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More power! More listeners! More value for every advertising 

dollar! Our success stories prove that WLEE has always 

produced fast, low -cost results for its advertisers. Now WLEE's 

new power gives a more dominant signal in Richmond, and 

brings in thousands of new listeners from outside the city. 

Results will be faster, more profitable than ever! Get the 

whole story from your Forjoe man today. 
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LIBRARY 
SIOUX ci. 

TOM TINSLEY: Prsidnf IRVIN G. ARELOFF, General Manager FORJOE 6 CO., Representatives 
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HOW TO 

HIT THE BULLSEYE 

IN VIRGINIA 

The marksman who wins the prize is the one who 

hits dead center with every shot. 

The bullseye in Virginia is the area some 75 miles 

around fast -growing Richmond 

And this is the ores where Havens & Martin stations, 

radio and television both, are fully appreciated and 

faithfully tuned. These First Stations of Virginia, 

pioneer outlets for NBC, are tailor -made for top 

advertising results throughout Virginia's first market. 

Your nearest Blair representative will tell you 

about WMBG, WTVR, and WCOD, how they tie in 

with your picture. 

Havens & Martin Stations are the only 

complete broadcasting institutions in Virginia. 

AM 

TV FIRST STATIONS OF VIRGINIA 

FM 

i Pioneer NBC outlets for Virginia's first market. 

Represented nationally by 

John Blair 8 Company. 
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...at deadline 

I Closed Circuit 
COLOR TV decision, best kept secret in FCC 
history, may be out this week or next. Though 
verdict won't be reached until FCC's final 
meetings are over (they're due to start today 
or Tuesday), process of elimination led specu- 
lation to this estimate at weekend: (1) Door 
won't be closed against late developments (if 
they're good enough), which could mean fur- 
ther proceedings and no hard and fast stand- 
ards now; (2) it won't be RCA or CTI system 
at this time; (3) it won't be multiple stand- 
ards. Big question: What will FCC do with 
CBS system? 

SEVEN AM STATIONS, all clients of leading 
national representative firm, preparing new 
rate cards which in each instance will raise 
radio rates. Several stations situated in tele- 
vision markets. Stations and their representa- 
tive believe higher rates, fully justified by au- 
dience figures, still will keep radio prices well 
below those of rival media, particularly since 
widespread recent increases of other media 
rates. Some, and possibly all, will raise night 
as well as day rates. 

HER DEMANDS apparently not much 
changed from those advanced at 1947 Havana 
engineering conference, Mexico understood 
angling for continued use of 540 kc and rights 
to three additional channels below 1000 kc 
when NARBA negotiations resume Sept. 6. 
She would be disposed to swap rights on higher 
channels for rights on lower ones, or to "share" 
lower ones. 

WHEN Secretary of Commerce Charles Saw- 
yer activates his new defense production or- 
ganization- probably this week (see page 86) 
-look for appointment of well -known indus- 
trial public relations man on high level 
advisory capacity. He's expected to serve di- 
rectly under Maj. Gen. Wm. H. Harrison, 
IT &T president, slated for top assignment - 
probably as Undersecretary. 

FRESH ACTIVITY by FCC staff on question 
of broadcasting horse -race information was 
touched off by Post Office ruling last week, in 
letters to Denver Post and Rocky Mountain 
News, that advertisements of pari -mutuel bet- 
ting are not mailable under postal anti -lottery 
law. FCC lawyers are pondering possible ef- 
fect on radio, which has its own lottery ban, 
in connection with general survey of horse -race 
broadcast questions. 

CAMPBELL -EWALD signing big name stars 
for nationwide Chevrolet campaign in October 
using three- minute transcriptions. 

RESULTS OF upcoming agency survey on de- 
partment store advertising in TV markets may 
show some surprising results. Instead of tak- 
ing biggest bite out of radio, indications are 
survey will show that in some markets, depart- 
ment stores already cutting newspaper display 

(Continued on page 86) 
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upcominy 
Aug.28 -30: Canadian Assn. of Broadcasters 

Board of Directors, Jasper Park Lodge, Jasper, 
Alta. 

Sept. 2 -3: West Virginia Broadcasters Assn., 
Greenbrier Hotel, White Sulphur Springs, W. 
Va. 

Sept. 6: NARBA Conference, State Dept., Wash- 
ington. 

Sept. 7 -8: NAB District 13, Plaza Hotel, San 
Antonio. 

