Lever Bros. (R&R) 19.1 13.6 +55 26
My Friend irma (CBS) 150 Pe?;ggg?r Div.-Lever Bros. 18.8 19.2 —0.4 é
Bing Croshy (CBS) 179 liggejEi & Myers Tobacco 18.2 16.2 +2.0 12
N-
Charlie McCarthy (CBS) 180 Coca Cola Co, (D'Arcy) 17.8 17.6 +0.2 9
Original broad-
cast 15.7
Added by 2d
broadcast 2.1*
Groucho Marx (CBS} 154 Elgin American Div.—lll. 17.3 10.2 +7.1 56
_Wateh Co. (W&G)
Walter Winchell (ABC) 285 Kaiser-Frazer (Weintraub) 17.3 23.6 —6.3 3
Criginal broad-
cas? . l6.4
Added by 2d
broadcast 0.9* .
Bob Hope {NBC) 151 Llever Bros. (R&R} 15.7 17.7 -—2.0 8
Suspense (CBS) 169 Electric Auto-Lite Co. (N-E} 153 | 14.4 +0.9 21
Mr. Chameleon (CBS) 138 Sterling Drug Co. {D-F-S) 15.1 10.4 +47 55
Bob Hawk (CBS}) 163 R. J. Reynolds Tob. (Esty) 14.9 13.0 +1.9 31
F. B. I. in Peace Procter & Gamble (Biow) 14.7 1.1 +3.6 47
& War (CBS) 149
* Second broadcast on same day in some cities provides more than one opportunity
to hear program.

NAB Advertising List

BIBLIOGRAPHY on “Public Serv-
ice Aspects of Advertising” has
been compiled by NAB’s research
and library staffs. They will be

mailed by NAB on request. The
list is divided into four groups—
public interest and welfare, infor-
mation and education, consumer
attitudes, and economic aspects.

Orr Agency Promotes

TWO EXECUTIVES of the Robert
W. Orr & Assoc., New York agen-
¢y, were promoted last week. They
are John H. Baxter, vice president
in charge of creative activities,
who has been appointed executive
vice president and member of the
board of directors, and Eldon Sulli-
van, vice president named assistant
to the president and board member.

— g
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llustrated is a perfect ex-
ample of Johnson craftsmanship
— Phasing equipment exactly
duplicating style and color of
transmitter cabinets.

All Johnson phasing equip-
ment is individually designed
for the job. Adequate safety
factor of all components, ample
front panel control and adjust-
ment of each circuit is provided.

In addition, Johnson Phasing
Equipment offers optimum cir-
cuit design, heavier compon-

E. F. JOHNSON CO.

WASECA, MINNESOTA

KFRE, Fresno, California. Front view
of 50 kw AM transmitter control con-
sole and Johnson cabinet containing
phasing equipment.

JOHNSON PHASING EQUIPMENT

ents with a wider range of tun-
ing adjustments and automatic
switching from directional to
non-directional operation.
Johnson, for many years a
leading supplier o? antenna
phasing equipment, manufac-
tures units with power ratings
from 1 to 50 kw. Standard as
well as custom cabinets to
match your equipment are
‘made in the Johnson plant.
Your inquiries  are always
welcome.
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MARCH OF DIMES
Adds to Radio-TVY Staff

SIX STAFF members to augment
the Radio-Television Div. for the
1950 March of Dimes campaign
were named last week by Howard
J. London, director of motion piec-
tures, radic and television for the
National Foundation for Infantile
Paralysis.

Those added to the Radio Div.
are: Jeanne C. Austin, former com-
mercial writer and assistant day-
time script superviser for J. Walter
Thompson; Barbara Boothe, former
television writer for Standard
Brands and member of the writing
staff of CBS; Ann-Lou Dayvis,
previously a radio writer for Comp-
ton Advertising; Joe Gratz, former
CBS producer and director; and
Edward E. Scovill, former direc-
tor of public affairs for CBS,
Washington. -

John Becker continues as assist-
ant to Mr. London with Kirk B.
Alexander as production assistant,
Charles C. Bennett as radio seript
writer and Michigan Kroll as seript
editor. John Swallow is West Coast
production chief in Hollywood. and
Jack Fisher serves as Chicago
national radio representative.

Connie Martin Ryan, formerly
with Veterans Hospital Camp
Shows and CBS trade news editor,
is handling radio publicity for the
the campaign.

OME Seation

TOME Rabe Card

E Spol on tha Disl
ONE 5ot of Call Lemers

Konse: City's ONE and ONLY -

. watt station

Progrommed for
Mid-America Audiences

......................

Feature
Availability

Jim Monroe & The
News 6:00-6:10 P.M.
Tues., Thurs. & Sat.
' Radio reporting at
its best with Mid-
America’s favorite
newscaster. Write,
wire or call today!

National Representative — John E, Pearson Co.
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‘50 Qutlook

(Continued from page 25)

of National Broadeasting Sales
Ltd., Toronto, locks for slightly
larger radio revenue next year,
with the overall radio picture ris-
ing 4 or 5% and the Canadian in-
dustry undergoing a 6 to 7% in-
crease. He expects a slight (3%)
increase in general business and
a jump of 7% in operating costs.

The heretofore undeveloped
French-language market will aid
radio- in experiencing a 10-15%
rise in volume, according to John
R. Fox, general manager of Omer
Ranaud & Co., representative firm
in Toronto,.

The “‘increased interest in Can-
ada by U.S. customers, especially

=—m=—==  goap companies,
who - are buying
local programs,

spot announce-
ments, and quart-
er-hour programs
. . .7 will help
make 1950 a
good year for
Canadian radio,
; according to A.
Mr. McDermott Ko SUGIOERNGAS,
] sales manager of
H. N. Stovin & Co., Toronto.
Automotive sponsors alse will con-
tribute to the increase in AM spot
and sales. Overhead will increase,
but general business will go up
with it, says Mr. McDermott,

Manufacturers

Westinghouse Electric Corp. will
increase TV set output 75% in
1950, according to F. M. Sloan,
manager of the
Home Radio Divi-
sion, with factory
facilities being in-
creased one-third.
Increased effi-
ciency will make
possible redue-
tions in cost of
sets, he said.

Mr. Sloan pre-
dicted the unpre-
cedénted demand
that ‘exhausted
supplies of name-brand radios and
TV sets at Christmas will be pro-
jected into the first quarter of
1950. Despite record production,
the Westinghouse division was un-
able to filll orders and the biggest
problem in the fourth quarter was
not sales but allocation, he said.

The long-range market for tele-
vision shows great promise, he
added, with over 24 million families

Mr. Sloan .

to come within range of TV stations

by the end of 1950.

John W. Craig, vice president
of Avco Mfg. Corp. and general
manager of its Crosley Division,
said: “The sale of 10 million radio
sets in 1949 and the fact that fall
and winter buying have produced
an actual shortage of radios on
the market, firmly refute the con-
tention made in the earlier days of
television that radio was on its
way out.” He estimated there would
be a market in 1950 for some six
million home radios, 3 million auto
sets and 3,200,000 TV sets.

Dr. W. R. G. Baker, vice presi-

dent of General. Electric Co. and
general manager, of its Electronics
Dept., predicts the electronics mar-
ket will set new
sales records in
1950, spurred by
TV’s “tremendous
sales potential”
and a substantial
market for radios
and radio-phono-
graphs.

The public will
spend over $800
million for TV
receivers, plus
$60 million for installations, he
said. Color TV is at least five
years away on a national scale, he
explained. :

Dr. Baker believes the nation
will have 300 TV stations by the
end of 1951. He says TV and radic
have their respective spots in the
field of public service and one will
not replace the other. He referred
to the surprising consumer demand
for small radios and radio-phono-
graphs in the last quarter of 1949.

Dr. Baker

AFRA V3. WSTV

NLRB Upholds Union Claim

NATIONAL Labor "Relations
Board last Friday upheld recom-
mendation of a trial examiner that
WSTV Steubenville, Ohio, “cease
and desist” certain alleged unfair
labor practices in its bargaining
relations with American Federation

"of Radio Artists.

Case arose from a charge filed by
AFRA’s Pittsburgh local Nov. 10,
1948, that the Valley Broadcasting
Co., WSTYV licensee, had refused to
bargain with the talent union.
Trial Examiner filed his recom-
mendations last summer [BROAD-
CASTING, May 16, 1949]. The labor
board noted that AFRA was the
duly-designated representative and
urged Valley Broadcasting Co. to
“cease and desist” from refusing to

bafgain collectively and engaging -

in other unfair practices. Order af-
fects announcers, newscasters,
sound effects men and those who
play records and transcriptions.
Musicians are excluded.

Pull Qut for Filing
Open Mike &

(Continued from page 14)

that of another radio man. And
here’s the humorous angle. Ed
Johnson’s piec was inserted—and
Ed’s my competitor at WRBL Co-
lumbus. . Pi¢ probably was lifted
from a pic of Jim Woodruff, Ed
and me.

I told Ed I didn’t mind if he
didn’t. And the same goes with

Ed J. Hennessy
Commercial Manager
WGBA-FM Columbus, Ga.

. Hennessy Mr. Johnson -

CATHOLIC SERIES

Three 1950 Programs Open

THE National Council of Catholic
Men yesterday (Sunday) launched
two of its 1950 program series and
the third is scheduled to begin on
Thursday of this week.

The Rt. Rev. Monsgr. Fulton J.
Sheen, nationally known religious.
speaker, began his 21st series on
The Catholic Hour (NBC, Sunday,
6-6:30 p.m. EST), and Clare Boothe
Luce, author, lecturer and former
member of Congress, was the first
guest of Fr. Urban Nagle on the
new Hour of Faith (ABC Sunday,
11:30-12 noon EST). On Thurs<'
day, Jan. 5, Fr. Richard Ginder, as-
sociate editor of the magazine, The
Priest, will begin a series of talks
on the MBS program series called
Faith in Owr Time (Thursday,
10:15-10:30 a.m. EST). :

Gates /s /

IFITISFORA

BROADCASTING STATION
GATES RADIO COMPANY

QUINCY, ILLINOIS
TELEPHONE » 522

BROADCASTING

WASHINGTON, D. C.
TEL. METROPOLITAN 0522
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Want @ lot

for your money?

TRY DU MONT DAYTIME TELEVISION

If you have a message for the Homemaker,
you'll find Du Mont Daytime Television is a mighty economical
way to show her while you fell her. Remember,
Du Mont pioneered Daytime Television and Du Mont

has the pick of the Daytime shows—both for
Network and local sponsorship.

Buy what you want—one market or many.
For anything in Television, call:

LEV'SIO

vE N
“ u MUNI America’s Window on the World
N A

B
i 515 Madison Avenue, New York 22, N. Y.

An afternoon in an imaginary department store with
delightful segments on food, fashions, glamour, homemaking,
photography, song and entertainment.




FILMED, processed, edited and narrated com-
pletely by fast-moving WBAP-TV newsroom per-
sonnel is “Texas News,” a 10-minute newsreel
recently named the nation’s best by the National
Association of Radio News Directors.

Aired at 6:45 p. m. Sunday, Tuesday, Thursday,
Friday and Saturday* on the Star-Telegram’s
WBAP-TV, an average “Texas News” covers
eight stories — four from the Dallas area, and
four from the Fort Worth area. No story is over
24 hours old, and many of them develop as late
as two hours before air time.

“Texas News” staffers often travel over 300 miles
by auto or chartered plane to get one story. Their
filmed stories have been telecast repeatedly over
NBC and other stations across the nation.

“Texas News” is a top example of station pro-
gramming. WBAP-TV, the Southwest’s first tel-
evision station, can serve you best in the Fort
Worth-Dallas area. Complete facilities for live
programs, commercial film production (program
or spots) are at your disposal at WBAP-TV. Con-
tact the station or Free & Peters for details.

“Sponsored by Texas Electric Service Co. Tues., Fri, Sun. and the
Southwest Chevrolet Co. on Thurs.

"
ews

&\

WBAP-TV

THE STAR-TELEGl\lAM STATION

e, = FORT WORTH
TEXAS

FREE & pETERS, INC. Exclusive National Representatives

Fort Worth Detroit Atlanta San Francisco Chicago New York Hollywood

ABC e NBC ® Channel 5
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SATURDAY NIGHT ON NBC-TV

i —

3 NBC Television Network last week

asked interconnected affiliates to

" clear time for the two-and-a-half-
#hour Saturday night program that

Sylvester L. (Pat) Weaver Jr.,

. NBC vice president in charge of

television, has been shaping up for
more than two months.

The network advised its affiliates
it would compensate them at their
regular half-hour network rates

‘for five half hours, 8-10:30 p.m.,

Saturday. The affiliates were told
the program was scheduled to be-
gin Feb. 4.

According to Mr. Weaver’s plan,
the two-and-a-half-hour show will
be sold to several sponsors, whose

commercials will be telecast on a

rotating basis. There will be three
one-minute network commercials
in each half hour.

The regular 30-second chain
breaks prevailing in ordinary net-
work schedules and available to

TBA CLINIC

Appoints Barry Chairman

CHARLES C. BARRY, ABC vice
president in charge of radio and
TV programming, has been ap-
pointed chairman
of the annual
- clinic of Televi-
° sion Broadcast-
ers Assn. to Dbe
held Feb. 8 at
New York’s Wal-
dorf-Astoria Ho-
tel.

The one-day
clinic will be de-
voted entirely to
_ the problems of
commercial and sustaining pro-
gramming of TV stations and net-
works, Mr. Barry said. It will be
preceded by the annual business
meeting of TBA members, at which

Mr. Barry

., directors will be elected to replace

those whose terms expire at that
time.

Representatives of TBA and
NAB met last week in exploratory
sessions on standard TV rate card
and contract forms. - Groups hope
to reach agreement on the most

, suitable forms of rate card and

contract for use by all TV stations.
Subsequently, these forms will be
presented to the Radio and TV
Committee of the American Assn.
of Advertising Agencies for ac-
ceptance by its members.
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stations for spot sales will not be
disturbed, a network spokesman
said.

It was understood that NBC-TV
would need to clear its Saturday
night program on at least 15 sta-
tions if the project were to succeed.
Stations must agree to carry the
entire two-and-a-half-hour show if
they carry it at all. A network

‘spokesman was careful to point out

that although the show fell within
network option time, affiliates
could reject it if they chose.

The exact format of the program
that NBC intends to put in the
Saturday night period was not yet
disclosed. It was known, however,
that Mr. Weaver had been contem-
plating a “Saturday night on the

2%4 Hour Show Proposed

town” which would cover a va-
riety of entertainment. The idea
is that the home audience will be
taken to the theatre, to night
clubs, to the movies and to other
sources of amusement without
leaving home.

By distributing the cost of the
show among a number of sponsors,
whose commercials will be changed
among the various half-hour seg-
ments from week to week in order
to give them equal time advantages,
the cost-per-sponsor will be less
than that an individual advertiser
would have to pay for a half-hour
program of similar merit, accord-
ing to Mr. Weaver’s plan.

Whether NBC-TV had acquired
sponsors for the program was not

known. In its message to its sta-
tions, the network did not identify
possible sponsors nor did it explain
the format of the show.
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FOLSOM REPORTS s ™

A SPECTACULAR rise, unprec-
edented in the industrial history
of the United States, has been
made by television, according to a
year-end statement by Frank M.
Folsom, president of RCA.

“During October, after only
three years of production, televi-
sion achieved the going rate of a
billion-dollar-a-year industry,” Mr.
Folsom sdid. “No other enterprise
of the past has moved so far in so
short a time.”

Pointing out that it took the
automobile industry more than 10
years to reach a similar mark, Mr.
Folsom said the wholesale value of
all TV sets purchased by the Amer-
ican public exceeds $1 billion—an-
other unequalled record.

Set Demand Great

“So great was the public demand
for television receivers, particular-
ly in the last half of 1949, that
some of the major producers were
from two to eight weeks late in
deliveries,” Mr. Folsom said. “The
total number of sets produced and
sold during the year amounted to
2,600,000, or 500,000 more than had
been predicted. In New York City
alone, the number of television sets
in use rose to 1 million.”

Turning to 1950, Mr. Folsom
sald the outlook is exceptionally
good, asserting that industry may
be expected to produce and sell be-
tween 3,500,000 and 4 million re-
ceivers, bringing the total number
of sets in use by the beginning of
1951 to more than 7 million and

Rise Unprecedented

the potential television audience to
at least 25 million persons.

“To achieve new production rec-
ords in 1950, Mr. Folsom con-
tinued, “industry reports ‘indicate
that capacity will be increased by
nearly 50%%. This will be accom-
plished through the addition of new
manufacturing facilities. The only
limiting factor that can be fore-
seen at this time will be, as it was
in 1949, the ability of component

parts manufacturers to keep pace

with demand.”

He cited as one of the outstand-
ing developments in TV during
*® ok %

Mr. FOLSOM

January 2, 1950

1949 introduction by RCA of the
new 16-inch metal cone kinescope,
or picture tube, ‘“more economical
to produce than its all-glass coun-
terpart, enabling substantial re-
ductions in the cost of large-screen,
direct-view television receivers.
Their success was immediate,” Mr.
Folsom declared, “and at no time
during the year was RCA able to
produce 16-inch receivers in suffi-
cient quantity to meet the pubhc
demand.”

The impact of television on the
national economy is already having
far-reaching effects, Mr. Folsom
said, He pointed out that wvast
amounts of raw materials are be-
ing drawn from all sections of the
country, and tens of thousands of
workers are being employed to turn
these materials into television set
components and sub-assemblies.
“This activity, together with the
larger operation of manufacturing
complete receivers, contributed sub-
stantially in helping to stop the
general industrial slump experi-
enced in the early part of the
year,” he stated. _

According to Mr. Folsom, the
reasons for the public’s “enthu-
siastic and whole-hearted accept-
ance of television as a fundamental
addition to home life are clear”
and he stressed these points:

1. High standards of perform-

"ance and value adhered to by most

manufacturers in the telev1smn in-
dustry.
2. Rapid increase in the number,

(Continued on Telecasting 10)
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DON LEE'S KTSL (TV) MARKS
18 YEARS IN TELEVISION

knowledge that the area boasts a set circulation in ex-

TODAY KTSL (TV) Los Angeles operates secure in the

cess of 300,000, but W6XAO started just 18 years ago
knowing its maximum audience did not exceed five sets.

Besides observing the Yuletide
season, the Don Lee Broadcasting
System last month celebrated the
18th anniversary of KTSL which
first took to the air as W6XAO
Dec. 23, 1931. Present at the start
were the late Don Lee, founder of
DLBS; Harry Lubcke, now director
of television research, and a staff
of three men.

Despite the long history of Don
Lee in television, the firm is still
looking forward to its future, ac-
cording to Willet H. Brown, DLBS
president. In his words, “televi-
sion is not ‘cld hat’ to Don Lee
Television-KTSL (W6XAO). Tele-
vision is not merely a matter of
loocking at the record; to us televi-
sion remains a challenging future.”

Mr. Brown is not a man who be-

B ES £

CAMELS’ sponsorship of Friday night
boxing telecasts from Hollywood
‘Legion Stadium is discussed by (I
to r): Bill Symes, director of sports
and special events for Don Lee TV,
Kendall Fester, vice president and

TV head of William Esty Ce., han-
dling Camels account, and Bob Hoag,
sales manager for Don Lee television.

*
lieves in the status quo. He rec-
ognizes that pioneering still
remains for his organization.
“Until 1939,” he reminds, “we were
obliged to manufacture all of our
equipment, including receivers, to
carry on. However, we managed
to continue leading the way, albeit
scarcely more than a ‘baby’ our-
selves in a then truly infant in-
dustry. Now during television’s
similarly trying introduction to
commercial operation, Don Lee
seeks further progress. What we
enjoy today in TV is not the ulti-
mate; there’s more to come.”

The spirit of Don Lee’s continued
forward movement in television as
guided by Lewis Allen Weiss, board
chairman, and President Brown, is
reflected in their recent selection
of Charles Glett, motion picture

executive, as vice president in
charge of television, and Cecil
Barker as executive producer,

thereby injecting motion picture
thinking into television.

“Don Lee has engaged in TV
research and operation for a longer
period than any other network,”

WILLET H. BROWN (), Don Lee president, demonstrates the Electra-Zoomar

to Charles Glett, vice president in charge of television.

&

Mr. Brown points out. ‘“Recently
Don Lee also participated in the
development of the new ‘Electra-
Zoom’ lens for television cameras.
And so it goes, Don Lee continues
to seek the proverbial better
mousetrap, content only with the
most, and best possible, since the
days when we built the first struc-
ture ever erected specifically for

television atop Mt. Lee” (over-
looking Hollywood).
Among the various historical

television accomplishments claimed
by the Don Lee organization are:

@® May 10, 1931—First time in
Los Angeles that a . television
image was transmitted from one
side of a room to the other on
newly developed all-electrical
equipment,

@ Dec. 23, 1931 —W6XAO0, one
of the first—if not the first—televi-
sion transmitters of the present-
day type, went on the air, telecast-
ing one hour per day, six days a
week.

® May 21, 1932—First known
reception of television images in
an airplane. Made in a Western
Air Express tri-motored plane,
carrying Los Angeles news repre-
sentatives.

@ March 10, 1933—First show-
ing of full length motion picture,
“The Crooked Circle,” then being
shown in theatres.

@ March 23, 1933—First tele-
vislon coverage of a disaster by
means of rapidly processed news-
reel film, showing scenes of Long
Beach earthquake.

® April 4, 1933—First showing
of current Pathe newsreels.

@ Aug. 30, 1937—Published sev-
en rules for taking motion pictures
intended for TV, formulated from
having telecast three million feet
of movie film.

@ Dec. 23, 1940—Mt. Lee tele-
vision completed, the largest, high-
est and most complete plant built

" specifically for television up to that
time.

@ Sept. 30, 1946—First tennis
match to be played on a television
stage, when National Champion
Ted Schroeder, and others, partici-
pated in exhibition matches on
regulation court set up on stage of
Mt. Lee studios.

@ Dec. 23, 1946—Fifteenth an-
niversary of W6XAO on the air.
To that date station had telecast
7,331.6 hours and exhibited 13,601,-
600 feet of film via television.

@® May 21, 1947 —Started first
sustained daytime telecasting with
several - weekly presentation of
Queen for A Day radio program
and presented simultaneously.

@ April 1, 1948—Telecast, first
symphony west of New York, with
Los Angeles Philharmonic,

@ Dec. 7, 1948—TFirst Air Force
plane-to-television station images.
Air Force B-17 used to show view-
ers extensive scenes of greater Los
Angeles from air. Images beamed
direct from moving plane to trans-

g

Mr. WEISS
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mitter and relayed.

Aside from making it technically
possible for Don Lee to launch
itself in television, Mr. Lubcke has
substantially contributed to the
lore of television in the west.
While still a student of engineering
2t the U, of California in Berkeley,
he built his first television set. He
recalls reception with this set of
TV transmission from Washington,
D. C, in 1926-27; it was nothing
more than a repetitious image of
a girl bouncing a ball, transmitted

by a man named C. Francis
s Jenkins via the two-megacycle.
band.

Also before graduating from

college, Mr. Lubcke had delivered
a technical paper at a meeting at-
tended by Philo Farnsworth. Im-
pressed with the youth, Mr. Farns-
worth offered him a job at his
laboratories. Upon graduation, Mr.
Lubcke became assistant director of
research, working directly under
Mr. Farnsworth. From there he
went south in 1930, where he con-
tacted the late Mr. Lee, Mr. Weiss
and Mr. Brown, talked television
and has been with the organization
ever since.

Thanks to Mr. Lubcke’s memory,
historians may learn that the first
Los Angeles TV fan was Howard
Tremaine, a motion picture studio
engineer, who had built his own
set. From him came telephone
calls and notes commending the
station’s programming and trans-
mission in its early days. From an
audience which was so personal,
Mr. Lubcke has seen television
grow to a mass communications
medium in Los Angeles.

Now that television’s next big
technical step will be color, Mr.
Weiss and Mr. Brown have a man
with an-ideal background for the
post they created as director of
television research in charge of
color—Mr. Lubcke. While he will
venture no guesses on the “when”
of color television, Mr. Lubcke
firmly believes that the system to
gain commercial approval will not
be one existing system but rather
a combination of two or more.

® *

UMMING up the position of
the technical progress of his
Mr.

organization, Brown says:

Mr. BARKER
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“Don Lee is proud that it developed
and demonstrated successfully the
first all-electronic system known
west of the Mississippi and is very
proud for having assisted in the
formation of present-day approved
standards. This projection goes on
in the now-developing TV film-re-
cording system Don Lee will use.”

ELECASTING on Channel 2,

KTSL transmits on 66-72 mc
with 16.2 kw visual and 8.7 kw
aural. [ts current transmission site
atop Mt. Lee is approximately
2,200 feet above sea level but the
plan is to move the site to Mt. Wil-
son as soon as possible. FCC ap-
proval has been sought.

Overseeing Don Lee’s television
operations is Charles Glett, vice
president. Muyr. Glett formerly was
managing director of the Motion
Picture Center and previously a
vice president in charge of David
0. Selznick production and studio
operations. His is a background in
motion pictures which extends from
financing through production. Ad-
ditionally he has had experience in
the production of industrial films
as well as in talent management.
During the war he supervised more
than 20 film production units while
serving as an officer with the Sig-
nal Corps.

Mr. Glett states frankly that he
believes TV to be a motion picture
medium—whether the fare is pro-
duced live or on film. But he has-
tens to explain that ‘“when the
man with the screwdriver got off
the motion picture camera, the mo-
tion picture business became cre-
ative.” The time is past, he says,
when an electronic engineer is all
that is needed on a television
camera. He has no objection to a
cameraman who also knows elec-
tronics, but he insists that his cam-
eramen have an understanding of
such matters as lighting and set-
ting up.

