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National Safety Council
Honors WHO for

Fourth Consecutive Year!

W HOS selection for the National Safety

Council’s Public Interest Award marks the
fourth counsecutive year in which this 50,000
watt Clear Channel Station has heen cited *“*for
distinguished service” . . . “for exceptional
service” to safety on the farm.

Proud as we are of this Award, we are more
preud of the people on our staff who helped
us win it—the script writers, music arrangers
and producers—the announcers, the guest
speakers. the civic organizations who coop-
erated to make broadcasting realities from
farm-safety ideas.

The Award is further proof of WHO’s
public-spirited programming, its awareness
of community responsibility, its desire to

furnish “Towa Plus” listeners with the finest
radio serviee in America. For adverlisers
there’s an added significance—WHO’s con-
sistent leadership means greater adverlising
values for any product, in any season, at any
time of the day or night.
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+ for 10wA PLUS!
DES MOINES . .. 50,000 WAT’I‘S

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
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WHAS-TV . . . soon on the air . . . will be represented
nationally by Edward Petry and Company.
Petry has represented WHAS since 1933.

VICTOR A, SHOLIS, Directar - NEIL D. CLINE, Sales Director
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Closed Circuit

NBC PRESIDENT Joseph H. MecConnell in
Washington Friday for further consultations
with FCC representatives on FCC’s tentative
ruling against arrangements for NBC’s pro-
jected 2%-hour Saturday mnight TV series
(earlier story, page 68). He returned to New
York without commenting, but in Washington
it was assumed NBC would not contest FCC's
decision.

WILEY, FRAZEE & DAVENPORT, New
York, recommending intensive spot announce-
.ment campaign in about 100 major markets to
its client, Amurol Prod, Co. (Ammoniated
tooth powder). Advertiser’s decision expected
within two weeks.

IT BECOMES more evident that NAB’s new
general manager, authorized by board at
Arizona meeting fortnight ago, will be selected
from outsidle NAB staff. President Miller
understood seeking expert in internal adminis-
tration rather than specialist. Practical broad-
casting experience regarded as prerequisite,

NETWORK head-shaking at some phases of
NAE headquarters operation said.to have been
aired at mid-week New York meeting of top-
level executives. Future attitude of networks,
now associate members, discussed at Iength.

REALIGNMENT of NAB structure was
premised largely on theory that entire or-
ganization has had quarter-century of ex-
perience in radio—hence no need for Radio
Division as such. TV, being a new medium,
requiring special attention and coordination
with all bureaus, is retained under G. Emerson
Markham.

THAT SECOND Sadowski Bill, to provide for
reorganization of FCC procedures, may origi-
nate in thig fashion: FCC, whose staff abetted
with first Sadowski measure (HR 6949), is
preparing detailed comments on Senate-passed
McFarland Bill (S 1973), which also reor-
ganizes FCC procedures and is pending before
House radio subcommittee headed by Rep.
George Sadowski (D-Mich.). Then look for
ideas expressed in FCC’s comments to turn
up in new legislation which may be introduced
as second Sadowski Bill. Exit McFarland Bill?

DON MeNEILL, of ABC’s Breakfast Ciub,
who is being wooed by CBS and NBC, re-
portedly advised to remain with ABC at recent
meeting with his sponsors, Swift & Co., Phileo
and General Mills. Mr. McNeill expected to
start simuleasting morning strip before fall.

PHILLIPS “66" through Lambert & Feasley,
New York, negotiating with Rex Allen, hill-
billy star, in Hollywood for half-hour network
show. CBS probably will be network.

NOW THAT FCC has approved test of Zenith
Phonevision, dollar-in-slot wversion of TV,
there’s speculation in Hollywood about Comdr.

' (Continued on page 86)
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Feb. 23: lllinois Broadcasters Assn., Springfield.

Feb. 24: Tennessee Assn. of Broadcasters, An-
drew Jackson Hotel, Nashville.

Feb. 27: Color Television Hearing Resumes, Dept.
of Commerce Auditorium, Washington.

Feb. 27-28: CBS Affiliates Advisory Board 9th
District, Beverly Hills Hotel, Beverly Hills,
Calif. )

(Other Upcomings on page 56)

Bulletins

FORD MOTOR Co. will increase Ford Theatre

"program on CBS-TV to weekly feature starting

Sept. 29. Now presented alternate Fridays,
9-10 p.m., series has been renewed for 52 weeks.
Agency is Kenyon & Eckhardt, New York.

WGTM Wilson, N. C., to join CBS June 18 as
network’s 187th affiliate. Station is owned by
Watson Industries Inc. General manager is
Allen E, Wannamaker.

ALL-RADIO GROUP REVISES -

‘LIGHTNING’ SHOWINGS

OF TOTAL of 84 presentations of “Lightning
That Talks” already scheduled when NAB
board fortnight ago objected to quality of film,

only three cancelled as of last Friday, accord-

ing to All-Radio Presentation Committee (early
story page 24).

After New York premiere of film postponed
from March 1 to as yet unsettled date in late
March or early April, committee notified sub-
seribers in 32 cities where showings had been
scheduled in first three weeks of March that
their dates would be postponed until after New
York presentation. Committee reversed that
decision last week, advised all that original
schedules had been reinstated.

Because some had already acted on first noti-
fication of postponement, and cancelled ar-
rangements for theatres or other showing fa-
cilities, not all 32 cities will be able to follow
original schedule. Only three, however, indi-
cated definite cancellation, and they reported

future showing would depend on their reactions .

to viewing of finished film. Pieture shown
NAB board was not final version, it was
stated.

NARBA TO HEAR REPORT
ON BASIC CHANNEL NEEDS

REPORT showing points of U, §.-Cuban agree-
ment and disagreement on their respective
NARBA channel-allocations requirements is
slated to be presented today (Feb. 20) at fur-
ther meeting of U. S. and Cuban delegations
at Havana. Report was to be prepared over
weekend by special engineering committee ap-
pointed Friday after consultation between
heads of delegations: FCC Comr. Rosel H.
Hyde and Dr. Jose R, Gutierrez, deputy min-
ister of communications of Cuba,

Committee is headed by James Barr, chief of

{Continued on page 8¢)

Business Briefh

H-R CHICAGO OFFICE @ Chicago office
H-R Representatives.Inc.,, new station repr
sentative firm organized by resigned offiec
of Headley-Reed Co., will be located at 79 1
Monroe St., Frank M. Headley, president, a

nounced Friday. Dwight S. Reed, H-R exec
tive viee president, will be in charge in Chica;
(earlier story, page 21).

SPOT DRIVE PLANNED @ Maier Brewi:
Co., Los Angeles, plans new radio campaign
five weekly half-hour The Lonesome Galon
KHJ Los Angeles for 52 weeks. Drive star
April 10 with later extensive spot campaign
Southern California area. Agency, Brisache
Wheeler & Staff Los Angeles.

UPTON CLOSE LIBEL SUIT
DISMISSED BY COURT

DISMISSAL of $200,000 libel suit filed
Upton Close (Josef Washington Hall), cor
mentator, against Cowles Broadcasting C
as WOL Washington owner, and Albe
‘Warner, commentator, ordered Friday by Chi
Judge Bolitha J. Laws, U. S. District Cou:
for District of Columbia.

- Judge Laws granted defendants’ motion fi
summary judgment and denied similar m
tion by plaintiff. Court’s action makes it m
necessary to deal with remaining motior
filed by parties.

Statements made by Mr. Warner in WO
broadcast “constituted fair comment an
criticism of plaintiff’'s broadcast and we:
privileged,” court ruled.

Suit by Mr. Close grew out of local WO
commentary by Mr. Warner March 6, 194
1t was in answer to network broadcast previov
day, originating at WOL. Mr. Close charge
Mr. Warner's broadcast was false and defams
tory in 18 respects and claimed malice b
defendant, both personally and as agent o
Cowles interests. e

Mr. Warner argued his broadcast was priv
ileged as fair comment on plaintiff’s publicl
stated views on matters of public concerr
During war Mr. Warner was in War Intellj

gence Division of War Dept.

‘BROADCASTING’ RECEIVES
SEATTLE C. OF C. AWARD

SIXTH ANNUAL “Paul Bunyan Award"” cov
ering books, articles, stories and radio pro
grams presented Friday to BROADCASTING b;
Seattle Chamber of Commerce.

Scroll, presented at C. of C. luncheon, citec
Seattle market survey [BROADCASTING, July 11
19497 “for constructive contribution towar:
foeusing national attention on the city of Seat
tle during the year 1949.” Leo Lippman, Seat
tle news representative, received award o1

‘behalf of BROADCASTING. As author of marke

survey he was presented separate scroll.
Awards committee, covering seven classe:

of community service, headed by Joe Albi

president of Spokane Athletic Roundtable.
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The always-rich Wilmington market has heartily
welcomed the only television station located in the state of
Delaware—~ WDEL-TV —on the air since June 30,

1949. Viewers are enthusiastic about this, their own
television station. Already, tuning WDEL-TV is a

fixed habit—and set sales are showing a tremendous grawth
every month. This is due to the clearer picture this

local outlet brings, the resourceful and varied local
programming and NBC network shows. Be sure your sales
story is effectively seen and heard in the Wilmington

market where residents enjoy far above average per
capita income—fifth in the nation. Enjoy as do

many foremost advertisers, new, profitable business this
year from selling on WDEL-TV, Write for information.

Represented by Robert Meeker Associates
CHICAGO  SAN FRANCISCO  NEW YORK  LOS ANGELES

STEINMAN STATIONS NBC :

CLAIR R. McCOLLOUGH, General Manager

TV-AFFILFATE

WGAL WGAL-TV WGAL-FM WDEL WDEL-TV WDEL-FM

Lancaster, Pa. Wilmington, Del. . .

WKBO WRAW WORK WEST WEST-FM
Harrisburg, Pa. Reading, Pa. York, Pa. Easton, Pa.

i ROADCASTING ® Telecasting : February 20, 1950 ® Page 5



Yo Wonder '

THE EYES OF INDIANA ARE UPON US

THp g oa
cent of the newscaste

WFBM-TV
Channel 6

Program Schedule for |
February and March

24 GAMES OF THE
INDIANA HIGH SCHOOL
BASKETBALL TOURNEY

FROM SECTIONALS
TO FINALS

Butler field house, Indianapalis, is the
home of the most attention-compelling
bosketball contest in the U. 5. A_ Until
this yeor only o capacity of 15,000
lucky Hoosiers could see this great
contest. This year, WFBM-TV reaches
an arena of homes where appraxi.
mately four million basketball fans live.

® First again in Indiana, WFBM-TV is writing another
inspiring chapter in the history of Hoosier sports.
Beginning on February 22, all games of one of this
State’s outstanding sport contests, the Indiana High
School Basketball Tournament, will be telecast state-
wide to an eager and basketball-crazy audience.

The entire program is sponsored by local RCA-Victor
dealers, and thanks are due Mr. L. V. Phillips, Commis-
sioner of the Indiana High School Athletic Association,
and the board of that Association, for permission to
telecast the games.

It’s no wonder the eyes of Indiana are upon us. And
it’s our aim to keep them there. Our program schedule
is loaded with exciting sports events and other popular

and entertaining programs. And with inter-con-

nection due in the fall, WFBM-TV'’s service to

the Indiana audience will be greater than ever.

IN INDIANA ANY WAY YOU JUDGE!

BASIC AFFILIATE: Columbia Broodcasting System |
Represented Nationally by The Katz Agency |

Assoctated with: W FDF Flint — W OOD Grand Rapids —W EQA Evansville
Page 6 ® February 20, 1950
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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; ler
Nourse, Jo Hailey, Assistants to the Nets Edi-
tor. STAFF: David Berlyn, Lawrence Chris-
topher, Mary Ginn, Tom I-iynes, John Osbon,
Ardinelle Williamson. EDITORIAL ASSIST-
ANTS: BEstelle Dobschultz, Kathryn Ann
Jones, Pat Kowalezyk, Doris Lord, Wilson D.
McCarthy, Jean D. Statz: Eleanor J. Brum-
baugh, Assistant to the Publisher.

BUSINESS

MAURY LONG, Business Manager

Winfield R. Levi, Assistant Advertising Man-

ager; George L. Dant, Adv. Production Man-

ager; Harry Stevens, Classified Advertising
anager; Eleanor Schadlt, Phyllys Steinberg,

Judy Martin; B. T. Taishoff, Treasurer; Irving

% N{mer, Auditor and Office Manager; Eunice
eston.

CIRCULATION AND READERS’ SERVICE

JOHN P. COSGROVE, Manager

‘Lillian Oliver, Warren Sheets. Elaine Haskell
Grace Motta, Allen Riley.

NEW YORK BUREAU
250 Park Ave. Zone 17, PLaza 5-8355

EDITORIAL: Edwin H. James, New York
Editor; Herman Brandschain, Asst. to the New
York Editor; Florence Small, Gloria Berlin.
Bruce Robertson, Senior Associate Editor,
ADVERTISING: S. J. Paul, Advertising Di-
rector; Eleanor R. Manning.

CHICAGO BUREAU

360 N. Michigan Ave., Zone 1, CEntral 6-4115
:Nilliam L. ompson, Manager; Jane Pinker-
on.

HOLLYWOOD BUREAU

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

David Glickman, West Coast Manager; Ann

August.
TORONTO

N 417 Hﬁlrbotur Commission Bldg. ELgin 0775
ames Montagnes.

Bnoncasrmgc * Magazine was founded in 1931
by Broadcasting Publications Inc, using the
title: BroapcastiNg *—The News Magazine of
the Fifth Estate. Broadcast Advertising * was
ac;auired in 1932 and Broadcast Reporter in
1933.

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

Subscription Price: $7.00 Per Year, 25c Per Copy

BROADCASTING ¢

Telecasting



If WWDC did a selling job with 250
watts, what do you think it will do for
you with 5000 watts? This new power
means new listeners for your message
on WWDC—250,000 of them! It means
more value, more results from every
advertising dollar you spend on WWDC,
now more than ever Washington’s big
independent. Get the whole story from
your Forjoe man today.
WWDC-FM — 20,000 WATTS — THE

TRANSIT RADIO STATION FOR WASHINGTON

ROADCASTING ® Telecasting
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DEBAKER.. . 7pp . S
ohi® ST % "NExr Look 1N CFF
And to make sure America gets
the word, Studebaker uses Spot Radio.
Gets all-important local impact, keeps
dealers happy, proves Spot can do '
‘a job for products that rank high in

-
-
-
-
-

just about any product. Does it for
your product, too 7. . especially

when you use"th'e top Spot stations
listed here . .". -

- ———
-

. . 5
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REPRESENTED NATIONALLY BY

EDWARD PETAY & LU.ING

NEW YORK ¢ CHICAGO ¢ LOS ANGELES
DETROIT ¢ ST. LOUIS ¢ SAN FRANCISCO
DALLAS ¢ ATLANTA

SPOT RADIO

WSB
WBAL
WNAC
wICC
WBEN
WGAR

WFAA

WIR
KARM
KPRC
WDAF
KFOR
KARK
KF1
WHAS
WTMJ
KSTP
WSM
WSMB
WTAR
KOIL
wIP
KGW
WEAN
WRNL
WOAI
KOMO
KTBS
KGA
WMAS
WAGE
KvyQO
WSAU
WWVYA
KFH

—a

Atlanta
Baltimore
Boston
Bridgeport
Buffalo
Cleveland

Dallas }
Ft. Worth

Detroit
Fresno
Houston
Kansas City
Lineoln

Little Rock
Los Angeles
Lovisville
Milwaukee
Mpls.-St. Paul
Nashville
New Orleans
Norfolk
Omaha
Philadelphia
Portland, Ore.
Providence
Richmond
San Antonio
Seattle
Shreveport
Spokane
Springfield
Syracuse
Tulsa
Wavusav, Wisc,
Wheeling
Wichita

LIST

NBC
NBC
MBS
MBS
NBC
cBS

NBC
ABC

CBS
ABC
NBC
NBC
ABC
NBC
NBC

CBS
NBC
NBC
NBC
NBC
NBC
ABC
MBS
NBC
MBS
ABC
NBC
NBC
NBC
ABC

CBS
ABC
NBC
NBC

CBS

C8s

THE YANKEE NETWORK
TEXAS QUALITY NETWORK

BROADCASTING ® Telecasting
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C. MacGLASHAN, former executive vice president of Gardiner Ad
o Joins Kudner Agency, New York, in an executive capacity.
@

MERRE K. NORTHRUP, former account executive with Cruttenden & Ege:
Chicago, joins J. M. Mathes Inc., New York, as assnstant to Read Wight, directo
of radio and television.