(Other Upcomings on page 71) 

Bulletins 
ROBERT H. HINCKLEY, ABC vice president, 
leaves for Europe Sept. 2 in capacity as mem- 
ber of Economic Cooperation Administration's 
public advisory board. He will study Western 
Europe's broadcasting efforts to counteract 
Communist propaganda. 

DAVIDSON TAYLOR, former CBS. vice pres- 
ident, to join State Dept. as special consultant 
in developing department's truth campaign. 
Mr. Taylor has just returned from four months 
in Italy where he was consultant to UNESCO 
delegation. 

CONTINUING RATE STUDY 
SUGGESTED BY RYAN 
DEVELOPMENT of proposed industry rate - 
circulation study covering aural radio into 
continuing project proposed Friday by William 
B. Ryan, NAB general manager. Project would 
supply answer to attacks against aural radio 
rates and circulation (see early story page 22). 

Format of project can best be determined by 
NAB board and its Broadcast Advertising 
Bureau Committee, working with NAB man- 
agement, Mr. Ryan suggested. Immediate ob- 
ject of proposed study is to provide answer 
to rate -cutting demand of Assn. of National 
Advertisers. 

MBS FOOTBALL CO -OPS 
BROADCASTS of college Saturday football 
"Game of the Week" will be offered to MBS 
affiliates on cooperative sponsorship basis be- 
ginning Sept. 23 with Oregon State vs. Mich- 
igan State. Two other weekly programs will 
be offered cooperatively. Tomorrow's Foot- 
ball, Fri., 7:15-7:30 p.m., beginning Sept. 22, 
will feature interviews of leading sports writ- 
ers and coaches; and football results Sat., 
7-7:15 p.m., beginning Sept. 23. 

NEW BAB SALES PITCH 
NEW Broadcast Advertising Bureau desk -top 
presentation promoting radio news programs 
released to stations at $7.50 per copy. Presen- 
tation, "Radio- America's Star Reporter and 
Supersalesman," is second in series being pro- 
duced by BAB. First was "Radio's Feminine 
Touch," issued several months ago. 

Business Briefly 
WILDROOT MYSTERY 0 Wildroot Co., 
Buffalo, will sponsor agency -created program 
titled Charles Wild, Private Eye in its Sun., 
5:30-6 p.m. period on NBC starting Sept. 24. 
Agency, BBDO, New York. 

FLORSHEIM FOOTBALL Florsheim 
Shoe Co., Chicago, begins sponsorship of show 
tentatively titled Red Grange Predicts on nine 
ABC -TV network stations Sept. 21 Thurs., 
10-10:15 p.m. (CDT) after Roller Derby for 
minimum of 13 weeks. Agency, Gordon Best 
Agency, Chicago. 

ANA RATE DEMANDS 
HIT BY NAB DISTRICT 16 
DELEGATES at NAB District 16 meeting in 
Hollywood (early story page 22) denounced 
Assn. of National Advertisers demands for re- 
duced aural radio rates in TV cities as "unjust, 
unwarranted and tending to involve both in- 
dustries in violation of law." District endorsed 
plan proposed by William B. Ryan, NAB gen- 
eral manager, for NAB and Broadcast Adver- 
tising Bureau to undertake industrywide study 
to show unsoundness of ANA proposals. 

At closing day's session District 16 urged 
support of plan for new and expanded BAB; 
approved NAB board's plan for defense role 
but asked fair representation for western 
states; endorsed plan for NAB board to study 
integration of state, local and national broad- 
caster associations within NAB; voted thanks 
to NAB staff members who take part in meet- 
ing, along with District Director Calvin J. 
Smith, KFAC Los Angeles, and Robert J. 
McAndrews, managing director of Southern 
California Broadcasters Assn. 

DAVID LEVY Y &R V -P 
DAVID LEVY, for 12 years with Young & 
Rubicam, New York, named vice president in 
charge of talent and new programming for 
agency's radio and television department. He 
will head group assigned to originate new 
ideas. 

KFI REORGANIZATION 
KEVIN SWEENEY, sales promotion man- 
ager, named general sales manager of KFI and 
KFI -TV Los Angeles effective Sept. 1. He will 
have complete control over department. James 
Bradley, salesman, named assistant general 
manager reporting to Mr. Sweeney. 

AVERY -KNODEL'S AGENCY 
AVERY -KNODEL Inc., national station rep- 
resentatives, appoint O'Brien & Dorrance, New 
York, as advertising agency. 