Not at all one-sided in his view
of television as a motion picture
medium, Mr. Glett readily admits
that there are facets of TV produc-
tion from which the motion pic-
tures could profit. He cites as an
example the sustained ‘“take” of
a live television show which calls
for a performer to go through the
length of the program whether it is
15, 30 or 60 minutes in length.
This he feels will certainly alter
the existing brief “takes” of mo-
tion pictures which are sometimes
as short as 30 or 60 seconds.

Mr. Glett does not believe in run-
ning sustaining “live” programs
for a prolonged period of time. In
fact he would consider it ideal if
KTSL telecast no such programs,
except for public service program-
ming. Thus, most “live” KTSL
programming is commercial except
for those segments which are being
showcased for sale, and the public
service programming.

He fully recognizes that a pro-
gram has to be seen to be bought
but doesn't think it need run in-
terminably as a sustainer. The
station selects programs which are
considered likely entertainment and

they are thoroughly rehearsed be-

fore ever being seen on the air.

Additionally, a ‘“preview” tech-
nique is being developed to show
programs to a studio audience via
closed-circuit. Each attendant is
provided with a card for critical
comment. After compiling the
comments along with the critiques
of the station’s staff, program re-
visions may be undertaken. When
the program is then adjudged
ready to roll, it may be telecast a
few times and kinescoped. With
this visual presentation, the sta-
tion’s sales force has a handy prod-
uct to sell. That which is sold may
be put on the air and that which
lacks commercial appeal need not
have endless money expended, Mr.
Glett reasons.

k

T the present time, KTSL is
telecasting approximately 20
hours weekly on a Monday through
Friday basis. Within 60-90 days,

Mr. Glett intends to expand the

*

P

station’s schedule to include week-
end nights and by spring he hopes
to add about 10 hours of daytime
programs to the station’s weekly
schedule.

Of the present average of 20
hours each week, about one third
is live, including remotes. Kine-
scoped programs, obtained through
the station’s affiliation with Du-
Mont, presently provide about two
more hours a week; early in 1950
this will be increased by two more
hours. All other programming
seen on the station is film.

In addition to this mode of oper-
ation, Mr. Glett told TELECASTING
definite plans have been drawn to
evolve a motion picture workshop
group as still another source of
programming. He said that the
first story property had been ob-
tained and only formal negotia-
tions had to be completed before
an announcement is made.

This group will work in both live

(Continued on Telecasting 12)
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HISTORIC pieces that typify Don Lee pioneering in television:

Above—The first transmitter used
by W&6XAO for over-the-gir trans-
mission back in October 1931 when
Don Lee was operating from Seventh
and Bix2! Sts. and the initial signals
were picked up on a receiver in a
vacant lot a block away. Later the
distance was increzsed to 10 miles.
Transmitter is shown without its

protective cabinet.

Below—Harry R. Lubcke, director
of TV research in charge of color
for Don Lee-KTSL(W6XAO0), explains
component parts of the first-known
TV receivers in Los Angeles to his
daughter, Joan, now 13. Joan is
believed to be the veteran televiewer
of her generation, the Lubcke home
having had o television set since

before she was born.




ON THE FIRST day of September
1949, Keith Kiggins took occupancy
of the second floor of the building
at 343 Lexington Ave.,, New York,
and set out to build an organization
that would live up to the new gold
letters on the door, reading “Ed-
ward Petry & Co. Inc.—Television
Department.”

Reason for the new office space,
half a mile across Manhattan from
the Petry headquarters at 42d and
Madison, was the same as for the
" new department, itself. Edward
Petry, president of the company
that has been among the leading
station representative
tions since the early 30s, had
been thinking about television and
sound radio and had reached some
definite conclusions.

Mr. Petry observed that when

TV (0 sty REFORT ..

Bdward Potry & Lo, lne.
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FOR strecamlined service, Edward
Petry & Co. has such reports as its
TV Availability Report,” listing the
complete facts and figures ‘that the
timebuyer and sponsor want to know,
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Divorce of the Visual From the Aural
Keynotes Firm’s Television Success

“AM was in its infancy, station
representatives believed they could

represent competing stations in the

same market. In founding The
Petry Co. 17 years ago we felt
differently and established the now
accepted practice of exclusive rep-
resentation.” He continued: ‘“And
now ever since television came to
life as an advertising medium,
every radio representative has
faced the temptation to rationalize
the feasibility of a combined AM-
TV sales operation.

“His thinking goes somewhat like
this: Ownership of stations is often
the same; in many agencies the
buyer is the same; often, too, the
advertiser is the same. Why, then,
shouldn’t the seller be the same?

“That’s an easy bill of goods to
sell yourself,” he commented. “It’s
cheaper; it’s easier. And it’s just as
good . . . isn’t it? You don’t need
initiative, added effort, and the
willingness to invest considerable
money in a new and separate opera-

tion. Actually, you don’t need to
do anything. Long live Status
Quo!

“But let’s not kid our stations,
advertisers or ourselves,” Mr. Petry
advised.

“At the risk of being called
simple and old-fashioned,” he said,
“we maintain that a good salesman
must first of all believe in and be
enthusiastic about what he has for
sale to the exclusion of all else,
For the salesman who really de-
serves the name there are no two
ways about it. He simply cannot

wholeheartedly and honestly sell
two things which compete for the
same advertising dollar. He can’t
sell Sunday supplements and daily
papers—or car cards and bill-
boards—or network radio and spot
-—or AM and TV—no matter what
their superficial similarities.”

Mr. Petry explained, “We at the
Petry Ce. believe this so completely
that we have entirely separated our

EXAMINING the Petry TV map
are (I to r): Jose DiDonato, di-
rector of sales service, Petry TV
department; Douglas MacLatchie,~
Petry TV time salesman; and
Joseph Allen, director of public
relations, Bristol-Myers.

=

AM and TV sales direction, sales
force and sales promotion-—even
down to physical separation of our
office space. As a matter of fact,
we have even been kidded about
the fact that our AM salesmen

-don’t even know our TV men, and

vice versa. There’s some truth in
that. We want it that way.

“We believe that’s the way to
do a better job for our stations,
for advertisers, and for their agen-
cies,” he concluded.

Kiggins for TV

Turning from thought to action,
Mr. Petry engaged Mr. Kiggins,
veteran network executive, to build
and operate his TV division. Mr.
Kiggins, who had topped off his
long service in sales and station
relations at NBC and ABC with
two years as an officer and con-
sultant of Television Assoc., agreed
with the Petry reasoning and went
to work to carry it out.

By the end of September, Mr.
Kiggins had his office space well
populated. There were—and are—
five salesmen: Douglas MacLatchie,
who had joined the Petry sales
staff in February, moving from
WPFIL-TV Philadelphia; William
Cornish, former agency radio and
TV director and time salesman for
the DuMont TV Network and Du-
Mont’s own video stations; Donald
P. Campbell, veteran network sales-
man with NBC, ABC and MBS
experience; Robert S. Wilson, for-
merly in charge of cooperative pro-
gram sales for Mutual’s Central
Division; Richard Arbuckle, pre-
viously space representative for

(Continued om Telecasting 11)
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THE BOAT SAILS O T-DAY

Some spot advertisers are missing the boat or pew stations.

By the time

established routine is carried out {rep to agency to client and back

again), most of the good spots have been sold locally.

Local merchants

‘buy and clear with minimum of time~consuming analysis, accepting at &

the obvious fact that choice chain breaks cormprise a valuable fg
Fact is that even thourh the set count may be low at firgk
neighbors {at home) and tipplers (at bars) around egg
and individual interest ls at an all-time hig
claims early on WFAS-TV, Louisville {Febg

(April 1st). WOAI-TV (December

bon't let regional and

5\\@ \\o\&'ﬁf 515
5?‘ e CED u50“5 . @C’

Among the more effective promotions is the Petry Video-Bulletin, a mimeo-
graphed newsletter that includes such topics as program availabilities, trends,

tips in television, etc.

Also an eye-catcher is the Petry Video-Gram, a priority

message about spot television.

Janyary 2, 1950
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e Represented nationally by FREE & PETERS, INC....
New York, Chicago, Detroit, Atlanta, Fort Worth, Hollywood.
KRON-TYV offices and studios in the San Francisco

Chronicle Building, 5th and Mission Streets, San Francisco

January 2, 1950

GET "CLEAR SWEEP”

TELE-SELL IN THE SAN FRANCISCO

BAY AREA WITH...

- San Francisco’s

Highest
TV Antenna

KRON-TV’s modern antenna was created espe-
cially to serve this multi-County market. It rises
1,480 feet above sea level . .. has 14,500-watt
power (is designed for 100,000 watts directional
power) . . . occupies San Francisco’s highest
and finest telecasting location.

Telecasting from “Television Peak”— atop
San Bruno Mountain, just south of San Francisco
—KRON-TV brings NBC network and popular
new local programs to the Bay Area’s fast-
growing television audience.

For “Clear Sweep” television advertising in
P

the San Francisco area...check KRON-TV first!

TELECASTING
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Rorabaugh November Report.

(Report 92)

s

IN the first 11 months of 1949 the
umber of television advertisers
ncreased by over 210%.

Between the December 1948 and
November 1949 reports, total ad-
vertisers jumped from 680 to 2,-
195. The number of reporting sta-
tions increased from 41 to 86 with
television markets going from 23
to 51 in the 11 meonth period.

Total advertisers increased from
1,891 to 2,196 between October
and November of 1949, the latter
figure excluding the spot and local
business of two stations which did
not report.

This information is based on
figures supplied to TELECASTING
by the N. C. Rorabaugh Co., pub-
lisher of the monthly Rorabough
Report on Television Advertising.
Network figures cover all stations
for the entire month and are ob-
tained directly from the networks’
headquarters. Spot and local busi-
ness information. is supplied by the
stations and covers the week of
Nov. 6-12. Two stations did not
report their business in November.

Total network advertisers moved
up from 76 in October to 78 in
November. Although this would
indicate the network field had set-

%k

tled down for the fall-winter sea-
son, there were seven mnetwork
sponsors who dropped entirely
from the picture while nine new
ones entered. In addition to those
nine, there were four advertisers
included in the October total who
placed additional business in No-
vember. Conversely, several ad-
vertisers who were included in the
totals for both months decreased
their time purchases. A few new
sponsors in November made their
time purchases for special one-
time-only programs.

New Advertisers

Goodyear Tire & Rubber Co.
started the half-hour Poul White-
man Goodyear Review on 40 sta-
tions. Ford Motor Co. purchased
time on 12 stations for two, hour-
long telecasts each day, five days
a week, from the United Nations.
Gulf Oil Corp. switched We the
People from CBS-TV to NBC-TV
and increased the number of sta-
tions to 29.

The biggest losses between the
two months were the hour-long
Fireball Fun-for-All sponsored by
Buick Div. of General Motors and
Crusade in Europe backed by Time

$

TABLE |

NUMBER OF ADVERTISERS BY PRODUCT GROUPS

Number

-] Nat.-
Markets Reporting Net- Reg.
Covered Stations work Spot
Albuguergque 1 [ —_—
Atlanta 2 25 21
Baltimore 3 &7 43
Birmingham 2 11 6
Boston 2 65 61
Buffalo 1 41 36
Charlotte 1 11 7
Chicago 4 66 88
Cincinnati* 2 53 39
Cleveland - 2 61 46
Columbus 3 52 36
Davenport 1 5 2
Dayton 2 50 34
Detroit .3 68 49
Erie 1 41 11
Ft. Worth-Dallas 2 14 22
Grand Rapids 1 19 4
Greenshoro 1 8 4
Houston 1 15 17
Huntington 1 5 3
Indianapolis 1 15 12
Jacksonville 1 10 3
Johnstown 1 15 é
Kansas City 1 9 5
Lancaster 1 37 13
Los Angeles 7 3 82
Lovisville 1 15 14
Memphis 1 16 9
Miami 1 13 8
Milwaukee 1 42 28
Minn.-St. Paul 2 23 27
New Haven 1 46 28
New Orleans 1 15 14
New York 6 76 92
Oklahoma City 1 10 9
Omaha 2 15 9
Philadelphia 3 75 71
Pittsburgh 1 39 18
Providence 1 40 20
Richmond 1 41 12
Rochester 1 35 12
Salt Lake City* 1 12 2
San Diego 1 12 10
San Francisco 2 23 19
Schenectady 1 44 13
Seattle 1 19 8
St. Louis 1 45 30
Syracuse 1 12 12
Toledo 1 33 17
Washington 4 74 38
Wilmington 1 32 5

* One station not represented in this report.
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Novem- Qcto- Gain
ber ber ot
Local Total Total (Loss)

1 7 8 e))
46 92 87 5
61 m 170 1

17 34 19 5)
38 164 154 10
56 133 118 15
9 27 25 2
85 239 210 29
53 145 87 58
38 145 131 14
73 161 122 39
7 14 -_— 14
49 133 78 55
56 173 164 9
47 99 98 1
16 52 50 2
19 42 37 5
7 19 17 2

&7 99 102 (3)
24 32 —_ 32
23 50 45 5
7 20 —_ 20
[ 27 21 [
6 20 — 20
32 82 79 3
155 268 235 33
15 44 44 —_—

24 49 54 5)
52 73 53 20
49 119 114 5
29 80 75 5
15 89 85 4
19 48 44 4
49 07 202 15
32 51 32 19
22 46 39 7
71 n7 211 [
28 85 75 10
3 63 56 7
[ 59 57 2
13 60 56 4

26 40 57 a7y
25 a7 34 13

21 63 &6 3)
22 79 75 4

16 43 48 5
22 97 82 15
17 41 30 11
48 98 93 5
61 173 170 3
14 51 47 4

Ine. The Buick program appeared
on 35 stations and Crusade in Eu-
rope on 33.

The 78 different network adver-
tisers in November sponsored 95
shows. ABC dropped from 18 ad-
tisers in October to 15 in Novem-
ber. CBS went from 3b to 33 and
the DuMont TV Network lost one
advertiser, giving it four in No-
vember. Four new advertisers ap-
peared on NBC-TV bringing the
November total to 36. (If an ad-
vertiser sponsors more than one
program on a network he is

counted only once for that net-
work. If he sponsors programs on
more than one network he is
counted in the total for each net-
work where business is placed.)
Total number of advertisers in.
the national-regional spot field in-
creased by 21, going from 399 in
October to 420 in November for
the reporting stations. There were
75 newly active accounts, the dif-
ference being due to accounts
dropped. Most of the addition and
deletion activity was confined to

(Continued on Telecasting 14)
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Weekly Television Summary
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Number  Source of

City Outlets On Air Sets Estimate
Albuquerque KOB-TV 1,500 Station
Atlanta WAGA-TV, WSB-TV 20,500 Distributors
Baltimore WAAM, WBAL-TV, WMAR-TV 112,517 TV Circ. Comm.
Binghamton WNBEF-TV 2,300  Dealers
Birmingham WAFM-TV, WBRC-TV 6,750  Distributors
Bloomington WITV 2,000 Dealers
Boston WBZ-TV, WNAC-TV 213,424 V. Comm.
Buffale WBEN-TV 53,184  Buff. Elec. Co.
Charlotte WBTV 9,300 Distributors
Chicago WBKB, WENR-TV, WGN-TV, WNBQ 266,460 TV. Comm.
Cincinnati WCPO-TV, WKRC-TV, WLWT 50,000 Distributors
Cleveland WEWS, WNBK, WXEL 119,103 West. Res. U.
CDollll.lmbus WBNS-TV, WLWC, WTVN 39,070  Distributors

allas,

Ft. Waorth See Ft. Worth-Dallas listing.

Davenport WOC-TV 5,030 Distributors

Quad Cities:  Includes Davenport, Moline, Rock Island, Eust Moline.

Dayton WHIO-TV, WLWD 23,800 Stations
Detroit WIBK-TV, WWJI-TV, WXYZ-TV 145,000 Distributors
Erie wIiCu 18,100 Station

Ft. Worth-

Dallas WBAP-TV, KBTV, KRLD-TV 22,000 Dist. & Deal.
Grand Rapids WLAV-TV 9,000 Distributors
Greensboro WFMY-TV 7,325  Distributors
Houston KLEE-TV 10,000  Distributors
Huntington-

Charleston WSAZ-TV 3,750 Distributors
Indianapoelis WFBM-TV 14,000 Dist. & Deal.
Jacksonville WMBR-TV 4,160 Wholesalers
Johnstown WIJAC-TV 7,850 Distributors
Kalamazoo- .

Battle Creek ................ 3,500 Dealers
Kansas City WDAF-TV 20,434 Distributors
Lancaster* WGAL-TV . 19,011 Dealers
Los Angeles KLAC-TV, KNBH, KTLA, KTSL, KFI-TV

KTTV, KECA-TV 302,635 Rad. & Appl. Assn.
Louisville WAVE-TV 16,604 Station
Memphis WMCT 12,210  Distributors
Miami WTVI 12,300 Station
Milwaukee WITMJ-TV 60,564  Distributors
Minn.-St. Paul KSTP-TV, WTCN-TV 50,200 Stations
New Haven WNHC-TV 58,400  Station
New Orleans WDSU-TV 10,273 N. O. Pub. Serv.
New York WABD, WCBS-TV, WIZ-TV, WNBT,

WOR-TV, WPIX 875,000 Stations
Newark WATV inel. in N. Y. estimate
Norfolk = ciiieiiiennnnnnn 1,001 Distributors
Oklahoma City WKY-TV 14,340 Distributors
Omaha WOW-TV, KMTV 11,989 Distributors
Philadelphia WCAU-TV, WFIL-TV, WPTZ 315,000  Elec. Assn.
Phoenix KPHO-TV 3.000 Dealers
Pittsburgh WDTY 55,000 Dist. & RMA
Portland, Ore. ................ 606 Eng. Est.
Providence WIAR-TV 19,750 Dealers
Richmond WTVR 20,000 Distributors
Rochester WHAM-TV 15,931 Distributors
Salt Lake City KDYL-TV, KSL-TV 7,000 Station
San Antonio WOAI-TV 2,150 Station
San Diego KFMB-TV 12,750  Station
San Francisco KGO-TV, KPIX, KRON-TV 22,000 N. Cal. Elec. Assn.
Schenectady WRGB 44,200 Distributors
Seattle KING-TV 15,800 Distributors
St. Louis KSD-TV 67,700 Union Elec. Co.
Syracuse** WHEN 19,132  Distributors
Toledo WSPD-TV 28,000 Dealers Assn.
Tulsa KOTV 7,800 CPA Audit
Utica-Reme ... .. ........... 4,500 Dealers
Washington WMAL-TVY, WNBW, WOIC, WTTG 78,700 TV Cir. Comm
Wilmington WDEL-TV 21,804 Dealers

Total Markets on Air 57;

** Also cloims coverage in Utica-Rome area.
* Lancaster and contiguous areas.

Stations on Aijr 97;

Sets in Use 3,395,407

Editor's Note: Sources of set estimates are listed for each city as available and since most
are compiled monthly some may remain unchanged in successive summaries. Total sets in all

cities surveyed is necessarily approximate since two areas may overlap.

are many scattered sets in areas not included in the survey.

To offset this there
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THE FIRST YEAR is the hardest. 1949 was a year of ac-

complishment and achievement for “The Eyes of the South.”
A steady and persistent schedule of topflight programs has al-

ready established a record set population in the Atlantic area.

1950 will be even more significant. For the policy of
market dominance with superior programs will be maintained

—and augmented.

- If Atlanta is on your television planning board—and it
should be—get the facts about WSB-TV from your Petry man.

wsb

SRR

s R sy

ON PEACHTREE STREET

— T

WSB, AM and FM, and WSB-TV are owned and operated by The Atlanta Journal
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VIDEU FII-M | Experts Criticize at NTFC Forum

ANTIQUATED and inefficient
television film projection equipment
used by video ‘stations across the
country was named last week by
National Television Film Counecil
as one of the major causes of poor
reception of films in TV homes.

At the group’s third quarterly
forum, held Wednesday at New
"York’s Astor Hotel, stations were
criticized by several of the speakers
for using “equipment nothing better
than home movie equipment” and
“portable projection machines” in
the telecasting of film. No specific
stations were named, such as net-
work originating stations, and it
was inferred that with few excep-
tions the situation was general.
While most of the producers are
aware that film for video can be

Folsom Reports
(Continued from Telecasting 3)

variety and quality of television
programs.

Mr. Folsom said the social im-
plications of TV’s wide public ac-
ceptance already are becoming ap-
parent and that there is much
evidence to show that it is becom-
ing an influential factor in estab-
lishing closer family relationships
—reversing a trend set in meotion
by other modern developments.

Sound Position

While the progress of television
held the spotlight during 1949,
sound broadcasting steadily ad-
vanced, Mr. Folsom said. “Far

from being doomed—as some pes-

simists predicted—broadcasting
continued to function as the great-
est single medium of mass com-
munication available to the Amer-
ican people. Reflecting the sound-
ness of its position is the faet that
the radio industry expects to pro-
duce and sell between 8 million and
10 million receivers during 1950.
Moreover, there is every reason to
believe that there will be a market
for 6 million to 8 million radio sets
a year for an indefinite period in
the future,” he said.

Commenting on the phonograph

field, Mr. Folsom said that in Octo-

ber, “only seven months after the
‘45’ [46 rpm record] was intro-
duced, the new records were being
produced and sold at the rate of
20 million a year and the new
record players at the rate of 65,000
a month.” ‘

Mr. Folsom concluded: “The ma-
jor advances of the radio-televi-
sion-phonograph industry in 1949
are but proof of still better things
to come. At no time in the history
of the radio-electronic arts have
conditions been more favorable for
continued growth and expansion in
service to the American people. To
the fulfillment of this promising
outlook, RCA wholeheartedly ded-
icates its facilities and services in
scientific research, manufacturing
and communications,”
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improved, it was agreed that even
with tailor-made TV film an edu-
caticnal job among stations is
necessary before transmission will
be of quality level.

Morning session on distribution
was headed by John Mitchell,
United Artists television sales
manager, and W. W, Black, vice
president of Official Television,
both New York. Mr. Mitchell re-
vealed that UA 1is adopting a
policy of omitting submission of
audition prints to video stations
for the latter to sell in favor of
selling directly to the advertiser.
He feels that there is a big un-
tapped market for TV films if ad-
vertisers are properly contacted.
According to Mr. Mitchell, his
firm’s experience with stations has
not been profitable, as station sales
organizations are inadequate.

Pointing out that advertisers are
interested in continuity—larger
packages such as a series of pro-
grams—Mr. Black invited qualified
producers to submit such packages
for distribution to stations and ad-
vertisers, Official TV, he said, is
conducting research to ascertain
the type of film that will justify
production of a large series. He
decried the omission of audience
and merchandise promotion plans
with TV films.

“The distributor,” he said, “must
be organized to visit advertising
agencies with fool-proof presenta-
tions.” Film must equal or surpass
so-called “live program.” “Money,”
he concluded, “is waiting and avail-
able for financing of films if in-
vestors can be shown market and
profit possibilities through station
and sponsor acceptance.”

Few films produced to date are
any good for video according to
Russ Johnson, newly appointed
vice president of Jerry Fairbanks
Productions, East Coast office, and
stations are not helping with anti-
quated projection equipment. Mr.

J ohnson,

who - recently resigned
from NBC-TV’s film department,
questioned the merit of photo-
graphic sound for television film,
pointing out that FM transmission,
used in TV, is the most critical in
the world,

Stations need better productions,
as well as better equipment, he
said. “Even if you could get a
stable picture,” he added, “the
present electronic tube will not re-
produce sound faithfully.”

Favorable Factors

He stressed as factors favorable
to the use of film the recording of
programs for perpetuation, the
overccming of time zone differences
and elimination of cable costs. “It’s
a waste of money to produce a
program, throw it into the air and
lose it,”” he emphasized.

High key illumination with no
more than 1-60 ratio between the
darkest black and the lightest
white, or one-sixth of the lighting
ratio used for motion picture was
advocated for production of tele-
vision films by Dr. Frank Back,
inventor of the Zoomar lens.

Speaking at the afternoon ses-
gion on production, headed by
Henry Morley of Dynamic Films,
New York, Dr. Back outlined
several reasons why films that show
up well in sereening look badly on
home receivers. The most important
factor, he said, is the increase in
contrast differences, causing loss
cf half-tones, of detail in shaded
areas, and blackness at the picture’s
borders. Explaining that each link
through which a film must pass
before reaching home sets acts as
a gamma amplifier, sometimes in-
creasing contrast by four or five
tirhes its original gamma reading,
Dr. Back stressed the need of either
processing negatives to low gamma
readings or working with low con-
trast to begin with. Another
method, he said, is to light as if

DuMONT threesome at the Christmas party given by the Advertising Club of
_New- York at New York's Hotel Astor, are (I to r): Julian Armstrong,
assistant director, DuMont TV Network; Dr. Allen B. DuMont, president, Allen

B. DuMont Labs Inc., and Tom Gallery, network’s sales director.

Party

featured face of DuMont's ‘Rumson’’ receiver as the proscenium arch of
the stage from which several acts from Cavalcade of Stars, network’s Satur-
day night show, provided entertainment,
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photographing in color, avoiding
bright highlights and deep shaded
areas.

Titles, Dr. Back said, as well as
the focal point of the scene being
photographed should be well cen-
tered, in a smaller area than that
used for 16 mm projection. Night
scenes should either be avoided or
made lighter on the right and at
the lower border, and small details
should be eliminated, close-ups
used whenever possible.

The production forum concluded
with screenings of spot commer--
cials produced by Trans Films,
Audio Productions and Sarra, all
New York film producers, and
brief - discussions of each firm’s
work.

At a forum on television sta-
tions, headed by Robert -Paskow,
film director at WATV(TV) New-
ark, and Helen Buck, of WCATU-
TV Philadelphia, Jose DiDonata,
in charge of sales service for Ed-
ward Petry & Co., TV Dept., sug-
gested video film firms -present
packages to station representatives
for sale to sponsors. He also out-
lined the advantages to TV sta--
tions of carrying filmed programs-
over those offered by network pro-
gramming.