JOHN K. STRUBING JIr., vice president and member of plans board of Compto
Adv,, New York, for nine years, elected member of board ¢
directors.

DON ELLIOTT, director of media department of Meldrum
Fewsmith, Cleveland, for past five years, assigned contac
responsibilities on Dearborn Motors account for firm.

NORAH ADAMSON YARDLEY, former film librarian fo
WBZ-TV Boston, joins Biow Co., New York, effective March ¢

LAWRENCE C. BARLOW, with Brocke, Smith, French
Dorrance, Detroit, as account executive for seven years, ar
pointed vice president of firm.

Mr. Strubing

KENNETH H. WARD, formerly with Schoenfeld, Huber
Green Ltd., Chicago, joins Pollyea Inc., Terre Haute, Ind., as account executiv:

WM. G. ROLLEY Adv. Agency, Atlantic City, N. J, WM. T, REYNOLDS Ci
and JOSEPH R. MICKLE Agency, Philadelphia, merge inte new corporatio
known as Rolley & Reynolds Ine. WM. GLEN ROLLEY appointed presiden
and chairman of board of new company. WM. T. REYNOLDS named vic
president and treasurer and MARY B. MICKLE appointed vice president an
account executive.

BERNARD H. LOMBERG, formerly advertising manager of International Trad
Co., appointed head of radio and television sales department. Headquarters ar
2016 Sansom St., Philadelphia 3.

ROBERT H. GASS, formerly advertising and sales promotion manager o
Evans-Winter Hebb Co., Detroit, joins Zimmer-Keller Inc., Detroit, as accoun
executive.

CAHILL, GORDON, ZACHRY & REINDEL, New York, announces opening o
European office at 52 Ave. des Champs Elysées, Paris. FREDRICK C. KEMP
NER is manager.

HARVEY Q. HICKMAN, formerly account executive with John Freiburg & Co
Los Angeles, joins Hal Stebbins Inc., that city, in similar capacity.

PAUL E. JACKSON, general partner of Jackson & Co., New York, is managin
new Chicago office of firm at 30 N. LaSalle St. Phone: RAndolph 6-5453.

WILLIAM T. MAXFIELD, formerly vice president and account executive
Lindeke Adv., Glendale, Calif., joins Newton A. Free Co. Los Angeles, i
similar eapacity.

HELEN GILLER GRANT, formerly with Ruthrauff & Ryan, New York, join
copy department of Duane Jones Co., New York.

JOHN R. MARKEY, formerly operator of his own Vancouver, B. C., agency
and WILMA MAHONEY, market research specialist, join staff of Charle:
Ross Adv,, Hollywood. Mr. Markey is merchandising director; Miss Mahoney
is supervisor of market research and analysis. Firm recently moved to large
quarters at 1418 N. Highland Ave. Phone is Hudson 2-1184.

NELSON AMSDEN, formerly with McCann-Erickson, Cleveland, Neal D. Ivey
Philadelphia, and sales and merchandising consultant for a number of com
panies, appointed by Morey, Humm & Johnstone Inc., New York, as its mer
chandising counselor.

BRUCE LINDEKE, for past four years operator of his own Los Angele:
advertising agency, joins Mayers Co., same city, as account executive.

WILLIAM A. MURRAY joins media department of Detroit division of Brooke
Smith, French & Dorrance, New York.

LEONARD SHANE Agency, Inglewood, Calif., opens client service and medis
office at 1127 Wilshire Blvd., Suite 307, Los Angeles. Telephone: Michigan 3231
Other operations continue at Inglewood office.

JOHN ORR YOUNG & Assoc., New York, moves to Steinway Hall, 113 W. 57t}
St., New York.

BROADCASTING. ® Telecasting



What shape are

M. L. P. D. are the four letters we've borrowed from
the alphabet to tell KXOK's outstanding story of results. They stand f'or
More Listeners Per Dollar! Check the Hoopers . . . check the time
costs . . . check the extra reach of KXOK's clear signai at
630 on the dial . . . and it all adds up to KXOK's top-rung —
position as the Na, 1 Buy, KXOK is the answer ta putting St. Louis” ABC Station » 12th & Delmar, CH. 3700
your sales {and your advertising budget) in better 630 KC 5000 WATTS = FULL TIME

shape in the St. Louis Area Market.

Owned and operated by the St. Louis Star-Times » Represented by John Blair and Co.




See what else the South’s

Greatest Salesman gives you:

- Advertising for our advertisers every
2 day 24 sheet posters, streetcar dash
2 signs, full-page newspaper adver-

tisements, store displays, work
with jobbers and leading
retailers— WWL uses
all of these — the
greatest audience-
building program

in the South.

He racks up leading Hoopers—

cets biggest share of cudience

Latest Hooper shows WWL share-of-audience ahead of
any New Orleans station. Nighttime WWL has greater
share than next 2 stations combined!

Page 12 ® February 20, 1950 BROADCASTING ® Telecastin




South’s Greatest Salesman
Helps Raise Better Crops

Farmers in 7 states profit from WWL’s varied farm program. WWL
helps them harvest bigger, more profitable crops—and sells them all
the while! Only WWL directs herd improvement contests, provides
weather and market reports, on-the-scene rural broadcasts, 4-H Club

programs.

He's a favorite :
all over the map - South’s Greatest Salesman

WWL primary coverage covers a two-
billion—dollar trading area. 50,000
watts, clear channel, and top program-
ming makes folks turn first to WWL.

NEW ORLEANS

: o '.::&)‘".’"‘-’;\‘w'“"‘_"“*{w
] B S ST !
50,000 WATTS CLEAR CHANNE!L CBS AFFILIATE

A DEPARTMENT OF LOYOLA UNIVERSITY REPRESEMTED MATIONALLY BY THE KATZ AGEMNCY

BROADCASTING ® Telecasting February 20, 1950 ® Page 13
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1440 N. MERIDIAMN STREET PEIDEL Corp., Providence, R. I. (Speidel Watch Bands and jewelty), ap
points Sullivan, Stauffer, Colwell & Bayles, New York, to handle its approxi
mately $760,000 advertising budget. Advertiser last season used both radic
and television, then sponsoring quarter-hour of Stop The Music on ABC and TV
show featuring Ed Wynn on CBS-TV.

DEL CAMPO BAKING Co. (wholesale baked goods), Wilmington, Del., appoint:
Kates-Haas Adv., same city, to handle all advertising. Radio is included 01
» current plans and TV for future,
yes, we’ve moved, .
BROWN SHOE Co., Buster Brown Div., St. Louis, sponsoring series of TV spo
attnouncements in 13 cities. Series will run through spring into summer month:

. B T in New York, Chicago, Philadelphia, Los Angeles, Boston, Baltimore, St. Louis
113 . . . b1 — Pittsburgh, Atlanta, Detroit, San Francisco, Cincinnati and Cleveland. Thre
Says 'u”lllle WLSh 800 [J announcements run weekly in all cities but New York and Chicago, where fou:

are scheduled.  Agency: Leo Burnett, Chicago.

COLGATE-PALMOLIVE-PEET Co., Jersey City, appoints Sherman & Marquette
New York, to handle advertising for its Veto deodorant, effective June 1, Prod
uct is now serviced by Ted Bates Inc., New York. Radio spots have been used
Watta mess! Watta racket!
LINCOLN-MERCURY DEALERS of Southern California, Los Angeles, sponso

Wammers, saws, carpenters, weekly 1% hours of jai alai games from Tiajuana, Mex., on KFMB-TV Sa

electricians, painters—all tryin’ to Diego and KLAC-TV Hollywood. Games are beamed from Tigjuana to KFMB
finish I . TV for simultaneous release on both stations with Mexiean government clear
nish up at the same time. ance granted. Contract is for 13 weeks, through Heasley & Heasley, Los Angeles

I feel like “curb-stone willie.”

f . ANNUAL CHICAGO RAILROAD FAIR, Chicago, appoints Foote, Cone & Beld
It won't be long now, tho, til we bave ing, that city, as agency. Radio and TV being cor?s;;dered.

somethin’ like St. Peter might’ve ordered...

SITROUX TISSUES, New York, through Franklin Bruck, New York, will spon
sor The Hazel Scott Show on WABD (TV) New York, starting Feb, 24, to in
radio results we’ve been giving advertisers troduce combination offer of Sitroux tissues and Sitroux kerchiefs, .

the facilities te back up the kind of

for a long time.
g timn QUAKER OATS Cg., Chicago, places Grady Cole and the Johnson Family ove:

37 CBS southern stations in 15-minute broadeast once weekly. Show originate:
at WBT Charlotte, N. C.

BOHEMIAN DISTRIBUTING Co., Los Angeles (Acme breweries), starts 52
week spot announcement schedule on KECA KFI KHJ and KNX Los Angeles
Spots run four nightly, six days weekly, except during March. Agency: Foote
Cone & Belding, Los Angeles.

ALDEN’S MAIL ORDER HOUSE, Chicago, will promote distribution of it
new catalog on its first TV show, The Dude Ranch, to be aired eight week:
as test on WENR-TV Chieago, Saturday, 8-8:30 p.m., starting March 4, througl
George F. Koehnke Agency, Chicago.

RAYLITE ELECTRIC Corp., Bronx, appoints Gordon & Rudwick Inc., Nevw
York, to handle advertising of its indoor and outdoor lighting products. Radic
and television spots may be used.

CHAMP HATS Inc.,, Philadelphia, appoints Hirshon-Garfield, New York, t¢
handle its advertising. Radio may be used.

ATCHESON, Topeksa, Santa Fe Railway, Chicago, plans evening one-minute
TV spot campaign for five weeks starting March 12 on Chicago and Los Angele:
stations, with about five spots weekly. Expansion to other markets may follow
Agency: Leo Burnett, Chicago.

FRANKENMUTH BREWING Co., Frankenmuth, Mich., appoints Ruthrauff &
Ryan, New York, to handle its advertising. Radio is being strongly considered

PHILCO CORP. sponsors half-hour TV show, Philco Mystery Chef, on WPTZ

@ (TV) Philadelphia and WNBT (TV) New York, Thursday, 4:30-56 p.m. Cooking
program, formerly on radio, promotes company’s new electric range product
Firm also sponsors Philco Playhouse on NBC-TV. Agency: Hutchins Adv. Co.

Philadelphia.

-A-B-C
HELEN T. BROOK Chocolates, Brooklyn, appoints A. B. Landau Ine., New
OF INDIANAPOQLIS York, to handle its advertising. Radio will be used.

George J. Higgins, Monager Free & Peters, National Representatives =~ CHEVROLET DEALERS of Southern California, Los Angeles, Feb. 27 starts

(Continued on page 489)
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Day and Night . . . an endless parade of the best in J|
radio entertainment for KT S A listeners! Great f“ _
programs, great features, great personalities! | =
All this, plus top local ||Jrograms and features
with an unexcelled coverage of all the news ; /\
No wonder more and Imore people say, 3 / :
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vhere the listeners are!

L 4

s

America’s greatest advertisers know
from long experience where to find
Chicago listeners in the greatest numbers.
That's why more of them use WBBM,
more than any other Chicago station,
for their main radio advertising effort.
So do Chicago’s smartest local advertisers.
Just look for the sponsors.

That's where the listeners are!

WBBM
Columbia Owned

Represented by
Radio Sales




IT’S EASY,
IF YOU
KNOW HOW!

HEN you get right down to it, programming Know-
How is what makes the difference between a great
station and “just another station.” And this difference is
what makes great stations outstanding advertising values!

We of KWKH have had 24 years’ experience in our Southern
market. As a result, we’ve got a “native-son” approach to
the Southern mind, heart and ear—a knack for programming
that’s unmatched in this area. The proof? Latest Shreve-
port Hoopers (Nov.-Dec., ’49) credit KWKH with top
ratings in all weekday periods—

KWKH |_s._ 52.0% .higher than the next station
for Total Rated Periods—.if actually 82.3%
higher, weekday Mornings!

BMB and mail-pull figures prove that KWKH does an

equally superior job in rural areas too. . .. Let us send
you all the facts about KWKH’s sales-influence in the
prosperous New South!

The Branham Company
Representatives

50,000 Watts «+ CBS -

Henry Clay, General Manager
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BASEBALL BUDGETS UP

SPONSORSHIP of 1950 base-
1all schedules, including ma-
or and minor league games,
vill bring total advertizser
udgets well past the $20 mil-
ion mark—this is not count-
ng the satellite programs and
pots built around these
rames, according to a pre-sea-
on roundup by BROADCAST-
NG.

While some contracts are still in
he negotiation stage, it already is
bvious that more sponsors will
pend more money on baseball than
ver before. More listeners and
iewers will tune in play-by-play
overage when the season opens in
aid-April.

Main addition to the 1950 dia-
nond lineup is the MBS 350-station
rackage [BROADCASTING, Feb. 13].

A blanket survey by BROADCAST-
NG last week found the major
eague cities about ready for the
eason. Most contracts were in
iIlmost to the day of the unofficial
leadline of Feb. 15, the date at
vhich the niajor league headquar-
ers annually pegs its sights for
learance of all broadcast contracts.
n addition, reports from minor
eague cities, show considerable
aseball budget increases there.

Chesterfield Increases

Liggett & Myers Tobacco Co.
Chesterfields) is expected to pick
1p a larger tab as a result of this
rear’s baseball scheduling. While
10 figures were available last week,
he expenditure is believed to be
wubstantially higher than during
.949 because of the addition of Chi-
:ago and the 35-station Midwest
3aseball Network to its coverage.
Agency handling placement for
&M is Cunningham & Walsh, New
rork.

L&M will sponsor the full 154-
rame schedule of the National
League’s Chicago Cubs with WIND
“hicago the originating station.
8ert Wilson will handle play-by-
slay chores as he has in the past.

Elsewhere, the Chesterfield pie-
ure is essentially the same as
‘ast year with the tobacco firm
sponsoring radio-T'V coverage of
-he Washington Senators and the
New York Giants. WMCA New
York will beam the radio version
>f home and away games of the
Giants, while WPIX (TV) New
York will telecast the 77 home con-
tests—an agreement now in its

BROADCASTING ¢

WASHINGTON,

third year. Expected to rotate
radio-video duties are Russ Hodges
and Ernie Harwell and another an-
nouncer to be selected.