MAGNAVOX APPOINTS K &E 
KENYON & ECKHARDT, New York, named 
to produce Magnavox hour -long dramatic show 
alternate Friday nights on CBS -TV [CLosEn 
CIRCUIT,- Aug. 21]. 
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18 to 1 Sales Ratio 

An expenditure of $3000 resulted in 

the sale of $54,000 in merchandise ... 
in 3 months ... for one sponsor of 
HILLBILLY HIT PARADE. Orders 
came from 270 counties. (See Map I 

at right). Dal Stallard emcees this 
11/2 -hour Hillbilly -Western record 
show every Saturday morning. There 
are no special offers, no write -in gifts 
... just hard selling. 
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Miracle for a Miracle Drug 
A schedule of 5 announcements for I 

week on START THE DAY RIGHT, 
early morning live talent participat- 
ing show -7:15 A.M. to 7:45 A.M. - 
Monday through Friday -produced 
3,426 pieces of mail in response to 
Hadacol Mystery Tune. (See Map 2). 

Write RCMO for specific program 
information for your products. 

KANSAS CITY 6, MISSOURI 
Basic A B C for Mid -America 
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LOW PRICED! 

1/2-Hour Western Adventure 
Program . . . Available: 
1.2.3 times per week. Tran- 
scribed for local and regional 
sponsorship. 

, 

SENSATIONAL PROMOTION 
CAMPAIGN 

. . . From buttons to guns 
-is breaking traffic records! 

F. 

,IIIIIIIIIIIIIIIIIIII ̀  . 

r^+--TK/ 

Model Dairy, of Owensboro, 
Kentucky, hired "Cisco Kid" as 
a milk- products salesman. 
Against tough competition -in 
three months -their sales 
showed a 300% increase! 
"Cisco Kid's" merchandising 
program pulled over 7,000 re- 
quests for Model Dairy in a few 
weeks' time! Dealers phoned 
... demanding Model Dairy 
milk! Youngsters crowded the 
company's office for "Cisco 
Kid" giveaways. 

"Cisco Kid" can do a great 
selling job for your sponsor. 
Write, wire, or phone for de- 
tails. It's a TERRIFIC story! 

L'. 
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TO NEW SUBSCRIBERS 

the 1950 
BROADCASTING 

MARKETBOOK 

featuring 

SPOT RATE FINDER 

et 
. the most valuable 

tool for evaluating mar- 
kets, radio -tv time buying 
in years." 

SELLS SEPARATELY FOR $1.00 

Just out, this 250 -page 
MARKETBOOK will be 
sent to new subscribers 
upon receipt of order. 

Here in one complete book 
are all the essential facts & 

spot rate figures for buy- 
ing /selling AM FM TV 
time. Three color, 25" x 
85" radio-tv map included 
with each copy. 

SPECIAL OFFER TO 

NEW SUBSCRIBERS 

r- 

For a limited time a regular $7.00 
BROADCASTING subscription 

includes: 

52 weekly issues 
$1.00 MARKETBOOK 

$5.00 YEARBOOK, 1951 

BROADCASTING Telecastinq 
870 NATIONAL PRESS BLDG. 

WASHINGTON 4, D. C. 

Enter my BROADCASTING sub- 
scription immediately so I'll receive 
52 weekly issues, '50 MARKET - 
BOOK, and '51 YEARBOOK next 
January. 

E. $7 enclosed : please bill 

NAME 

COMPANY 

STREET 

CITY ZONE STATE 

BROADCASTING 

Q 
nein business f'! 

CITIZEN'S AUTO INSURANCE, Salt Lake City, appoints Ross 
Jurney & Assoc., same city, to direct all advertising. Extensive 
use of radio planned in Rocky Mountain region, TV in Salt Lake 

City. Ralph D. Herbert, account executive. 

CHESEBROUGH Mfg. Co., N. Y. (Vaseline Cream Hair Tonic), renews 
Greatest Fights of the Century over KTLA (TV) Los Angeles, WDSU- 
TV New Orleans and KING -TV Seattle for 39 weeks beginning first 
week in September. Program carried also by NBC -TV following 
Friday night fight telecasts. Agency: Cayton Inc., N. Y. 

CALGON Inc., Pittsburgh (packaged water -conditioner), starts one- 
minute announcements over WDTV (TV) Pittsburgh in fall. Further 
expansion contemplated. Agency: Ketchum, MacLeod & Grove Inc., 
Pittsburgh. 

TOMAT -O -PEP Co., San Jose (canned tomato juice), names Lon Adv. 
Service, same city. Radio and TV will be used. 

CHARRINGTON & Co., N. Y. (beer and ale), names Victor A. Bennett 
Co., N. Y., to direct marketing plans in U. S. Media not yet determined. 