Rate Question

Don Kearney, of the Katz
Agency, told producers that the
quicker TV stations get in the
black, the less inclined they’ll be to
raise rates. As it is, he said, there’
are very few kicks from advertisers
on station rates. He, too, urged
that producers call on station rep-
resentatives to sell advertisers on
15-minute ‘“selective” program-
ming in individual markets. He
asked -producers to submit to rep-
resentatives lists of available pro-
grams. He pointed out that stations
get as much as §$72.756 of every
$100 of the advertiser’s money for
spot programming, while they get
only from 9% to 35% of the net-
work advertiser’s dollar.

Film programs spotted at poor
times, bucking “live” shows, result
in poor ratings, Peter James, of
Weed & Co., station representa-
tives, asserted. He suggested that
film manufacturers send to sta-
tions and representatives good pro-
motional material on their film
packages, as motion picture com-
panies do to theater operators.

Pointing out the advantages of

“spot” programming, Mr. James
recalled the Ford Dealers’ spon-
sorship of the Big Ten football
games in various markets last
year. Stations, he said, got more
money from the deal than they
would have received had the show:
gone network, and the advertiser
in turn received special promotion
campaigns conducted by stations
in many cities.
. Mr. Paskow concluded the meet-
ing with the outline of NTFC’s
television station manual, to be
published shortly- by the council.’
The manual outlines every require-
ment thought by council experts
to be necessary to efficient opera-
tion of video station film depart-
ments.
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Petry TV

(Continued from Telecasting 6)

two MecGraw - Hill publications,
Power and Operating Engincer.

In Chicago, the TV sales staff
comprises Bruce Bryant, who was
iransferred from Petry’s AM staff,
and J. Reolston Fishburn, former
Chicago manager of The Walker
Co. and before that a space sales-
man for the Chicggo Sun. Franklin
M. Walker, formerly with WWJ-
TV Detroit and with the video pro-
gram firm of Marshall Templeton,
handles TV sales for Petry in De-
troit. .

To back up his salesmen and to
keep them fully supplied with fac-
tual ammunition for selling pro-
grams and spots on the Petry list
of TV stations, Mr. Kiggins set up
a sales service and promotion divi-
'sion of his department. Jose di
Donato, sales service manager, is
an expert on video production and
film programming who produced
wartime training films and soldier
entertainment; was a radio, TV and
motion picture producer for Comp-
ton Adv., and director of television
for Doherty, Clifford & Shenfield.

W. P. Sedgwick, formerly assist-
ant TV promotion manager at
NBC; video script and commercial
writer at Fletcher D. Richards, and
radio and TV copywriter for
O’Brien & Dorrance, is promotion
manager for Petry TV. LeGrand
S. Redfield, previously with ABC
and John Blair & Co., is research
and promotional assistant.

Positive Selling

“Television must be sold positive-
ly today if the results are to regis-
ter on our station’s sales sheets,”
Mr. Kiggins declares.. “But equal-
ly important we must build for
tomorrow when competition will be
even greater, both within the in-
dustry and against other media.
That is why we are now establish-
ing what we believe to be sound
operating policies backed by a
stafl with sufficient stature to meet
the increasing services to stations
and advertisers alike, as television
. comes into its own.”

He has set up two regular pro-
cedures for getting material for
“positive selling” to his salesmen
and through them to the buyers of
video time. One is through daily
sales meetings held promptly at 9
each workday morning, at which
new information received from the
stations can be passed on and prob-
lems encountered by the individual
men thrashed out.

“Since television is so new, many
problems are without precedent,”
Mr. Kiggins says, “and these sales
"meetings are proving excellent
class sessions in our TV schooling.”

To supplement these departmen-
tal meetings, two regular mail
pieces have been developed tec main-
tain fast and accurate information
channels to agencies, advertisers,
_stations and Petry offices in other
cities. These are the Petry Video-
Gram and the. Petry Video-Bulle-
tin.

Reserved for news of immediate
importance, such as a new top-
flight program available for spon-
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Mr. PETRY

* * *
sorship, the Video-Gram resembles
a regular telegram except for a
bright red border which identifies
the message as a “Petry Video-
Gram . . . a Priority Message about
Spot Television.” These are mailed
in vivid yellow envelopes with a
red “Important TV’ imprinted
across the upper left-hand corner
to demand immediate attention
from the recipient.

The Video-Bulletin, also bearing
a cardinal colored heading, is used
for disseminating routine or special
information from time to time.
About once a month the bulletin
takes the form of a four-page
newsletter.

“We're not trying to be sages
about the general problems of TV
and their solution,” Mr. Kiggins
explains, “but to concentrate on

serving TV advertisers and agen-
cies by giving them reliable and
interesting information about
available films, market data, expe-
riences of other advertisers using
our stations and other facts that
they can use in their own buying
of TV time and facilities.”

Distributing Method

Each Petry TV salesman has his
own mailing list, with an ample
number of copies of it in his desk.
When a Video-Gram or Video-
Bulletin is issued, he checks on one
of these lists the names of his con-
tacts who should get it, depending
on its nature. One Video-Gram
might have a special appeal for
food accounts, another for spon-
sors interested in sports telecasts,
ete. Video-Bulletins generally go
to the full list, although these, too,
may be specialized.

A special, and a specially effec-
tive, promotion was the TV map.
Large-size government maps of the
U. S. (44x28 inches), showing the
location of all TV stations, coaxial
lines and their status, were im-
printed in bright green with the
call letters of Petry stations and
the Petry logotype and mounted on
heavy backing suitable for hanging
on a wall. Some 600 of these maps
were individually delivered to time-
buyers and advertisers by the
Petry TV salesmen, who helped
install it for permanent use-—and
constant reminder.

About March 1, both the AM and
TV departments will move to new
quarters on the 22d floor of a new
building at 488 Madison Ave. The
physical separation will -continue
even here, however, as the TV de-

TV DIRECTOR

Networks Recognize Guild,

Avert Strike

A THREATENED strike of New York television directors against three
major networks and WOR-TV New York was averted last week when
the companies recognized the Radio & Television Directors Guild as

bargaining unit for floor managers.

The guild already had been rec-
ognized by ABC-TV and NBC-TV
as representative of floor man-
agers, but until last Thursday
CBS and WOR-TV had contended
that class of employes at their
studios had not claimed the guild
as a bargaining unit. Floor man-
agers at CBS and WOR advised
the companies at mid-week that
they had chosen the guild to repre-
sent them. The ensuing recogni-
tion of the guild on behalf of the
floor managers averted a strike
that the guild had threatened to
call for Deec. 31.

At the same time the companies
and the guild accepted a proposal
by Frederick Bullen, executive sec-
retary of the New York State
Board of Mediation, that negotia-
tions of the union’s demands for
wage raises and revisions in work-
ing conditions proceed for another
month.

The guild’s contracts with ABC-
TV, CBS-TV and NBC-TV expired
at midnight Dec. 81. The accept-
ance of the state mediator’s pro-
posal virtually insured a no-strike
period to Jan. 31.

*

The first negotiational meeting
between the guild and the com-
panies is scheduled for Jan. 4 in
New York.

The guild will seek widespread
changes in working conditions,
heurs and wages, it was learned.

Prevailing scale on both televi-
sion and sound broadcasting net-
works in New York is now $130
per week for directors and $95
for associate directors and floor
managers. The guild will seek
new television scales more than
double present rates—$300 per
week for directors and $200 for
associate directors and floor man-
agers. The sound broadecasting
scales that the guild will demand

will be $200 for directors and $150

for assoclate directors.

Although no network executive
would comment officially, it was
learned that all the companies
would vigorously oppose pay raises
in the amount the guild seeks.

The guild will also seek estab-
lishment of fees for local commer-
cial shows and fees for syndicated
television programs.
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partment will occupy one wing, the
AM department the other, sharing
only the reception hall and the
board room, which will be equipped
for viewing TV films.

The Petry TV department, 23
in all including the secretaries,
represents WSB-TV Atlanta,
WBAL-TV Baltimore, WNAC-TV
Boston, WDAF-TV Kansas City,
KFI-TV Los Angeles, WHAS-TV
Louisville (to begin operations Feb.
15), KSTP-TV Minneapolis - St.
Paul, WTAR-TV Norfolk (sched-
uled to start April 1) and WOAI-
TV San Antonio.

TV PROGRAM RECOMMENDA TN .

Edword Patry & Co., Inc.

TV STATION:

Leowt Bt Plgoves §
On Bevslow's. Sk

B ad S

PROGRAM

Edwerd Poiry & Co, Inc,

ANOTHER Petry TV service is its
Program Recommendation report.

KEYL(TV) to DuMont

KEYL(TV) San Antonio last week
signed an affiliation agreement
with the DuMent TV Network,
Commander Mortimer W. Loewi,
network director, announced. The
station, to begin commercial opera-
tion on approximately April 1, is
the network’s 53d affiliate, and is
also . affiliated with NBC-TV.
Equipment, including transmitter,
camera, control consoles and other
related units, has been shipped to
KEYL by Allen B, DuMont Labs
Inc.,, Clifton, N. J., it also was
announcad. Station is owned by San
Antonio Television Co., composed
of R. L. Wheelock, W. L. Pickens
and H. H, Coffield.

Upcorm‘ng

Jan. 9: Deadline for George Foster
Peabody Awards for Radio and Tele-
vision.

Jan. 27: Academy of Television Arts
and Sciences award dinner, Holly-
wood.

Jan 9-13: NRDGA’s 39th annual con-
vention, Hotel Statler, New York.

Jan. 27: Advertising Workshop, Pant-
lind Hotel, Grand Rapids, Mich.

Feb. '1: U. 8. Cuban Conference on
NARBA assignment, Havana, Cuba.

Feb. 4: Radio Correspondents Assn. an-
nual dinner, Statler Hotel, Wash-
ington.

Feb. 6-8: TV Institute and Industry
Trade Show, Hotel New Yorker, New
York.

Feb. 8:
Broadcasters Assn., Waldorf Astoria
Hotel, New York.

Feb. 8-10: NAB board of directors, San
Marcos Hotel, Chandler, Ariz. .

TELECASTING o

Annual clinic of 'Television
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Telefile

(Continued from Telecasting 5)

and film, he said. Initially, the
plan is to get programs going on
a live basis to see how they work
out before making the transition
to kinescope and/or film.

This he said was in line with the
company’s thinking that television
activity must be extended beyond
the viewing area of the station.
Thus, through the evolution of pro-
gram packages, it- would be pos-
sible for Don Lee to enter the
syndication field thereby bringing
better programs to its local audi-
ence as well as to stations in other
areas.

The quality of programming is
more important to Mr. Glett than
the volume. For example, KTSL
currently carries no children’s pro-
gramming as such, simply because
they haven’t found a good program,
Mr. Glett explains. And, he adds,
the station will not carry any one
type of program merely because it
lacks one of that type.

While Mr. Glett is decidedly of a
commercial turn of mind, he is no
wise unmindful of the station’s re-
sponsibility to its viewers, Among
the station’s many public service ac-
tivities was - its observance of
Armistice Day last year. No com-
mercials were aired by KTSL after
8:30 p.m. In place of normally
scheduled programs, a program
consisting of films made by the sev-
eral services was presented. All
were preceded by a specially filmed
and recorded message by Secretary
of Defense Louis Johnson, made ex-
clusively for the station.

Assisting Mr. Glett in all creative
and production matters is Ceecil
Barker, executive producer. Like
_his boss, Mr. Barker is a veteran
of the film field having been asso-
ciated with the Selznick Studio for
the past dozen years.

While all program production
has been shifted from the Mt. Lee
studios to the facilities in the mil-
lion-dollar home of Don Lee in
Hollywood proper, KTSL still has
access to 6,000 square feet of space
on Mt. Lee. In the Hollywood
studios there are two stages of 1,850
square feet each, both accommodat-
ing studio audiences of 350 people.
There are two other similarly sized
stages which could be made avail-
able if needed. For remotes, the
station is equipped with two com-
plete units in addition to a semi-
mobile unit which can be used to
convert a non-television studio
site into a usable one.

L *

F the station’s average of 20

hours of programming week-
lv, 12 are commercial, acecording to
Robert Hoag, sales manager. A
thorough reading of the station’s
rate card does not disclose any
scale of production charges and
Mr. Hoag promptly explains that
each such cost estimate is made as
the specific program’s needs are
made known. In the matter of
film facilities, “rates listed include
film facilities. If film programs
require rehearsal of an announcer,
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cueing of additional material or
sound effects, ete., a film facilities
charge is made at the rate of $40
per hour for such rehearsal, with
minimum of one half hour re-
quired.”

Station time rates are as fol-
lows on a one time basis: Class A,
one hour—$400; 30 minutes—$240;
15 minutes—$160; five minutes—
$100; one minute—$80; 20 seconds
—3$45. Class A covers 7-11 p.m.

Class B covering 5-7 p.m. week-
days and 12-7 p.m. Sat. and Sun.:
One hour—$300; 30 minutes—$180;
15 minutes—$120; five minutes—
$75; one minute—$60; 20 seconds—
$33.75.

Class C covering all other time:
One hour—$200; 30 minutes—$120;
15 minutes—$80; five minutes—
$50; one minute—$40; 20 seconds—
$22.50.

% * Mk

MONG the station’s most suec-

cessful commercial formats are
weekly wrestling pickups from the
Hollywood Legion Stadium spon-
sored by the TV Buick Dealers—
five individual dealers banded to-
gether to defray the cost. Com-
mercials call for the use of each
dealer during the series, utilizing
no more than one a week. Their
commercials accentuate their
neighborhood locations and an ef-
fort is made to personalize the
dealer as a local neighbor. The
dealers here reported store traffic
directly traceable to television, as
well as sales results.
" Camels, through William Esty
Co., has been sponsoring boxing

~via KTSL on a spot market basis,

Local interest in the weekly bouts
cach Friday from the Hollywood
Legion Stadium has run high and

- handling of the commercials by the

cigarette firm has been a source
of particular comment. Ample
product identification has been en-
joyed without hammering. Sum-
ming it up, Mr. Hoag describes it

as “the happy service of two mas-
ters—sponsor and viewer, alike.”

Two other highly successful pro-
grams have been sponsored by
Thrifty Drug Stores (chain)
through the Milton Weinberg Ad-
vertising Agency in Los Angeles.
One is locally produced and titled,
What's The Name of That Song,
featuring Bill Gwinn as m.e. Thurs-
day, 8:30-9 p.m. Essentially an au-
dience participation program, prod-
uet mentions are happily managed
by the m.c. and commercials well
integrated.

The same sponsor’s second pro-
gram is a kinescope feature from
DuMont, titled Cavalcade of Stars,
seen on Monday evenings. It is a
good example, according to Mr.
Hoag, of a network caliber pro-
gram priced properly for single
market sale.

L

THER examples of KXTSL suec-
cess stories:

Klever Kook, a seasoned flour
process, had used newspapers and
radio before buying a participa-
tion on KTSL. Directly coincident
with the first use of TV, sales
showed a noticeable hike, according
to Lockwood - Shackleford, the
agency.

Utilizing a one-minute spot as a
test and anticipating mild results,
Franilla Ice Cream through The
Tullis Co. purchased a Friday
night spot to announce a week-end
TV special. Viewers were advised
they could phone a certain number
or visit their neighborhood dealer.
Not only were the local dealers
happy over results but two tele-
phone girls handled all the calls
physically possible for 45 minutes
following the spot.

.On a participating show featur-
ing Norma Young in a variety of
household hints, a self-sealing jar
was demonstrated and viewers
were told to send their checks to a
given box address. Although re-

NBC-TV RATE

'Increases for O&O Outlets

Are Announced

RATE increases for NBC-TV owned-and-operated stations were an-
nounced last week by NBC. The rates, for stations in New York,

Washington, Cleveland and Chicago, are effective Jan. 16.

wood station increase is effective Feb. 1.

Ra’e Card No.
Rate Card No.
Rate Card No.
Rate Card No.
Rate Card No.

WNBT New York
WNBW Washington
WNBK Cleveland
WNBQ Chicago
KNBH Hollywood

Class B and Class C rates will
be adjusted also. Orders accepted
prior to the effective date of these
rate changes will be protected for
six months from the effective date
of the new rate cards, provided
there is no lapse in schedule.

New rate cards for the five sta-

NN N &

‘tions will be sent to advertisers

and agencies shortly, the network

The Holly-
Announcements
& Station Breaks
One Hr. Class A Class A

$2,000 $400

375 75

400 920

750 2 125

750 125

N .

said. It justified the rate adjust-

ments on the basis of 1,160,000
new television sets said to have
been installed since the effective
date of the current rate cards.
The increase by markets, projected

to Jan. 1, is outlined as follows by
NBC:

* ] Ed
TV Sets
, In Area
Effective Date TV Sets Jan. 1, 1950 % In-
Current Rates In Area Est. crease
New York, April 1, 1949 535,000 1,015,000 89.7%
Washington, April 1, 1949 40,800 87,000 113.
Cleveland, Dec. 15. 1948 22.300 132 000 492,
Chirago, Jan. 8, 1949 52,000 340,000 554,
Hollywood, jan. 16, 1949 89,300 325,000 264,

January 2, 1950

BROADCASTING

sults were not made known, more
than 20 checks were mistakenly
directed to Miss Young in addition
to known sales increases at the two.
Bullock’s department stores, carry-
ing the item exclusively in the Los
Angeles area.

To plug its children’s line, Karl’s
Shoe Stores, thru its agency, J. B.
Kiefer Inc., purchased showings of
16 westerns. Commercials featured
specific models. Stores reported
selling out the lines advertised

- within a couple of days following

each telecast.

une of the most satisfying agen=
cy-client reactions, according to
Mr. Hoag, came from Challenge
Creamm & Butter through Ross
Sawyer Adv., after three weeks of
TV via KTSL. The agency wanted
to buy additional time in San

.Francisco and Mr. Hoag “regret-

fully” had to report that Don Lee-
as yet, did not have a San Fran-
cisco station operating.

PHONEVISION

Zenith Asks for Tests Now.

ZENITH RADIO Corp. asked FCC
last Thursday to let it proceed
with its proposed $400,000-plus test
of Phonevision in the Chicago area
without the hearing which the
Commission has ordered [TELE-
CASTING, Aug. 8, Dec. 12, 1949].

Most of the questions raised by
FCC for the hearing can best be
answered after the tests and some
seemingly could not be answered
before, Zenith contended in a peti-
tion filed by Edward K. Wheeler of
the Washington law firm of
Wheeler & Wheeler.

The petition pointed out that
Zenith proposes to test its system
‘of subscription television for three
months in some 300 homes, charg-
ing each subscriber $1 for each
Phonevision program he wishes to
see. The subseribers will also have
standard TV broadecast sets, so
they may choose between standard
and Phonevision programs.

To dispose of any theory that
the company hopes to make a profit
on the experiment, Zenith said it
would give all proceeds to charity.

Zenith’s “pay as you see” system
of television, which broadcasts a
scrambled picture that can be un-
scrambled anly by means of a “key”
signal sent by standard telephore
.nes, has been on the air from
Zenith’s experimental station
KS2XBS since March 1947. Its
technical feasibility has been
proven, the petition asserted, add-
ing:

Whether the system will operate suc- "
cessfully where a larTe number of
lines nre connected to the same local
exchange has yet to be demonstrated.
However, the most important remain-
ing guestion fo be answered is whether
the public will accent the principie of
“Pay-as-you-see’ television. The nori-
mary objective of the proposed 1®c<ts

is tn obtain a definitive answer to that
gurestion.

Zenith maintained that its pro-
posed tests were even more limited
than those of Muzak Corp. which
FCC authorized in 1941 with re-
spect to Muzak’s “pay-as-you-
hear” radio system.
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-l YRED FREELAND’s innate in-
ventiveness and technical ap-
proach to all things—including

television—are Dbirthrights from
his father, an industrial engineer
and former Swiss bell ringer in
vaudeville. Any bell ringing Fred
now hears comes from befuddle-
nents of video in his work as tele-
vision director of Ruthrauff &

Ryan, Chicago.

Always interested in creative
dramatics and factual electronics,
Fred is one of the .
few agency TV men
permitted to call his
own shots in station
control rooms. Di- -
rector of TV shows
and spots for 30 ac-
counts, Fred spends
much of his time on
film commercials.

His fascination for
films began (and al-
most ended) in his
hometown of Mid-
dlebury, Ind., when
he was nine Yyears
old. The exploits of
Harold Lloyd were
being reeled off in
the Freeland base-
ment on 2,000 feet of
highly explosive ni-
trate film when the can caught
fire. The house, and Fred’s head,
were saved by a quick-thinking
father who threw the reel out the
back door. Fred immediately
turned his efforts to production of
pseudo radioc and stage shows in
the living room, surrounded by pul-
leys, mikes, curtains, props and
turntables. .

After years of homespun his-
trionics, he became a full-fledged
announcer at WTRC Elkhart, Ind.,
when he was 14 and a Middlebury
High School sophomore. His first
job, at $3 a week as a substitute
announcer, was snagged through
the program director, who had
tutored him in mike technique.
“When it came time for me to ask
for a job, he couldn’t say no and
prove he wasn’t teaching me any-
thing,” Fred says.

When WHBC Canton lured him
with a $20-a-week announcing job,
he adjourned to Ohio, remaining
until 1941. There he produced and
announced shows, mainly musiecal.

While auditioning applicants for
an amateur hour one evening, he
;heard a “real cute gal who tried to
sing, but couldn’t. Her name was
Norma Faust—and she still can’t
sing,” Fred says. They were mar-
ried in Canton, and now have a 13-
year-old son, Dick. They now live
in Ft. Wayne, Ind.,, where Fred
spends his weekends.

At the time of his marriage, Fred
was fast becoming a sound expert.
He offered his services and the sta-
tion facilities, both free, to an in-
dustrial film producer. Together
they shot location movies for such
organizations as the Timken Co.
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and Republic Steel. Fred later pro-
duced movie shorts for Warner
Bros.

Fred’s next job was in uniform—
he entered the Army. Going from
Mississippi to Louisiana to Texas,
he worked on an infantry radio
staff and aided in production of sev-
eral CBS network shows from
WHAS Louisville. On his return
to ecivilian life, he went to the
Studebaker Corp. in South Bend,
Ind., as foreman in the high fre-
quency static sup-
pression depart-
ment. Locked in his
laboratory daily for
security reasons, he
developed noise-
abaters for Army
vehicles.

Transferyring to
WOWO Ft. Wayne,
operated by West-
inghouse along with
WGL (later sold)
and the experiment-
al FM station,
W49FW, Fred was
one of a program
staff of 100, but in
nine months became
_production manager.

Early in the war
he produced the
film feature ‘“Bombs Over Ft.
Wayne'” for the local civilian de-
fense unit. The documentary was
later taken over by the War Dept.
and released nationally. It earned
an Army citation for him in 1942,

While at Westinghouse, Fred be-
came involved in the television de-
partment operations, and earned
three patent awards from the firm
for inventing (1) a mixing circuit
for long-set shots, akin to a travel-
ing mask in the movies, (2) an elec-
tronic zooming lens, and (3) a
pulse-time transmission system, a
single instead of a double unit.

After putting TV technical and
programming theories to test at
the Farnsworth experimental sta-
tion there, he went briefly to WBZ-
TV Boston as director of television.
He returned to Ft. Wayne in Janu-
ary 1948 to promote and produce
the Hoosier Hop, 20-year-old west-
ern and folk show, and special pro-
ductions, including several for the
Indiana State Fair. After turning
out television film commercials and
more industrial movies as a free-
lancer, he was hired by WBKB
(TV) Chicago as production super-
visor last January. From there it
was a quick jump to Ruthrauff &
Ryan in June.

Fred directs or supervises all of
the agency’s TV shows and film
commercials, most of which are
made in Chicago. With enough
technical knowledge to know his
own limitations, Fred has a Simple
formula for successful shows and
commercials—"“Shoot everything as
a minute movie, and follow motion
picture techniques exclusively.”

| 8

ON THE

WASHINGTON SCREEN
As We Enter January, 1950

WMAL-TV =

presents, between 6 and 11 p.m.

73

hours

of Local and National Spot Advertiser

~ Sponsored Programs

‘Weekly

more _than
other 3

double the

Washington

TV stations combined

STATION X—1 .Hour 20 Minutes
STATION Y—1 Hour 45 Minutes

STATION Z—0
Other 3 Stations’ TOTAL—3 Hours 5 Minutes

WMAL-TVY COMMERCIALS, JANUARY, 1950

"Telenews Daily’"'—7 to 7:15 PM—Mon. thru Fri.
sponsored by Valley Forge Brewing Co.
"Tailwaggers”’—7:30 to 7:45 PM—Mondays
sponsored by Arcade-Pontiac Co.

’Boxing”’ (Turner’'s Arena}—9 to 11 PM—Mondays
sponsored by Globe Brewing Co.

’Shop By Television”'—7:30 to 8 PM—Tuesdays
sponsored by Hecht Co. Department Store
**Sports Cartoon-A-Quiz’’—7:30 to 8 PM—Woednesdays
sponsored by L. P. Steuart, Inc.,—DeSoto Dealer
"Wrestling’”' (Turner's Arena)—9 to 10 PM—Wednesdays
sponsored by Sinclair Refining Co.
"Wrestling’”' (Turner's Arena)—10 to 11 PM—Wednesdays
sponsored by Phillip’s Radio & Television Co.—RCA
"Capitol Close-Up’’'—7:30 to 7:45 PM—Fridays
sponsored by the Occidental Restaurant
“This Week in Sports’’—7:15 to 7:30 PM—Saturdays
sponsored by Trew Motor Co.—Dodge Dealer
""Hollywood Screen Test’” —7:30 to 8 PM—Saturdays
sponsored by Duffy-Mott, Inc.