In Washington the rotation of
radio-TV sportscasting also will be
employed. Announcers Arch Me-
Donald, veteran Washington sports-
caster, and Bob Wolff will give lis-
teners and viewers a running de-
scription of Senators’ diamond ac-
tivities. WWDC-AM-FM Washing-
ton, which switched today from its
1450 ke 250 w facility to 1260 ke
5 kw, has xclusive AM rights for
all home and away games, both
day and night. Last year, WWDC
broadeast only night and Sunday
games with WPIK Alexandria, Va,,
airing weekly day games. In the
package rights negotiated this
year by Liggett & Myers—similar
to that consummated in 1949—
Chesterfield 1s given exclusive “in-
the-park” advertising rights. Tele-
casts of Senators home games will

e
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Record Outlay for ‘50 Coverage

be handled again by WTTG (TV),
DuMont’s Washington station, with
Howard Williams assisting Messrs.
McDonald and Wolff in announcing
chores,

Yankee Sponsorship

P. Ballantine & Sons (Ballantine
beer & ale) again will sponsor tele-
casts of all New York Yankee home
games on WABD (TV) New York,
as well as alternate radio sponsor-
ship on WINS New York of all
Yankee home and road contests
with General Cigar Co. for White
Owl cigars. J. Walter Thompson
handles both accounts. Mel Allen
and Curt Gowdy have been set to
announce on AM, with TV chores
still undecided.

The split sponsorship also will
prevail for coverage of the Brook-
lyn Dodgers, with F & M Schaefer
Brewing Co. paying the bill for
home telecasts on WOR-TV New
York, and 509% of the Dodgers’
full season schedule on radio. Post

Cereals Div. of General Foods Corp.
will sponsor the balance of the
broadcasts, which will be aired live
by WMGM New York. Young &
Rubicam handles Post Cereals; the
Schaefer Beer account is under
BBDO.

It is understood that the New
York Yankees management is mull-
ing a special arrangement which
would set up a “home of the cham-
pions” network comprising 12 up-
state New York stations beyond
the conventional 50-mile limit cited
in major league rules governing
broadcast rights. Albany, Jersey
City and other points would be in-
cluded.

A similar network arrangement
reportedly is under consideration in
Philadelphia’s Shibe Park, home of
the American League’s Athletics
and the National’s Phillies, and ap-
parently has held up official release
of contract rights.

While details were not disclosed

(Continued on puge 52)

V,E WS ON DUE NAB Raise Gets Mixed Reaction

NAB'S increase in dues for sta-
tions—780 of them—in the four
lower income classes, effective
April 1 as a result of the board’s
recent Arizona meeting [BROAD-
CasTING, Feb. 13], met with mixed
reaction among members last week.
The subject promises to come up
informally, and perhaps on the
floor, at the mid-April convention
in Chieago.

When April NAB bills are sub-

mitted, Class A stations ($25,000
net income and under) will be asked
to pay $15 per month instead of
aproximately $6.50 ($7.50 minus
12159 discount). The discount
ends April 1. Three other low-in-
come brackets will pay higher
fees, the board having raised rates
to expand service to the member-
ship and to get rid of inequities in
the dues schedule.

Among those who voiced their

PRESIDENT
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NAB’s revised structure

Telecasting

views the new rates were praised
and cussed. Edgar Kopak, writing
as head of WTWA Thomson, Ga.,
to NAB President Justin Miller,
praised the boost. J. S. Younts,
president-general manager of
WEEB Scuthern Pines, N. C., was
one of those sharply critical but he
is willing to be shown that the
boost is justified.

Kobak Agrees
Mr. Kobak wrote:

.. I am glad to see that some
stranght thinking has been given to
the dues structure. I know from the
standpoint of WTWA I will be happy
to pay the increased dues. I have
paid in advance for this year and if
you will have a revised bill sent to
me [ will send you my dues for the
balance of the year.

Taking the opposite tack, Mr.
Younts wrote NAB:

. . Whereas small stations feel
that we receive benefit from NAB,
it is questionable if the benefit is in
proportion to the amount of dues
that you propose to charge in order
to maintain a very high overhead in
Washington. When I see that you
have officers that are drawing yearly
salaries that exceed the total gross
billing per annum of many small sta-

(Continued on page 54)
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RED CROSS FUND

Radio, TV To Aid Drive

MAJOR radio and television net-
works will join in observing “Red
Cross Day” on March 1 when the
American Red Cross launches its
month-long 1950 campaign, How-
ard Bonham, Red Cross vice presi-
dent in charge of public relations,
announced in Washington last
week.

As in past years, Mi. Bonham
said, each sustaining network pro-
gram will feature a Red Cross mes-
sage the first day of the campaign
and all commerecial clients will be
asked by the networks to tie-in
or refer to the 1950 appeal.

Simultaneously, the more than
2,000 local stations in the United
States plan to cooperate with Red
Cross chapters in their communi-
ties by observing “Red Cross Day”
and by supporting the drive
throughout the month, Mr. Bonham
stated. Programs, announcements
and background material are being
supplied by chapters.

Combined Networks

The campaign launching will be
heralded by a half-hour Kkickoff
show 10:30-11 p.m. on Tuesday,
Feb. 28, over the combined net-
works of ABC, CBS and MBS.
President Truman and General
George C. Marshall, American Red
Cross president, will speak.

Campaign radio plans alse call
for an all-star variety program on
Monday, March 6; a six-program
series of Red Cross transcriptions
of national network star presenta-
tions; a pair of transcribed four-
and-a-half-minute dramatic spots
featuring Hollywood stars, which
will be distributed through cooper-
ation of the NAB; a series of
transcribed announcements; a se-
ries of television slides and trail-
ers; foreign language live an-
nouncements, and month-long radio
and TV network coverage and spe-
cial events,

Mr. CAMPBELL

CBS WESTERN DIV.

Mr. WILKEY

Campbell, Wilkey
In Shift

IN ANOTHER realignment involving its Western Division, CBS last
Thursday announced the appointment of Wendell B. Campbell, general
manager of WCCO Minneapolis-St. Paul, as western sales manager for
CBS network sales, and the elevation of Gene Wilkey, WCCO assistant

general manager, to Mr. Camp-
bell’s wvacated post at the CBS
owned-and-operated 50 kw outlet.

Mr. Campbell will headquarter in
Chicago, succeeding Don Roberts,
who resigned as CBS western sales
manager. Mr. Roberts’ future
plans were not announced, nor was
there any replacement indicated
for Mr. Wilkey at WCCO.

Both changes take effect today
{Monday), according to J. L. Van
Volkenburg, CBS vice president in
charge of network sales, and J.
Kelly Smith, CBS vice president .in
cnarge of station administration,
who made the announcement.

Mr. Campbell joined CBS’ Radio
Sales department in August 1938
and was western sales manager of
CBS Radio Sales until September
1942. He then moved to KMOX St.
Louis to become sales manager of

Dra\:Vn for BROADCASTING by Sid Hix

“Our spot s_aid Straightlye Amntiseptic removes mouth bacteria, film,
excessive acidity . . . but how were we to know it removes teeth too?”
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the CBS owned-and-operated sta-
tion. Later he was elevated to as-
sistant general manager, then to
general manager in 1945. Ile was
named general manager of WCCO
last year.

Mr. Wilkey came to WCCO from
WDOD Chattanooga, a CBS affili-
ate, serving as production director
and later program director and as-
sistant general manager. Mr.
Wilkey also has been general sales
manager of the Twin Cities’ CBS
outlet since late 1949.

CBS AFFILIATES
Coast Advisory Meet Set

SALES and programming as well
as general operation problems will
be discussed by some 35 station
owners and managers at a 9th Dis-
trict CBS Affiliates Advisory Board
meeting in Beverly Hills (Calif.)
Hotel, Feb. 27-28. Meeting was
called by Clyde F. Coombs, general
manager of KROY Sacramento and
director of CBS Affiliates Advisory
Board.

Several of the network’s New
York executives will participate in
the sessions. They include: Frank
Stanton, president; H. V. Aker-
berg, vice president in charge of
station relations; John J. Karol,
general sales manager, and Louis
Zusman, director of advertising.

West Coast network executives
attending are:

Howard S. Meighan, vice president
and general executive; Arthur Hull
Hayes, vice president and general
manager of KCBS San Francisco;
Harry Ackerman, vice president and
director ¢f network and TV pro-
grams, Hollywood; Merle S. Jones,
general manager of KNX Hollywood
and CBS Pacific Network; A. E.
Joscelyn, director of CBS Hollywood
operations; Wayne R. Steffner,
KENX-CBS Pacific Network sales man-
ager; George W. Allen, western pro-
gram director.

BROADCASTING

GOLORADO UNIT

Plan Western Slope Network

PLANS for a new regional net-
work comprised of five stations in
western Colorado were announced
last week. To be known as the
Western Slope Network, the unit is
scheduled to begin operations about
June 1 with KFXJ Grand Junction
as its key outlet. Other stations in
the network will be KIUP Du<
range, KUBC Montrose, KRAI
Craig and KGLN Glenwood
Springs. Latter station is now un-
der constructions.

Purpose of the network is three
fold, officials said: (1) to promote
radio in generdal in the western
slope area; (2) to improve pro-
gramming of all stations concerned
through an exchange of ideas and
programs such as sports, special
events and news; (8) to attract na-
tional and regional advertisers by
offering the five stations as a single
package.

Tentative plans for the new net-
work were made Feb. 5 in an all.
day meeting in Grand Junction
Clarence Mendenhall and Ari
Keese of the Mountain States Tele:
phone and Telegraph Co. spoke t¢
the group about line arrangements
for the network, Jerry Fiteh, di-
rector of the United Press Denver
Bureau, outlined a proposed systen
of news coverage for the region
Future' meetings are planned tc¢
work out final details.

Officials of the five stations at.
tending the plans meeting includ.
ed: Rex and Charles Howell, KFXJ
and KGLN; Dick Miner, KRAI;
George Cory, KUBC, and Pat
O’Brien, KIUP.

Swan Elected

E. T. SWAN, vice president of
Kellogg Sales Co., subsidiary of
Kellogg Co., Battle Creek, Mich.,
has been elected president by the
board of directors. He continues
in the position of sales manager,
which he has held since 1948.

- ]
CHRONOMETER with gold-initialed
name plate is presented to C. E.
Arney Jr. {(center), NAB secretary
treasurer, by the board of directois
for 10 years service with the asso-
ciation. Presentation wos made at
the Chandler, Ariz., board meeting
Feb. 8-10. Floral piece is presented
by Mrs. Michael R. Hanna, wife of
Director Hanna, WHCU Ithaca, N. Y.
Holding the chronometer is Director
Harry R. Spence, KXRO Aberdeen,
Wash.

® Telecasting
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H R lNc FURMED Miller Becomes New Headley-Reed Co. President

L NEW station representative or-
-anization, H-R Representatives
ne., opened offices in New York’s
thrysler Bldg. last Thursday.
'rincipals of the new firm, who
ntil a week before its formation
ad been executives of Headley-
ieed Co,, are: Frank M, Headley,
resident and treasurer; Dwight 8.
eed, executive vice president;
'aul R. Weeks, secretary.

This trio and George R. Mar-
hant, secretary and assistant
reasurer, New York Air Brake
l0., comprise the board of the new
ompany. Mr. Headley formerly
ras president of Headley-Reed
'o.; Mr. Reed was vice president

nd manager of the Chicago office,

function he will continue for H-R
epresentatives; Mr. Weeks was a
1ember of the New York sales
taff. H-R will open offices in Los
.ngeles and San Francisco shortly.

Following the resignation of
aese three on Feb. 11, the board of
[eadley-Reed elected Frank W.
filler Sr.,” president; Sterling B.
leeson, vice president in charge of
M sales; William B. Faber, vice
resident in charge of television;
‘rank W. Miller Jr., secretary and
reasurer. Mr.
tockholder in Headley-Reed, also
;i president of Kelly-Smith Co.,
ewspaper representative. His son
3 secretary of Kelly-Smith Co.
Tessrs, Beeson and Faber for sev-
ral years have been members of
he New York sales staff of Head-
:y-Reed.

Wrath Chicago Head

John Wrath, for the past six
ears a salesman in the Headley-
teed office in Chicago, was ap-
ointed manager of that office.
3. W. Sweatman remains as head
f the Atlanta office. Harold Lind-
2y in charge of the Los Angeles
ffice and Harold Barrett in charge
f the Detroit office.

Headley-Reed Co. was launched
n August 1939 to take over the
adio station representative fune-
ions of Kelly-Smith Co., which had
naugurated & radio d1v151on in
Yetober 1936 primarily to repre-
ent the radio properties of news-
)apers represented by the firm.
ffr. Miller Sr. has been majority
tockholder in Headley-Reed since
ts inception, with Messrs. Headley
ind Reed as minority stockholders.

D1sagreements over Operatmg
»olicies led eventually to the resig-
wations of the top Headley-Reed
»ersonnel and to their formation of
J-R representatives.

Mr. Headley announced that in
uddition to Mr. Reed and Mr.
Weeks, another long-term staff
nember of Headley-Reed would
join his new organization. She is
Marie Chernet, for the past 11
years office manager of Headley-
Reed and Mr. Headley’s secretary.

The new company’s offices will
be if Suite 1015 of the Chrysler
Bldg., New York, telephone Mur-

BROADCASTING . ®

Miller Sr.,” chief"

Mr. REED

ray Hill 9-7463,

Mr, Headley, coincident with his
moving to the new offices of H-R
Representatives Thursday, an-
nounced the first station to engage
his new firm was KMPC Los An-
geles, a H0kw outlet owned by
G. A, Richards. KMPC was not
formerly represented by Headley-
Reed. .

Mr. Headley said other station
clients would be announced soon.
He said the policy of H-R Repre-
sentatives would ‘‘concentrate on
sales, not station relations.” He

Mr. HEADLEY

WEEKS

Mr.

added that many of the stations he
had worked for at Headley-Reed
had advised him of their intention
to appoint H-R as their represent-
atives as soon ag they could con-
clude their present contracts with
Headley-Reed. He pointed out that
the Headley-Reed contracts of 27
AM stations and one TV station
will expire within the calendar
year 1950.

AM stations now represented by
Headley-Reed Co. include: WSGN
Birmingham, WHES Huntsville,

WALA Mobile, WSFA Montgom-
ery, all Alabama; KJBS San Fran-
cisco; WELI New Haven; WCON
Atlanta, WDAK Columbus, Ga;
WEEK Peoria, WROK Rockford
Ill.; WGL Fort Wayne, Ind.; KSO
Des Moines; WITH Baltimore;
WSAR Fall River, Mass.; WSAM
Saginaw, Mich.; KFEQ St. Joseph,
Mo.; KMMJ Grand Island, Neb.;
WBAB Atlantic City; WHLD
Niagara Falls, WSYR Syracuse,
WTRY Troy, WFAS White Plains,
N. Y.; WWNC Asheville, WSOC
Charlotte, WSJS Winston-Salem,
N. C.; WJW Cleveland, WCOL Co-
lumbus, WONE Dayton, WTOD
Toledo, WFMJ Youngstown, Ohio;
WSAN Allentown, WFBG Altoona,
WJAC Johnstown, WLAN Lan-
caster, WEEU Reading, Pasa.;
WAPO Chattanooga; KOL Seat-
tle; WKOW Madison, WEMP Mil-
waukee, Wise. The firm also rep-
resents three TV stations: WTVN
(TV) Columbus, Ohio, WICU
(TV) Erie, WIAC-TV Johnstown,
Pa., and will serve two more now
under construction, WCON-TV At-
lanta and WSYR-TV Syracuse.

A SURPRISE BILL to require
licensing of networks by the FCC
and to arm the Commission with
sanctions against the networks was
introduced in the House last
Wednesday by Rep. Harry R. Shep-
pard (D-Calif.).