GLAMOUR PRODUCTS Co., L. A. (Vitrex), starting two -minute video 
announcements on WNBT. (TV) WPIX (TV) WABD (TV) all New 
York, with expansion into other eastern markets planned for fall. 
O'Brien & Dorrance, N. Y., handles firm's eastern advertising. 

ZOOMER Corp., N. Y. (Zoomer television and newsreel lens), names 
McLaren, Parkin, Kahn Inc., N. Y., to direct advertising. Media plans 
currently being made. 

WHITE ROCK BOTTLERS Co., L. A. (Welchade), appoints Davis & Co. 
L.A., to direct advertising. TV to be used. 

Arturo-Lk {liccounts 

SEALY MATTRESS Co., L.A., renews thrice -weekly sponsorship Chet 
Huntley newscasts on six Columbia Pacific Network California stations, 
Tues., Thurs., Sat., 5:30 -5:45 p.m., PDT. Contract for 52 weeks. Agency: 
Alvin Wilder, L.A. 

GILLETTE SAFETY RAZOR Co., Boston, renews Fri. evening boxing 
bouts for sixth consecutive year over ABC at 10 p.m., beginning Sept. 15. 
Agency: Maxon Inc., N. Y. Company also sponsors fights on NBC -TV, 
same time. 

RCA VICTOR, Camden, N. J. (45 rpm player), signs Jack Parr as m.c. 
of NBC Take It Or Leave It, under new title, $64 Question, effective 
Sept. 10. RCA takes over sponsorship from Eversharp. Contract for 
13 weeks. First six weeks from N.Y., last seven originate in Hollywood. 
Agency: Biow Co., Hollywood. 

MURINE Co., Chicago (eye wash), starts Sam Hayes newscasts Tues., 
4:45 -5 p.m., PDT., and Sat., 5:45 -6 p.m., PDT., on full Don Lee network 
of 45 stations plus three Arizona affiliates (KOY Phoenix KTUC Tucson 
KSUN Bisbee) and 27 Mutual intermountain stations. Contract for 13 
weeks. Agency: BBDO, Chicago. 

TINTAIR Inc., N. Y. (home hair dyes), to sponsor Frank Sinatra, 
Sun., 6 -5:15 p.m. over CBS, beginning Oct. 22. Agency: Cecil & Presbrey 
Inc., N. Y. Firm's CBS -TV show, Conflict, originally scheduled for Wed., 
9:30 -10, changed to Wed., 9 -9:30 p.m. 

EXQUISITE FORM BRASSIERE, N. Y., to sponsor 15- minute variety 
series, Robbins Nest, featuring Disc Jockey Freddie Robbins, over ABC - 
TV, 11 -11:15 p.m., beginning Sept. 29. Agency: Branford Adv., N. Y. 

19dpao'la 
F. T. MINCOLLA, Montgomery Ward & Co., named merchandise man- 
ager for Lone Ranger products by Trendle- Campbell Enterprises, Detroit, 
producer of radio -TV programs. 

Telecasting 

in Dollar Value 
_4°41_ 

NASHVILLE 

w o 
Z 

Represented Sy 

FORJOE d CO., INC. 

T. I. Baker, Jr., General Manager 
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rwa TOP 

CBS STATIONS 

TWO B/C 
SOUTHWEST MARKETS 

ONE LOW 

COMBINATION RATE 

KWFT 
WICHITA FALLS, TEX. 

620 KC 

5,000 WATTS 

When you're making out that schedule for the 
Southwest don't overlook this sales -winning pair of CBS 

stations. For availabilities and rates, write, phone or 
wire our representatives. 

National Representatives 

JOHN BLAIR & CO. 

Page 12 August 28, 1950 

0 0 
agency 

KEITH B. SHAFFER, KMBC Kansas City, to Erwin, Wasey & Co., 
N.Y., as director of radio. RICHARD L. EASTLAND to director 
of TV, with RAY SIMS continuing as timebuyer for radio -TV. 

All work under C. H. COTTINGTON [BROADCASTING, Aug. 21]. 

VIRGINIA RUSSETT, from Schwimmer & Scott, Chicago, radio -TV 
department, to J. Walter Thompson, also Chicago, as assistant in time 
buying department headed by Ed Fitzgerald. 

FRANK McKIBBEN, vice president and account executive, Hal Stebbins 
Inc., L. A., to McCann -Erickson, that city, as account executive. 

TOM HICKS, radio -TV program director, Fletcher D. Richards Inc., 
N. Y., to Geyer, Newell & Ganger Inc., N. Y., as executive producer. 