(5V hours of these programs are Local Live Productions)

- WMAL-TV ALSO SCHEDULES

Hours Weekly of Night Participating }/
Programs—Currently 90% Sold Out

CHANNEL 7 WMAL_TV ‘WASHINGTON, D..I_C_._

Represented Nationally by ABC SPOT SALES.

Janudry "2, 1950°
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Telestatus
(Continued from Telecasting 8)

advertisers using one to three sta-
tions. Biggest new spot account
reported by Rorabaugh in Novem-
ber, in point of stations used, was
D. L. Clark Co. which placed busi-
ness on 11 stations. No big spot
accounts dropped or decreased
their station list to any extent
with the exception of Kaiser-Fraz-
er Corp. which dropped from 16
stations in October to two in No-
vember.

The Dodge Div. of Chrysler
Corp., which had placed spot busi-
ness on only two stations during
the October check week, increased
its schedule to include 31 stations
in November. Eleven new sta-
tions were added by the Alliance
Mfg. Co. for 38 in November while
American Tobacco Co. and Pioneer
Scientific Corp. bought 10 new
outlets. They placed business on
49 and 26 stations respectively in
November. Benrus Watch Co. and
Bulova Wateh Co. continued as
heavy users of television spots.

Greatest Gain Local

Greatest gain in the number of
advertisers was made in the local
field. This category jumped from
1,416 advertisers in the October re-
port to 1,697 for November.

Food & Food Product advertis-
ers, which have consistently led
in the number of active sponsors,
gained 50 new accounts for a No-
vember total of 346 (Table II).
Although one network sponsor was
lost—Derby Foods Ine. which had
backed a half-hour segment of Su-
per Circus—substantial gains were
made in the spot and local fields.

Advertisers of Automotive, Au-
tomotive Equipment & Accessories
increased by 30 to remain in sec-
ond place with 271 accounts. One
network sponsor dropped in this
classification—Buick Div. of Gen-
eral Motors. Spot advertisers re-
mained at 14 with the gain being
made at the local level.

Increases in all three classifica-
tions kept Household Furnishings,

place with 247 advertisers. Hot-
point Inc. sponsored a special one-
hour Thanksgiving Day program
on 18 stations and Nash-Kelvina-
tor Corp. which had started par-
ticipations in the Monday through
Friday Homemakers Ewxchange in
October was included in the No-
vember report. Three new spot
advertisers were added and the re-

_maining gains were made locally.

In fourth place for number of
accounts was Radios, TV Sets,
Phonographs, Musical Instruments
& Accessories with 239 advertis-
ers. Although the number of net-
work advertisers remained at five
in November, Admiral Corp. start-
ed a second program, Lights Out,
on 33 NBC-TV stations. There was
one new spot advertiser, with the
remaining 35 new accounts being
placed locally.

e T

“Film }'?e ott
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BING CROSBY Enterprises, Holly-
wood, in first television film ven-
ture, has been signed to produce
10 26-minute films for Procter &
Gamble’s Fireside Thealre series
on NBC eastern TV stations. Aec-
cording to agency for P&G,
Compton Adv., Hollywood, each film
will cost between $8,000 and $12,-
000. Production to get underway
after Jan. 1 will be directed by
Frank Wisbar, who produced earlier
series for P&G for Teleplay Pro-
ductions.

Standard Television Corp., New
York (film distributor), concluded
agreement with J. Arithur Rank,
Londoen, for distribution by Stand-
ard of 75 feature films; aggregate
production costs are said to have
been $50 million. About 50 films
never shown in U. 8. have been

Drawn for TELECASTING by John Zeigler

Sightmirror Patent

SIGHTMASTER Corp., New York
television set manufacturer, an-
nounced last Friday the issuance
of patent No. 2,492,224, covering
its sightmirror. With the patent’s
issuance, Sightmaster plans to
make Sightmirror available for
public use for any television re-

Equipment ‘gfk Supplies in third  ceiver now in existence.
TABLE Il
NUMBER OF ADVERTISERS BY PRODUCT GROUPS
Network Spot Local Total
1. Agricultural & Farming 1 2 5 ]
2. Apparel, Foolwear & Access. 4 19 98 1
3. Auvtomotive, Automotive Equip. & Access. 8 14 249 271
4. Beer & Wine 4 97 13 114
5. Building Materials, Equip. & Fixtures —_— 1 68 69
6. Confactionary & Soft Drinks 3 31 25 59
7. Consumer Service —_— 4 119 123
8. Construction & Contractors -— —_ 15 15
9. Drugs & Remedies 1 [ 3 10
10. Entertainment & Amusements — _— 23 23
11. Food & Food Products 8 103 235 346
12. Gasoline, Lubricants & Other Fuels [ 13 15 34
13. Horticulture -_— f— 8 8
14. Household Furnishings, Equip. & Supplies 9 31 207 247
15. Industriol Moterials —_ 1 3 4
16. Insurance, Bonking & Real Estate 1 2 71 74
17. Jewelry, Opticol Goods & Cameras 6 8 43 57
18, Office Equnp, Stationery & Writing Supplies 1 4 9 14
19. Publishing & Media —_— 3 29 32
20. Radios, TV Sets, Phonographs, Musicol
Instruments & Access. 5 9 225 239
21. Retail Stores & Shoos — —_ nz 17
22. Smoking Materials 8 12 4 24
23. Soaps, Cleonsers & Polishes 2 15 11 28
24. Spoﬂmg Goods & Toys 2 1 30 33
25. Toiletries 6 18 ] 30
26. Transportation, Travel & Resorts — 8 9 17
27. Miscellaneous 3 18 57 78
TOTAL 78 420 1,697 2,195
Page 14 ®¢ TELECASTING

CHEVROLET TV

Active Northeast Drive

LOCAL Chevrolet Dealers Assn,
(New York, New Jersey, Connecti-
cut) is using concentrated local
spot television campaign to promote
the new 1950 car. The campaign,
which will run for two wesks,
started Dec. 27. All six New York
TV stations will be used. It is
estimated the minute film commer-
cials will be aired nearly 3,000
times during the fortnight.

During that time spots will be
seen on WOR-TV on every avail-
able program every night includ-
ing WOR-TV’s Telefax News.

The other channels—WCBS-TV,
WNBT (TV), WABD (TV), WJZ-
TV and WPIX (TV) will be heav-
ily covered with both participation
and station break plugs.

Campbell-Ewald, New York, is
agency for the intensive schedule.
The one-minute films were created
by the agency and Archer Produc-
tions.

The new car plugs also will be
integrated into the association’s
four regular weekly programs,
Pantomime Quiz on WOCBS-TV;
Famous Jury Trials, WABD;
Roller Derby, WJZ-TV; and Win-
ner Take All, WCBS-TV.

WCON-TV’s Tower

WORK is progressing on the
WCON-TV Atlanta, Ga., tower.
Harvey J. Aderhold, chief engineer,
claims the tower will be the tallest
in the world. A 114-ft. guy derrick
mast is being used to hoist steel
for the tower which will point sky-
ward some 1,060-ft. above ground,
Mr. Aderhold said. Tower was de-
signed and fabricated by Interna-
tional Derrick Co.,, Columbus,
Ohio. An RCA Pylon is on top.

January 2, 1950
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made in past two years, according
to Standard. Others, such as “I
Know Where I’'m Going,” “Waterloo
Road,” ete. have already been box
office hits during U. S. theatre runs.

KTLA (TV) Los Angeles has
started telecasting new 45-minute
film series The Comics. Based on
comic strip characters, series is
made up "of films leased from
Universal International. Among
those acquired thus far are 13 epi-
sodes each of Flash Gordon, Red
Barry, Ace Drummond, Tim Tyler,
Smiling Jack and two Don Winslow
series, Two different series are

being shown each week in 20-
minute segments,
Caston Productions, Hollywood,

doing series of 13 quarter-hour
travel films, titled *“Sketchbook.”
Films will depict interesting people
in various parts of U. S. Shooting
already has started in California
and Arizona, later to be extended
to rest of country. Firm has plans
for Eurcpean szries to be combined
with this group ... “Dixie Dugan,”
half-hour TV film based on comic
strip character has been prepared
by Brink Productions, Hollywood.
Plans are to produce two half-hour
film episodes weekly for series.
Jean Gerard is producer, Al C.
Ward directs and Helen Parrish,
film actress, takes lead role.

Alan Brown, formerly with Time
Inc. and recently special assistant
to Secretary of the Navy, has
joined the Princeton Film Center,
Princeton, N. J. Mr. Brown will be
director of client relations as well
as executive assistant to the presi-
dent. He now resides in Princeton
but will spend a large part of his
time in Film Center’s New York
office. . . . United World Films, New
York, recently completed six one-
minute video commercials for Lever
Bros.” NBC-TV show The Clock.
Agency: J. Walter Thompson Co.,
New York.

Penguin Pictures Inc., New York,
producing filmed musical series, “I
Thee Wed,” planned as three 15-
minute weekly episodes. Cost of
series said to be less than compa-
rable live show.
being offered to national sponsor
and will be re-released thereafter
on market-by-market basis.

General Films Division of Tele-
vision Corp. of America, western
branch, Alameda, Calif., announces
its new studios which opened in
September are operating on full
seven-day schedule. Not all this
production has been contracted for,
but John Convery, general man-
ager of division, believes in provid-
ing back-log of all types of film for
future calls. All sound and camera
equipment being used is latest 1950
type. New sound stages and out-
door sets and buildings make’ this
one of the largest studios in coun-
try devoted to exclusive production
of TV films, it is said.
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1930
The Broadcasting Yearbook
and your business . . .

the only single source hook of radio-tv information, facts, and figures . . .

7 pays for 52 weekly
issues and includes

1950 Yearbook.

ASHING + TELECASTING

" JOURNAL OF RADIO-TV

How much do advertisers spend for spot, network, regional and local campaigns—
who handles the account?

Which are the top radio-TV advertising agencies—their gross billings?

You'll find these answers—and many, many more hard-to-get facts—plus the follow-
ing exclusive features in the 1950 BROADCASTING ° TELECASTING Yearbook.

Gross network billings by advertisers, by agencies, by product classifications, by
months @ Comparative radio costs vs. newspapers and magazines @ Year's top
ratings and program trends, awards @ Economic analysis of 1949 broadcast
advertising ® Advertising agencies (and personnel) handling radio-TV accounts
® National and regional advertisers directory @ More than 50 directories covering
AM-FM-TV siations, executive personnel; equipment manufacturers; national repre-
sentatives; film, transcription and related services.

These and a thousand facts/charts more are the BROADCASTING ® TELECASTING
Yearbook, classified under easy-to-find headings, indexed for quick reference.

There's nothing like the Yearbook for radio-active agencies, advertisers or any radio-
connected business. It's your indispensable year round tool.

The Yearbook comes free to BROADCASTING subscribers as of February 1,
but a limited supply of copies will be available at $5.00 each.

BRCADCASTING e TELECASTING
National Press Building
Washington 4, D. C.

Please enter a year's subscription to BROADCASTING im-
mediately and be sure to send me the 1950 Yearbook, free
of charge, as part of this subscription.

[J | enclose $7.00 [J Please bill me

Name

Street

City Zone State




’ Many TV stations either on the air
or under construction, are Du Mont-
equipped throughout. That means the
Du Mont Type TA-124-B Image Orthi-
con Chain for studio and remote pick-
ups, alike.

But of even greater significance is the
growing use of Du Mont cameras and
auxiliary equipmeni by TV stations orig-
inally using other makes of equipment;
by intra-store television demonstra-
tions; by wired television installations;
by movie producers experimenting
with television production possibilities;
by TV iraining schools; by government

’ Consult us

@©ALLEN B, DU MONT LABORATORIES, INC,

agencies both here and abroad.

The Du Mont advantages are many:
Split-second action through quick set-

D

FWFT

{Simple Translation)

SUFERIOR DESIGN plus
QUALITY WORKMANSHIP equals
DU MONT

T R

First With the Finest in Television

DU MONT
Type TA-124-B

up; finger-tip controls; superlative
image pickup with precise electronic
viewfinder checkup; accessibility for
time-saving inspection and immediate
maintenance; handy matched units,
jifty-connected, for all required power,
synchronizing, amplifying and monitor-
ing functions, plus the latest camera
effects.

But the outstanding characteristic of

~this popular Du Mont Type TA-124-B

Image Orthicon Chain is DEPENDABIL-
ITY. That, in the final analysis, is the
all-important consideration. For "The
show must go on,” regardless,

on your TV plans and requirements, Literature on request.




CLEAR CHANNELS

Farmers Urge Power Boost

CLEAR-CHANNEL stations’ fre-
quencies should be ‘“held inviolate
by international agreement” and
power increased to permit further
service to farmers, the American
Farm Bureau Federation resolved
Dee. 15 at its 1949 meeting, affirm-
ing a resolution adopted in 1946
and reaffirmed in 1947 and 1948.
Sub-stations are advocated by the
federation to serve special needs of
Tarmers.

Service by KFI Los Angeles to
the Great Western Live Stock
Show held in that city a few weeks
ago was praised in a letter sent to
General Manager William B. Ryan
by C. J. Lump, representing the
Great Western Live Stock Assn.

KXXL RENO CASE

FCC Issues Initial Decision

INITIAL decision to deny renewal
of license to KXXL Reno, Nev., and
dismiss as moot a request to sell
the station to Chet L. Gonce, its
original owner, was reported by
FCC last Wednesday., KXXL, de-
stroyed by fire in November 1948
and off the air since that time, is
assigned 250 w on 1230 ke.

Hearing Examiner Fanney N.
Litvin found that Byron J. Samuel,
now sole owner, had acquired with-
out Commission consent the one-
third interest each held by Ed-
ward Margolis and Frederick W.
Kirske, who had been partners
with him in the license. The re-
port showed further that Mr.
Samuel did not desire to renew the
KXXL license and did not wish to
rebuild or operate the station.

The examiner found that Mr.
Samuel wished renewal only for
the purpose of transferring it to
Mr. Gonece for cancellation of a
$10,000 debt due the latter. At the
hearing, Mr. Samuel further stated
he wished to “withdraw” both the
renewal request and the transfer
bid. Mr. Gonece was given FCC

approval in 1947 to sell to Mr.
Samuel
$30,000.

and his associates for

117-119W. 46 SL
HEMRY GREENFIELD, Mg. Directsr M.Y.19
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DWARD A. MALLING appointed

sales manager for component

parts in General Electric Re-
ceiver Div., Syracuse, N. Y. He has
been with company since 1935.

CARROLL GARDNER appointed ac-
count executive for Frederic W. Ziv
Co. Formerly general manager of
WLEX Lexington,
Ky., he will cover
Florida and South-
ern Georgia with
headguarters in
Jacksonville. Mr.
Gardner formerly
was general man-
ager of WAPI Bir-
mingham and later
was with WMEBR
Jacksonville,

Mr. Gardner

AIR KING PROD-
UCTS Co., Brook-
lyn, N. Y., reports its new console and
table model television receivers will
make use of rectangular video tubes.
Called “soft-lite full view,” tubes are
said to show picture exactly as it is
telecast from transmitting station with
no loss of view from cut corners or
masking.

COMMODORE JOHN D. SMALL, exec-
utive assistant to the president of
Emerson Radio and Phonograph, Corp.,
New York, named vice president of
corporation in addition to his present
duties. ABRAHAM ROSEN, controller,
appointed assistant treasurer. A. A.
VOGEL, former assistant controller,
named controller. JOSEPH LONGIN,
former assistant controller, named as-
sistant to the executive vice president,

Dr. ALBERT W. HULL, assistant di-
rector of General Electric Research
Lab., Schenectady, N, Y., retires., He
will continue to serve company as a
consultant.

RALPH B. AUSTRIAN, New York tele-
vision consultant, will headquarter in
Hollywood for next few months at of-
fices of N. P. Rathvon & Co., 1041 No.
Formosa Ave., Hollywood. He will
make special survey for N. Peter Rath-
von, former president of RKO Radio
Pictures and Radio Keith Orpheum
Corp.

Equipment

ELIZABETH K. TAYLOR appointed
an assistant secretary of AT&T, first
woman in organization to hold that
post. She joined company in 1921 as
stenographer and later became secre-
tary to the president.

TUBE DIVISIONS of General Electric
Co., Syracuse, N. Y., announce follow-
ing appointments: E. F. PETERSON
named manager of sales of tube divi-
sions, with headquarters at Schenec-
tady, L. B. DAVIS appointed manager
of receiving tube division at Owens-
boro, Ky., and K. C. DeWALT named
manager of cathode ray tube division
at Syracuse.

UNIVERSAL MOULDED PRODUCTS
CORP., Philadelphia, announces mar-
keting of Reelest, portable tape re-
corder with “twin-track” which elim-
inates interruption for rewinding;
automatic tape threader, and volume
indicator.

Telecasting
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MAGNETIC TAPE RECORDER

~ adds profit to your operation

Portable model

* CONSOLE MODEL 300+. .. $1,573.75
PORTABLE MODEL 300 ... $1,594.41
RACK MOUNTED ....... $1,491.75

*Meter Panel Extra

F. O. B. Factory, San Carlos, Calif.

Read what Frank Marx, Vice President in charge of
Engineering, American Broadcasting Company, says:
“For the past two years A. B. C. has successfully used
magnetic tape for rebroadcast purposes ... A. B.C.
i recorded on AMPEX in Chicago . .. 17 hours per day.

For 2618 hours of playback time,the air time lost was

less than three minutes: a truly remarkable record.”

: SPECIFICATIONS

Frequency Response: Starting Time: Instantaneous.
(When starting in the Normal Play
mode of operation, the tape is up to
full speed in less than .l second.)
Flutter and WOW: At 15 inches per
second, well under(.1% r.n1.s.,1neas-
uring all flutter components from 0
to 300 cycles, using a tone of 3000
eycles. At 7.5 inches, under 0.2%.

At 7.5" £ 2 db. 50-7,500 cycles

unweighted system noise is 70 db.
below tape saturation, and over
60 db. below 3% total harmonic
distortion at 400 cycles.

W 7% 3 S

Manufccfured by Ampex Elecmc Corporaﬂon, San Carlos, Cabf
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Actions oF THe FCC

DECEMBER 22 to DECEMBER 29

CP-construction permit ant.-antenna cond.-conditional

DA-directional antenna D-dz}y LS-local sunset
ERP-effective radiated power N-night mod.-mod:ﬁcapon
STL-studio-transmitter link aur.-aural trans.-transmitter

unl.-unlimited hours

synch. amp.-synchronous amplifier vis.-visual
CG-conditional grant

STA-special temporary authorization

Grants authorizing mew stations, changes in facilities, and transfers
appear at the end of this department, accompanied by a roundup of new

station and transfer applications.

December 22 Decisions . . .
BY COMMISSION EN BANC

Request Granted

KVNJ-AM-FM Fargo, N. D.—Grant-
ed request to remain silent for 90 days
pending reorganization and refinancing.

WMMJ Peoria, Ill.—-Granted author-
ity to remain silent 60 days from Dec.
23, pending assignment of license.

KOPP Ogden, Utah—Granted renewal
(l)gszlicense for pericd ending Nov. 1,

Modification of CP

KTED Laguna Beach, Calif.—Granted
mod. CP to change directional ant.
and designated for hearing in Washing-
ton on March 13, 1950, application to
increase nighttime power from 250w to
1 kw, and made KOMA Oklahoma City,
party to proceeding.

December 22 Applications . . .

ACCEPTED FOR FILING
License for CP

WTJH East Point, Ga.—License to
cover CP new AM station.

AM—1310 kc
KLIX Twin Falls, Ida.—CP to change

from 1340 kc 250 w unl. to 1310 ke 1 kw

unl. DA-N AMENDED to request 1310
kc 1 kw unl. DA-1.
AM—790 ke
KNEW Spokane, Wash.—CP to

change from 1430 kc 5 kw DA to 790
ke 5 kw unl. DA-N AMENDED to re-
quest 790 kc 5 kw DA-2.

- §8A—730 ke

WLIN Merrill, Wis.—SSA on 790 kc 1
kw-D 250 w-~N for period ending no
later than Nov. 1, 1949 AMENDED to
request SSA for a period ending not
later than Nov. 1, 1952.

License Renewal

Applications for license renewals AM
stations: WBGE Atlanta, Ga.; KXEO
Mexico, Mo.; KVOL Lafayette, La.;
KWNW Wenatchee, Wash.

Applications for license renewals FM
stations: WSON-FM Henderson, Ky.;

WQXR-FM New York; WOPI-FM Bris-

tol, Tenn.

Modification of CP

.Mocd. CP new FM station for exten-
sion of completion date: KPOR River-
side, Calif.; WCOH-FM Newnan, Ga.;
WACE-FM Chicopee, Mass.; WFMB
Mayodan, N. C.

SERVICE DPIRECTORY

Custom-Built Equipment
U. S. RECORDING CO.

Vermont Ave., Wash. 5, D. C.

"
: STerling 3626

Commercial Radio Monitoring Co.
successor of
COMMERCIAL RADIO EQUPT. CO.
Monitoring Division
PRECISION FREQUENCY MEASUREMENTS
Engineer On Duty All Night Every Night

PHONE LOGAN 8821

Porter Bldg. Kansas City, Mo.

CLARENCE R. JACOBS

Studio Consultants
Planning - Design - Acoustics

Box 69 - Princeton, lllinois - Tel. No. 4200

* VACANCY

YOUR FIRM'S NAME in this “vacancy”
will be seen by 15500 readers—
station owners and managers, chief
engineers and technicians—applicants
for AM, FM, Television ond facsimile
facilities. Use coupon below . . .

E R 5 N B N N N B B B ¥ B BN N B B N ¥ B _N & _N N B _§N_N_ §_ §N_ §}/

|
|
I YOUR SERVICE
:' can be brought regularly to the atiention of the 15,500 (paid) subscribers
1 of BROADCASTING-TELECASTING. by simply indicating the number of
| inserlions desired and meiling this coupon to:
: BROADCASTING - TELECASTING o NAT'L. PRESS BLDG. o WASHINGTON, D. C.
I Please reserve space in your Service Directory for:
7 1ltime [] 26-times

Company ....... TPy

Address ............. C e

Individual ................. Cernaaees

RATES: 1-time-$20.—26-times-$15. ea.—52-times-$10. ea.
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] 52-times

License for CP

WEBR-FM Buffalo—License to cover
CP new FM station.

WOSU-FM Columbus, Ohio—License
to cover CP new noncommercial edu-
cational FM station.

FM—93.7 mc¢
KX0OK-FM St. Louis—CP to change

ERP to 70 kw, increase ant. height
to 547 ft.
TENDERED FOR FILING

AM—790 kc

KSPI Stillwater, Okla.—CP to oper-
ate on 790 kc 500 w-N DA and retain
daytime operation 780 kc 250-D.

AM—860 kc

WOAY Oak Hill, w. va.—CP to
change from 860 kc 1 kw unl. to 860 kc

10 kw unl. Contingent on WHFG
change in facilities.
AM—1600 kc
WKNK Muskegon, Mich.—Mod. CP

to change from 1600 kc 1 kw unl. to
1600 kc¢ 5 kw-D 1 kw-N.

Modification of License
KBUC Corona, Calif.—Mocd. license
to change from 1370 ke 500 w unl]l. DA
to 1370 ke 500 w unl. DA-N.

December 23 Applications . . .

ACCEPTED FOR FILING
Modification of License

KSMO San Mateo, Calif.—Mod. li-
cense to change studio location.

Modification of CP

KONO San Antonio, Tex.—Mod. CP
to change frequency, increase power
etc. for extension of completion date.

License Renewal

Application for license renewal AM
station: WFEB Sylacauga, Ala.; WROD
Daytona Beach, Fla.;, WWPG Palm
Beach, Fla.; WBBQ Augusta, Ga.;
WJIPF Herrin, Il1.; WLBC Muncie, Ind.;
WLBJ Bowling Green, Ky.; WEIM
Fitchburg, Mass.; WMBN Petoskey,
Mich.; KICK Springfield, Mo.; KGFW

Kearney, Neb.; KSET El Paso, Tex.;
le\%A Orange, Va., WBRW Welch,
. Va. .

December 27 Decisions . . .

ACTION ON MOTIONS

(By Commissioner Jones)

WMMJ Peoria, Ill.—-Granted petition
to dismiss application to change to
970 kc, 1 kw unl. DA.

WLEA Hornell, N. Y.—Granted peti-
tion for leave to amend application to
show time and place of birth of certain
stockholders, to change estimated cost
of construction and operation, and to
furnish copies of program log for com-
posite week and analysis thereof.

.Coast Bcesirs. Inc., Astoria, Ore.—
Granted petition for leave to amend ap-
plication to change name of applicant
to Deal ©O. Wilkins and Howard R.
Marks d/b as Coast Bcstrs. to change
applicant from corporation to partner-
ship, to delete all reference to L. K.
Greer and Leslie E. Marcus, and to
show revised financial data.

FCC General Counsel—Granted peti-
tion for extension of time te Jan. 26
to file exceptions to initial decision in
proceeding upon application of Wor-
cester Bcestg. Co., Worcester, Mass.

FCC General Counsel—Granted peti-
tion for extension of time to Jan.
3 to file proposed findings of fact in
proceeding re WGBF Evansville, Ind.,
and WMRO Aurora, Ill.

(By Examiner Basil P. Cooper)

KSTV Stephenville, Tex.—Dismissed
as moot petition for continuance of
hearing.

Western Massachusetts Bestg., Corp.,
Great Barrington, Mass.—Granted peti-
tion for continuance of hearing from
Dec. 22 to Jan. 9 at Washington.

(By Examiner Hugh B. Hutchison)

WGRD Grand Rapids, Mich.—Granted
petition for leave to amend application
to specify new trans. and ant. site, to
make changes in proposed DA-N, in-
stall new DA-D and to operate with
5 kw in lieu of 1 kw unl. On Commis-

sion’s own motion, application as
amended is removed from hearing
docket.