He said the bill would supersede
his pending measure (HR-2410)
which instead of licensing networks
would prohibit their ownership of
stations [BROADCASTING, Feb. 14,
1949]. This measure was slated
for study in House subcommittee
hearings . slated March 13,

The new measure, Rep. Sheppard
said, is designed to protect network
affiliates from “any discrimination
or coercive practices,” and at the
same time “permits considerably
less” FCC regulation of both inde-
pendent and affiliated stations.

It would also “protect all spon-
sors and their agencies from dis-
crimination or intimidation on the
part of any network” and permit
them “to be free to determine
where and when their programs
shall be broadcast, in addition to
their regular network broadcast,”
Rep. Sheppard said.

Network licensing as provided
in the bill would be similar to the
established station - licensing pro-
cedures,

Additionally, stations seemingly
would be permitted to rebroadcast
any network program with the “ex-
press permission of the sponsor,”
and any other program with “the
express permission of the originat-
ing station.”

A network would have to have a
license if it consisted of two or
more stations located in different

Telecasting

NETWORK LICENSING

states and was operated for the
purpose of broadecasting ‘“‘a sub-
stantial number of identical radio
programs.”

Network licenses would be issued
for three-year terms, as in the case
of radio stations.

Licenses of network owned sta-
tion could be revoked or suspended
for a period up to 90 days (and any
construction permits held by the
network could be revoked) for sub-
mitting false information to FCC;
failure to operate substantially as
provided in the license; willful and
repeated violations of the Com-
munications Act, FCC rules, or U. S.
treaty; for attempts to coerce any
station to violate FCC rules or
otherwise operate improperly; for
violation of any FCC cease-and-de-
sist order.

Show Cause

Before revoking or. suspending
a license or issuing a cease-and-
desist order, FCC would be re-
quired to institute show-cause
proceedings against the network
concerned. After hearing has been
held the Commission could fine the
network up to $500 a day for each
day the offense was found to have
been committed. This would be in
lien of revocation or suspension,
but might be in addition to issuance
of a cease-desist order.

Failure to pay the “fine” as-
sessed would, unless FCC's order
were set asde by the courts, result
in revocation of the network li-
cense. The money would be pa1d
to the U. 8. Treasury.

The legislation would make it
unlawful for any network or net-

-

Sought by Sheppard

work representative to attempt “by
threat of economic injury” or “by
the offer of any inducement” to
prevent any sponsor from permit-
ting the rebroadcasting of his pro-
grams. This would not apply
where the subject of the broadeast
is a sports event or other produc-
tion to which an admission fee is
charged.

The bill would empower FCC to
investigate network practices with
respect to affiliates and sponsors,
and to issue appropriate regula-
tions. With respect to the rights
of affiliates, the bill also provides:

“If by reason of any action by
the sponsor of a network program
the network refuses to pay a radio
station affiliated with it, at the rate
to which the station would other-
wise be entitled under the contract
or affiliation, for broadeasting the
program, and the station does not ’
broadcast the program, no other
station within the primary service
area (as defined by the Commis-
sion) of the affiliated station shall
rebroadcast the program without
‘the express permission of the affili-
ated station.”

Pan-X Campaign

APPROXIMATELY $300,000 will
be spent by Pan-X Co., Los An-
geles, to introduce new Pan-X
liguid cooking agent in a six-month
national radio and television spot
campaign on 50 stations in 20 ma-
jor markets. The radio campaign
starts Feb. 27; TV campaign beging
gbout March 15. Agency is Cowan-
Whitmore, Los Angeles.

PaEeJ 21
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Best & Co., Beer Brewery, Whiskey Distil-
lery & Vinggar Refinery on Prairieville Street,
south side of the summit of the bill above Kil-
bourntown. Herewith we give notice to our
friends that benceforth we will bave bottom
fermentation beer for sale, also good corn
whiskey and vinggar by the barrel. We
will endeavor to give our worthy customers
Prompt and satisfactory service.  For barley
we will pay 44¢ per bushel.

& &

ON WASHINGTON’S
BIRTHDAY, 1845, the above
advertisement appeared in the
Wiskonsin Banner, a Milwau-
kee weekly.

This single-column insertion by

Pabst Brewing Co.s founding
fathers, costing little more than the
quotation for a bushel of barley,
marked the beginning of 105 years
of uninterrupted advertising by the
company.

In 1950, Pabst will spend more
than $6 million for advertising,
with a major portion allocated for
radic and television. With this
budget it hopes to better its 1949
sales record, which was the largest
in its ‘history.

The company's first radio pro-
gram in 1926 (for the makers of
Blue Ribbon Malt, who have sinee
merged with Pabst) featured Richie
Craig Jr., “the Blue Ribbon jester,”
in three 15-minute periods weekly
over the CBS network. The show
cost $5670 a week for talent, includ-
ing a guest star. Time costs to-
taled $2,300 weekly.

One of Mr. Craig’s first guests

By BILL THOMPSON

was an orchestra leader named Ben
Bernie. Pabst officials never for-
got the “terrific pace” of his pat-
ter. In 1928, the late Mr. Bernie
and his orchestra signed for a half-
hour show at $1,600 weekly, and
his Blue Ribbon Malt tag, “The
Mosta of the Besta,” became a
household phrase. He was paid
$1,750 his second year, $2,000 his
third, and by 1933 got $4000 weekly
after agreeing that he would not
broadcast for any other product.

The advanced state of Pabst
preparations - for the revival of
brewing in 1933 is indicated by the
fact that the year of repeal, when
both Pabst and its biggest rival
were producing beer, the competi-
tor's properties were assessed at
almost as high a value of those of
Pabst. However, a year before
beer production commenced Pabst
had buildings and machinery rated
at 30% more than that of its rival.

Pabst also had prepared for ad-
vertising its product at the second
Chicago World’s Fair, which
opened that year. (At the first, the
World’s Columbian Exposition of
1893, Pabst beer won a first award.
The company’s exhibit, featuring s
gold medel of its Milwaukee brew-
ery, was widely acclaimed.) The
famous Pabst Pavilion, where Ben
Bernie reigned, was on the draw-
ing boards by 1932; shortly after it
appeared “A Century Of Progress,”
on Chicago’s lakefront, would be a
reality.

By 1935 Pabst had gained its
share of the steady increase in total
beer consumption during the post-

¥ On Radio and Television

prohibition upswing. A survey of
10 cities by the Ross Federal Re-
search Corp. demonstrated the gen-
eral effectiveness of its advertising
campaigns. Personal interviews of
2,617 people showed that of those
who had heard and seen beer ad-
vertising, 509% were using the prod-
uct advertised, and 75% of these
drank Pabst. A still more positive
proof of advertising effectiveness
was Pabst’s sales leadership in
1936.

Network Radic Shelved

However, network radio was laid
aside temporarily se¢ that Pabst
could place its advertising budgat
on a more flexible basis, which
would permit gearing expenditures
in various markets more directly to
sales. This move opened up Pabst’s
era of spot and special events radio,
which was continued through 1943
when the company resumed net-
work advertising.

The first of Pabst’s big-time
radio appropriations went for the
Groucho Marx show in March 1943.
The Marx package cost $8,755, but
total expenses amounted to between
$10,000 and $12,000 a week. In
June 1944, Kenny Baker and Robert
Armbruster’s orchestra, plus out«
standing guest stard, came on for
the remainder of the year. In 1945,
Danny Kaye, Eve Arden and Lionel
Stander, together with Harry
James’ orchestra, took over.

This first radio venture by Mr.
Kaye was preceded during the sum-
mer by a schedule featuring the

& &

POSTLUDE to Cary Grant's performonce in ‘“Mr. Blanding Builds His Dream

House,” the first production on Screen Directors’ Playhouse was this gathering

of (I to r): Homer Canfield, NBC program manager; Mr. Grant; Nate Perlstein,

Pabst advertising director; ond Henry Legler of Warwick & Legler, agency
' ’ handling - occount. o
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James orchestra. In the summer of
1946, Orson Welles’ Mercury The-
atre signed on, to be followed in
the fall by one of Pabst’s most
lurable performers—Eddie Cantor.

With Mr. Cantor as spearhead,
she company made its radio shows
ind its slogan, “Thirty-three Fine
Brews Blended inte One Great
Beer,” the core of its promotional
fforts. Distribution of point-of-
jurchase materials, such as pocket
:alendars and cardboard store dis-
’lays, which began during the
iponsorship of Groucho Marx, was
wecelerated in 175 cities.

It was “like parting with an old
‘riend,” company officials say, when
fr. Cantor left Pabst last October.
2abst had to fill the need for a
lifferent type program. So Life of
tiley was taken on for both AM
mnd TV but not as a simuleast be-
:ause William Bendix, who stars in
;he sound version, was tied up by
notion picture commitments.
fackie Gleason, Broadway and
Jollywood comedian, plays Riley
m TV.

Heavy Sports Schedule

For years, Pabst has set a record
\mong brewers for sponsorship of
,ports events. Prior to 1949, the
‘ompany carried all of its sports on
AM, but during the past year has
mtered television in a big way. It
;ponsored the 1949 Chicago Cubs
1ome games, the recent Chicago
‘hampionship pro football game
setween the Bears and the Cardi-
1als, and also Chicago’s Ninth An-
wal All-Star Bowling Tournament,
1 two-day event. It carried the
New York football Giants 1949
10me games on AM, as well as the
Hollywood Stars and Angels base-
sall gzames on TV, Beginning March
l, Pabst will sponsor the fights
‘rom New York’s St. Nicholas
Arena over the CBS-TV network
(Wednesday nights for nine
wveeks).

If Nate Perlstein, Pabst’s radio
and television-minded advertising
irector, has his way, the com-
»any’s name will become more and
nore associated with sports. Al-
chough only 41, Mr, Perlstein has
ived up to the reputation estab-
ished by Pabst advertising men of
sygone days, notably A. Cressy
Vlorrison, who launched a three-

BROADCASTING *

vear “Blue Ribbon” campaign in
Harper’s in 1895, and Joseph R.
Kathrens, who set up the company’s
first high-level ($229,830) national
advertising budget through
J. Walter Thommpson in 1503,

At 18, Nate Perlstein had a part-
time job handling publicity for Ben
Bernie’s orchestra while attending
Northwestern U.’s downtown com-
merce school. He later joined the
Chicago advertising firm of Matte-
son, Fogarty & Jordan, which had
acquired the Bernie account, and
helped produce the “Ole Maestro's”
Pabst Pavilion gshow at the 1933
Chicago Fair. He became radio di-
rector of Morris, Windmiller &
Enzinger Agency in the mid-30s,
and remained with the firm as radio
and promotion director after it be-
came Morris, Sechenker & Roth.

Mr. Perlstein was 31 when he
first became an employe of Pabst
in 13939. He was named merchan-
dising manager of Pabst Sales Co.,
Chicago. On Jan. 1, 1945, he was
promoted to advertising manager
of the sales organization, and in
July 1948 was named advertising
director of Pabst’s overall opera-
tions, including its large Newark
subsidiary, Hoffman Beverage Co.

Radio's Power Lauded

“Radio is an effective medium
for Pabst because it reaches the
largest number of people while they
are at home relaxing,” Mr. Perlstein
told BROADCASTING. “We like to
contribute to that relaxation by
means of subtle commercials,
rather than to repeatedly slap the
listener down with annoying plugs.

“In the broader sense, aside from
its value as a eommercial medium,
radio is the backbone of Ameriea.
It gives enjoyment in the home,
keeping the family together. It is
an important part of our American
democracy.”

With a background in merchan-
dising, Mr. Perlstein is missing no
bets in merchandising Pabst radio
and TV shows. He spends about
3% months each year fanning out
from his Chicago office to trouble-
shoot markets.

Always alert to changing condi-
tions in markets and competition,
he holds frequent conferences with
Warwick & Legler, New York

oy
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HARRIS PERLSTEIN
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I. E. HARRIS (1), Pabst vice president
and sales manager, chats with I. E.
{Chick) NBC Central
Division vice president, at the first
showing of the Life of Rifey on TV.

Showerman,

I

agency which has handled the
Pabst account for the past five
years.

The history of the Pabst Brew-
ing Co. is too long and involved to
recount in detail. Here, however,
are the chief milestones:

In 1842, two sons of Jacob Best
Sr., great-grandfather of the pres-
ent Frederick Pabst, set out from
their father’s brewhouse and
winery in Mettenheim, Germany,
for the “land of promise.” Jacob
Jr. and Charles Best set up a vine-
gar factory in Milwaukee and pros-
pered so well that in less than two
vears their father, and his two
other sons, Phillip and Lorenz,
joined them to establish Best &
Co. brewery.

In 1848 a youth named Frederick
Pabst also came to the United
States from Germany and by 1857
was a steamship captain on the
Great Lakes. In 1862, he was mar-
ried to Phillip Best’s daughter,
Maria, and two years later became
an equal partner in Phillip Best &
Co., successor to Best & Co. In
1866, the partnership between
Phillip Best and Captain Pabst, as
the latter was known throughout
the company’s history, was dis-
solved. A new agreement was drawn
up between the Captain and Emil
Schandein, who during the year had
married another of Phillip Best’s
daughters, Lisette.

Capt. Pabst’s Acquisitions

This marked the beginning of the
most striking years of success in
the Pabst history, since the Captain
was a most colorful character. He
absorbed the Melms Brewery in
Milwaukee in 1870; incorporated as
the Phillip Best Brewing Co. in
1873 with capitalization of $300,-
000 (himself as president and Mr.
Schandein as vice president); start-
ed bottling beer in 1875; was
awarded a gold medal for his beer
at the Philadelphia Centennial Ex-
position in 1876, and a similar
award at the World’s Fair in Paris
in 1878; and by 1884 increased
capital to $2 million.

Four months after Emil Schan-
dein died in November 1888, the
company acquired the name Pabst
Brewing Co. for the first time, and
capital stock was increased to $4
million. During the same year, the
Captain refused to sell out to a
British syndicate, the first in a
series of refusals. In October 1892,
Falk, Jung & Borchert Brewing
Co. was absorbed and capital in-
creased to $10 million. During this
same year the Pabst Bldg. was
erected in Milwaukee and the Cap-
tain became first president of the
Wisconsin National Bank.

In November 1899 Pabst, already
advertising-minded, gave Diamond
Match Co. its largest order to date
for advertising on book matches.
Captain Pabst died Jan. 1, 1904,

and his son, Gustav, was elected
president. Three years later the
company’s beer won the “highest
award” at the International Foods
Exposition in Antwerp. In 19186,
Gustav Pabst was elected president
of the United States Brewers Assn.

By 1920, prohibition had forced
Pabst to dissolve its brewing com-
pany, but it set up the Pabst Corp.,
capitalized at $5 million. A year
later Gustav Pabst, who had ex-
celled at beer production, resigned
so his younger brother, Fred, could
become president and specialize in
the development of new products.
Sheboygan (Wis.) Beverage Co.
and the cheese division of Pabst
Holstein Farms (unrelated to the
earlier brewing operation) were ac-
quired in 1923, and Puritan Malt

(Continued on page 51)

THE CHESTER RILEYS of radio and
tclevision: Above, the video version
is handled by stage actor Jackie
Gleason, shown with Rosemary De-
Camp (the TV Mrs. Ritey), Below, the
AM favorite’s title role is synonymous
with the name of William Bendix (r),
who is pictured with John Brown
(Digger O’Dell, the friendly under-
taker).




vun WINNERS To Get Prizes in Week- Long Fete

"FOUR high school students who
won the annual Voice of Democ-
racy radio script contest, in a com-
petition that drew a million en-
tries, will receive their $500 schol-
arships and spend this week in the
nation’s capital as guests of NAB,
Radio Mfrs. Assn. and the U. S.
Junior Chamber of Commerce.