SHERWIN L. TOBIAS, secretary and media director Simmonds & Sim - 
monds Inc., Chicago, to manager St. Louis brknch. SHELDON WAS - 
SERMAN, production manager, to media director. 

FREDERICK ASHER Inc., 20 N. Wacker Dr., Chicago 6, established. 
FREDERICK ASHER, advertising manager Consolidated Book Publish- 
ers, president; CHARLES E. COMPTON, account executive CBS Radio 

on all accounts 

IF Dick Dumit should be asked 
what was the most interesting 
account he handled, he'd prob- 

ably say the spot teaser campaign 
that helped sell housing sidewalls 
by the thousands. And, Dick will 
be quick to add that his biggest 
headache was handling a Western 
band for a client. Among other 
eccentricities, the piano player 
wiggled his ears. 

Director of all radio copy and 
programs originating from the 
A y 1 i n Advertising 
Agency in Houston. 
Dick uses the two 
instances to illus- 
trate the versatility 
needed in handling 
accounts success- 
fully. 

That he has and 
does handle such ac- 
counts successfully 
is shown by a list of 
some of the clients 
now under his direc- 
tion at the Aylin 
agency. These in- 
clude Angly Lumber 
Co., Arrow Mills, 
Barbour's Profes- 
sional Opticians, 
Black -Brollier con- 
crete tile, Schroeder 
Lumber Co., Temple Lumber Co., 
Foxworth- Galbraith Lumber Co., 
the Henke & Pillot grocery chain, 
Johnston Motor Co. and James 
Bute Co., all of them leading Hous- 
ton concerns. 

Richard Ray Dumit was born in 
Tulsa, Okla., on Feb. 1, 1918. He 
stayed around Tulsa long enough 

to make his bow into the business 
world as a sports writer for the 
Tulsa Tribune. 

Then came the war and Dick, 
glasses and all, was among the first 
to be drafted. Tiring of KP duty, 
he decided to try and put his news- 
paper training into use in a job on 
the camp newspaper at Camp 
Barkley, Tex. Later he helped 
originate the Camp Barkley radio 
station along with Bill King, now 
a radio man in Savannah, Ga. The 

pair padded the 
walls with G. I. 
blankets and got Bill 
Mauldin to decorate 
one wall with a mu- 
ral showing an artil- 
lery piece about to 
be fired in front of 
a microphone. 

Later in his Army 
career, Dick was 
shipped to Fort 
Smith, Ark., where 
he met Norine Pray - 
tor, later to become 
Mrs. Dumit. He 
went overseas with 
the 6th Armored Di- 
vision as an artil- 
lery forward observ- 
er. After the Ger- 
m a n s surrendered, 

he broke his leg and smashed a 
cheek in a jeep accident. Shipped 
back to the states, he decided to get 
in on the "glamour" of advertising 
life. 

Dick spent his last leave looking 
for connections in Houston and, in 
early 1946, he joined a Houston 

(Continued on page 43) 
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heat 

Sales, vice president; ROBERTA MILLER, secretary, and EGON UN- 
GAR, art director. Firm will handle radio and TV advertising. 

GEORGE IRWIN, head George W. Irwin Co., Beverly Hills, Calif., in 
N. Y. till end of month in connection with Columbia Air Coach account. 

JERRY VERLEN, head of his own agency, to Walter Weir, N. Y., as 
account executive. Will also work with firm's planning committee. 

JAMES R. LARGE, vice president Jenkins -Large Inc., L.A., in Chicago 
to set up agency office to facilitate expanding client growth, particularly 
in TV. Firm also planning to appoint N. Y. representative. 

M. S, BROOKMEYER to vice president S. R. Leon Co., N.Y. With com- 
pany for 14 years. 

WALLACE RIGBY to Ruthrauff & Ryan, N. Y., as account executive. 
Was with Young & Rubicam and Kroger Co. 

KEVIN FARRELL, N. Y. staff J. Walter Thompson Co. international 
department, to Paris staff. 

JACK LANDT to N.Y. staff George R. Nelson Inc., as associated TV 
producer for Mohawk Showroom, NBC -TV. 

JULIAN GERARD to account executive Buchanan & Co., N.Y. Was in 
publicity in fashion and cosmetic fields as head of own firm. 

HOWARD GOSSAGE, Charles Stuart Adv., S. F., to Consolidated Adv. 
Agency, S. F., as account executive. 

HERMINIO TRAVIESAS, CBS -TV sales service manager, to BBDO, 
N. Y., in administrative capacity in agency's TV department. 