WEIM Fitchburg, Mass.—Granted pe-
tition to reduce proposed D operating
power from 5 kw to 1 kw and {o make
certain changes in proposed D radiation
pattern.

(By Examiner Fanney N. Litvin)

WCTT Corbin, Ky., and WISE Ashe-
ville, N. C.—Scheduled hearing for Jan.
3 in Washington in proceeding which

BROADCASTING ¢

LaGRANGE LOCAL

FCC Issues Initial Decision

FIRST local station for LaGrange,
IlIl.,, metropolitan Chicago com-
munity, is proposed in an initial
decision issued by FCC fortnight
ago to grant the bid of The La-
Grange Broadecasting Co. for 500
w daytime on 1300 ke there.
Hearing Examiner Fanney N.
Litvin found that the proposed sta-
tion’s 0.6 mv/m contour would in-
clude a population of 3,196,259.
The report indicated only slight
interference would occur with
WMRO Aurora, Ill., WKAN Kank-
akee, Ill.,, and WOOD Grand Rap-
ids, Mich. Although the station
would serve but 67.5% of the
Chicago metropolitan district, the
examiner felt the waiver of the
Commission’s 309% requirement was
justified in view of the first local
outlet to be afforded LaGrange.
LaGrange Broadcasting is a part-
nership of Russell G. Salter, one-
third owner of WAUX Waukesha,
Wis., and Charles F. Sebastian.

was inadvertently scheduled Jan. 2,
legal holiday. )

KOJM Havre, Mont.—Granted peti-
tion for continuance of hearing re ap-
plication and that of KAVR Havre,
Mont. from Jan. 9 to Feb. 20 in Wash-
ington.

(By Examiner Elizabeth C. Smith)

Antelope Valley Bestg. Co. and Ante-
lope Bestg. Co. Inc., Lancaster, Calif.—
Granted joint petition for Ileave ti
amend respective applications by ac-
ceptance of affidavits attached to peti-
tion, for purpose of correcting defects
resultin% from variances and discrep-
ancies between dates of engineering
affidavits and those of applications.

December 27 Applications . . .

ACCEPTED FOR FILING

Modification of CP

WDZ Tauascola, Ill.—Mod. CP move
trans. and studio sites to change hours
power etc. AMENDED to request
change from 1050 k¢ to 610 ke DA-DN,
1 kw unl.

Following stations filed for mod. CPs
extend completion dates: KNOB(FM)
Long Beach, Calif.; WGOR(FM) Ft.
Lauderdale, Fla.; WAPO-FM Chatta-
nooga, Tenn.; WTVJ(TV) Miami, to
7-27-50; WNBQ(TV) Chicagoe, to 3-20-50.

License for CP

WHGR Greensboro, N. C.—License tt
cover CP new AM station.

WJAR-FM Providence, R. I.—License
to cover CP new FM station.

WOUI(FM) Athens, Ohio—License to
cover CP new noncommercial educa-
tional FM station.

(Continued on page 68)

PT6-A

A tage recorder with amazingly low
distortion, wide band reproduction,
versatility, and economy

USES

NEW YORK, §
N Y.

Engineered by the World's Oldest and Largest
Manufacturers of Professional Magnetic Recorders

whdt~ Magaecord, Inc., 360 N. Michigan, Chicago, I, |
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CONSULTING RADIO ENGINEERS

JANSKY & BAILEY

Executive Offices
National Press Buildipg
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 Moniclair, N. J.
MOntclair 3-3000
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. Mgr.

INTERNATIONAL BLDG. Dl. 1319
WASHINGTON, D. C.

PORTER BLDG. LO. 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 no substitute for experience

GLENN D. GILLETT

AND ASSOCIATES

982 NATL. PRESS BLDG. NA. 3373
WASHINGTON, D. C.
Member AFCCE*

GAUTNEY, RAY & PRICE

(successors to John Barron)
CONSULTING RADIO ENGINEERS

1052 Warner Bldg.
Washington 4, D. C.
National 7757

RAYMOND M. WILMOTTE
1469 CHURCH ST., N. W.  DE. 1232

4 WASHINGTON 5, D. C.

JOHN J. KEEL

Warner Bldg., Wash., D, C,

National 6513

RUSSELL P. MAY

1422 F 5t, N. W, Kellogg Bidg.
Washingtan, D. C. REpublic 3984
Member AFCCE™*

ANDREW CORPORATION
CONSULTING RADIO ENGINEERS

363 E. 75th St. TRiangle 4400
CHICAGO 19, ILLINOIS

E. C. PAGE

CONSULTING RADIO
ENGINEERS

BOND BLDG. EXECUTIVE 5670
WASHINGTON 5, D. C,
Member AFCCE*®

CHAMBERS & GARRISON

151® Cennecticut Avenve
WASHINGTON 6, D. C.

MICHIGAN 2261
Member AFCCE™*

Craven, Lohnes & Culver

MUNSEY BUILDING DISTRICT 8215
WASHINGTON 4, D. C.
Membeyr AFCCE*"

Mcintosh & Inglis
710 14th St.,, N.\W.—Metropolitan 4477
WASHINGTON, D, C.
Member AFCCE*

Dixie B. McKey & Assoc.

1820 Jefferson Place, N. W.
Washingten 6, D. C.
REpublic 7236

WELDON & CARR

WASHINGTON, D. C.
1605 Connecticut Ave.

DALLAS, TEXAS
1728 Wood St. Riverside 3611
Member AFCCE*

M1, 4151

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 5t., Phene 7-277
Lake Charles, La.

William E. Benns, Jr.
& ASSOCIATES
3738 Kanowha St., N. W.
ORdway 8071
Washington, D, C.

Philip Merryman & Associates
¢ Heatherdell Road
e ARDSLEY, N. Y.
e Dobbs f‘erry 3-2373
RADIO CONSULTANTS

GUY C. HUTCHESON
1100 W. ABRAM ST. AR 4-8721

ARLINGTON, TEXAS

NATHAN WILLIAMS

Allocatian & Field Engineering

20 Algoma Blvd. Ph. Blockhowk 22
Oshkeosh, Wise.

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
Washingten, D, C.

LYNNE C. SMEBY

“Registered Professional Engineer”
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 Landers Bldg.—Ph. 3621

SPRINGFIELD, MISSOURI

WALTER F. KEAN
CONSULTING RADIO ENGINEERS

Executive offices: 40 East Ave.
Laboratory: 114 Northgate Rd.
Riverside, 1ll. —  Riverside $652
(A Chicage suburb)

ADLER ENGINEERING CO.
TELEVISION AND BROADCAST FACILITIES
DESIGN AND CONSTRUCTION
720 Milton Road, Rye, N. Y. RYE 7-1413

ROYAL V. HOWARD
CONSULTING RADIO ENGINEER
225 Mallorca Way
Filmore 6-5705

BROADCASTING ¢
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OUIS M. HEYWARD, former script
editor for AP's radio division,
MICHAEL SKLAR, former script

writer for Cavalcade of America and
Inner Sanctum, and YERA OLDHAM,
former script writer for Parker Fam-
ily and Show Boat, join ABC script
and program promotion division for
radioc and TV as senior writers.
ARLENE WOOD, former copy chief
for WBEC Pittsfield, Mass., joins divi-
sion as junior writer.

TILLIE CAUSEY, former part-time
seript writer for WCBI Columbus,
Miss., joins KXOK St. Louis as script
writer.

JAMES T. VANDIVEER, director of
remote telecasts for KECA-TV Holly-
wood, elected first vice president of

Academy of Television Arts and
Sciences.
ROBERT WHITAKER, relief an-

nouncer and parttime play-by-play an-
nouncer for WPAY-AM-FM Ports-
mouth, Ohio, joins station in fulltime
capacity, replacing JOHN VROMAN,
who resigned to join WKSR Pulaski,
Tenn. Mr. Whitaker was with WBEX
Chillicothe, Ohio, for two years.

MIKE RAPCHAK, formerly of WIMS
Michigan City, Ind.,, BOB CARPEN-
TER, formerly of WBCM Bay City,
Mich., BILL FOSTER, BOB MOORE,

FIRST
AGAIN!

Sunday afternoon tele-
vision programming
has been started by
KDYL . TV, marking
another “first” for Salt
Lake City’s first tele-

vision station.

In 1950 —to tap the
rich Salt Lake City
market — remember
these powerful selling

KDYL and

twins,

KDYL-TV, always out

in front.

National Representative: John Blair & Co.
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. Hollywood

formerly of WGBA Columbus, Ga. and
KEN CARTER join announcing staff
of WWCA Gary, Ind. HENRY ROD-
DIGER appointed musical director and
librarian for station, assisted by
MINERVA M, TESSEINE. BOB
TANNEHILL named continuity direec-
tor. WWCA took the air as a new
fulltime station Deec. 9.

EARLE C. FERGUSON, former pro-
duction manager at KOA Denver, be-
comes program director for station
succeeding CLARENCE C. MOORE,

Mr. Ferguson Mr. Walker

retired. Mr. Ferguson is succeeded as
production manager by WILLIAM G.
WALKER, former assistant in KOA's

production department,

BERT LEEDS, formerly director at
Twentieth Century-Fox, signed as di-
rector of NBC-TV Life of Riley.

ROSEY ROWSWELL rejoins WJAS
Pittsburgh as m.c. of new morning
show, Rosey Bits.

HERBERT 0. PHILLIPS, KECA-TV
Hollywood set designer and art direc-
tor, sells original story “The Inner
Voice”, to Anatole Litvak, Twentieth
Century-Fox producer.

DAVE MILLER, disc jockey for past
nine years with WAAT Newark, N. J.,
resigns to join WPAT Paterson.

Mrs. IRENE KUHN, assistant director
of information for NBC, is currently
touring Spain gathering material for
articles and broadcasts.

ELBERT WALKER, KTSL (TV)
senior producer - writer,
named as producer of What's the Name
of That Song. J. C. LEWIS replaces
him as producer of Norma Young Show
and It’s a Neat Trick.

Mrs. HAZEL KENYON MARKEL, di-
rector of program service for WTOP
Washington, appointed to National
Public Relations Committee of Reserve
Officers Assn. of U. 8. She is only
woman thus far so honored.

JOHN WAGNER, ABC Hollywood as-
sistant auditor, is the father of a boy,
James MecCracken.

BILL GAVIN, KNBC San Franecisco
producer, is the father of a girl, Janet
Elizabeth.

JACK MORRIS, of KTLA (TV) Holly-
wood traffic department, is the father
of a girl, Jana.

NEW classes in Radio Dramatics and.

Television Acting will be offered in
spring semester of University Exten-
sion of U. of California. Radio Dra-
matics course starts Jan. 12; television
course Jan. 10.

On All Accounts

(Continued from page 16)

Manchesters—followed the Brew-
sters to the U. 8.

Gordon’s stint in New York ra-
dio production, copywriting and
other agency work was stopped
temporarily in 1942 when Uncle
Sam beckoned and he donned a
Navy uniform. The war took the
young Manchester away from
memories of Willimantie, Conn.,
near Hartford, where he was born,
and out of Gotham’s melee. In
the service, he was trained as an
electronics engineer in the Navy,
transferred to the Marines in the
Pacifie, and later, as a liaison offi-
cer attached to the Air Forces.
Finally, - he wound up with the
Navy again in Hollywood on Naval
film production. Latter assign-
ment lasted three months and
added to his basic grounding al-
ready gained in film work.

Back from the war in 1944,
Gordon re-entered agency free-
lance work in New York. Four
years later, he joined the Ryan
agency, at 726 Jackson Place
N. W., Washington. Since that
time, Gordon has aided in the
agency’s mounting radio billings.

Selling Ability

Selling is the main credo
breathed by Gordon. His successes
have been pinned to ability to place
advertising. This ability has been
cultivated through meticulous test-
ing, results of which in the Wash-
ington area, he found, warranted
substantial reallocation to radio
of advertising budgets. Principles
evolved have been carried still fur-
ther into other market areas.

In one of these tests, Mr. Man-
chester found that rural and low-
income people in Washington,
Virginia and part of Maryland,
were receptive to radio intro-
duction of an unfamiliar corn meal
brand name, Covered Wagon, pro-
duced by Mills Stream Cereal Co.,
Bonner Springs, Kan. A good
slice of the budget went into place-
ments on the WINX Washington
disc jockey show emceed by Jerry
Strong; on WRNL Richmond, and
on WARL Arlington, Va.

How Gordon sells rough ground

corn meal to this population can be
seen from the following sentence
taken out of context of typical
radio copy: “Honest to Pappy’s
buckskin britches friends—you’ve
never eaten corn meal makins ’til
you’ve used Covered Wagon corrm
meal.”

Heavy Radio Scores

For the more cultivated taste in
the city, Gordon draws on the ap-
peal of the fried shrimp delicacy,
packed frozen. But the principle
is the same-—heavy radio place-
ment. In this case, all placings
are spot. Again success,

In Minneapolis, and other such
markets, Gordon reports that sur-
prisingly the mass consumer is un-
familiar with the tang of shrimp.
Only a thin sprinkle of connois-
seurs were aware of its attraction.
National placement of one-minute
spots in 48 markets made known
Jekyll Island frozen fried shrimp.
Other packaged food brands which
he handles are Dixiana-South and
Dewkist. Another account: placed
by Mr. Manchester is that of the
Mid-Atlantic Div. of Safeway
Stores (supermarket chain),

Gordon likes the use of 100%

e

News ,

D

ORRISON SCHWARTZ, former-

ly with WLBJ Bowling Green,

Ky., named news editor for
WWCA Gary, Ind., which took the air
Dec. 9.

DON BELL, former NBC and MBS
correspondent, appointed news direc-
tor at KWBW-AM-FM Hutchinson,
Kan.

JERRY SHERMAN, former staff an-
nouncer with WKMH Dearborn, Mich.,
named news editor and special events
director of WDET (FM) Detroit.

Dr. JOHN H. HANLEY, garden expert.
for KJR Seattle, elected president o1
Western Washington Horticultural
Assn.

TOM MOOREHEAD, sportscaster for
WEIL-AM-TV Philadelphia, received
Good Sport Award of Golden Slipper
Square Club on Dec. 8.

—
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spot nationally because it allows
flexibility. Regional and local ad-
vertising, he says however, in-
clude varied placements, depending
>n the peculiarities of the areas
covered.

In addition to AM radio, efforts
of Gordon and the Ryan agency
have been directed in the FM and
TV fields with varied success. On
the FM side, Gordon cites mail
response of “thunderstorm pro-
portions” in spot-placing of Tru-
Ade for FM baseball broadecasts in
a local region. Television has
centered on children’s programs
with plans underway for expansion
of sales campaigns using this
medium, he adds. The Ryan agency
also handles film work for the Assn.
of General Contractors.

Gordon Manchester, versatile
and active, has the build of an
athlete. In fact he did play varsity
football at the U. of the South.
But he says his prowess on the
gridiron was nothing to speak of;
anyhow, now he’s making all his
touchdowns in radio.

SofEEL OUTLET

Expect WEIR on Air May 1

CONSTRUCTION of a 1 kw sta-
tion, WEIR, operating unlimited on
1430 ke, is to begin this week, ac-
cording to a report from Steuben-
wille, Ohio, where the outlet will be
Tocated. Station will have studios
in both Weirton and Steubenville,
covering an area of more than 300,-
000 p0puation. It is schedued to be
on the air May 1.

According to the report, the call
letters, WEIR, will honor Ernest T.
Weir, chairman of National Steel
Corp. and its subsidiary, Weirton
Steel Co. Station will be operated
by Tri-State Broadcasting Co., a
recently-formed West Virginia cor-
poration, president of which is
Thomas E. Millsop, also president
of Weirton Steel Corp. and mayor
of Weirton, W. Va.

THREE WOR New York advertise-
ments, conceived and written by Jo-
seph Creamer, station’s promotion di-
rector, are included in Jo Sinel’s 1949
Newspuper Advertising Annual, col-
lection of year’s outstanding ads in
American newspapers.

_of Roses parade, Pasadena.
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(Jan. 2) doing two-hour on-the-
spot broadcast of Tournament
Station
will feed broadcast to Armed Forces
radio stations and to eight California
stations including KMPC Hollywood;
KFAC KLAC Los Angeles; KIEV
Glendale; KRNO San Bernardino;
KSMA Santa Maria; KSPA Santa
Paula; KVEN Ventura. Carnation Co.
(ice cream) sponsoring Broadcast on
KWKW; Carnation Milk Dealers on
KVEN. Bill Garr, KWKW Special
Events Director, is in charge of pro-
duction. Parade announcing chores
are being shared with him by Wes
Mears and Bob Wilson.

French Salute

WNEW New York broadeast special
Salute to French Radio Dec. 27, 9-9:30
p-m. in celebration of 50,000th program
produced by International Division of
Radio Difusion Francaise. Program
included excerpts from French pro-
gramming.

New WMBG Show

FIVE-minute show on WMBG Rich-
mond has been recently inaugurated
under title Washington Correspond-
ence. Program features station’s Wash-
ington correspondent giving day-by-
day account of happenings in nation’s
capital and hints as to what further
developments can be expected. Show
is sponsored by International Wood
Products Co., Richmond, Mon.-Wed.-
Fri. 6 p.m.

I WKW Pasadena, Calif.,, today

Early Xmas Viewing

THREE Cincinnati TV stations made
Christmas Day “TV Day” all day in
that city. WKRC-TV went on the air
at 8 a.m. Christmas morning from a
local orphanage; WCPO-TV placed a
test-pattern on at 6 a.m. and began
regular telecasting at 7, and WLWT
(TV) began telecasting at 8 a.m. Early
programming was designed to accom-
modate recipients of TV sets as
Christmas presents.

Students Take Over

ONE of the tenth anniversary features
of KVFD Ft. Dodge, Iowa, was inaug-
uration of series, “School Day,” in
which students from local high school

jnomnn 1. McCOLEISTER
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and junior college take over operation
of station and its FM affiliate, KFMY,
from 6 p.m. to midnight. Students do
selling for shows they produce, give
play-by-plays of games of interest to
listeners and generally take complete
charge of stations’ operations.

‘Something To Do’

NEW show, Something To Do, on
WTMJ-TV Milwaukee, finding enthu-
siastic reception from children and
their mothers. Show is aired Mon.-
Wed.-Fri.,, 5-5:30 p.m:;, and teaches
children simple arts and crafts. Prizes
donated by sponsor, Boston Dept. Store,
Milwaukee, are awarded to nine chil-
dren in viewing audience weekly and
children participate in show during
following week.

Christmas Every Day

LATE last November, WFBR Balti-
more’s locally produced programs urged
listeners to send in letters about peo-
ple who express Christmas cheer
throughout the year. Special commit-
tee selected 10 best letters and sent
invitations to writers to bring the
persons they had written about to
studios for special 45-minute broad-
cast last month. During program, rov-
ing m.c. pinned orchids on letter-writ-
ers and Santa Claus gave prizes to
women who were selected as year-
round St. Nicks. Choit and interviews
with personalities rounded-out show.

Teen-Age Talent

YOUNG people who have organized
themselves under name, Tele-Teen
Talent Inc., produce Spotlight on To-
morrow, half-hour variety show on
WLWD (TV) Dayton, Ohio. Time and
facilities of station are loaned to group
by WLWD. Shows feature songs, in-
strumental selections, comedy routines
and dance numbers. Program is also
carried by WLWT (TV) Cincinnati
and WLWC (TV) Columbus.

Mid-Winter Baseball

BASEBALL is already ‘“hot” with bi-
weekly half-hour Hot Stove League
show on WNOR Norfolk, Va. Featur-
ing Earl Harper and Jack Harris,
station’s baseball anncuncers, pro-
gram gives listeners late baseball de-
velopments and news, and interviews
baseball celebrity guest. Special fea-
ture of show is three inning baseball
quiz game. Teams of three men each
are headed by Messrs. Harper and
Harris. Correct answers to questions
merit home run for team. Incorrect
answers count as strike outs. Upshot
of quiz will be “Hot Stove League
World Series” between two champion
teams which will be played off before
regular WNOR baseball season begins.

Youth Program

SPECIAL program on WTVR (TV)
Richmond featured five 10-year-old
boys who demonstrated work being
done by Richmond YMCA with youths

~in the city. Boys were members of

physical educational program at the Y
and performed acts of balancing, tum-
bling, pyramid building and so forth
for the televiewing and studio audience.
Entire show, emceed by Jack Lewis,
sports announcer for WT'VR, was made
up of boys’ performances.

STATION BIDS
FCC Reports on WDIA, KLX

INITIAL decision has been re-
ported by FCC to grant application
of KLX Oakland, Calif., for power
increase on 910 ke fulltime from
1 kw to 5 kw directional.

Commission meanwhile reported
initial decision to deny WDIA
Memphis, Tenn., request for switch
from 250 w daytime on 730 ke to
250 w fulltime on 1240 ke.

In the KLX case, the initial rul-
ing by Hearing Examiner Fanney
N. Litvin found that the proposed
power increase would not cause ob-
jectionable interference to any
other station and that the proposal
would be in “substantial compli-
ance” with the Commission’s rules
and engineering standards. With
increased power KLX would ex-
pand its 0.5 mv/m coverage from
present 1,523,600 persons to 1,605,-
800 persons, the report estimated.

Hearing Examiner J. ¥Fred
Johnson Jr. recommended denial
of the WDIA bid because the pro-
posed operation would not meet
minimum engineering requirements
for coverage of residential and
business areas and further on
ground of interference with
WENK Union City, Tenn., and
KWAK Stuttgart, Ark. Examiner
Johnson found no evidence in the
record that WDIA had violated
any laws regarding lottery and
gift enterpr1ses, which also had
been an issue in the case.
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Situations Wanted (Cont’d)

Situations Wanted (Cont’d)

Situation

(transcriptions, photographs, scripts, etc.) forwarded to box numbers.

Sales manager, proven sales record

with independent and network sta-
tions. Old enough to have many years
actual radio sales experience with

young ideas in sales, promotion, man-
agement, advertising and merchandis-
ing. Available for personal interview
for stations located in Ohio, Michigan
ang Indiana. Box 575D, BROADCAST-
ING.

Announcers

I

Help Wanted

Help Wanted (Cont’d)

Managerial

Manager for 250 watt of successful
small northmidwestern station. Give
complete record and personal history.
Box 246D, BROADCASTING.

Immediate opening experienced en-
gineer-announcer, send picture, quali-
fications, salary expected with first
application. WMJM, Cordele, Georgia.

Production-Programming, others

Traffic manager, male, must be ex-
perienced with some sales ability. Well
established, fulltime ABC affiliate in
midwest. Give experience, background,
references and ©pPhoto. Box 531D,
BROADCASTING.

Station manager. 1 kw day and FM.
Downstate Illinois. Single station
50,000 pop. In the black. Want good
young man with proven sales and-man-
agerial -ability. Adequate salary and
10% of net. Complete details ineclud-
ing salary required first letter. Need
salesman same station. Box 595D,
BRCADCASTING.

Manager for successful 250 watt net-
work station. Midwest, only station in
highly desirable city and market. Must
have full knowledge all phases of
broadcast business, be a good salesman
and have ability to manage station
and direct staff. Good proposition for
right party. Write Box 602D, BROAD-
CASTING.

Salesmen

Southern 5000 watt station invites top
radio salesmen with loyalty and pur-
pose for bigger incomes and better liv-
ing, permanent men only. Will con-
sider man and wife, experienced, Write
frankly, send photo. Box 553D,
BROADCASTING.

Experienced time salesman with good
business and personal background.
Guarantee first three months with com-
mission basis thereafter. Name wanted
guarantee based upon personal sales
record on previous affiliation. Submit
photograph, complete business back-
ground, monthly and yearly run busi~
ness records, personal and business
recommendations. Replies confidential.
Large Southeastern market. Potential
earnings unlimited. Box 585D, BROAD-
CASTING.

Announcers

Experienced combo man. Announcer-
engineer. Emphasis on announcing.
Good_conditions. Long established, pro-
gressive net and farm station southern
Inllggnesota. Box 539D, BROADCAST-

Disc jockey-announcer. If you are now
a successful d. j. you may be able to
take over several high-rated shows on
a leading 5000 watt midwestern station.
Some commercial announcing also re-
quired. Give full particulars. Including
ﬁresent earnings. Previous experience.

eferences, home phone. attach snap-
shot. Confidential. Box 628D, BROAD-
CASTING.

Topnotch announcer with 1st ticket
for new kw fulltime in California
valley city of 25,000, car necessary.
Start $60. Rush dise, photo, full de-
tails at once. Start before February 1.
KMOD, Modesto, California.

Wanted—Announcer-combination engi-
neer and announcer-salesman. Radio
Station WKEU, Griffin, Ga.

South Georgia independent wants an-
nouncer with a first class ticket, em-
hasis on announcing. Must be able
o read news, run record shows, etc.
Start $200 per month. WVOP, Telephone
327, Vidalia, Ga.

Technical

Wanted. Experienced combination op-
erator-announcer with ticket and pro-
gram ideas who can sell in spare time
on commission. Should hit 300 first
month. Air mail disc and photo, KPRK,
Livingston, Mont.

First class license, no experience, Sin-
gle, young, 250 watt station. Chance to
get a start. Contact J. A. Huff, WHAW,
Weston, W. Va. Opening December 28,

Wanted, Experienced woman's com-
mentator and continuity writer by
large midwest station. Send air check,
sample continuity and salary desired
first reply. Address Box 554D, BROAD-
CASTING.

Traffic girl wanted, progressive inde-
pendent station in Texas. Must know
traffic, shorthand and secretarial work.
Send all qualifications and photograph.
Box 584D, BROADCASTING.