The winning scripts were by

blind transecriptions in a contest, -

involving 28,000 high schools in
48 states, District of Columbia and
Puerto Rico. The young students
wrote and voiced broadeast scripts
on the subject, “I Speak for De-
mocracy.” )

High spot of the week’s events
will be the awards lunchéeon Wed-
nesday at the Hotel Statler, Wash-
ington. Dr. Earl J. McGrath, U.
S. Commissioner of Education, will
preside. Edward W. Barrett, As-
sistant Secretary of State for Pub-
lic Affairs, will make the presen-
tations during a 15-minute nation-
wide broadeast on MBS, 1:15-1:30
p.m.

The Office of Education has en-
dorsed the annual contest. The
Voice of Democracy Committee is
headed by Robert K. Richards,
NAB director of public affairs.

Open Tuesday

Formal events for the four young
winners open with a Tuesday
luncheon in the Senate restaurant.
The winners will visit both houses
of Congress and hear their scripts
read inte the Congressional Rec-
ord. The Wednesday luncheon will
be broadcast by Voice of America
to all English-speaking countries.
NBC will carry the four winners
in an interview program with Mor-
gan Beatty.

Thursday morning’s sight-seeing
tour will end at 12:15 p.m. at the
White House where the winners

.LIBEL SUIT
KYW Asks Dismissal

ONE PHASE of argument on the
libel suit filed against five Phila-
delphia stations [BROADCASTING,
Feb. 6] was completed last week in
the city's Federal District Court.
KYW Philadelphia (Westinghouse
Radio Inc.) placed its plea before
the court asking for dismissal of
the bill of complaint.

KYW’s counsel contended that
there is no liability on the stations
involved under Section 315 of the
Federal Communications Act of
1934 which prohibits federal cen-
sorship of a political speech. The
other stations (WCAU WFIL
WPEN WIBG) are taking similar
positions.

The libel suit was filed by At-
torney David H. H. Felix, of Phila-
delphia, charging the stations with
airing a political speech of alleged
“false and malicious publication by
broadeast” last October. He asked
$50,000 in damages from each of
the stations.
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will be received by President Tru-
man. In the afternoon they will
visit Mt. Vernon.

Saturday morning the quartet
will be taken to Williamsburg. A
three-day visit will include a Sun-
day evening reception by- NAB and
a dinner with John D. Rockefeller
III and Colonial Williamsburg as
hosts. Mr. Rockfeller is chairman
of the board of Colonial Williams-
burg.

Luncheon Set

Monday Mr. Rockefeller will be
host at a luncheon for Gen. George
C. Marshzll, president of the Amer-
ican Red Cross. Gen. Marshall and
Mr. Rockefeller will be heard in a
broadcast on CBS, 5.5:30 p.m.,
with Voice of America sending the
program to all English-speaking
nations. The winning students will
address the youth of the world dur-
ing the broadcast, which will orig-
inate in the historic House of Bur-
gesses of the colonial capital.

Winning students who will re-
ceive the acclaim of official Wash-
ington and Williamsburg are Rich-
ard L. Chapman, Brookings, S. D.;
Gloria Chomiak, Wilmington, Del.;
Anne Pinkney, Trinidad, Col.;
Robert Shanks, Lebanon, Ind.

National judges, who chose win-
ners after local and sectional elimi-
nations, are Mr. Beatty; Mrs. Ray-
mond Clapper; Associate Justice
Tom C. Clark, of the U.S. Supreme
Court; Wayne Coy, FCC chair-

man; Douglas Southall Freeman,
editor and author; Andrew D. Holt,
president, National Education
Assn.; J. Edgar Hoover, FBI direc-
tor; Edward R. Murrow, CBS com-
mentator; James Stewart, actor.

GOTHAM RECORDING

New Firm to Handle Tape

THE GOTHAM Recording Corp,,
designed for transeribing and edit-
ing of tape re-
corded material,
has been estab-
lished by Herbert
M. Moss, radio
and television
producer, with
Stephen F. Tem-
mer, former su-
pervisor of tape
recording for
ABC.

Mr. Moss The new firm’s
offices will be at

2 West 46 St

New York. Telephone lines will

connect the " ecompany’s tape Te-
corders to all network studios in
New York from which they will
service advertising agencies and
industrial clients as well as civie
organizations.

The new tape recording firm will
have a production unit supervised
by Mr. Moss.

FCC Actions

THREE new AM and one new
FM stations approved by
FCC last week. Initial deci-
sion reported to grant another
AM outlet. Six stations
granted ownership transfers.
One AM and eight FM au-
thorizations deleted. Details
of these and other FCC ac-
tions may be found in FCC
Roundup on page 84 and Ac-
tions of the FCC beginning
on page 64. :

NBC Harris-Faye Pact

NBC HAS SIGNED an exclusiv
contract with Phil Harris am
Alice Faye covering their weekl:
radio program and giving the net
work first call on their televisio:
services when they decide to laune]
their own video show. Contract wa
signed last week by the two enter
tainers and Niles Trammell, chair
man of the board of NBC. Unde
the new pact, the pair will retai:
their current Sunday-7:30 p.m
spot, Mr. Trammell stated.

Hormel Renews

GEORGE A. HORMEL & Co.
Austin, Minn. {canned meat prod
uets), through BBDO, Minneapolis
renews Music With the Girls o
ABC Sunday, 5:30-6 p.m. (CST)
for 62 weeks from March 12.

ALL-RADIO

DESPITE postponement of what
had been originally planned as the
premiere of “Lightning That

.Talks” in New York, the All-Radio

Presentation Committee last week

decided to cling to original show--

Dates

Outside NY Stanc

FILM

ing dates already arranged in other
sections of the country.

The first wave of showings will
be held from early March through
May in cities that had already re-
served dates.

THIS backstage group at the CBS Jack Benny program which originated in
New York recently includes (] to r): Mr. Benny, Ben Duffy, president of BBDO,
and Vincent Riggio, president of the American Tobacco Co., sponsor.

BROADCASTING »

The precise date of the Nev
York presentation, originall;
scheduled for March 1, was not set
It will be in late March or earl;
April.

At a meeting in New York las
week, the committee announce:
that changes in the film suggeste«
by the NAB board after seeing i
in Phoenix a fortnight ago were al
ready made in the final version
The committee emphasized that the
film shown to the NAB directon
was not the finished picture.

Twenty cities have arranged t
present 35mm showing of the film
and 64 cities to show 16mm ver
sions in the first schedule, the com-
mittee said.

A proposal to revise the non-New
York presentations in view of the
postponement of the New Yorl;
premiere was voted down by the
committee.

It was learned that the New
York committee was considering
three dates, one in late March and
the other two in early Apirl, for
the New York presentation. One
of them will be chosen this week.

The decision to proceed with non-
New York showings as originally
planned was taken because of the
difficulty in revamping the distribu-
tion schedule, it was said.

Telecasting




AD COUNCIL

REPRESENTATIVES of radio,
advertising and industry convened
in Washington last week for the
sixth White House meeting of The
Advertising Council and its com-
mittees.

High praise was heard for ra-
dio’s part in supperting Advertis-
ing Council backéd campaigns.
During the Wednesday night board
session a 20-second television film
spot, on behalf of the Census cam-
paign to open in March, was pre-
viewed. This is the Counecil’s first
endeavor in the television field.
The film was prepared by Benton
& Bowles, volunteer agency on the
account.

At a Wednesday night dinner at
the Statler Hotel, Vice Admiral
Ross T. MclIntire, USN (Ret.),
thairman of the President’s Com-
mittee on National Employ the
Physically Handicapped Week, pre-
sented an award to the Council for
its efforts on the campaign. In
his remarks Admiral MecIntire
praised radio, reportedly the chief
nedium used.

Wilson Cited

Charles E. Wilson, president of
aeneral Electric and chairman of
the Council’s Industries Advisory
Committee, received a special ei-
:ation for his leadership as chair-
man of the sponsor’s committee of
he United Chure¢h Canvass. The
titation was received in Mr. Wil-
son’s absence by Charles G. Mort-
mer Jr., vice president in charge
»f marketing, General Foods Corp.,
and a member of the Council’s
soard of directors. More than $3
million worth of time and space
reportedly was contributed to the
:ampaign.

Also at the Wednesday dinner
session, Treasury Secretary John
W. Snyder thanked the Council for
its support of the Savings Bonds
rampaign. Radio was widely used
in this endeavor. Rcbert M. Gray,

COCKTAIL party Wednesday after-
noon at the Statler Hotel gave mem-
the Advertising Council
White House sessions a chance to get

bers of

together for some informal conver-
sation. T. S. Repplier (r), Advertising
Council president, . discusses the
meeting with Mark Woods {I), ABC
vice chairman of the board, and
Frank Stanton, CBS president.

£

Holds Sixth White House Meeting

advertising and sales promotion
manager, Ess¢ Standard 0il Co.,
gave a 16-month progress report
on the American Economic System
campaign, widely backed by radio.
Mr. Gray is eoordinator on the ac-
count and a member of the Coun-
cil’s board of directors.

Thursday morning the group
witnessed a demonstration of CBS
color television. Following intro-
ductory remarks by Frank Stan-
ton, CBS president, a shortened
version of the program seen by over
15,000 Washingtonians in the past
few weeks was presented.

Closed Sessions

Gathered for the day and a half
meeting were members of the Ad-
vertising Council, its board of di-
rectors and staff, plus the members
of the Industries Advisory Com-
mittee and Public Policy Commit-
tee. A majority of the time was
spent in closed sessions with heads
of government departments. As
one of his last official acts, David
Lilienthai, former chairman of the
Atomic Energy Commission, ad-
dressed the group Wednesday.

Dr. john R. Steelman, assistant
to the President, presided at these
sessions. In addition to Mr. Lilien-
thal and others connected with the
AEC, the conference heard from
Dean Acheson, Secretary of State;
Livingston Merchant, acting As-
sistant Secretary for the Far East;
Paul G. Hoffman, administrator,
Economic Cooperation Administra-
tion; Charles Sawyer, Secretary
of Commerce; Charles Brannan,
Secretary of Agriculture, and
Frank Pace Jr., director, Bureau
of the Budget.

Wednesday afternoon the group
met briefly with the President. A
cocktail party was held Wednesday

{Continued on page 55)

- Kirschner,

INFORMAL discussion groups at the
Statler jncluded:

TOP PHOTO (I to rl:
president,

Herbert H.
Advertising
Assn, of the West; Lawrence W.
Lane, publisher, Sunset magazine,
and member of the Council board,
and Robkert C. Coleson, Ad Council
Hollywood representative,

SECOND PHOTO: Howard J. Mor-
gens, vice president in charge of ad-
vertising, Procter & Gamble, and
Samuel C. Gale, vice president and
director of advertising, General Mills.
Both are on the Council board of
directors.

THIRD PHOTO: Nelscn Bond, vice
president, McGraw-Hill Pub. Co., and
member Business Paper Advisory
Committee, and Edgor Kobak, radio
consultant, and Council board mem-
ber.

FOURTH PHOTO: Ralph Hardy,
radio division director, NAB, and
Paul W. Morency, general manager,
WTIC Hartford. Both are on the
Council’s board of directors.

FIFTH PHOTO: A. R. Stevens, aod-
vertising director, American Tobacco
Co. and coordinator on CARE cam-
paign, and Mrs. Olive Clapper, pub-
licist and member of the Public
Policy - Committee.

BCTTOM RIGHT: Robert M, Gray,
advertising and sales promotion man-
ager, Esso Standard Oil Co.; Frederic
R. Gamble, president, AAAA, both
members of the Council board, and

‘Wesley I. Nunn, Standard Oil Co. of

Indiana and coordinator for the Stop

Accidents campaign. Mr. Gray is co-

ordinator on the American Economic
System campaign.
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A FEATURED speaker Wednesday night, Treasury Secretary John W. Snyder
(2nd 1), participates in a discussion with (I to r} Niles Trammell, chairman
of the board, NBC; Charles G. Mostimer Jr., vice president in charge of

marketing, General Foods Corp.,, and Lee R. Jackson,

Firestone Tire &

Rubber Co, Messrs. Trammell and Mortimer are members of the

Council’s board of directors,




CLEAR-CHANNEL DELAY

THE LONG-AWAITED clear-
channel decision is being held up
by FCC pending completion of cur-
rent NARBA negotiations, it was
revealed last week with the release
of testimony in Congressional hear-
ings on FCC’s 1950-51 budget.

This disclosure came during
testimony which also:

@® Reported progress on FCC'’s
plans to reorganize its staff into
four functional bureaus [CLOSED
CircurT, Dec. 12, 1949]:

@ Raised new doubts about the
lifting of the television freeze,
while putting late summer as the
earliest conceivable lifting date
(see story page 68);

@ Revived the old question of
fixing cut-off dates for the filing of
competing applications;

@® Disavowed FCC ability to
determine what goes on the air
{see story this page);

@ Reflected FCC opposition to
an extension of the AM license
term beyond the present three

years, or of the TV license beyond.

one year at the present time.

@ Indicated belief that sooner
or later, as spectrum space becomes
more and more scarce, non-broad-
cast services will start demanding
frequencies used by the broadcast
services.

Most of the testimony was given
by FCC Chairman Wayne Coy dur-
ing the Jan. 30 appearance of the
Commission and its top staff execu-
tives before a closed session of the
House Appropriations Subcommit-
tee on Independent Offices [BrRoOAD-
CASTING, Feb. 6]. The testimony
was released by the committee last
Saturday, although the appropria-
tions bill itself has not yet been
reported out of committee. For
FCC, the President’s request was
for $6,912,000, approximately
215 % more than the 1949-560 figure.

Chairman Coy, while giving no
hint of Commission thinking on the
clear-channel question, said the de-

- - -

THE ""Voice of Fisher's” (rl—ather-
wise unidentified— and Ken Fisher,
treasurer of Fisher Flouring Mills Co.,
looks over a three-column newspaper
ad heralding the mystery personality’s
tronscribed program scheduled five
mornings weekly on KOMO Sedttle.
The new show is in addition to Fisher's
23 weekly newscasts, Fisher's News—
Morning, Noon and Night on KOMO.
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cision is currently being held up
because of the NARBA negotia-
tions. U. 8. and Cuban negotia-
tions are now underway and full

NARBA sessions are slated to re-.

sume after April 1.

“It seemed to. us that it was not
advisable to make a decision in ad-
vance of [a new NARBA]” he
said, “because an agreement might
be reached which might act to
change the terms of the decision
in the clear-channel case, and cause
it to have to be reopened immedi-
ately and a new decision made.”

Decision Seen

But he appeared confident that
“if we can get a North American
regional agreement this year, with
Mexico, Cuba, and other countries
in the Caribbean area. ... we can
expect a decision from the Com-
mission in the clear-channel case.”

This, he said, would clear the
way for action on some 111 appli-
cations currently being held up un-
til the clear-channel decision is
reached.

Chairman Coy told the appropri-
ations group, headed by Rep. Al-
bert Thomas (D-Tex.), that FCC
has a full-time planning group at
work on reorganization studies.
The group is slated to complete its
study of common carrier functions
and make appropriate recommen-
dations to FCC about the end of
February, and will then proceed
to study safety and special service
and broadcasting functions, he said.

Four principal line bureaus

Decision Awaits NARBA Pact

would be created: Broadcast, Com-
mon Carrier, Safety & Special
Services, and Field Engineering &
Monitoring. Each would have a
director and would contain its own
professional divisions of law, en-
gineering, and accounting. (The
field engineering and monitoring
division already is set up along
functional lines.)