WILLIAM BONYUN, president Daggett & Ramsdell, Newark, N. J. 
(toilet articles), to O'Brien & Dorrance Inc., N.Y., as marketing and 
sales consultant on cosmetic and drug accounts. 

J. A. MacTAGGART, account executive J. J. Gibbons Ltd., Toronto, to 
Walsh Adv. Ltd., Toronto. 

FRANCES YOUNG, head of radio -TV department J. Walter Thompson, 
S. F., married Frank G. Austin Jr., Dept. of Justice, S. F., July 16. 

HAL WALKER, Rhoades & Davis, S. F., to Garfield & Guild, same city, as 
creative director. 

ASSOCIATED ADVERTISING AGENCY Inc., Wichita, Kan., elected 
to American Assn. of Advertising Agencies. 

New Addresses: WADE Adv., L. A., moves to 6233 Selma Ave., Holly- 
wood, about Sept. 23. BUTLER EMMETT Adv., Portland, Ore., to 207 
Concord Bldg. Phone remains ATwater 8327. 

FOUR of the 10 New York advertising agency judges who selected "Miss 
Washington of 1950" in a beauty -talent contest sponsored by WWDC Wash- 
ington, congratulate the winner after the recent finals. L to r: Eugene 
Litt, Kenyon & Eckhardt; Genevieve Schubert, Ted Bates & Co.; Sandra Stahl 
( "Miss Washington "); Fred Stoutland, BBDO, and Arthur Pardoll, Sullivan, 

Stauffer, Colwell & Bayles. 

_.B_ROADCASTING Telecasting 

No other News 
Tops WBEN News 
This is a conservative statement. 

WBEN news has consistently and 
conclusively topped all other news 
programs and news commentators heard 
in the BUFFALO market. That includes 
networks as well as local. 

Reason why is simple: 
WBEN news is complete. It is 
backed by three leading 
wire services plus the 
complete facilities of one 
of America's great newspapers: 
The Buffalo Evening News. 

WBEN news is consistent. 
It runs a full quarter - 
hour and occupies the 
same periods year in and 
year out. WBEN news 
is edited by a staff of 
radio -trained writers 
who work in Buffalo's 
news -gathering 
center -the editorial 
rooms of The Buffalo Evening News. 

WBEN news is sold out, 
but the WBEN news -story 
is one that every time - 
buyer should know as it is 

representative of the 
overall WBEN operation. 

WBEN Is the Buffalo Station 

Most People Listen to 

Most of the Time 

Basic NBC 5000 Watts 

REPRESENTED NATIONALLY BY PETRY 
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Microswitch "tape- break" 
control -no tape spills, snarls A 

RCA TAPE RECORDER 
Type RT -11A 

t2 db) at 15 inJsec 

50 to 15,000 c.p.s. t2 db) at 7'1/2 
2 infsec 

50 to 7,500 c.p.s. ( 
lug in type 

COMPLETE 
-with motor board, P 

recording 
amplifier, plug-in playback 

am- 

plifier, two standard NAB reels, power supply 

and panel and shelf. 

Split- second start and stop 

Push-button operation 

Extremely accurate timing - 
with synchronous capstan 

Smooth tape runs -via 
sapphire guides 

Automatic tape lift for Fast 
"forwards" and rewinds 

Remote control of all 
operations A 

Rack or console mounting 

Plug -in amplifiers 

Interlock system for vital 
controls 

3 heads-Erase-Record- 
Playback 



4 4 NEW- 1 

PUSH- BUTTON CONTROL puts tape recording 
facilities at your fingertips. 

Ni,b-FideIiIy Taj,a Recorder 
-Me Iftiesi moi,ey ca,, bay! 

Remote Control Unil, MI-11948. Available extra. 

This is the world's 
foremost professional 
tape recorder, the one 
recorder that has every- 
thing- accurate timing, 

low wow and flutter, plus quick starting. All operations 
are push- button controlled. All functions -including 
cueing -can be extended to remote positions. 

Designed for applications where operating TIME 
and RELIABILITY are prime factors, the new Type 
RT -11A Recorder offers a number of exclusive features. 
For example, you can start or stop the tape in 0.1 second. 
You can jockey the tape back and forth for cueing with- 
out stopping. You can rewind a standard 101/2 -inch reel 
in one minute! 

A synchronous capstan makes it practical to hold 
recording time to *21/2 seconds in a 30- minute run. 

AUDIO BROADCAST EQUIPMENT 
RADIO CORPORATION of AMERICA 

ENGINEERING PRODUCTS DEPARTMENT. CAMDEN. N.J. 