Wanted—Copywriter with good train-
ing and educational background. Rea-
sonable starting wage with advance-
ment based on ability. Large south-
eastern market. Photo and references.
Box 619D, BROADCASTING."

Continuity director. Must write fresh
sparkling copy. Some air work. Ex-
perience desired. Please rush sample
of copy, recent photo and audition
disc to Program Director, KSCB,
Liberal, Kansas.

Situations Wanted

Managerial

Well qualified. Will accept salary plus
commission. Guarantee to0 make money.
Box 5D, BROADCASTING.

General manager, commercial man-
ager or both. Cannot perform mira-
cles, but can make you money. Just
good solid radio man completely ex-
perienced in business management,
employee relations and public rela-
tions. Strong on sales and program-
ming. 12 years radio and newspaper
management and sales. Can efficiently
operate going station or build new
one. Excellent background, best ref-
erences. Write Box 560D, BROAD-
CASTING.

Announcer, university grad., 22, avail-
able immediately, anywhere. Disc,
bphoto and references on request. Box
157D, BROADCASTING.

Sportscaster, experienced football -and
basketball play-by-play. Also experi-
enced in sales. Presently employed
but seéking advancement. Box 470D,
BROADCASTING.

Announcer, versatile, news specialty.
Three Yyears commercial experience.
Seeks permanent location. Box 497D,
BROADCASTING. :

Announcer-copywriter, husband -~ wife
team. Proven record of client satis-

faction. Immediate reply to good,
permanent-type offer. Box 498D,
BROADCASTING.

Newscaster, network caliber voice,

delivery. Seeks solid 5 kws appreciat-
ing quality news operation. Considers
that plus harmonious working condi-
tions, desirable community_ to settle
with family above money. Distinctive
rewrite, alert local coverage, excellent
newspaper, radio news background.
BS, non-drinker. Box 516D, BROAD-
CASTING.

Experienced announcer,

disc jockey,

newscaster, continuity writer, actor.
College graduate. Married.  Dise,
photo, references available. Thrive on

hard work., Will travel anywhere. Send
details., Box 576D, BROADCASTING.

Play-by-play all sports, news, special
events, participation shows. 4 years
solid experience, finest references.
Young enough to be enthusiastic; ma-
ture enough to be dependable. Married.
Seeking. permanent position sports
minded far western station. Will ar-
range personal audition. Box 580D,
BROADCASTING.

Thinking sbout baseball? Sports an-
nouncer with large market background
has legitimate reason for seeking

change. References include present em- .

Details, disc, interview on re-

ployers.
Box 581D, BROADCASTING.

quest.

Young aggressive manager large FM,
interested in getting into the real
medium of the future—TV. Desire
junior_executive or managerial posi-
tion. Have followed TV's growth, want
to learn, willing to work at reasonable
salary. Looking for job growing to
Ppermanent position. Box 577D, BROAD-
CASTING.

Manager seeking station with potential.
Background consists of announcing,
writing, producing, news editing for
CBS, Plus programming, directing and
managing and the usual success stories.
Must leave present coastal area due to
wife’s ill health. References and com-
ments of owners of station I am man-
aging at_ present available direct. 1
won't go into the personal glorifications
such as sobriety, records, etc. It speaks
for itself. Character references may be

obtained from the industry's most
respected individuals. Box 633D,
BROADCASTING.

Capable manager—Good business ex-
ecutive . . . strong on results and
smooth, economical operation. Can
give you the productive kind of radio
that builds listeners and increases bill-
ings. Fine background in sales, adver-
tising and radio. Mature, with plenty
experience and the common sense man-
agement that makes a station profit-
able . . . net or independent. Avail-
able January first. Write or wire, P.O.
Box 1244, Greenville, South Carolina.

Salesmen
Salesman, five years selling in radio.

Know announcing, roduction, pro-
motion, acting. College, good sales
record, ambition. Married. Age 31.
Sober. Excellent references. Pres-

ently employed with 1000 wt indepen-
dent, major eastern seaboard market.
Desire sales position with station or

agency in Los Angeles area. Box
552D, BROADCASTING.
Young, qualified, conscientious, ex-

perienced salesman wants better op-
portunity in Michigan. Box 536D,
BROADCASTING.

Announcer, now on NYC FM station.
Versatile, operate board, write con-
tinuity. Prefer small eastern outfit.
Salary secondary to advancement op-
po:&unities. Box 582D, BROADCAST-
ING.

Sportscaster—Topnotch excellent voice
background ten years commercial radio
handling play-by-play and daily sports
program for_such accounts as General
Mills, Coca Cola, Atlantic Refining and
Peter Hand Brewery. Desire post sell-
ing and broadcasting all types sports
programs on straight commission. Best
references. Am Army officer returning
to inactive duty 15 January after hav-
ing been recalled to year tour in
Special Services handling radio shows.
Prefer east or middle-west but inter-
ested in any station that is fertile field
for sales. Box 603D, BROADCASTING.

Announcer-engineer, 3 ¥years experi-
ence, Dbrefer eastern coast. Presently
employed. Box 618D, BROADCASTING.

I’m looking for my first job. Who wiil
take a chance on a young vet, profes-
sionally trained, two Yyears college.
Travel anywhere for any salary. Disc

available. You won't be sorry. Box
624D, BROADCASTING.
Announcer—Experienced combination

man. Control board operator and an-
nouncer, employing versatility. Would
like to secure position with progressive
stations. Disc, resume and photograph
available. Free to travel. Box 626D,
BROADCASTING.

Combination announcer, news commen-
tator, sportscaster. Operate board. Two
years experience, College graduate,
B. S. in Physical education. Prefer
New York or New Jersey areas. Ex-
cellent references. Part-time con-
sidered. Box 629D, BROADCASTING.

Announcer, 15 months experience. Will
travel. Operate console. Consider a
offers. M.S.G., 5009 S. Talman, Chi-
cago 32, Illinois.

Staff announcer, 24, single, 215 years
network and independent experience.
Will travel, but prefer Great Lakes
region. College B.A. in speech. Copy
writing. Jack Edwards, 11402 Superior
Avenue, Cleveland, Ohio.

The best of the new announcers ate
coming from the Pathfinder School e.
Radio Broadcasting, 1222A QOak St.
Kansas City, Mo. All trained board
operators. Also ready some good writers
and announcer-engineers. Write, wire
or phone for disc, etc.

Technical

Experienced engineer, studios, trans-
mitters, any offers please? Box 894c,
BROADCASTING.

Chief .engineer with 15 years experi-
ence plus ability second to none, seeks
change to Dprogressive station. Best
references including present employer.
$80 week minimum. Box 25D, BROAD-
CASTING.

Engineer, experienced, some announc-

ing ability. Needs job. Box 480D,
BROADCASTING.

Sportscaster-announcer experience
play-by-play and all phases of general
announcing including newscasting,
commercials, etc. Married, currently
emnloyed. No floater. Box 586D,
BROADCASTING.

Announcer, Desires opportunity, you
didn’t have in radio. Great talent,
more for development to policy. Con-
sider moderate salary. Lacking prac-
tical experience. (Weren't you once?
Now look at yourself!) Box 589D,
BROADCASTING.

Looking for a mail order and pitch

commercial man? One with experience

aplenty? A man who is a nationally
known hillbilly disc jockey, a man who
really sells, and a man who does all
staff work. If so, you’ll be interested
to know that I'm available after Jan-
uary 15. Please write full position de-
tails. Box 590D, BROADCASTING.

Sportscaster one of nation’s finest bas-
ketball, baseball. football. Please
write Box 592D, BROADCASTING.

Experienced announcer, engineer 2
years, 250 w to 50 kw. RCA graduate,
1st phone. A-1 disc jockey. 150 mile
radius N.Y.C. Availabhle immediately.
Box 593D, BROADCASTING.

Announcer, console operator. Experi-
enced deeJay. news, sports. Married
veteran. Disc and photo available.

Box 597D, BROADCASTING.

Gninrom nam, reflects a reliable, dif-
ferent, D. J. 8 years success. Married,
t;:rx;?gloyed.- $80. Box 604D, BROADCAST-

Experienced first phone transmitter en-
gineer seeking permanent position
anywhere. Minimum salary two hun-
dred dollars monfhly. Available tw
weeks notice. Box 578D, BROAD-
CASTING.

Engineer, 2 years transmitter and re-
motes. 3 years Army radar experience.
Graduate leading radio school. Box
587D, BROADCASTING.

Combination man. First phone, one
year experience. 8 months as engineer
on ten kw-FM station. 6 months combo-
work. A-1 reference. Box 588D,
BROADCASTING. f

Experienced engineer FM, AM studiod
Will consider anywhere. Married. Box
591D, BROADCASTING.

Engineer, young, single, first phone,
second telegraph. No broadcast ex-
perience but willing to learn. Box
583D, BROADCASTING,

Experienced engineer. AM-FM. First
phone, transmitter, console, remotes,
Experienced construction, installation.
Car, married, vresently employea.
Box 621D, BROADCASTING.

Engineer, 1st phone. 2 years experi-
ence all phases AM and FM station
operation and maintenance. Single, 25,
caxé available. Box 625D, BROADCAST-
ING.

First class radio telephone operator
license. Graduate of technical school in
AM and FM broadcasting and televi-
sion. Working as TV repair. Desir;
position in broadcasting. 24 years of
age, unmarried and free to travel. Box
631D, BROADCASTING.

Experie_nced engineer two Yyears as
chief, married, no children. Best of
reférences. Box 632D, BROADCAST-
ING.




. Situations Wanted (Cont’d)

Immediately available—First class li-
censed engineer with over 4 years ex-
werience. Single, 25, without car.
Starting salary secondary. Good refer-
ences. Apt. 4, 214 Seymour St., Syra-
cuse 4, N. Y.

Chief engineer-engineer. AM-FM. Can
ahnounce. R. C. Barritt, 1200 Susque-
hanna, Pittston, Pennsylvania.

Engineer, 1st phone, single, recent
graduate leading radio_ school. De-
sires transmitter or combination work.
Have disc. Wire or write Donald
Bentrott, Wheatland, Iowa.

Engineer-experienced FM-AM. Com-
munication engineering graduate. All
senses. Available immediately. M.
Jol}}ngon, 436 N. Hazel, Danville, Illinois
247 .

Engineer, 28 months transmitter and
studio experience. Reference, will
travel, car. Harold D. Porter. 1134 25th,
Des Moines, Iowa.

Production-Programming, others

Experienced program director desires
mmediate change. Well educated,
reliable, conscientious, hardworking.
Experience at independents and net-
works. Have written copy and sold,
but prefer concentration on program-
ming with some announcing. Network
quality voice. Versatile—do equally
good job remotes, newscasts, classical
music, commercials, etc. Top references
all employers. Disc, details on request.
Box 568D, BROADCASTING. '

rKadio news pays off —NARND Report.
News editor can build news programs
or perk up lagging department. 10
years radio, newspapers, public rela-
tions. Heavy on sports. References.
background, disc furnished. Box 570D,
BROADCASTING.

Young woman wants diversified posi-
tion, prefreably with small station.
Thoroughly experienced in program-
rning, traffic, music, continuity, pub-
lic relations, merchandising. Box
579D, BROADCASTING.

Trained continuity writer,
writes excellent copy.
BROADCASTING.

18, male,
Box 598D,

For Sale {Cont’d)

Central Illinois. Making money. Only
station in 100,000 trading area. 1 kw
da%r plus FM. <Can be purchased for
value physical assets. Under $100,000.
?%_?,000 dn. Box 596D, BROADCAST-

9 kw FM only. Fine city of 34,000 popu-
lation within 100 miles of Chicago. Hub
of trading area of 56,000. Appraisal
value over $70,000. Reason for selling
not financial. Liberal terms. Details
to responsible parties upon request.
Box 600D, BROADCASTING.

Equipment, etc.

For Sale—#10 soft drawn copper radial
wire bright brand new on five reels.
1343 pounds @ 17¢ per pound FOB
WHHH, 2nd National Bank Building,
Warren, Ohio.

For sale—Type 26-C Collins limiting
amplifier, good condition, just out of
service. WHLN, Harlan, Kentucky.

10 kw WE506B-2 FM transmitter. New,
never uncrated. Make inquiry. H.
Edwin Kennedy, WILM, ilmington,
Delaware.

Due to the ligquidation of a broadcast-
ing station we are offering at a sacri-
fice price 179 foot self supporting tower.
Blaw+Knox complete with A-2 light kit
all wires enclosed in rigid conduit for
quick sale $2500.00. Also 250 watt trans-
mitter and console with various trans-
mitter equipment for quick sale
$5000.00. Agents representing the sell-
ers, J, J. Phillips & Son, General Radio
Contractors, 124 E. LaChappelle St.,
San Antonio 4, Texas. Telephone
Fannin 4616. These prices are at a
tremendous sacrifice and can be bought
on terms.

Situations Wanted (Cont’d)

Schools (Cont’d)

Attention Independent
Stations!

Veteran radio manager of highly
successful independent metro-
politan station is available for
managerial job with a “non-net-
work” property. Well acquainted
with national radio buyers; best
references.

BOX 623D, BROADCASTING

Help Wanted

Announcers

Help Wanted—Announcers

New England station has opening for
a ‘“top"” morning man. Excellent sal-
ary to dependable announcer. Must
have charm, experience, know-how
and style. Send experience details.

BOX 599D, BROADCASTING

Wanted to Buy

ot Stations

Interested buying station—low price
range. Supply sufficient information in
confidence. Experienced broadcaster.
II\Ionroker. Box 627D, BROADCAST-
NG.

Equipment, etc.

She’ll make her own bplace in your
area. F'our years experience in women's
and children's programs and record
library. Unusual background and train-
ing. Voice and disc or interview on
request. Box 601D, BROADCASTING.

Continuity writer, thoroughly trained,
ambitious, reliable, efficient, good com-
}neécial copy. Box 617D, BROADCAST-
NG.

Adept news,

continuity writer; ex-
tensive experience, engineering, an-
nouncing, production. Familiar tele-
vision operations. College graduate.
Employed; will relocate to progress
with growing organization. Box 620D,
BROADCASTING.

Television

Production-Programming, others

Television man: Station, agency, mo-
tion picture, package precduction ex-
perience. Seeks position TV station,
agency. Capable full charge all pro-
duction including remotes. Pet proj-

ect: low-cost, live programming. Pro- .

lific, energetic, sober, reasonable. Go
anywhere. Box 605D, BROADCASTING.

Young man, television film producer,
college education, colorful motion pic-
ture and television background, wants
position with TV station as film pro-
ducer. Can offer indispensable, custom-
made television film eguipment plus
ten years' experience. No false claims.
Write Box 630D, BROADCASTING for
details of production experience, refer-
ences, photos of special equipment,
and sample prints of present television
film work.

For Sale

.S; tations

Successful 250 watt network station
small north midwestern town. Net
earnings in excess of $20,000 per year.
No competition. Completely equipped.
Assets in excess of $70,000. . Price
. $110,000. Box 247D, BROADCASTING.

Southern California regional network
affiliate in .one of top seven Pacific
Coast markets. Terms.. Owner re-
tiring. Interested parties please send
sufficient details regarding ability to
purchase. Principal only. Box 546D.
BROADCASTING.

Wanted—Brand new nine channel latest
model Raytheon console. This equip-
ment must be brand new. Submit low-
est cash price. Box 428D, BROAD-
CASTING.

Wanted. FCC approved AM frequency
and modulation monitors. State model,
price and age. Box 594D, BROAD-
CASTING.

Wanted—Post war 250 watt AM trans-
mitter. State price and condition. Box
616D. BROADCASTING.

Wanted for new 250 watt, 1580 kc
station. RCA, Gates, Collins. Western
Electric. General Electric or Raytheon.
Transmitter, crystal, modulation and
frequency monitors., console, 250 ohms
remote amplifier, limiting amplifier, 15
watt monitoring amplifier, turn tables,
pickup arms, 250 ohms microphones. an-
tenna tuning unit, 200 ft. tower, CAA
lights, 73” coaxial cable. Reply to Box
373. Altoona, Pennsylvania. No tele-
phone calls.

Miscellaneous

We offer, frequency measuring service,
commercial quartz crystals, new, re-
grinding or repairs. Frequency monitor
service. ‘14 years experience.” Eidson
Electronic Co., Box 31, Temple, Texas.
Phone 3901.

Situations Wanted

Managerial

AM-TV SALES EXECUTIVE

Seasoned salesmanager for an AM or TV
station is locking for a challenging job
for 1950,

Sound background in selling spot, network

and TV for past ten years.

Constructive planner, knows his way
around advertisers and agencies. Forty
years young. Best referencgs. Would
like t{o talk to you if you are looking for
an aggressive man with ideas. Box 521D,
BROADCASTING.

For Sale

Equipment

For sale: Present 250 watt transmitting plant
available approximately .January 15, 1950 on
an *‘as 1s, where is’" basis. All equipment
in good as new condition which has given eight
years of trouble free oheration.

Western Electric model 4¢51-A-1 250 watt
transmitter complete with tubes, 1400 ke
cr_\;sttal and model D-97008 antenna coupling
unit.

Western Electric model 126-A limiting am-
plifier, complete.

Western Electric model 124-E monitor am-
plifier. complete.

Western Electric, 72 inch racks (2).

Alliance 160 foot guyed, base
tower.

WHHH, 2nd National Bank Bldg.,
Warren, Ohio

insulated

. Schools

to operate and
maintain TV, FM or

. .

AM station equipment?

Tell us your needs! Our gruduates
have thoreugh, technical training in
one of the nation’s fines! Television-
Radio - Electronics fraining labera-
fories.

These men are high grade . . with
£.C.C. Licenses and are well guali-
fied 1o operate and maintain Tele-
vision and Radio Broadcast equip-
men!. Our graduales are employed
by many of the best known TV-
Radio-Electronic ctoncerns across the
nation. Write, phone or wire:

DeFOREST'S TRAINING, INC.

2533 M. Ashland Ave,, Chicago 14, 0L
Phone Llncoln @-7760

STATION MANAGERS!
Need Trained Personnel?
BROADCASTERS!
Want a Refresher Course?
BEGINNERS!

Want to be a broadcaster?

THE NATIONAL ACADEMY
OF BROADCASTING, INC.

3338 16th Street, N. W.
Washington 10, D. C.
SPRING TERM OPENS FEB. 6

Residence and Correspondence School

NATIONAL ACADEMY OF
BROADCASTING. Dept. 111

3338—16th St., N.W.
Washingten 10, D. C.

Please send information concerning

[0 Correspondence [J Residence Courses.

Name....ooiiieiiitieitisssstessane e

Address. . ........cciiiiiiiiiii e,

Gy e ettt State........ &
'...............................................:

/

SET +« SRT+* SRT » SRT +« SRT

SRT=Radio

AMERFCA’S OLDEST BROADCASTING SCROOL
intensive full or part time

COURSES T
e
ANNOUNCING - RCTING
SCRIPT WRITING « ADVERTISING

Outstanding Faculty of
Network Professionals

Co-Educational « Day or Evening
Smal Classes
Approved for Veterans

Write for Prospectus
School of Radio Technique

RKO Bldg., Rodio City, New York 26, N. Y.
228 South Wabash Ave., Chicago 4, tHinois

ERT» SHT » SRT '« SRT » SRT » SRT » SAT
AHS » LS * LUS = LUS* LYS * LU * LUS

SRT » SET = SRT » SRT » SRT

Allis-Chalmers Repeat

ALLIS-CHALMERS Manufactur-
ing Co., Milwaukee, has ordered a
live repeat broadcast of the Na-
tional Farm and Home Hour from

‘NBC Chicago for Mountain and

Pacific Coast Time zones starting
Jan. 7 at 1:30 p.m. CST each Satur-
day, reaching the additional zones
at 11:30 a.m. and 12:30 p.m. re-
spectively. Program is aired regu-
larly at 12.noon CST. Agency is
Bert S. Gittins, Milwaukee.



Feature
(Continued from page 16)

health, infantile paralysis,
cancer societies.

Promotion for the program has

been very extensive and is responsi-
ble for the biggest slice in the budg-
et. Nineteen different paid program
advertisements appeared in each
.of 18 KUSD area county weekly
newspapers and in each of the
three dailies. Eighty thousand
copies of the “Fight” card, listing
the entire series of broadcasts, were
printed by the State Dept. of
Health and distributed through the
local schools. To add to these, 90,-
000 “Fight” tickets for use as
individual promotion pieces were
printed as part of the campaign.
One thousand tickets were printed
to go with each of the 19 different
newspapers’ ads.

Two of the series (Dec. 1 and 8)
were tied in with the annual
Christmas seal campaign and were
given over to “Churchyard Cough,”
dramatizing the fight against T. B.
Other “Fight” cards included such
battlers as “The Crippler” (polio),
“Kid Cancer,” and “Denture Dan”
(tooth decay).

Not only was the promotion a
teaser for the sponsors, but as Mr.
Merrill explains: “The entire pro-
motion budget . . . has been con-
tributed by the participating or-
ganizations which required a bit
of promotion in itself.”

Next Thursday another round
against U. S. Public Enemy No. 1
will be clocked over KUSD, ex-
emplifying radio participation in
diseminating education in public
health.

and

Comedy Writers Guild

A COMEDY Writers Guild has
been formed by the Gagwriters
Comedy Forum under the direction
of National Laugh Enterprises. A
cooperative venture, the guild gives
as its main purpose protection of
gagwriters and special material
writers not covered by the Drama-
tists Guild and the Radioc Writers
Guild. The Comedy Writers Guild
seek affiliation with AGVA.

-
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Poromotion

O

PEN house at opening of WOHI
East Liverpool, Ohio, was oc-
casion for distribution of sever-

al promotion pieces by station. Over
1,600 visitors received buttons bear-
ing drawing of “Wo~hi” Indian and
legend, “1490 on your dial means
Good Entertainment,” booklet con-
taining opening week schedule and
pictures of “WOHI-VIEW,” scenery
seen from transmitter site and photo-
graphs of studio and staff artists.
Cuts of Indian were used extensively
in local papers.

Timely Attention

CHRISTMAS season display erected
by KEXO Grand Junction, Col., was
composed of two huge Christmas trees,
lighted by more than 500 bulbs apiece,
and eight-foot Santa Claus. Trees and
Santa were situated on either side of
highway junction near building promi-

nently displaying call letters and dial

position of KEXO.
Graph Folder

TWO-color folder sent to trade by
WEEI Boston shows graphs of sta-
tion’s listener pull. Cover contains
teaser statement, “In Boston, 0.89
don’t.” Inside explains, “But 99.29,
DO listen to radio.” Two-year graph
from Pulse Reports shows WEEI’s rat-
ings compared to other local stations.
Another graph demonstrates station’s

share of listeners by quarter hours be- .

tween January ’47-June ’'49. Back of
folder reads, in part, “In Boston, where
people listen to people, the station is
WEEL”
FM in 50

IN all-out pitch to hold and obtain
new business for FM, in particular
WCSI (FM) Columbus, Ind., station
has sent two-page report to all time-
buyers, regional and local clients, en-
titled, “Don’t Forget FM Radio in
1950.” Paper points out advantages
of using radio and FM and suggests
that businesses use at least 359, of
their ad budgets for radio.

Cover Promotes

COVER from Dec. 12 issue of BROAD-
caSTING has been sent to trade by
KCBS San Francisco. Story of suc-
cess of Jim Grady, commentator for

(LR

THININNNTNONNONNOEN

A National Service

During
Blackbhurn-Hamilton

1949
Company

served clients in 43 states

Negotiations, Appraisals, Financing

BLACKBURN-HAMILTON COMPANY, INC.

MEDIA BROKERS

WASHINGTON, D. C.
James W. Blackburn
Washington Bldg.

Sterling 4341-2

CHICAGO
Harold R. Murphy
333 N. Mich. Ave.

Randolph 6-4550

SAN FRANCISCO
Ray V. Hamilton
235 Montgomery St.

Exbro_ok 2-5672
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station, is briefly told on sheet. Clipped
to cover is small card reading, in
part, “Whether your product comes
from Milwaukee, Manhattan, or the
factory down the street . . . a sales
recommendation by KCBS means im-
mediate local acceptance. . . .”

More KF&O

RCA has published 16-page illustrated
booklet on Kukla, Fran & Ollie to be
distributed to new TV set owners,
conventions in RCA Exhibition Hall
and through company distributors.
Booklet is titled, “Found at Last! A
Man Who Doesn’t Like Kukla, Fran &
Ollie,” and tells history and format
of show which is alternately sponsored
by RCA and Sealtest Division of Na-
tional Dairies.

Game Promotes ‘Firefighters’

DAY before premiere broadcast of
Firefighters over KBON Omaha, Neb,,
promotion stunt was staged at annual
grid classic, Santa Claus Bowl, in
Omaha’s municipal stadiuim. Grade-
school football game was sold-out to
audience largely composed of children.
Signs throughout stadium promoted
show, and representatives from fire
department with fire truck were pres-
ent. Sponsor, Harding’s Sealtest, dis-
tributed 3,600 popsickles to children.

It Happens!

LARGE yellow sheet is latest promo-
tion piece sent to trade by WWDC
Washington. Page begins, “Sinclair
Lewis said: ‘It Can’t Happen Here’

. but it did happen on WWDC.”
Telegram, sent to station by Forjoe
& Co. asking for all available time
on behalf of Talking Toy, follows.
Short resume of Talking Toy’s success
on WWDC follows. Attached is mimeo-
graphed page showing WWDC’s posi-
tion in audience holders in Washing-
ton, according to Pulse for Sept.-Oct.,
1949.

Birthday Celebration

NINTH birthday of Betsy King, re-
portedly youngest disc jockey in Bos-
ton, heard weekly over WCOP that
city, was celebrated in cooperation
with U. S. Navy recently. Festivities
aboard ship docked in Boston Navy
Yard were attended by 400 of Betsy’s
young listeners who had written in for
tickets. Santa Claus distributed toys,
movies were shown and the ship’s band
played.- Birthday refreshments were
served. Children attending were asked
to bring new toys for needy children
to be distributed by the Navy.