Chairman Coy said “considerable
progress” had been made toward
reorganization, but that ‘“antici-
pating the timing and the many
problems of the reorganization is
extremely difficult.”

He felt certain there would be
“g long transition period during
which the organization studies, re-
assignments of personnel, chang-
ing procedures, and many other
things will have a temporary re-
tarding effect upon our work.”

He said FCC is prohibited from
hiring a special outside engineer
to help blueprint the reorganiza-
tion plan, as the appropriations
group had suggested. Rep. Thomas
suggested $20,000 or $25,000 might
be appropriated for that purpose.

Chairman Coy said he thought
the projected reorganization “will
greatly increase our effectiveness”
and that “we can get more of our
work done than we have heretofore
been able to do.” He felt it *will
in part meet the disparity between
what we think we should have for
the job we have before us and
what we have been able to get as
an appropriation to carry that on.”

WHAT THEY SHALL HEAR

Coy Says ‘Dangerous’ for Seven To Decide

CHAIRMAN Wayne Coy assured a
House appropriations subcommit-
tee in testimony released last week
(see story above) that he felt it
would be “very dangerous” for any
seven persons to have authority to
say what shall go on the air.

He also thinks it's possible that
giveaways may become virtually
extinct by the time FCC's anti-
giveaway rules are court-tested,
even though the court test may
come within a few weeks.

Rep. Albert Gore (D-Tenn.} was
pushing him as to whether FCC
had considered “requiring these
deep-abdomen, vociferous, hired
laughing participants on the sup-
posedly funny-man, wisecracking
shows to stay a certain distance
from the microphone.”

He said he hadn’t, and then Rep.
John Phillips (R-Calif.) interjected
that it was his habit in such cases
to rely on “one of those little but-
tons on your set that you can push
and cut the program off.,” Rep.
Gore felt that “hundreds of thou-
sands” are turning off their sets
“because that kind of tripe comes
over the air.” To this Chairman
Coy replied:

That raises a rather difficult prob-
lem, as to just how far any com-

munications commission can go.
There are seven of us. If we had
the authority to determine the kinds
of programs that would suit us, I
do not believe we are smart enough
to pick out what would satisfy the
American people. We are a group of
people with widely diverse interests,
and 1 think it would be dangerous
for seven people to have the author-
ity to determine what went on the
air.

The real control of American radio
is in the hands of the public, and
Mr. Phillips has given the answer to
it. People just will not listen to
things they do not want to hear. As
to the radio networks and independ-
ent stations, if you can imagine their
getting as bad as Mr. Phillips indi-
cated he thinks they are, when he
can find nothing but bad, people
will just quit turning on the radio
and the radio will be dead if they
cannot get people to listen to it.

.+« Two or three years ago the
giveway programs were among the
most popular programs on the air.
Today, I do not believe there is one
of them that is in the first 15 of the
top radio programs, and I would say
that nearly half of the giveway pro-
grams have disappeared from the
air. They may even disappear com-
pletely before we are able to litigate
in court the legality of our regula-
tion [banning giveaways], but I still
think we ought te litigate it.

BROADCASTING +*

Chairman Coy said FCC fore
sees ‘‘nothing but increasing de
mand” from the non-broadcas
services, with the likelihood tha:
eventually these users will be seek:
ing frequencies allocated to broad
casting.

Committee Chairman Thoma:
conceded that FCC is operatinf
under a workload that “simply if
staggering,” and ventured that on
reason is the Commission’s failur
to “delegate enough authority &
the staff.” He paid tribute ¢t
FCC’s preparation for the budge
hearing.

He felt FCC’s administrativ
services “are a little high,” with :
total of some 119 persons assigne:
to such duties. Chairman Coy dis
not regard that as more than nec
essary.

Rep. Francis Case. (R-S. D.
wanted to know if the Commis
sion’s workload wouldn’t be re
duced materially if television sta
tions were licensed for three year
instead of one, and AM station
for perhaps six instead of three.

License Period

Chairman Coy replied that tele
vision stations were still too fex
to pose any great problem in thi
respect. While it is a new servic
“we want to get a more direc
look at how the service is develop
ing,” he said, adding that eventual
ly the license period undoubtedl:
will be lengthened.

As to licensing AM stations fo
“five or ten years,” Mr. Coy said:

We could [do so] if we believes
that that should be done. But w
do not think it should be done a
the present time. We think tha
the people who hold these frequencie
and who are required to operat
them in the public interest ought t(
be held accountable for their opera
tion, at least as often as every thre«
years.

Chairman Coy did not seem t¢
agree fully with the Commission’s
action abolishing the. Avco Rule
which permitted competitive bid.
ding for stations up for sale. Radic
frequencies, he said, “are public
property and it would seem thai
there ought to be some competitior
for them, and that the holders of
them who want to get out of busi-
ness ought not be permitted to se-
leet their successors as licensees.”

Hi-V Elects Godfrey

ARTHUR GODFREY, radio and
TV star, and his business manager,
C. Leo DeOrsey of Washington,
D. C., have been elected to the
board of directors of the Hi-V
Corp, maker of Hi-V frozen orange
juices and other food concentrates.
Plans are underway for an inten-
sive television and newspaper ad-
vertising campaign. Franklin
Bruck, New York, is the advertis-
ing agency.

Telecasting



What's around the corner?

Whatever it is, these cute little kittens seem to be
fascinated by it.

What’s around the corner for your sales program in
Baltimore? One thing is sure: if it’s low-cost results
from radio you want, W-I-T+H ought to be on your list.

W-IT-H is the station that delivers more /ome
listeners-per-dollar than any other station in town.
And in addition, a survey made under the supervision
of the Johns Hopkins University showed that of all
radios playing in taverns, 67.3% were tuned to W-I-T-H.

That means that you get big results from small
appropriations on W-rI-'T-H. Call in your Headley-
Reed man and get the whole W-I-T*H story today!

BROADCASTING * Telecasting

BALTIMORE, MARYLAND

TOM TINSLEY, President

& Represented by HEADLEY-REED

February 20, 1950
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Advertisement

7%

ONE RADIO STATION—WLS—is
mentioned by 97% of Illinois, In-
diana, Michigan and Wisconsin live
stock producers who answered the
question, “What radio stations do
you depend upon for live stock
-market reports? Please list these
stations in order of their impor-
tance to you."”

Of the 1,086 live stock producers
completing questionnaires, 97% or
1,053 mentioned WLS. A total of
78 other radio stations received
only 1,164 mentions—just a frac-
tion more than received by the one
station, WLS.

77% Put WLS First

The Chicago Producers Commis-
sion Association, a member of the
National Live Stock Producers As-
sociation, sent 7,858 questionnaires
to its own list of leading live stock
-men. The questionnaire does not
mention any radic station but was
planned to give a maximum of use-
ful information to the Producers
Association and all market serv-
ices.

Returns were unsually high at
14.1%. With 97% of the respond-
ing live &tock producers mention-
ing WLS as one of the stations
they depend on, 28.8% listed only
WLS! Another 49.1% made WLS
first choice, while also naming one
or more other radio stations. Add-
ing the 288% who listed WLS
.only, to the 49.1% who made WLS
their first choice, gives a total of
77.9% of all those responding who
put WLS first!

Live Stock Capital

Chicago radio stations were men-
tioned a total of 1,653 times, while
radio stations outside Chicago were
mentioned ony 564 times, indexing
the importance of Chicago as the
live stock capital of this broad
Midwest region.

A Wide Margin

Three other major Chicago sta-
tions received mention in the re-
turned questionnaires, but the mar-
gin between WLS and all others
was wide, as shown by the chart
on this page.

Station “B" was first choice with
only 12.4%, against the 77.9% first
choices for WLS. Stations “C”
and “D” shared less than one per-
cent of first choices, while stations
outside Chicago shared 8%.

Towns Effected, Too

Live stock market reports are
not exclusively the business of the
live stock producér or farmer. In ™
Midwest cities and towns, particu-

DEPEND ON WLS

larly those of 10,000 and under, the
whole community has a big stake
in the farmer's prosperity. Auto-
motive dealers depend on farm-
bought trucks and cars for their
profit—grocery and drug stores
build their volume on farm family
purchases. Daily live stock market
reports are a regular listening
habit with scores of townspeople.
This close town-farm relation-
ship has established WLS listener-
loyalty in the entire market—farm
and town alike. Backing up serv-

ices such as market reports is the
family-style entertainment found
only on the WLS National Barn

Bill Morrissey, whose twice-daily
broadcasts direct from the Union
Stock Yards are “must” listening for
live stock producers in four states.

First in Market S

Dance and the daily programs fea-
turing Barn Dance stars.

All Needed Services

WLS treats homemakers' infor-
mation, regional news, weather,
grain markets, and educational
programs with the same thorough-

Lloyd Burlingham, veteran farm editor

and broadcaster, talks about ‘“This

- Farming Business’” each day at 12:45

over WLS, gponsored by Murphy Con-

centrates and by DeKalb Hybrid Seed

Corn. He precedes the closing live
stock market reports.

ness and dependability that char-
acterizes the station’s broadcasting
of live stock markets, Each has
its established place on the daily
schedules—each service is handled
by people who know both their sub~

T

MENTIONS FIRST MENTIONS FIRST

Study Shows
WLS Dominance
In Service
To Livestock
Producers
|

c D
me B2

MENTIONS FIRST MENTIONS FIRST

Illustrating returns in Chicago Producers Commission Association study of
live stock producers’ use of radio in the Chicago Midwest. Black columns repre-

sent total mentions for each of 4 major stations; gray columns are number of

“firsts” for each station.

Experienced live stock man Daw
Swanson presents a weekly summar;
of live stock market happenings an:
trends every Saturday over WLS.

-

" ject “and their audience and it:

needs. Dinner Bell Time—Featur:
Foods—duPont. Award winning
School Time—Farm Bulletin Boarc
Prdirie Traveler—This Farming
Business-—Noontime News—all ar:
unduplicated in the WLS service
area. All rendered a needed serviee
at the right time. «~

,\ P

Qunck ReSponse

This explams why the single
WLS announcement of Edith Han
sen’s birthday brings over 4,00(
letters from her WLS Kitchen Clut
audience. It explains the steady in.
crease in number of quality dealer:
for several current WLS adver.
tisers.

It explains why a 50,000-watt
clear channel radio station dis re
garded as a next-door neighbor ir
homes from the heart of Chicago te
the outer edges of a four-state
territory.

Facts Available

There is more information avail
able on the details of the receni
study in which 97% of responding
live stock producers mentionec
WLS as one of the radio stations
they depend on for market reports
—and 77% put WLS as their first
choice. ]

There is also more data available
on the success of advertisers who
are using WLS talent, time and
programming to speed sales and
distribution of a wide variety of
products in the Chicago Midwest—
America’s second market and first
in salability through one far-
reaching medium. Write, telephone
or wire “Sales Manager, WLS, Chi-

* cago 7, Illinois” or see your John

Blair man today.

WLS, the Prairie Farmer Station,
1230 Washington Blvd., Chicage 7,
Illinois. 50,000 watts, 890 kilo-
cycles, Amencan affiliate. Repre-
sented nationally by John Blair &
Company.

-

Advertisement



172,775 SEEWLS STARS IN 1949

First in Midwest Entertainment

The friendly acceptance WLS
programs receive in the multi-
million family homes of the Chi-
cago Midwest i3 based on service,
family entertainment—and on
the feeling of personal friendship
established by the WLS entertain-
ers who travel half a million
miles to appear before three-
fourths of a million people in a
single year.

This is just one of the plus fea-
tures working for every WLS
advertiser to bring acceptance of
his sales message over the neigh-
borly clear channel station noted
for—

Packed tent for one of the three daily shows put

. by thi t Hlinai 1
* l.urgest entertainment staff on by the WLS Buccaneers o inois State Foir

traveling the Chicago Midwest
Y Special shows 3-times daily at three State Fairs
v A million letters a year for 20 years

% Llive stock market reports that are first choice with
77 % of live stock producers

v 42 Dinner Bell remote broadcasts during 1949
% Friendly, widely-known announcers
Y Its own classroom program and its own staff pastor

Y¢ Two packed houses every Saturday night in Chicago for
the WLS National Barn Dance

WLS—FIRST IN SERVICE, ENTERTAINMENT AND \' The

RESULTS IN THE CHICAGO MIDWEST PRAIRIE
FARMER
STATION

CLEAR CHANNEL Home of the NATIONAL Barn Dance | CHICAGO 7

890 KILOCYCLES, 50,000 WATTS, ABC NETWORK—REPRESENTED BY JOHN BLAIR & COMPANY

iROADCASTING ® Telecasting February 20, 1950 ® Page 29
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THERE are flexibility and sales in
the business triangle of radio, the
retailer and the advertiser. WJR
Detroit, which calls itself the city’s
Goodwill Station, has plotted the
graph with a promotional campaign
that pays off in plaudits on its
goodwill register.

By cooperation with a grocer’s
trade journal, Grocer’'s Spotlight,
WJR reports it is attaining re-
markable success with its promo-
tional program, Grocery Grag-Bag.
For the public, the show entertains
and provides service. For the re-
tailer, it provides an opportunity to
become a city-wide personality as
a businessman. And to radio, the
program promotes products of ad-
vertisers who are its commercial
life-blood.

The show has a quiz format and
is broadcast each week from a gro-
cery store chosen from listeners’
nominations. Selection is based on
outstanding jobs done for both the
community and the store’s cus-
tomers. The grocer, or store man-
ager, is cited as “Grocer of the
Week.”

One of the heaviest trade and
public responses in the city’s his-
tory was recorded by WJR follow-
ing the initial broadcast on Jan. 14.
It brought 880 letters and calls

On Al

F YOU SHOULD chance to see
Bob Livingston of WBBM Chi-
cago loitering around a pad-
dock, don’t jump to the conclusion
he’s 'a horse player. Bob is a

_horse fancier.

The sales manager of Columbia’s
key midwest station was scarcely
out of his teens—only a dozen
years ago—when his Morgan filly,
“Black Satin,” won a grand cham-
pionship at the Illinois State Fair.

Bob knows his odds too. He got
his first job at
WBBM by playing
percentages. It was
New Year’s week of
1946 when he wan-
dered into the office
of station represen-
tative Howard Wil-
son in Chicago. The
manager, Sil Aston

ager of WAIT Chi-
cago), tossed him an
issue of BROADCAST-
ING, while he was
warming his toes,
and Bob opened it
to a column featur-
ing the biography
of WBBM Sales
Manager Ernie
Shomo.

Bob noted that Mr. Shomo, who
has since been named general man-
ager at KMOX St. Louis, acquired
his first sales job at WBBM after
only one call. The decisiveness of
the station’s action prompted Bob
to make his next move in that di-
rection.

" Seven interviews and two weeks

the Weeﬁ |

Mr. Gamble (1) salutes & “Groe:
of the Week.” B

* % *

commenting on the broadecast. The
came from listeners, grocers an
wholesalers. Listeners wrote givin
‘their choice for future programs
grocers asked that their stores |
chosen as the next site for progra:
origination, and food industry rej
resentatives ecalled to ask the
pr.oducts be included in progran
ming.