In Canada: RCA VICTOR Company Limned, Mom,al 

And with synchronizing equipment ... for which pro- 
vision is made ... timing can be held to 0.3 second on 
any length program! 

Many more important features, too. 
Self- centering "snap -on" hub adaptors assure perfect 
reel alignment with either RMA or NAB reels. A com- 
plete system of control interlocking virtually eliminates 
the possibility of accidentally erasing a program -makes 
it impossible to snarl or "spill" the tape. "Microswitch" 
control stops the machine if the tape is severed -applies 
reel brakes instantaneously. The tape automatically lifts 
free and clear of heads during fast forward runs or re- 
winds. Tape alignment over the heads is held precisely 
by a floating casting. Starting wow is reduced to the 
vanishing point. 

BY ALL MEANS, call your RCA Broadcast Sales 
Engineer for complete details. Or mail the coupon. 

Ma ME OM MiE ME Ma E1E afg 

RCA Engineering Products, 
Department 5933. 
Camden, New jersey 

Send me more information (including price and delivery) on 
your new De Luxe Tape Recorder, Type RT -11A. 

NAME 

ADDRESS 

STATION OR FIRM 

CITY STATE 



Leif Eid's astute observa- 
tions in the national and 
international news scene 

have long been recognized 
as must listening in the 

Capital area. 

Eid's timely ten minutes 

each Monday thru Satur- 
day from 6:05 -6:15 pro- 
vides peak listening for 
your product message. 

This program is available 
on Tuesday, Thursday and 
Saturday nights, only. 

The natural appeal of this 
time segment alone is 

enough to merit your care- 
ful thought. The program 
immediately follows five 
minutes of late news bulle- 
tins, while Eid enjoys an 
unparalleled reputation for 
what newsmen call a 'tight 
story.' 

WRC or National Spot Sales 

can provide further details 
... all of them solid facts 
for your consideration. 

IN THE NATION'S CAPITAL 

YOUR BEST BUY IS 

WASHINGTON] 

0 arts " `BO KC 

Represented by NBC SPOT SALES 

Page 16 August 28, 1950 

ti feature of the week 

A THIRD generation of the Convey 
family is now participating in 
operation of KWK St. Louis. 

Employed by his father, Robert 
T. Convey, president of the MBS 
outlet, Robert Jr., 13, has been 
serving as assistant page boy dur- 
ing his summer vacation from 
Country Day School in St. Louis. 

Robert is carrying on the tradi- 
tion established by his grandfather, 
Thomas P. Convey, who founded 
KWK back in 1927. Before putting 
KWK on the air, the pioneer broad- 
caster of the Convey family had 
formed the "Voice of St. Louis 
Inc.," a corporation operating 
KMOX under a unit plan. Later, he 
took over KFVE, the present KWK, 
which took the air on St. Patrick's 
Day, a day always held in rever- 
ence by the Conveys. 

About the time he took over 
KWK, Thomas Convey's 15 -year- 
old son began his radio career as 
announcer in the budding enter- 
prise. On the air he was known as 
"Bob Thomas." 

Today, the same "Bob Thomas" 

Two Conveys, Robert T. (1) and 
Bob Jr., discuss the day's business. 

* * 

is KWK's president, and against 
this background of early entrance 
into broadcasting, Robert Jr. con- 
tinues the Convey pattern. 

The youngest Convey has man- 
aged to get his start at an even 
earlier age than did his father - 
beating his dad's entrance in radio 
by two years. 

strictig business 

MR. PERLSTEIN 

"RADIO and television are effec- 
tive media because they reach the 
largest number of people while 
they are at home relaxing." 

This statement was made by 
Pabst-Blue Ribbon's director of ad- 
vertising, Nathan N. Perlstein, who 
added: 

"We like to contribute to that 
relaxation by means of subtle com- 
mercials, rather than to repeatedly 
slap the listener down with annoy- 
ing plugs. 

"In the broader sense, aside from 

its value as a commercial medium, 
radio is the backbone of America. 
It gives enjoyment in the home, 
keeping the family together. It is 
an important part of our American 
democracy." 

These are the views of a man 
whose firm spends more than $5 
million per year in advertising, 
with a major portion allocated for 
radio and television. 

Nathan Perlstein started his ad- 
vertising career with Meyer, Both 
Advertising Co., a syndicate house. 
After several years with them he 
joined the advertising agency of 
Matteson, Fogarty & Jordan, Chi- 
cago. During the Chicago World's 
Fair in 1933 and 1934 he was in 
charge of publicity and promotion 
of the Pabst pavilion. 