WOV Pilgrimage

LARGE sheet reprinted from New
York Journal-American, Dec. 7, sent to
trade by WOV New York, tells briefly
story of WOV’s sponsorship of Pil-
grimage to Rome ag part of 1950 Holy
Year celebrations, and announces sail-
ing of pilgrims on that day. Picture
of Diana Baldi, women’s commentator
for WOV and its representative
throughout pilgrimage, is featured on
sheet.
Booklet Surveys

OVERSIZED 20-page booklet, illus-
trated in color and containing maps,
currently being distributed to public
through Pure Oil Co., sponsor of H. V.
Kaltenborn on NBC. Booklet, entitled,

Fifty Fabulous Years, surveys 50 most
important people and events from 1900
to the present. Maps showing the

-changing of territories of various na-

tions are included. Booklet was edited
by Mr. Kaltenborn.

Simple Statements

MIMEOGRAPHED sheet from CFQC
Saskatoon, Sask., tells simple story
designed to interest potential spon-
sors. Heading is, “More Farmers Pay
Income Tax in Saskatchewan Than In
Any Other Province.,” Listing of
numbers of farmers paying the tax in
all Canadian provinces follows with
statement, “CFQC is situated in the’
heart of the richest farming belt im

the West.”

Promotion for ‘Little Women’

PART of promotion for presentation
of “Little Women” on Ford Theatre,
CBS-TV recently, was sending of copy
of book to editors in all cities carry-
ing the program. Flyer pasted on
front ‘cover of book called attention
to show. Agency is Kenyon & Eck-
hardt, New York.

Cole’s Scrapbook

MINIATURE copies of scrapbook of
Grady Cole, WBT Charlotte, N. C,
commentator, have been printed for
distribution to his clients and agen-
cies to show how he delivers more
than effective air - salesmanship.
Newspaper promotion, all obtained
because of news value of stories, as-
sists in boosting Cole name and in-
directly the name of his sponsors.

For ‘Magic Cottage’

ATTRACTIVE booklet has been pre-
pared for distribution to sponsors and
agencies by DuMont TV Network pro*
moting Magic Cottage show. Picture
of Pat Meikle, program’s narrator-
drawer-m.c., is on cover and narra-
tion inside tells show’s success story.
INlustrations demonstrating format of
show and history of people connected

* with it are included, as are merchan-

dising hints, promotion and publicity
ideas.

Personnel

WILLIAM WYATT ADVERTISING
Co., San Antonio, Tex., appointed to
handle advertising for WOAI-AM-TV
San Antonio.

LANG-WORTH

30 Stations Buy Library

THIRTY stations have signed con-
tracts in the past ten days with
Lang-Worth Feature Programs
Inc., New York, for its new eight-
inch library.

New stations are: WCAV Norfolk,
Va.; KFRM Kansas City, Mo.; KIVY
Crockett, Tex.; WPEP Taunton, Mass.;
WMID Atlantic City; WOAP Owosso,
Mich.; WLOH Princeton, W. Va;
WICY Malone, N. Y.; WJAT Swains-
boro, Ga. Stations renewing contracts
are: WEOL Elyria, Ohio; WKMH
Dearborn, Mich.; WBCC Bethesda, Md.;
WHTC Holland, Mich.; WBEC Pitts-
field, Mass.: KODI Codv, Wyo.; WSYR
Syracure, N. Y.; WSCR Scranton, Pa.;
WAVE Louisville, Ky.; WILS Lansing,
Mich.; WKJJ Portland, Ore.; WHEL
Washington, N. C.; KRSC Seattle;
KRGV Weslaco. Tex.: WWJ Detroit;
WROY Carmi. Ill.; KSYL Alexandria,
La.: WJEJ Hagerstown, Md.; WBEN
Buffalo, N. Y.; WGRC Louisville, Ky.;
WKOK Sunbury, Pa.

FOR

IMCPEanED SPO T 2ILL NG,

RS, INC.
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‘49 Revenue
(Continued from page 19)

by the 230-odd stations that went
on the air last year.

Revenue to stations from sale of
network time declined between $1.5
million and $2 million as compared
to 1948.

“Regionally, the revenue picture
has changed,” according to Dr.
Baker. “In 1948 the New England
area reported an increase in local
business; this year (1949) this area
reports the greatest decrease. On
the other hand, local business on
the Pacific Coast has shown a
marked improvement in 1949 as
compared with losses in 1948,
The West North Central Region
(Minnesota, North Dakota, South
Dakota, Iowa, Nebraska, Kansas,
Missouri) again reports sizeable

L £ 4 3%

increases in retail business.

“The largest percentage increase
in national spot business was re-
ported in the East South Central
Region (Kentucky, Tennessee, Ala-
bama, Mississippi). Important in-
creases were also reported in the
Middle Atlantic, Pacific and Moun-
tain Regions.

“While the Pacific and Mountain
Regions appeared to enjoy large
increases in revenue this year, they
seem to have been hardest hit by in-
creases in operating expenses. The
New England and West North Cen-
tral Regions show decreases in ex-
penses, although both of them
showed increases last year.”

NAB’s tabulation of 1949 esti-
mates against the FCC’s official
1948 figures follows:

GROSS REVENUE

1948
(Official FCC

19249 %

Figures) (Estimates) Change

National Networks ............. $133,723,098 $129,300,000 — 3.3
Regional Networks* ............. 329,255 7,529,000 + 2.7
National Spot .................. 104,759,761 118,425,000 +13.0
“ocal Retail .................... 170,908,165 180,025,000 + 53
$416,720,279 $435,279,000 + 4.5

* Includes miscellaneous networks and stations.

ANTI-TRANSIT
D. C. Appeal Move Brews

AN APPEAL from a District of
Columbia utilities decision sanec-
tioning transit radio operation in
Washington was promised last
week by opponents of musie-
equipped vehicles.

Plans were afoot to carry the
fight to the U. S. Dept. of Justice,
members of Congress and Federal
District Court if Washington’s
Public Utilities Commission rejects
a petition for rehearing of the
case.

PUC ruled fortnight ago that
transit FM is “not inconsistent
with public convenience, comfort
and safety” and said the conclusion
is “inescapable that radio recep-
sion in street cars and busses is
not an obstacle to safety of opera-

tion” [BROADCASTING, Dec. 28,
19497.
Two Washington attorneys—

Franklin S. Pollak of the Justice
Dept. and Guy Martin—said last

week they would file the rehearing
plea and, if that failed, take the
case to Federal District Court.

Meanwhile, a small Washington
group reportedly has asked James
Lawrence Fly, former FCC chaijr-
man, and other attorneys to repre-
sent it in suits against Capital
Transit Co., which takes the serv-
ice from WWDC-FM, and New
York Central Railroad, currently
airing broadcasts in New York’s
Grand Central station. Basis for
litigation would be the contention
that both types of broadcasts con-
stitute “forced listening” and are
unconstitutional.

The organization, which calls
itself the National Citizens Com-
mittee Against Forced Reading
and Listening, said it had asked
four members of Congress to spon-
or anti-transit FM legislation.

AWARD of appreciation for coopera-
tion and assistance extended for main-
taining and furthering interests and
activities of Marine Corps presented to
KXOK St. Louis.

ion 922 BMI 25 7oins
HAVE | TOLD YOU LATELY
THAT | LOVE YOU

On Records:

248247; Tony Martin—Fran
3613; Red Foley—Dec. 46014;

27097; Sons of the Pioneers—Vic.
Curley Joe—Cont. 5055.

Ritter—Cap. 296;
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WINS CASE

Pope Charges WFDR (FM)

‘Avco Rule’ Move

GENEROSO POPE’s Il Progresso Italo-Americano Publishing Co.,,
seeking FCC approval of its $512,500 purchase of WINS New York,
claimed last week that WFDR (FM) New York in its bid for the WINS
facilities [BROADCASTING, Dec. 19, 1949] is seeking to “reinvoke the

old Avco Rule.”

In a petition filed Thursday by
Marcus Cohn of the Washington
law firm of Cohn & Marks, Il
Progresso also contended the
WFDR application is ‘“defective”
and should be returned because it
doesn’t meet FCC’s requirements
on engineering data.

The application’s reference to
WINS’ present day and night pat-
terns as representing its own, the
brief said, is insufficient under
FCC rules. Additionally, the brief
asserted, the application does not
show that WINS’ antenna site is
available to WFDR, or that
WPFDR, although willing and able
to buy WINS’ equipment, is will-
ing and able to “construct” a sta-
tion.

The brief contended that WFDR,
owned by the International Ladies
Garment Workers Union, is at-
tempting to re-establish the now-
abandoned Avco Rule when it asks

FCC to call in WINS’ renewal ap-
plication for hearing with its own

application and IlI Progresso’s
transfer request.
WFDR, the Commission was

told, wants to have its program
plans compared with the foreign-
language plans of Il Progresso, not
with the programming of WINS,
and thus “to do indirectly what
the Commission has already deter-
mined [by repeal of Aveo] cannot
be done directly.”

Seeks Relief

“So obvious is the intention of
petitioner to attempt to seek relief
under the abolished Avco Rule,”
the brief asserted, “that it actually
incorporates the required language
of that rule” on the point of meet-
ing ‘““the same terms and condi-
tions” as the original applicant.

Meanwhile, the battle over the
merits of foreign-language pro-
gramming continued between Il
Progresso and the Committee of
WINS Employes, who are protest-
ing sale of the station to the Pope
interests. Mr. Pope proposes to
inaugurate foreign-language pro-
grams on WINS,

Former FCC Chairman James
Lawrence Fly, attorney for the
WINS employes, had questioned
the “principle” of such programs,
and Il Progresso had replied by
quoting from some of Mr. Fly’s
own past statements on the subject
[BROADCASTING, Dec. 12, 19].

In a further reply, also filed by
Mr. Fly the WINS group said:

Here we say that in the year 1949,
in the New York area and in the
light of the present facilities for for-
eign-language broadcasting balanced
against the present need, it is not
sound public policy to subtract this
particular facility [WINS] from those
being devoted to general-purpose pro-

*
gramming and add it to those serving
the foreign-language need. . . .

The question is not what James
Lawrence Fly has said about foreign-
language broadcasts in time of war,
It is what does this Commission say
about this concrete proposal. We say
that question requires a hearing.

The WINS group conceded they
made an “inadvertent mistake” in
saying Mr. Pope himself had told
them he could employ only a few
of them at WINS. They said the
statement was made instead by
Mr. Pope’s son, Gene Pope.

To this Il Progresso replied
with an afifidavit asserting that no
representations concerning the fu-
ture employment of WINS person-
nel was made at the meeting.

Further, it was contended, Il
Progresso’s acquisition of WINS
would not necessarily mean the
number of foreign-language sta-
tions would be increased, since it
will be required to sell WHOM
Jersey City, now a foreign lan-
guage outlet, which might become
a general service station under
new owners.

WINS, owned by Crosley Broad-

casting Corp., is on 1010 ke with
50 kw day and 10 kw night.

Mr. Stan Schioeder
Benton and Bowles
New York City, N, Y.

Dear Stan:

Happy New Year! I reckin ever'thin'
is astartin’ all over again .fer 'nother
year, but here
in  th’  home-
town o’ WCHS
folks already is
ust ter lissenin’
ter West Vir-
ginny’'s number
one station!
WCHS has al-
lus been th'
lissenin'  habit
here in south-
ern West Vir-
gmny, but hit’s
even more so
now. Heerd g
coupla fellers
atalkin’ in th’
resternt t'other
day. One wuz
asayin’, “Ever’
thin' I wants
ter hear is on
WCHS! When
I gits up, my
favorite disc-
jockey Don
Evans 1is on
WCHS. Durin’
th' morning I
want Godfrey
an’ he’s on
WCHS. I want
news an’ sports
at dinner time.
Where do I
On WCHS, of course. An'

git ‘em?
then all evenin’ wmy- folks lissens ter
WCHS! Jest tho't T'd let yer know,

Stan. You fellers likes ter use stations
folks lissens to most.

Yrs.
Algy

WCHS
Charleston, W. Va.
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FCC Actions
(Continued from page 60)
Applications Cont.:

License Renewal

ollowing stations filed applications
fof licensg renewal: KSFE Needles,
Calif.: WMLT Dublin, Ga.; WLAV
Grand Rapids, Mich.; WEXL Royal
Qak, Mich.; WIMB Brookhaven, Miss.;
KFDW Helena, Mont.; WOXF Oxford,
N. C.; WTAD-FM Quincy, 111.; WIBM-
FM Jackson, Mich.

FM—98.7 mc

WWDC-FM Washington—CP change
from 101.1 mc to 98.7 mc.

FM—I101.1 mc

WOL-FM Washington — CP change
from 98.7 mc to 101.1 mc.

TENDERED FOR FILING

SSA—-770 ke
KOB Albuquerque—Extension of SSA
operate on 770 kc with 25 kw-N 50 kw-
D unl. for period from March_1, 1950,
for next regular license or period con-
current with next extension of temp.

Heense. o odification of CP
WDSM  Supetior, Wis.—Mod.
change from DA-DN to DA-N,

710 kc.

December 29 Decisions . . .

BY COMMISSION EN BANC
Authority Granted

WRGK Brookfield, 11.—Granted au-
thority to remain silent from Jan. 1 to
March 27, pending completion of re-

rganization plans.
© Ig(HBR Hillsboro, Tex.—Granted au-

i to remain silent for period of
g(}m;ll.%’rs from Dec. 31, 1949, pending
financial reorganization.

Ccp Granted

WIPR Santurce, P. R.—Granted CP

tc change trans. location; eng. cond.
Argument Continued

Commission on own motion con-
tinued without date oral argument
scheduled for Jan. 6 on applications of
The Connecticut Electronies Corp.,
Bridgeport, Conn.

BY THE SECRETARY

WKJB Mayaguez, P. R.—Granted li-
cense change freq{ie)ncy, etc. (710 ke
500 w-N 1 kw=-D unl.).

WOSC Oswego County Bsctg Co.
Inc.,, Fulton, N. Y.—Granted license
for new standard station and_specify
studic location (1300 kc 1 kw D). .

WCSH Portland, Me.—Granted li-
cense to use presently licensed alter-
nate main trans. as main trans.

CP
on

Inc.,

WTVB Twin Valley Bcsters.

Vo

ATLANTIC CITY’S
HOTEL OF DISTINCTION

Devoted to the wishes of a diserimi-

nating clientele and catering to their
every want and embracing all the ead-
vantages of a delightful boardwalk hotel.

Spacicus, Colorful Lounges—Sun Tan
Decks atop—Open and inclosed Soloria—
Salt Water Baths in rooms—Garage on
premises, Courteous atmosphere throughout.

When in Atlantic City visit the
FAMOUS FIESTA LOUNGE

B
RENOWNED FOR FINE FOOD

OPEN ALL YEAR

Under Ownership Management
Exclusive Penna. Ave. and Boardwalk
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Coldwater, Mich.—Granted license for
%eAw I.;;)tandard station (1590 ke 1 kw

. KXOC Chico, Calif.—Granted license
increase power.

WEKAN Kosciusko Bestg. Corp., War-
saw, Ind.—Granted license for new
standard station (1220 kc 250 w D).

WJICM Sebring, Fla.—Granted mod.
CP for approval of ant., and
studio locations.

KMAN Manhattan, Kan.—Granted
mod. CP change type trans.

KLFY Lafayette, La.—Granted mod.
CP change type trans.

Following were granted mod. CPs for
extension of completion on dates
shown: WDBC Escanaba, Mich., to 4-5-
50; WPAR Parkersburg, W. Va., to 3-
12-50; WKVM Arecibo, P. R., to 3-15-50;
KRGV Weslaco, Tex., to 6-1-50; WHP
Harrisburg, Pa., to 7-2-50; WKNA
Charleston, W. Va., to 4-16-50; WIBC
Indianapolis, to 6-15-50; WPKY Prince-
ton, Ky., to 2-1-50; WTIM Taylorville,
Ill., to 2-15-50; WTVJ Miami, Fla., to
7-27-50; WNBQ Chicago, to 3-20-50;
subject to express cond. that it is with-
out prejudice to any action Commis-
slon may take with respect to any
pending applications for renewal of
license of stations licensed to grantee;
KA2XAQ Kansas City, Mo., to 4-1-50;
KWPC-FM Muscatine, Iowa, to 6-21-50;
WKBN-FM Youngstown, Ohio, to 3-15-
50; KOA-FM Denver, to 7-13-50 (sub-
ject to express cond. that it is without
prejudice to any action Commission
may take with respect to pending ap-
plications for renewal of license of
standard stations licensed to NBC):
WJPF-FM Herrin, Ill., to 3-31-50.

KSNY Blake-Formby Bcestg. Co.,
Snyder, Tex.—Granted license for new
standard station (1280 kc 500 w D).

KIFN Western Bcestg. Co., Phoenix,
Ariz.—Granted license for new stand-
ard station (860 kc 250 w D).

WJCN The Highlands Bestg. Co., Se-
bring, Fla.—Granted assignment of CP
from partnership to newly formed The
Highlands Bestg. Co. Inc.

WJIR, The Goedwill Station Inc.,
Area Detreit, Mich.—Granted CP and
license for new remote pickup KA-2313.

Isle of Dreams Becstg. Corp., Area
Miami, Fla.—Granted CP new remote
pickup KA-5217.

KGNB New Braunfels, Tex.—Granted
mod. CP for approval of ant. and trans.
location and specify studio location
and change type trans.

KIVY Crockett, Tex.—Granted mod.
CP change type trans. and change type
tower.

WCDL Carbondale, Pa.—Granted
mod. CP for approval of ant. and trans.
location, specify studio location and
change type trans.

KMFM Monroe, La.—Granted mod.
CP change trans. and make changes
in ant.

WHHS (FM) Havertown, Pa.—
Granted mod. CP educational station
for extension of completion date to
2-15-50.

Federal Telecommunications Labs.
Ine., Nutley, N. J.—Granted license for
new exp. TV station KE2XHZ; Chan-
nels 2 through 13 in lieu of Channel 7;
subject to non-interference tc any sta-
tion in operation on these freguencies.

KTTV Inc., Los Angeles—Granted CP
and license for new exp. TV station
KMC-43.

National Bestg. Co.—Granted CPs
and licenses for new remote pickups:
KA-5196 area Denver; KA-5189 KA-5193
KA-5190 KA-5191 KA-5192 KA-5194-5
Area of Hollywood; KA-5174 KA-5175
KA 5176-7 Area of Washington; KA-
5169 KA-5170 KA-5171 KA-5172-3 Area
New York; KA-5178 KA-5179 KA-5180
KA-5181 Area Cleveland.

KRMG Tulsa, Okla.—Granted mod.
CP change type trans.

WCBS-TV New York—Granted mod.
CP for extension of completion date
to 4-10-50,

WCHS Charleston, W. Va.—Granted
request for 30-day extension of time
from Dec. 30 to carry out assignment
of license WCHS to The Tierney Co.

KWCR Cedar Rapids Bcestg. Corp.
Inc., Cedar Rapids, Iowa—Granted Ii-
cense for new standard station and
specify studio location.

KAVE Carlsbad, N. M.—Granted li-
cense to install new vertical ant. and
change trans. location.

WMFD Wilmington, N. C.—Granted

trans.

license change frequency, increase
power, etc.
KGAN J. James Glancy, Kingman,

Ariz.—Granted license for new stand-
ard station (1230 kc 250 w unl.).

WLBC Muncie, Ind.—Granted license
install new trans.

KLMX Ari-Ne-Mex Bestg., Corp.,
Clayton, N. M.—Granted license for
new standard station and specify studio
location (1450 kc 250 w unl.).

WDYK Richard Aubrey Raese, Cum-
berland, Md.—Granted license for new
standard station (1230 k 250 w unl.).

KWCR Cedar Rapids, Iowa—Granted
mod. license change name of licensee
to Cedar Rapids Bestg. Corp.

The WFMJ Bestg., Co., Area Youngs-
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New Grants, Transfers,

Changes, Applications

ﬂOX 3007.2

SUMMARY TO DECEMBER 2§

Summary of Authorizations, Applications,
New Station Requests, Ownership

A i=
Total Cond’'l cal i%llis In
Class On Air Licensed CPs Grants Pending Hearing
AM Stations __________ 2,086 2,047 190 330 266
FM Stations __________ 743 477 306 *7 49 28 -
TV Stations ___________ 97 30 81 353 182

* Four on the air.

CALL ASSIGNMENTS: KCRV Caruthersville, Mo., (Pemiscot Bestrs. Inc., 1370
ke, 1 kw day); KGMO (FM) Cape Girardeau, Mo., (Cape County Bcestg. Co.,
Channel 249, 97.7 mc); KLVL Pasadena, Tex., (Felix H. Morales, 1480 kc¢, 1 kw
day); KNED McAlester, Okla., (Pittsburg County Bestg. Co., 1460 kc 1 kw day);
KOPY Glenwood Springs, Col.,, (Glenwood Springs Bestg. Co., 1240 ke, 250 w

unlimited); WBCO Bessemer, Ala.,

(Bessemer Bcestg.

Co., 1450 kc, 250 w

unlimited); WGBG Greensboro, N. C., changed from WHGR (Greensboro Bestg.

Co. Inc., 1400 kc, 250 W unlimited).*

Docket Actions . ..

FINAL DECISION

Tariff regulations and practices pro-
posed by Bell System applicable to
interconnection of intercity TV trans-
mission channels and facilities fur-
nished by others declared unlawful in
certain rcspects [See story, page 90,
BROADCASTING, Dec. AT&T
ordered to amend its policy effective
March 1 to permit interconnection of
its facilities with those of private
broadcasters. Hearing ordered Jan. 25
on whether AT&T should be required
to interconnect intercity TV channels

with those of Western Union. Deci-
sion Dec. 23.
PROPOSED DECISION
Announced proposed decision to

grant applications of Don Lee Bcstg.
System for renewal of licenses of KGB
San Diego, KDB Santa Barbara, KFRC
San Francisco and KHJ-AM-FM Los
Angeles and for severance of applica-
tion for new TV station at San Fran-
cisco and placing same in pending
file. Decision Dec. 28.

INITIAL DECISIONS

Initial decision by Hearing Examiner
Fanney N. Litvin reperted to deny
license renewal to KXXL Reno, Nev.,
and to dismiss as moot application for
assignment of license from Edward
Margolis, Frederick W. Kirske and
Byren J. Samuel d/b as Station KXXL
to Chet L. Gonce. Decision Dec. 28.

Announced initial decision by Hear-
ing Examincr Basil P. Cooper to deny
application of Carolina Piedmont

town, Ohio—Granted CPs and licenses
for new remote pickup KA-5182-3-4,
Granted CPs for new remote pickup
broadcast stations.

KBLF Red Bluff, Calif.—Granted CP
install new trans.

WSTA Charlotte Amalie, Virgin Is-
lands—Granted mod. CP for approval
of ant. and 1trans. location, specify
studio location and change type trans.

i ——

*

*

Bestrs. Inc. for new AM station at
Lincolnton, N. C., 1050 kc, 1 kw day.
Decision Dec. 29.

OPINIONS AND ORDERS

Adopted order staying until further
order the effective date of modifications
ordered in licenses of WHAT and
WTEL Philadelphia, which share time
on 1340 kc, by specifying that WHAT
shall operate on 1349 k¢ with 250 w'
fulltime and WTEL on 860 kc with 250
w daytime. Order Dec. 23.

Following actions were taken by
Commission en banc Dec. 22 on applica-
tions requesting operation on 770 or
1030 ke, clear channels:

(a) WJZ New York—Order dismissing
without prejudice to refiling after final
decision, petition requesting all appli-
cations for 1030 kc be withheld until,
decision in docket. These involve
KARM Fresno, Calif.; KWSC Pullman,
Wash.; KUTA Salt Lake City; KWBU
Houston; KTHT Houston; KOB Albu-
querque; Blackwell Bestg. Co., Black-
well, Okla.; Rafael Ramos Cobain, San
Juan, P. R.

{b) KWSC Pullman, Wash.—Returned
to pending file application for operation
on 1030 kc, 1 kw-N, 5 kw-LS DA-N
until conclusion of cliear channel hear-
ing.

{(c¢) KWBU Corpus Christi—Mem-
orandum oOpinion and order dismissing
without prejudice application for Ili-
cense to cover SSA on 1030 kc, 50 kw,
local sunrise Boston, Mass. to sunset
Corpus Christi.

(d) KTHT Houston, Tex.—Returned
to file application for mod. CP on 1030
kc, 50 kw unl. DA-N until conclusion
of hearing.

..(e) KXA Seattle, Wash.—Memoran-
dum opinion and order denying request
for application to change from 1 kw
limited to 50 kw unl. on 770 kc, be re-
moved from pending file and granted
in part.

. (f) KGA Spokane, Wash.—Order de-
nying application for SSA on 1030 kc,
50 kw unl. DA-N; dismissed petition

o ~ —_
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button elevator to the fourth floor.

mortgage.

or his counsel.

VAN VORST, SIEGEL 8 SMITH
Counsel

25 Broad Street

New York 4, N. Y.

2

Theatre for Sale

. The five story office and theatre building, known as the Guild Theatre Build-
ing; at 243-257 West 52nd Street, New York™City, will be offered for sale in
proceedings for the reorganization of West 52nd Theatre Co., Inc., Debtor,
at a Public Sale to be held on January 19, 1950, at 3 P. M. at Room 1305,
United States Court House, Foley Square, New York City.

The building is of steel frame and concrete construction, with both theatre
and office space. The theatre has a seating capacity of 956 seats in the orchestra
and balcony. The offices are on the 2nd, 3rd, 4th and 5th floors and run along
approximately the whole street frontage of 130 feet and are 20 feet in depth.
The office space has a separate entrance and is serviced by an automatic push

The theatre space is presently occupied by Mutual Broadcasting Company
on a month to month basis as a radio broadcasting theatre for Station WOR.
The office space is occupied by a different tenant.