Particular appeal to the food an

(Continued on page €6)

-ﬁccoan £5

later, Bob went to work for WBBM
Within a year he sold such pm
grams as Elgin American’s Wayr
King Show, which signalled ths
company’s entry into radio; Cai
field Ginger Ale’s Party Time,
Saturday nighter; Cory Corp. thre
quarter-hours weekly; and tk

first participations ever purchase
by Jay’s Potato Chips. By Fel
ruary 1947 he was moved to Ne
York as WBBM’s eastern repr.
sentative,

remaining -there unt
he succeeded M
Shomo as WBBI
sales manager la:
October.
Christened Robe:
James Livingsto)
Bob was born i
Washington, D. C
July 4, 1917. Hi
father, George, we
chief of the U. !
Bureau of Market
at the time, but soo
moved the family {
Minneapolis wher:
at the request c¢
milling interests, h
founded Livingston
Economic Servie
Bob attended grac
school in the Twi
Cities and went tw
years to Shattuck Military Acac
emy, Faribault, Minn. In hi
junior year, the family moved t
a 420-acre farm near Champaig:
Ill.,, and his father began commui
ing between Champaign and Ch:
cngo,’ where he headquartered a

(Continued on page 32)
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(0U MIGHT LAND A 12' 8"
BLACK MARLIN'—

YOU WON'T NET MUCH
IN WESTERN MICHIGAN
WITHOUT WKZ0-WJEF!

There are three sound reasons why
WKZO and WJEF consistently come up
with the best radio advertising results
in Western Michigan:

(1) They have more urban listeners.

These two CBS outlets get the high- out the town, village and farm
est Hoopers in their home cities. areas of Western Michigan.
WKZO gets a whopping big 59.5% (3) They cost less per listener. In
Share of Audience in Kalamazoo, delivering about 54.5% more lis-
and WJEI' heads the list in Grand teners than the next-best two-station
Rapids with 26.5% (Total Rated choice in the area, this strong com-
Periods, Nov.-Dec. °49). bination costs about 209, less!

{2) They have more rural listeners. For all the proof of WKZO-WJEF’s
BMB figures prove that outside outstanding superiority in Weslern
urban limits, WKZO and WJEF get Michigan, write to mns or ask Avery-
the largest ““circulation” through- Knodel, In¢!

*In 1926 Laurie Mitchell got one this long, weighing 976 pounds, in Bay of Islands, New Zealand.

WK @ WJEF

/o'w‘ N KALAMAZOO | fPl" N GRAND RAPIDS |

and GREATER WESTERN MICHIGAN | - AND KENT COUNTY
(cBS) (CBS)

BOTH OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES
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Tofol Raled
Tita Pariady

CITY: MASHVILLE, TEMMESSEE

.

Represented 8y
FORJOE & CO., INC.
T. B. Baker, Jr., General Monager
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National Nielsen-Ratings Top Programs

(TOTAL U. S,

INCL. SMALL-TOWN, FARM AND URBAN HOMES

—and including TELEPHONE and NON-TELEPHONE HOMES)
JANUARY 1-7, 1950
NIELSEN-RATINGY

= Curreni Rating —

Page 32 ® February 20, 1950

Current  Previous Homes Homes Points
Ronk Rank Program (000) % Chonge
EVENING, ONCE.A-WEEK (Average for All Programs) (4,048) {10.3) (+0.4)
1 1 Lux Radio Theatre (CBS) .......... 9,035 23.0 0.0
2 2 Jack Benny (CBS) ................ 8,642 22.0 +0.3
3 13 Mystery Theotre (CBS) ....... 7,424 18.9 +3.7
4 4 Godfrey's Taleni Scouts (CBS) 7,188 18.3 —1.5
5 5 Churlne M:Curﬂly {CBS) .......... 6,992 17.8 —0.9
6 7 Amos 'n’ Andy (CBS) ..... ....... 6,953 17.7 +0.3
7 3 Fibber McGee & Molly (NBC) ..... 6,913 17.6 —2.4
8 [ My Friend lrma (CBS) ............ 6,874 17.5 —0.6
9 10 Bmg Crosby (CBS) ............... 6,717 17.1 +1.6
10 16 Chumircon ( CBS? ...... 5,678 17.0 +2.1
n 29 Crlmo Photogrepher CBS) 5,599 16.8 +4.0
12 17 People Are Funny (NBC) . 6,481 16.5 +2.1
13 20 Mr. Keen (CBS) ................. 6,285 16.0 +2.0
14 30 Hallmark Playhouse (CBS) ........ 5,285 15.0 +3.3
15 25 Suspense (CBS) .................. 5,246 159 +2.2
16 12 Bob Hope (NBC) - .vvuvrnenannns 6,246 15.9 +0.6
17 26 Mr District Attorney (NBC) . 6,206 15.8 11.3
18 23 Christian (CBS) .......... 6,167 15.7 2.0
19 33 .ludy Canova (NBC) .......... 6,167 15.7 +3.3
20 SB Big Story (NBC) ................. 6,128 15.6 +3.6
EVENING, MUI.T' WEEKLY (Averoge for All Progrems) {2,710) {6.9) {—0.1)
1 Beulah (CBS) ........coviuuunnnnns 617 14.3 +1.2
2 Counter-Spy (ABC) ............... 4,792 12.2
.3 3 Lone Ranger (ABC) ........0cvunn 4,753 12.1 +1.7
WEEKDAY (Average for All Programs) (2,553) :(6.5) (+0.5)
1 1 Arthur Godfrey (Ligg. & Mycrl) (CBS) 4,792 12.2 +0.4
2 4 Romance of Helen Trent (CB 4,557 1.6 +2.4
3 10 Young Widder Brown (NBC) ...... 4,085 10.4 +2.0
4 9 Wendy Warren (CBS) ............ 4,085 10.4 +2.0
5 1 Aunt lenny (CBS) .......... 4,046 10.3 +1.9
& 6 Backstage Wife (NBC) ...... 3,967 10.1 +1.2
7 3 Right to Huppmcn (NBC) ,928 10.0 +0.7
8 15 Our Gal, Sundoy, CBS) ..... 3,928 10.0 +2.0
9 2 Arthur Godfre (Nnbm:n) (CBS) . 3,889 9.9 +0.2
10 7 Stella Dallas (NBC) .............. 3,889 9.9 +1.2
1 5 Pepper Young's Fumlly (NBC) ..... 3,771 9.6 +0.6
12 20 Lorenzo Jones C{ ............. 3,575 2.1 +1.8
13 8 Arthur Godfre: (Ge dseal) (CBS 3,535 9.0 +0.4
14 13 Road of life ( .............. 3,457 B.8 +40.5
15 19 Rotemary (CBS) .»voovsvoirvronis 3,457 88 +13
DAY, SATURDAY (Average for All Programs) (2,396) (6.1) (—0.6)
1 1 Armstrong Theatre (CBS) ......... 4,939 12.7 +0.5
2 3 Stars Over Hollywood (CBS; 4,674 1.9 +40.5
3 2 Grand Central Station (CBS 4,59 11.7 0.0
DAY, SUNDAY (Average for All Programs) (1,493) (3.8) (—0.7)
1 1 True Detective Mysteries (MBS) ... 4,360 11.1 —2.9
2 2 Shadow (MBS} .................. 4,203 10.7 —1.8
3 3 Mastin Kane, Private Eye (MBS) ... 3,496 B.9 —1.9
Copyright 1950, A. C. Nislsen Co.
NOTE: Number of h is obtained by applying the “NIELSEN-RATING" (%) to 39,281,000—

the 1949 estimate of Total United Stutes Radio Homes.
(1‘) Homes reached during all or any part of the program,

fo 5 minutes.

h, listening only

pt for

CAB SESSION
Annual Meet Opens March 27

SELLING has been selected as the
main topic of discussion in tenta-
tive plans for the annual meeting
of the Canadian Assn. of Broad-
casters, March 27-30, at General
Brock Hotel, Niagara Falls, Ont.
The agenda, approved at a CAB
board meeting at Toronto Feb. 9,

starts with a pre-meet'ng diree-

tors’ session March 26 at Niagara
Falls,

Highlights of the four-day ses-
sion will be presentation of the
All-Radio Presentation film,
“Lightning That Talks,” by Mau-
rice B. Mitchell, director of Broad-
cast Advertising Bureau, and a tel-
evision forum conducted by Sam
Cuff, president, . Retailers’ Televi-
sion Film Service, New York.

Opening day’s program will in-
clude a closed business session and

committee meetings, the latter
scheduled for each morning
throughout the session. On Tues-

day, the noon luncheon will be
addressed by Don Henshaw, ac-
count executive of MecLaren Adv.
Co., Toronte. Wednesday after-
noon session will be a TV forum,

followed by idea and information:

forums with panels of Canadian
broadcasters to answer questions
gathered from the entire Canadian
broadecasting industry.

Also on the program are bus
tours Tuesday and Wednesday to
WBEN-TV Buffalo.

RELIEF SERIES

Stress Protestant Work

The transcribed series Owpera-
tions, Good Samaritan, is being
made available to stations by
Church World Service to tell the
story of united Protestant relief
efforts for the “One Great Hour
of Sharing” program to be ob-
served in U. S. churches on March
12.

One of the series, comprising
six 15-minute transcriptions, is an
interview between Albert Crews of
the Protestant Radio Commission
and a displaced person brought to
this country by Church World
Service, overseas relief agency for
major Protestant denominations.
Mr. Crews formerly was with NBC
and served as General McArthur’s
chief of radio before joining the
Protestant Radio Commission.

BROADCASTING °
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On All Accounts

(Continued from page 30)

executive vice president of th
Millers’ National Federation.

Before and after classes at Cham
paign High School, Bob learne
farming—especially the breedin
of pure-bred Morgan horses. I
addition to taking state fair prize
with “Black Satin,” he made
hobby of showing other Morgan
at fairs.

Bob studied agriculture at tk
U. of Illinois and Ohio State U
choosing the latter because it we
his father’s alma mater. He le:
before graduating, however, to b
come associated with the Vid:
Research Corp., Camden, N. .
Experiments in the molding ar
laminating of plastics prepare
Bob for a war-time venture as or
of the founders of Fulton Molde
Products Co., Hartford City, In.
The firm handled subcontract wor
on Curtiss C-76 airplanes durir
the early years of the war, an
did experimental work for Wrigl
Field and the Naval aircraft fa
tory.

Bob entered the service in 194
and while stationed with the Arn
Air Force at Gulfport Field, Mis:
first scouted the possibility of
career in radio. Released fro
service due to a physical disabilit
in January 1944, he joined tl
local sales staff of WDZ Tuscol
Ill. He was named sales manag¢
eight months later, and the fo
lowing year made the jump 1
WBEM.

Bob and Patricia Callaghan «
Chicago, a former member of tl
WBBM staff, were married Ju
They live on Chicago
Lake Shore Drive with the
daughter, Susan, aged 11 month

While in New York, Bob live

. on the Sound in Greenwich, Conr

and spent most of his leisure tin
on their boat, “Hiatus,” fishir
for weakfish or just loafing. Bac
in the midwest, Bob has resums
his first sports-love, fresh wat«
fishing.

WBAP TOUR

So. American Cattle Stud

UNDER sponsorship of WBA
Fort Worth, 21 Texas cattleme
and their wives left on a 21-da
South American tour Feb, 11 to s¢
how livestock is raised in the lowe
half of the hemisphere.

Traveling by Pan American Ai
ways, the party is headed by Layr
Beaty, WBAP  farm editor. TL
Texans are scheduled to visit Lim:
Santiago, Buenos Aires, Mont:
video, Sao Paulo, Ureba (Brazil
Rio de Janeiro, and San Jua
Puerto Rico, inspecting ranche
nearby.

In reporting the trip for WBAI
Mr. Beaty is using a tape recorde
en route for interviews and specis
broadecasts. These, as well as mov
ies he is making for WBAP-TV
are being flown back as the tri
progresses,

Telecastin;
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GUESS WE OUGHTA BUY EM
BOTH,ELMIREY !

st

i‘ ITH incomes far higher than the
national average, our wealthy Red River
hayseeds have all the dough they need

ARE YOU

for lux-your-rious living!

GETTING YOUR SHARE?

There’s a sure-fire way to sell our
high-spendin’ farmers. It’s WDAY, Far-
go. This remarkable station got the na-
tion’s highest urban Hoopers (for Total
Rated Periods, Dec. *48—Apr. ’49) and

in addition, WDAY has a phenomenal
rural coverage of the whole Red River
Valley! Our wealthy hayseeds and ‘‘city-
folk” mnot only listen to WDAY about
five times as much as to any other sta-
tion; they also buy the products they
hear advertised over WDAY!

Write to us or ask Free & Peters for
all the facts about this fabulous station!
You’ll be amazed!

WOAY

FARGO, N. D. NBC » 970 KILOCYCLES o 5000 WATTS

FREE & PETERS, INC., Exclusive National Representatives



HOOPER

TO HELP advertisers, agencies

and broadcasters deal with the
problem of evaluating the postwar
multiplication of audience meas-
urement services for radio and tele-
vision and the even more difficult
problem of financing this multi-
plicity of services, C. E. Hooper,
president, C. E. Hooper Inc., has
asked the AAAA, ANA and NAB
to establish standards for both pro-
cedures and prices of such re-
search.

In an open letter to Paul B.
West, ANA president; Frederic
R. Gamble, AAAA president, and
Justin Miller, NAB president, re-
leased for publication today (Feb.
20), Mr. Hooper proposes that
these three trade associations ex-
amine the research procedures of
all audience measurement services

Asks Standards for Audience Research

“with an eye to issuing a valida-
tion, or the opposite, of the basic
soundness of these procedures.”

He further suggests that the
associations also examine “the pat-
tern of subscription” cost of each
measurement firm and finally to
examine the “justification” for any
experimental projects these organ-
izations may undertake.

Following Mr. Hooper’s address
last month before the New York
Radio & Television Research Coun-
cil [BROADCASTING, Jan. 16], his
letter contains a vigorous attack
upon the ‘“‘unadjusted diary and
aided recall methods” being used
in radio and TV audience studies,
particularly at the local level.
Such methods not only develop
“substantially inflated” audience
figures, but also endanger the pres-

ent buyer-seller relationship and
“lay the whole field of broadcasting
wide open to attack from compet-
ing media,” Mr. Hooper declares.

Letter follows in full text:

This is an open letter addressed to
the president of the ANA, the presi-
dent of the NAB and the presidert of
the AAAA. 1 choose to make it an
“open” letter because the constitu-
tions of the three associations may
not provide for any official action
being taken on this subject. The mere
fact of throwing the subject open may
create the opportunity for construc-
tive “unofficial” action.

In years past, the membership of
your association was burdened fi-
nancially, and dealings were confused,
by duplication in radio audience meas-
urements. These problems were re-
solved by the wind-up of the Coopera-
tive Analysis of Broadcasting. Today
the problem is multiplication of radio

’
Aashkas
Two Great Stations
KFAR - Fairbanks

10,000 watts—660 ke

and

KENI - Anchorage

5,000 watts—550 ke

Proudly Announce Af filiation

cwith

THE NATIONAL BROADCASTING COMPANY

Effective Immediately

NBC advertisers may now use the facilities of Alaska’s two great
stations—KFAR and KENI—to bring their programs to Alaska’s
two greatest markets—Anchorage and Fairbanks. Ask NBC’s sales
department for details, or ask your nearest Adam Young office.

KFAR

FAIRBANKS

AFFILIATES

Represented by Adam J. Young, Jr., Inc.
G. A Wellingtoﬁ,—Nc?’l Adv. Mgr.

822 White Bldg.,
Seattle 1, Washington

KENI

ANCHORAGE
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CHANGE of ownership and call letters
of WJBS Del.and, Fla. [ Broancasting,
Feb. 13], is celebrated by this trio.
Mayor Charles E. Tribble (center)
looks on as J. Ollie Edmunds (),
president of John B. Stetson U., new
owner, is congratuloted by Lyle Van
Valkenburg of New York, who re-
linquished ownership of the station,
formerly WDLF. Affiliated with MBS,
WIBS is on 1490 kc with 250 kw.

and TV audience services both loeal
and network, resulting in wmultipli-
cation of subscription cost and multi-
plication of staff in subscriber offices
to analyze and chart the contents.

Those individuals in the offices of
networks, stations, agencies and ad-
vertisers who are not responsible for
finances may hold that *there is a
place for every one of these services.”
This view is not held by the treasurers
and owners of these _organizations.
Furthermore, if this trend is allowed
to continue, the inevitable effect on
the measurement can only be ultimate
lowering of standards, limitation of
service or financial ruin for the
measurers. .

Network TV and hoth local radio
and local TV have spawned a crop of
audience surveys the findings of
which are based on a variety of un-
adjusted “diary” and “aided recall”
methods. Both methods develop
audience figures (1) which are sub-
stanticlly inflated as compared with
the actual size of the audiences, (2)
which, if accepted as a basis for
transactions, can upset the equilib-
rium existing between buyer and
seller in the entire area of cost and
price relationships, (3) which lay
the whole field of broadcasting wide
open to attack from competing media.

Furthermore, many of these new
reports, by using “aided recall” are
introducing every distortion traceable
to the frailty of the human memory
(in even more exaggerated form than
did the CAB *recall”). The “recall”
method was judged and found want-
ing by the advertising association
representatives ‘“officilally” in the
early forties.

Advertising agencies as well as
radio and TV stations are currently
being “needled” into buying services,
certain of which they don’t need and
don’t wart. Advertisers (who in many
ingtances don’'t buy the services
direct) are insisting or implying
that material from *“all services” be
applied by agencies, stations or net-
works servicing their accounts.

By contrast, Colgate-Palmolive-
Peet has informed its agencies that
it has complete confidence in their
respective abilities to judge the
merits .of research techniques and in
their willingness to equip themselves
with the necessary facts. Colgate has
implemented this attitude by with-
holding all suggestions or comments
regarding subscription to additional

(Continued on page 48)
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NEW PRESTO

PT-900 PORTABLE TAPE RECORDER

Here’s the answer for delayed special-events broadcasts—on-
the-spot recording—wherever there is a need for field recording
of complete broadcast quality. Look at these outstanding engi-

neering features:

Separate recording and playback heads, each with its own
associated amplifier, permit monitoring direct from tape.
High fidelity unit—50 to 15,000 CPS at 157 per second tape
speed. 3 microphone channels with master gain control in
recording amplifier. V.U. meter to indicate recording level,
playback output level, bias current and erase current, and
level for telephone line. 2-speed single motor drive system.

Don’t choose your tape recorder until you see the new Presto
Portable Tape Recorder. Write for complete details today.

RECORDING CORPORATION

Paramus, New Jersey
Mailing Address: P. O. Box 500, Hack~nsack, N. J.

In Canada: Walter P. Downs, Ltd., Dominion Sq. Bidg., Montrea)
Export: The M. Simans & Sor Co., Inc., 25 WasrenSt., N.Y. Cable Address: '‘Simontrice'* New York

WORLD'S GREATEST MANUFACTURER OF INSTANTANEOUS SOUND RECORDING EQUIPMENT AND DISCS
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Medical Spondorshin Was Tabos Unlil . . .

Along Came the ‘California Caravan’

By DAVE GLICKMAN

ANY people were dubious
M 4% years ago when dimin-

utive Lou Holzer, vice pres-
ident in charge of radio and tele-
vision for Lockwood-Shackelford
_Co. Inc.,, Los Angeles agency, set
out to conquer what then was con-
sidered radio’s biggest bugaboo—
medical sponsorship. He was de-
termined to have the California
Medical Assn., San Francisco, as
an agency client.

“Impossible!” shouted the skep-
tics. The chorus that echoed that
sentiment was equally as loud.
After all, wasn’t there an unwrit-
ten law among the medics that
made it unethical for them to pro-
mote their personal services
through the medium of any kind of
advertising? Hadn’t most air-time
advertising experts long considered
it a fruitless effort to invade the
field of scalpels and stethoscopes
with so much as salable spots?

But today the story is quite dif-
ferent. Even the- skeptics are
smiling with the hustling Lou
Holzer. The doubting Thomas
chorus is taking some of the bows
ag if the idea was theirs. It is all
because Mr. Holzer’s personally
created and produced weekly 80-
minute California Caravan on 14
California Don Lee-Mutual sta-
tions, Sunday, 3-3:30 p.m. (PST)
now in its fourth year under spon-
sorship of California Medical
Assn., goes merrily along piling up
memberships for the organization’s
.California Physicians Service. In
fact membership has more than
tripled since the program started
back in the summer of 1946.

The weekly California Caravan
—a documentary series, dramatiz-

ing little known, .entertaining and
interesting facts about the history
of California—has done and con-
tinues te do a job.

This has been attested to by
present and past officers of Cali-
fornia Medical Assn. Further
proof is the fact that the weekly
Californie Caravan recently was
renewed for another 52 weeks on
the 14 California Don Lee-Mutual
stations.

“Radio iz a vital medium in the
year-in, year-out task of maintain-
ing effective public relations with
the people of Californis,” said Dr.
R. Stanley Kneeshaw of San Jose,
president of CMA, in lauding aec-
ceptance being created by Califor-
nig Caraven.

“The tremendous job of inform-
ing and educating the public on
benefits of voluntary health cover-
age is being ably done through
intelligent use of our regional net-
work programming,” he continued.
“The doctors of California will
continue to work for the improve-
ment of medical ‘care and radio
will assist in carrying the story
to the 10 million people of this
state.”

Membership Drive

Dr. E. Vincent Askey, eminent
Los Angeles physician and past
president of CMA, declared: “I am
convinced that our state-wide pro-
gram over Don Lee Broadcasting
System has contributed greatly in
building the present membership
in California Physicians Service to
over 900,000.”

But things were different in the
early days before California Med-
ical Assn. started advertising. It
was early 1946, World War II, as
everybody knows, had

-such a profession.

caused

changes everywhere. Even the
doctors found themselves con-
fronted with a new era. Such
things as food shortages, meat
problems and the like, had created
a new and serious threat to na-
tional health. " Then too there was
talk of socialized medicine.
Although the CMA’s voluntary
prepaid health care program—Cal-
ifornia Physicians Service—had
been in force since 1939, not enough

_people knew about it.

Here is where Mr. Holzer got his
assignment to follow through on
the medics. He knew about thig
voluntary health service. He talked
to officers of CMA and to many of
its 10,000 member doctors. They
indicated an interest in promoting
California Physicians Service
through radio. But how was the
gquestion.

Lou Holzer proceeded to search
for the answer as to what kind
of a radio program could best
reach the people with dignified
messages about benefits of prepaid
voluntary medical insurance of-
fered through California Physi-
cians Service.

“The program we needed had to
have ‘class’ and at the same time
appeal to listeners in all walks of
life,” Mr. Holzer said. “Cost of
such a campsign was also an im-
portant factor. The budget was
limited.

“We knew that a giveaway pro-
gram wasn’t dignified enough for
Musieal? It
was considered, but that sort of
show reaches a particular type of
listener only. So we tossed that
one aside too.

“An educational approach
seemed to be our best bet; educa-

* 2 %

IN SMILING mood is the cast of

Receiving last minute instructions
from Lou Holzer (in shirt sleeves),
producer-director, are (| to r):
John Dechner, Bob Purcell, Michael

Hayes, Anne Gwynne and Fort
Pearson. Mijlton Charles is
organist.

APPROVING backstage onlookers at
a California Caravan broadcast are
{ltork: M, W. Shackelford, president,
dnd Russell N. Lockwoad, secretary
of Lockwood-Shackelford Co. Inc.,
Los Angeles agency servicing the
California Medical Assn. ac- ’

count.

Calitornio Caravan at broadcast time. °

tional, yet entertaining. It had
to be ‘different’; something ‘new.’
This gave us our start. At least
we had an idea to work from.”

it soon impressed Mr. Holzer
that perhaps a series of stories
about California, done in “cara-
van” style might be the answer.
He figured that there must be a
stock of unlimited, colorful and
true stories about California;
stories which. would be thoroughly
entertaining and enjoyable to lis-
teners if dramatized properly.

A meticulous search of libraries,
Chambers of Commerce, maps,
news data, and other sources sur-
prised even Mr. Holzer. He found
a wealth of material that could be
dramatized; material which could
be packed with humor, adventure,
romance and mystery. Most im-
portant however, was that the ma-
terial was adaptable in accordance
with the dignified standards of the
proposed medical sponsorship. It
had ‘sales’ possibilities too.

Wheels Start Turning

Writers were set to work. Audi-
tions were held. Rehearsals fol-
lowed.

It was on June 15, 1946. that Mr.
Holzer directed his first California
Caravan program on 17 California
Don Lee-Mutual stations for Cali-
fornia Medical Assn. It was a
15-minute documentary, taking
over the Saturday, 9:15 p.m. spot
on the regional network.

Doctors who witnessed the

broadcast were unanimous in their
approval of this first production.
Others who “listened in” congratu-

(Continued on page 47)
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OF KYW’s AUDIENCE MAIL'®

TIOGA 2'5 :rono 33 : WAYNE
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PENNSYLYANIA 192 [ wrowe /22 oRANGE
SULLVAN
_ LYCOMING § SCRANTU?‘ ‘
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IFFLIN SNYDER 3.0 14.8 e
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o

N 2P ATLANTIC
p CITY
Mail received from all shaded counties.
Each county.figure represents number of

letters per thousand radio homes.

This “mail map” tells a happy story of intense penetration. . intimate audience-
appeal. . and sharply expanded coverage in the heart of the rich Middle Atlantic
market! » Not all of these 56,000 piece:;:, however, came from the counties shown.
Many came from a “bonus area” outside the map, including 326 communities in

33 states. + If you're not already using KYW’s supercharged sales-power, get the
details now. Check KYW or Free & Peters.

PHILADELPHIA

50,000 WATTS
WESTINGHOUSE RADIO STATIONS Inc
WBZ e WBIZIA L KDKA a WOWO ® KEX o KYW e WBI.TV

NBC AFFILIATE National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales
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This is CDS...the Columbia Broadcasting System

... where night after night the greatest stars in radio

deliver to advertisers the largest audiences

at the lowest cost of any major advertising medium.




1. The Edgar Bergen—Charlie McCarthy Show
2. Inner Sanclum
3. Beulah (Hattie McOaniel)

. Lux Radio Theatre (Wliliam Keighley)

. My Friend Irma (Marie Wilson)

. The Bing Crosby Show

. You Bet Your Life (Grouche Marx)

. Mr. Keen, Tracer of Lost Persons {B. Kilpack)
. Jack Benny (Mary Livingstone, Rochester)

. Mystery Theatre (Alfred Shirley)

. The Burns and Allen Show

. Lowell Thomas

13.
i4.
i5.
186,
17

Edward R. Murrow with the News
Eric Sevareid and the News

Meet Corliss Archer (lanet Waldo)
Amos "0 Andy

Arthur Godfrey's Talent Scouts

. Carnation Contented Hour {Ted Dale)

_ Suspense

. The Bob Hawk Show

. Dr. Ghristian (Jean Hersholt)

. Mr. and Mrs. North {Alice Frost, J. Curtin)

. The Goldbergs (Gertrude Berg)

. The Jack Smith-Binah Shore-Margare!
Whiting Show

. Hallmark Playhouse (James Hilton)

. Crime Photographer (Staats Cotsworth)

. My Favorite Husband (Lucille Ball)

. Skippy Hollywood Theater

. Leave It To Joan (Joan Dawis)

. Our Miss Broaks {Eve Arden)

. Dick Haymes'.Club 15 starring

Andrews Sisters, Evelyn Knight

. Gangbusters §
. The Yaughn Monroe' Show
. Family Hour of Stars (Kirk Douglas,

Jane Wyman, Dah4 Andrews,
Loretta Young, lrene Dunne)

. The Gene Autry Show

. Mr_ Chameleon (Karl Swenson)

. F.B.l.in Peace and War (M. Blaine)
. The Hérace Heidt Show

. Sing It Again (Dan Seymour)

. Life With Luigi (). Carrol Naish)

. The Red Skelton Show

¥




Editorial

NAB: Present & Future

NO MATTER how you look at it, the NAB is
in the throes of one of its periodic upheavals.
Conflicting forces within radio have precipi-

- tated unrest in the trade association at more
or less frequent intervals. This time there
has been the added ingredient of evident dis-
satisfaction with management.

The NAB board, at its meeting in Arizona -

earlier this month, took measures to stem the
tide of declining income resulting from resigna-
tions -and at the same time to provide for a
more efficient and more spirited operation in
Washington. It handed to President Justin
Miller extremely broad powers to hire and
fire. It authorized appointment of a general
manager who would be anchored to Washing-

- tion, leaving Judge Miller free to handle the .

higher level operations on the Washington
scene and in the field. And it authorized the
appointment, under the general manager, of a
field man whose job it is to solicit new member-
ship and handle “station relations” with
present ) members.

At first blush,.the appointment of a general
manager would appear to be a return to_the
structure which obtained prior to last July
when the board abolished the post of executive
"viee president, then held by A. D. (Jess}
Willard. But the Structure Committee, headed
by Clair R. McCollough, president of the
Steinman stations, emphasizes there is an
important difference. The new general man-
ager will function in Washington at all times.
He will do no barnstorming. He will watch the
NAB'’s dollars,-the supply of which has been
declining to the point.of an unfavorable bal-
‘ance as between income and overhead.

Certainly the new .procedure is worth try-
“ing. It would be tragie if the NAB were under-
mined financially to the point where it could
‘not perform its job of fighting radio’s battles
on a constantly expanding number of fronts.

. Judge Miller asked for and received practi-

cally unlimited authority. He wanted and has

been given operations assistance,

now stand or fall on his ability to direct both

the policy'and business aspects of this $800,000-
a-year organization. 2

The tagk becomes -more difficult because the
27-man board next April loses at least eight
of its most influential and experienced mem-
bers. These are men like Mr.- McCollough,
Campbell Arnoux, Hugh Terry, Dick Shafto,
Howard Lane, Hank Slavick, Mike Hanna, and

Everett Dillard. With one exception they could-

-not suéeed themselves_because of the change
. in association by-laws. They have been among
the most conscientious members of the board,
and they well deserved .the tribute paid them
by their fellow members at the Arizona meet-
mg
An outside audit is to be made to see pre-
cisely where the NAB stands. The preliminary
check indicated the association has liguid
assets that soon could be eaten up at the present
rate of overhead and membership revenue.

In the interim, we cannot advocate too

strongly that active. and associate members

alike retain their-composure .and their mem-
berships. The NAB is bigger than any one
man or any one segment of radio and TV. Tt
is the one united group that stands between the
dignity of the most powerful of all media and
those elements. both government and private,
that would destroy radlos freedom and inde-
pendence.”
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He must’

P. I. Plunder

ONE OF THE most amazing phenomena of
the postwar era is the consistent demand for
radio sets and combinations, despite the TV
sellout wherein supply does not meet demand.
The pace is at about 10 million radios per
year—which compares favorably with the pre-
war demand when there was practically no
television circulation.

This continued demand for radios is being
put to effective use in the drive for more busi-
ness, largely through the inspired efforts of
the Broadcast Advertising Bureau. Broad-
casters have overcome their jitters.

Yet radio continues to be sold short. The
worst blights are from within the medium it-
gelf. P. I. business and cut-throat selling with-
out regard to the rate-card are doing more to
undermine confidence in rad