The property will be sold subject to a past due mortgage of $557,500.
Any bid to be considered must exceed the sum of $59,991.14 above this

Further details and the terms of bidding can be obtained from the Trustee

LY

LY
A CAT -e

VICTOR M. TYLER, Trustee
West 52nd Theatre Co., Ine.
120 Broadway

New York 5, N. Y.

LY e "o
& -l e ==

[~

3¢ 5¢ 3

~
"L —— —

BROADCASTING o

Telecasting



for similar change by Louis Wasmer
who has since been substituted by Corp.
of Gonzaga U.

Non-Docket Actions . . .

TRANSFER GRANTS

WBEX Chillicothe, Ohio—Granted
transfer of control of Shawnee Bcstg.
Co., licensee, from D. C. Summerford,
«. Harry Callaway and F. A. Dieringer
to Walter A. and James E. Graham,
owners WWGS Tifton, Ga., 269 each;
Ivan Kulbersh and Murray Marcus,
assistant managers Kulbersh’s Dept.
Store, Tifton, and Wilkic A. Nieghbors,
2ach 16%. Consideration $68,000. WBEX
assigned 1490 kc, 250 w unlimited.
Granted Dec. 29.

WGAD Gadsden, Ala.—Granted as-
signment of license from Coosa Valley
Bcestg, Co. te General Newspapers Inc.,
owner WGNH Gadsden. WGNH, oper=
ating at loss, is to be given up. Con-
sideration is $40,000. WGAD operates
on 1350 k¢, 1 kw unlimited, Granted
Dec. 29.

WEKLA Ludington, Mich.—Granted
assignment of license from Karl L.
Ashbacker and Grant F. Ashbacker
d/b as Ludington Bestg. Co. for $50,000
to Raymond A. Plank, assistant general
manager and chief engineer WFYC
Alma, Mich. WEKLA assigned 250 w
on 1450 kc. Granted Dec. 29.

KDON (AM) Santa Cruz and KSNI
(FM) Salinas, Calif.—Granted acquisi-
tion of control by John Bcn Snow
through purchase of 1,300 of 1,750 sh.
held by Merritt C. Speidel in Salinas
Newspapers Inc., 1009 owner of Mon-
terey Peninsula Bestg. Co., KSNI li-
censee. Consideration is cancellation
of $147,498 obligation. Monterey in turn
owns 509 of Central Coast Counties
¥¢tadio Inc.,, KDON licensee, and has
been given consent to purchase other
50% from Grant R. Wrathall. Mr.
Snow now holds 76.25% and Mr. Spei-
del 11.25% of parent newspaper firm.
KDON assigned 250 w on 1240 Kc.
Granted Dec. 29.

WKIP (AM) and WHVA (FM) Pough-
keepsic, N. Y.—Granted acquisition of
control of Poughkeepsie Newspapers
Inc.,, licensee, by John Ben Snow
through purchase of 45.259% interest
l.eld by Merritt C. Speidel for cancella-
tion $932,874 obligation. Mr. Snow be-
comes 88.68% owner; Mr. Speidel re-
tains 2.25%. WKIP assigned 1450 kc,
250 w fulltime. Granted Dec. 29.

KWRN-AM-FM Reno, Nev.-——-Granted
acquisition of control of Rcno News-
papers Inc., licensee, by John Ben
Snow through purchase of 26% interest
held by Merritt Speidel for cancella-
tion $165,137 obligation. Mr. Snow pre-
viously held 45.68%. M™Mr, Speidel re-
tains 7.59 interest. KWRN obDerates
with 250 w unlimited on 1490 ke.
Granted Dec. 29.

Deletions . . .

EIGHT FM authorizations and one AM
license reported deleted by FCC. De-
letions from first of 1949 to Dec. 20
totaled: AM 61, FM 217, TV 13. Dele-
tions, effective dates and reasons fol-
low:

WGBG Greensboro, N. C.—Greens-
boro Bestg. Co. Inc., license, Dec. 20,
Merger with WHGR there, new per-
mittee for 250 w fulltime on 1400 kc
[BROADCASTING, Aug. 15].

WBRC-FM Birmingham, Ala.—Bin-
mingham Bestg. Co. Inc., licensee, Dec.
§0. Economic [BROADCASTING, Dec.

1.

KMBC-FM Kansas City — Midland
Bestg. Co. License, Dec. 12. Applicant
said it felt it advisable to discontinue
FM operation.

KSMB (FM) Santa Maria, Calif.—
John H. Pocle. License, Dec. 15, Ec0-
nomic.

WILM-FM Wilmington, Del.—Dela-
ware Bestg. Co., CP, Dec. 16. No rea-

son.

KOPY(FM) Houston, Tex.— Texas
Star Bestg. Co., CG (on air), Dec. 15.
No reason.

WLOW-FM Norfolk, Va.—Common-
wealth Bestg. Corp., CP, Dec. 15. No
reason.

WINO-FM West Palm Beach, Fla.—
‘¥INO Inc., CP, Dec. 15. Hurricanes,
storms cited along with economic con-
ditions and lack of interest in FM.

WLOH-FM Princeton, W. Va.-——Moun-
tain Bestg. Service Inc., CP, Dec. 15,
Business is at standstill, applicant said.

New Applications . . .

AM APPLICATIONS

West Bend, Wis.—West Bend Bcestg.
Co., 1470 kc, 500 w daytime; estimated
cost $17,638. Principals: Paul J.
Mueller, 2% owner WMIL Milwaukee
and ex-chief engineer of that station,
president 14%; Paul Ripple, WMIL en-
gineer, secretary 129%; Carl H. Rohde.
lab technician for AC Spark Plug Divi-
sion, General Motors Corp., treasurer
129,; Wendell §. Ciganek, owner Cen-
tral Radio Parts, Milwaukee, vice

BROADCASTING ¢

NBC Today

(Continued from page 21)
dent and chief engineer, in the
New York-Washington and Cleve-
land-Detroit fringes. The tre-
mendous development of kinescope
recordings, from both a technical
and program point of view, was
exposed to newsmen during the
year; and the first use of the split-
screen technique for an entire pro-
gram was made on Lights Out
Aug. 2. Rear screen projection
techniques were introduced to
widen the scope of dramatic pres-
entations.

NBC National Spot Sales re-
ported two significant develop-
ments during the year: an in-
crease in spot radio time sales over
1948’s record-breaking total, and
the emergence of spot television
as a major advertising medium.

National spot radio sales on
NBC-owned-and-operated stations
reached their highest total in radio
history with an over-all increase
of more than 209 over the previ-
ous high year, 1948. New prod-
uets like antihistamine cold tablets
and concentrated orange juice
were heavily promoted by spot
radio advertising.

More than 5 million people
throughout the U. S. viewed the
network’s documentary film, Be-
hind Your Radio Dial, which
traced the history of radio and the
background of NBC’s claim to the
title, “America’s No. 1 Network.”

president 129%:; August C. Berkholtz,
theatre and hotel properties owner at
West 2Bend and Two Rivers, Wis. Filed
Dec. 21.

Hartford, Wis.—The Kettle-Moraine
Bestg. Co., 1550 ke, 500 w daytime.
Co-partners: Leo M. Durnill, Sherman
C. Carr and Walter Zastrow. Filed
Dec. 21.

Saratoga Springs,
Bestg, Co., 900 k¢, 250 w daytime:
estimated cost $12,450. Co-partnership
composed of John Nazak and Jeoanne
May Levko formerly held permit for
WONO there, now deleted through for-
feiture. Filed Dec. 21.

Montevideo, Minn.—Midwest Bcstg.
Corp., 1240 kc, 250 w fulltime: estimated
cost $19,985. Principals: Edmond R.
Donahue, retail jeweler, president
6.66%; Herbert E. Nelson, manager and
part owner KBMU Breckenridge,
Minn., director 25.33%; Don H. Bower,
part owner KBMU, director 25%; Tom
E. Davis, part owner KBMU, director
25.339%. TFiled Dec. 21.

Laconia, N. H—Warren H. Brewster,
1490 ke, 250 w fulltime: estimated cost
$19,100. Applicant is 29% owner and
Eraanager of WLNH there. Filed Dec.

Jackson, Ala.—The Jackson Bcstg.
Co., 1290 kc, 1 kw daytime; estimated
cost $19,750. Partnership: W. P.
Thielens, 25%, and W. M. Jordan and
T. H. Gaillard Jr., each 37.5% owner,
all have equal interests in XAL
Demopolis, Ala. Filed Dec. 20.

New York—WFDR Bcstg., Corp., 1010
ke. 50 kw day, 10 kw night, directional
day and night (request facilities of
WINS there). Applicant is owner
WFDR(FM) New York [BROADCAST-
ING, Dec. 19]. Filed Dec. 20.

N. Y.—Saratoga

New Applications . . .

TRANSFER REQUESTS

WBKB (TV) and WBIK (FM) Chi-
cago—Involuntary transfer of control
of Balaban & Katz Corp., licensee. from
Paramount Pictures Inc. to United
Paramount Theatres 1Inc. through
transfer of 999% of stock. See story this
issue. Filed Dec. 28.

WSMEB-AM-FM New Orleans—Invol-
untary transfer of control of WSMB
Inc., licensee, to United Paramount
Thcatres Inc. Two transfers invelved.
See story this issue. Filed Dec. 28,

WWDC-AM-FM Washington—Assign-
ment of license from Capital Bestg.
Co. for $125,000 to Peoples Bestg. Corp.,
licensee WRFD Worthington, Ohio, and
subsidiary of Farm Bureau Mutual
Automobile Insurance Co. Capital
Bestg. has acquired WOL-AM-FM

Telecasting
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ADMIRING watch awarded by Lever
Bros, Co. in its Lux 15-Year-Old Girl

Contest promoted last fall on CBS
programs is Ellen Galvin, winner in

Boston finals, accompanied by
Michael J. Roche (I), Lever Bros.
general advertising manager, and

Harold E, Fellows, gencral manager of
WEEI, Boston CBS outlet. WEEI has
added prizes of its own: Trip to
Hollywood, under joint sponsorship by
Teen Age Shop of Filene’s of Boston,
via TWA Constellation, Miss Galvin,
member of Filene's high school fash-
ion board, was to select California
high school fashions for Boston,

Washington from Cowles interests for
$300,000 with FCC approval conditioned
upon selling WWDC, assigned 250 w
fulltime on 1450 kc. Filed Dec. 23.

WWYO Pineville, W. Va.—Assign-
ment of license from Clarence W. Mea-
dows, William D. Stone and William
T. Lively d/b as Wyoming Bestg. Co. to
Wyoming Bcestg. Corp. in which each
of three original partners is officer and
18.389, owner. Newcomers include:
R. D. Bailey, attorney, prcsident 4.859%;
Jack Shipman, owner-publisher Pine-
ville Independent Herald, executive
vice president-treasurer 2.899%:; C. 8.
Worrell, attorney, director 4.62%. Gar-
land F. Wilkinson, associated with
three original WWYOQO partners in own-
ership of- WCAW Charleston, director;
and Addie May Wilkenson, 4.04%
WWYO assigned 1 kw day on 970 kc.
Filed Dec. 23.

KROX Crookston, Minn.—Relinquish-
ment of control of licensec, Crookston
Bestg, Co., by D, A, McKenzie, whose
50.149, holding is reduced to 38.89%
through issuance of new stock to stockw-
holders to increase total outstanding
stock from 1,673 shares to 4,500 shares.
Original plan was that all would par-
ticipate in station on same Dbasis.
KROX assigned 1 kw day on 1050 kc.
Filed Dec. 28.

_.WCOL-AM-FM Columbus, Ohio—As-
signment of licenses from Lloyd A.
Pixley (45%). Martha P. Pixley (15%)
and Grace M, Pixley (409%) d/b as
The Pixleys to Pixleys Inc., new firm
of same ownership. WCOL assigned
250 w on 1230 kc. Filed Dec. 22.

WEGO Concord, N. C.—Assignment
of license from the The Concord Trib-
une Inc. to Cabarrus Bestg. Co., new
firm owned in equal proportion by
stockholders of Concord Tribune.
WEGO assigned 1 kw day on 1410 kec.
Filed Dec. 22,

KPAB Laredo, Tex.—Acquisition of
control of Larede Bestg. Co., licensee,
by Allen B. Tish through transfer of
88% interest from Mark Perkins, 98¢
owner, who is unable to continue op-
eration of station because of its in-
debtedness, FCC was told. Mr. Tish,
vice president and part owner of
Laredo Times, has loaned KPAB $1,500
to meet payroll and has paid $15,000
on stock liens. KPAB assigned 250 w
fulltime on 1490 ke¢. Filed Dec. 16.

WDLF DeLand, Fla.—Assignment of
license from Lyle Van Valkenburg
tr/as DeLand Bcestg. Co. for $50,000 te
John B. Stetson U. WDLF assigned
%gﬂ w fulltime on 1490 kc. Filed Dec.

WKOY Bluefield, W, Va,.—Assignment
of license from J. Lindsey Alley, Odes
E. Robinson, and E. Bernard Jarrett
d/b as Radio Bluefield Co. to WKOY
Inc., new firm of same people. No
change in interests. WKOY assigned

250 w fulltime on 1240 kc. Filed
Dec. 20.
KTSA-FM San Antonio, Tex.—As-

signment of license from Express Pub.
Co. to Sunshine Bestg., Co., wholly-
owned subsidiary. Filed Dec, 16.

WFEC Miami, Fla.—Assignment of
license frem Florida East Cocast Bcestg.
Co. for $50,000 to Howard D. Steere,
owner of his own_advertising agency
in Detroit. Florida East Coast 1s
headed by Dorothy Bartell. WFEC as-
signed 250 w daytime on 1220 kc. Filed
Dec. 19.

ABC Top Command

(Continued from page 19)
ner was a noted newspaper re-
porter and ceclumnist.

A graduate of Swarthmore Col-
lege, he joined the New York
Herald Tribune, first as a financial
reporter and later as a Washing-
ton correspondent,

Subsequently he teamed with
Joseph Alsop to write a widely
syndicated Washington column,
and with Mr. Alsop co-authored
several books.

In announcing the election of
Mr, Woods to the vice chairman-
ship, Mr. Noble said:

“In his new office Mr. Woods
will be enabled to render greater
service to our network and to our
affiliated stations by being relieved
of the burden of administrative
duties and given wider scope to
function in the fields of sales, tal-
ent and programming.

“The rapid development of tele-
vision and the continued growth
and expansion of radio broadcast-
ing make it imperative that he
have more time to devote to the
broader problems of radio and tele-
vision sales and programming.”

Mr. Woods, who announced Mr.
Kintner’s elevation, said: ‘“Mr.
Kintner has established himself
as an outstanding executive officer
in the radio and television field,
He has brought to our network a
new, young and vigorous trend of
thought and operation which has
made ABC an outstanding factor
in radio and television. I am
confident that under his adminis-
tration the network will continue
the sustained progress which has
marked it since its organization.”

‘50 BASEBALL

LBS Plans Live Pick-Ups

MAJOR league baseball broadcasts
will be carried for the third suc-
cessive season in 1950 by the Lib-
erty Broadcasting System which
covers 28-states from coast-to-
coast, President Gordon B. McLen-
don announced last week.

Departure for Liberty in the
coming season will be live broad-
cast of a number of the games. In
previous seasons every game was
re-created from wire reports. Mr.
McLendon will be principal com-
mentator for the network as he has
been in the past.

While Liberty, with headquarters
in Dallas, is a year-round regional
network serving 45 stations in
Texas, Oklahoma, Colorado, Ar-
kansas, Louisiana, Mississippi and
Alabama, more than 100 stations in
21 states already have signed op-
tion agreements for the baseball
broadcasts, Mr. McLendon said.

Edmund F. Kahn

FUNERAL services were con-
ducted Tuesday for Edmund Frank-
lin Kahn, 38, production manager
of WGN Chicago, who died Dec. 24
in his Wheaton, Ill., home after an
illness of several months. Sur-
vivors include his wife, Alice, and
three children, Dennis, 9, Judy, 6,
and Sandra, a month old.
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At Deadline...

FINALISTS ARE NAMED
FOR ‘VOICE’ CONTEST

TWELVE finalists for third annual Voice of
Democracy radio essay contest announced Fri-
day by joint sponsors—NAB, Radio Mfrs.
Assn., U. 8. Junior Chamber of Commerce.
Finalists selected by committee representing
sponsors and U. S. Office of Education. Board
of nine nationally known persons to select four
national winners after hearing transcriptions
of essays. Prizes to be awarded at Feb. 22
luncheon in Washington.

Finalists are: Gayle Ann Wilson, 16, Al-
hambra, Calif.; Anne Pinkney, 17, Trinidad,
Colo.; Gloria Chomiak, 17, Wilmington, Del.:
Robert Shanks, 17, Lebanon, Ind.; Edward
Bradford Burns, 17, Muscatine, Ia.; Richard
D. Dailey, 15, Cumberland, Md.; Lorna Wilson,
17, North Platte, Neb.; Miriam Berman, 17,
Rochester, N. Y.; James Phillip Struthers, 17,
Elyria, Ohio: Richard L. Chapman, 17, Brook-
ings, S. D.; Fay Bussell, 17, Memphis; Arthur
Maud, 16, Salt Lake City.

Judges of finals will be Mrs. Raymond Clap-
per, author and broadcaster; Morgan Beatty,
NBC; Wayne Coy, FCC chairman; Douglass
Southall Freeman, author; Edward R. Mur-
row, CBS; Tom Clark, Associate Justice, U. S.
Supreme Court; Andrew Holt, president, Na-
tional Education Assn.; J. Edgar Hoover, di-
rector, FBI; James Stewart, actor. Four win-
ners will receive $500 scholarships.

Finalists chosen in competition with million
students who participated in school, community,
state and regional eliminations in 1,800 com-
munities in 48 states, Distriet of Columbia,
Alaska and Puerto Rico, according to Robert
K. Richards, NAB public affairs director and
chairman of Voice of Democracy Committee.
Contest started during National Radio & Tele-
vision Week. Local Junior Chamber of Com-
merce chapters cooperated in arranging com-
munity contests, with radio dealers giving lo-
cal prizes.

PILOT INSURANCE DRIVE

PILOT LIFE INSURANCE Co., Greensboro,
N. C., has retained Walter J. Klein Co., Char-
lotte, as agency and plans an increased adver-
tising approprlatlon this year. Company will
open 1950 campaign with $14,000 TV sponsor-
ship of Crusade in E'm ove war films on WBTV
(TV) Charlotte and WFMY-TV Greensboro,
N. C. Pilot spent over $100,000 in advertising
last year. O. F. Stafford is president and C. R.
Andrews is advertising manager. Account ex-
ecutives serving.,the company will be Walter
J. Klein, agency president, and Dan F. Rice.

DuMONT NETWORK SALES UP

DuMONT Telev151on Network announced Fri-
day its total gross billings for network as well
as local sales on its -owned and operated sta-
tions in 1949 would. exceed $2,600,000. Gross
billings on DuMont Network excluding local
business estlmated at $900,000 [TELECASTING,
Dec. 26].

DEADLINE _EXTENDED

DEADLINE for, Generoso Pope to disclose pur-
chaser of his WHOM New York extended for
one to two weeks. Under his $612,5600 contract
to buy WINS New York from Crosley Broad-
casting Corp., he was to name WHOM buyer
by last Friday.
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WERI WESTERLY SOLD
TO SPRINGFIELD GROUP

SALE of WERI Westerly, R. I. (1230 ke, 250
w, fulltime) to two Springfield, Mass. business-
men and associates for $71,000 announced Fri-
day, subject to FCC approval.

Buyer is Radio Westerly Inc.,, new firm
owned by Richard G. Moore, Springfield build-
ing contractor; Lee S. Greenwood, business as-
sociate of Mr. Moore; Warren M. Greenwood,
program director of WHAYV Haverhill, Mass.,
and Albion W. Warren Jr., in public relations
in Berlin, N. H. Seller is W. Paul Oury, for-
mer Navy commander, who plans to move to
Southwest.

Warren Greenwood, who will manage WERI,
formerly managed WMOU Berlin, N. H. He
is son of Stockholder Lee Greenwood and son-
in-law of Mr. Moore. Mr. Warren will be
assistant manager. Transaction was handled
by Blackburn-Hamilton Co., media brokers.
Application for FCC approval being prepared
by Dempsey & Koplovitz, Washington attor-
neys.

FCC-BAR GROUPS TO MEET

FCC CHAIRMAN Wayne Coy Friday advised
Federal Communications Bar Assn. President
Guilford Jameson that Commission was in-
terested in meeting with FCBA group to
review ambiguities in Sec. 1.342 of FCC’s rules
requiring licensees to file data on management
and other contracts and bulk time sales (see
early story .page 28). Another Commission
source also indicated review of rule’s provi-
sions already underway. President Jameson
named Leonard H. Marks, head of FCBA
Committee on Practice and Procedure, which
recommended review, to chairman committee of
three to meet possibly this week with FCC staff.
Others named were Ralph L. Walker and
Percy H. Russell Jr., Washington radio
attorneys.

KWIK PROTESTS DELETION

KWIX Burbank, Calif., petitioned FCC Friday
for hearing on Commission order revoking li-
cense [ BROADCASTING, Dec. 19]. This automati-
cally stays revocation order, which was issued
on grounds of alleged misrepresentation prior
to time station went into bankruptecy. Station
(1490 ke, 250 w) now being operated by trustee
in bankruptey. International Ladies Garment
Workers Union (owner of FM stations WFDR
New York, WVUN Chattanooga, and KFMV
Los Angeles) has pending offer to buy KWIK
for $40,000.

IBEW-CBS DEADLOCK

THIRTY-DAY strike notice which expires
Jan. 15 has been filed by IBEW Local 45 with
Federal Mediation Service in its deadlocked
negotiations with CBS-TV Hollywood for nine
stage setup men. Union asking $52.50 for 40-
hour week, network offering $42. If strike is
put into effect approximately 100 IBEW
members at CBS-TV would join walkout.

ZEH LEAVES AGENCY

ROBERT E. ZEH has announced his resigna-
tion as vice president, account executive and
copy director of Henri, Hurst & MeDonald,
Chiecago. :

Closed Circuit

(Continued from page 4)

spectively, of WSM Nashville, who collaborated
on pop song Chattanooga Shoe Shine Boy, may
have a hit. Red Foley’s Decca record of nura-
ber getting rave notices from record reviewers.

BELL & Co., Orangeburg, New York (Bel-
Ans), through its agency Redfield-Johnstone,
New York, preparing one-minute radio spots
to start in January on seven stations. Com-
pany heavy newspaper advertiser but agency

. advising radio and seven-station spot test. -

GENERAL FOODS Corp., New York (Devil’s
Food Mix), through Young & Rubicam, New
York, starting three-week test spot campaign
in Boston only in mid-January.

ALEXANDER SMITH & SONS, New York
(Floor Plan rugs), through agency, Anderson
Davis & Platte, New York, preparing -$86,000
one-minute film spot campaign in 16 TV mar-
kets starting Feb. 20. Contracts are for 12
weeks.

HELBROS WATCH Co., New York, negotiat-
ing directly with XELO Juarez, Mexico, for
intensive spot announcement campaign in 1950,
Company currently underwriting Richard Dia-
mond on NBC.

TV IMPACT MAY EXCEED
ATOM BOMB, SAYS CARTER

TELEVISION’S impact on society may bt
greater than that of atomic bomb, E. Finley
Carter, vice president in charge of engineer-
ing for Sylvania Electric Products Ine., New
York, told American Assn. for Advancement
of Science, meeting in New York.

Mr. Carter shared speaker’s honors with
Sterling W. Fisher, NBC manager of public
affairs and education, and Ricardo Muniz, gen-
eral manager, Receiver Division, Allen B. Du-
Mont Labs.

Mr. Muniz, speaking of video’s impact on
employment and education, said industry will
employ about ten times as many people as ra-
dio ever did, besides wide variety of employ-
ment which it stimulates.

Defending television against its alleged
death-blow to such things as reading and con-
versation, Mr. Fisher pointed out that whil¢
conversation declines at time of viewing, video
provides mental stimulus and topics for dis-
cussion when sets are turned off. Such shar-
ing of common experiences is good for family
cohesion, he said.

GREENE LEAVES NBC

F. MELVILLE GREENE, for 20 years man-
ager of NBC’s sales traffic division, retired
effective Jan. 1 to operate tourist court near
St. Augustine, Fla. In his service with NBC,
Mr. Greene is estimated to have ordered more
than a quarter-million station time segments
for NBC sponsors.

WHITE TO LEO BURNETT

WILLIS WHITE has joined Leo Burnett
Agency, Chicago, as account executive after
working as associate advertising manager of
General Foods Corp., Gaines Dog Food Division,
in Kankakee, Il1l.

JOINS TRANSIT RADIO

FLINT TRANSCAST Co., using WAJL Flint
facilities, joins Transit Radio Inc. Transcast,
headed by Myron Winegarden, broadcasts to
vehicles of Flint Trolley Coach: Co.
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In four weeks, The Nation's Statlon ..reached
FOUR- F'IFTHS——SO 7% — of all the 3,644,800
 radio homes within the WLW Merchandise-Able

Area between 6 a.m. and midnight.* That’ ‘cov-

. Of all listening among all radio homes Between y
6 a.m. and midnight durmg an average week\:

Of the 258 stations heard in WLW land; The
Natlon_s Station recewed ONE- SIXTH——~16 6%;w

140 W est 91b St., Cincinnati 2 O/Jta
360 N. Mzcbzgmz, Chicago 1, .

630 Frfth Avenne, New York 20, N ¥
638! Hollywood Blvd., Holly wood 28, Calif.

*Nielson Radio Index, February-March, 1949
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