As producer of the Ben Bernie 
show, he became the world's young- 
est radio producer. At this time 
the agency name was changed to 
Morris, Windmiller & Enzinger 
and his title was radio and promo- 
tion director. Later the agency 
was again changed to Morris, 
Schenker & Roth. 

In 1938 Mr. Perlstein joined 
Pabst as merchandising manager 
and later on became advertising 
manager. In 1948 his title again 
was changed to director of adver- 
tising, both for Pabst Sales Co. and 

(Continued on page 44) 
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TO 

Nell it 
TO MORE PEOPLE 

IN FLORIDA'S 
FASTEST GROWING 
METROPOLITAN 
MARKET .. AND 
ITS RICHEST 

TRADE AREA . . 

WHERE DIVERSIFIED 
INDUSTRY, 
AGRICULTURE 
AND BUSINESS 

PROVIDE STEADY 
BUYING POWER 

RIGHT AROUND 
THE CALENDAR. 

7aFoa 7uGsure.Statcár4 

AM 

FM 

NATIONAL I(IRISCNTATIV( 

JOHN BLAIR t. CO. 

SOUTNLSTSRN RRIRESRNTATIV! 
HARRY E. CUMMINGS 

JACKSONVILLt. FLORIDA 



in 

charleston 

west virginia 

one 

will 

get 

you 

more 

than 

oll 

the 

other 

four 

wchs 

BMB reports the 

Charleston, West Virginia 

Market ... . 

As the latest BMB figures below prove, WCHS audiences 
are larger and cost less to reach than those of all the other four 
Charleston stations combined. 

WCHS has 28% MORE night -time listeners than 
the combined listener total of the other four 

stations. 

WCHS has 15% MORE daytime listeners than the 
combined listener total of the other four 

stations. 

WCHS 

WCHS 

WCHS 

rate is LESS than half of the combined rates 
of the other four stations ... daytime or night.* 

S00 Time ehelnbrseh rate L published SRDS 

6 or 7 days per week radio family total 83,500 
Four station total 72,340 

6 or 7 nights per week radio family total 88,488 
Four station total 51,780 

WCHS 
Charleston, West Virginia 

5 8 O KC 5 000 W Full Time 

CBS 
Represented by The Branham Company 



More North Carolinians Listen To 
WPTF Than To Any Other Station. 

North Carolina Rates More Firsts 

In Sales Management Survey Than 
Any Other Southern State. 

* also 1ti/P 
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FALL TIME SALES SOAR 
TELEVISION time sales are soar- 
ing upward at a pace unprece- 
dented in media history as the fall - 
winter season approaches, with in- 
terest in AM unabated, according 
to a nationwide survey by BROAD- 
CASTING- TELECASTING. 

Like aural radio, TV will set 
new records during the coming 
season, in the opinion of practi- 

cally all agency, advertiser, repre- 
sentative, station and network 
executives contacted in a coast -to- 
coast roundup by BROADCASTING - 
TELECASTING news bureaus [aural 
survey in Aug. 21 BROADCASTING]. 

The aural survey indicated that 
national spot alone would be at 
least 10% up from the $112 mil- 
lion 1949 figure. 

The relatively infant visual me- 
dium, however, will more than 
double sales of last autumn and 
winter whereas aural radio is ex- 
pected to maintain the rising curve 
that has marked its 30 -year his- 
tory according to the thinking of 
industry leaders. 

Of dramatic interest is the fact 
that the dominant share of tele- 
vision advertising money is new 
money, not drained off radio 
budgets. 

SRO Signs Out 
In many TV cities the "standing 

room only" sign is starting to ap- 
pear as clients buy up all available 
video time. Good time is becoming 
hard to find and in some areas ad- 
vertisers and agencies are briskly 
competing for whatever availabil- 
ities they can find as stations keep 
increasing their operating hours. 

Even the surge of rate increases 
in TV stations has failed to halt 
the demand, though temporary 
easing off has appeared in some 
cases. These increases are based 
on the sharp growth of the TV 
audience. Overall, the number of 
video sets is nearly triple the fig- 
ure just one year ago. 

Naturally the men who spend 
advertising dollars, and those who 
sell time, are concerned about pos- 
sible impact of the war emergency. 
At worst, however, they feel that 
TV's circulation would level off in 
case of all -out war because set 
production might be halted en- 
tirely. There appeared no sign that 
an important segment of adver- 
tisers would abandon, in case of 
deepened world troubles, the me- 

dium they love so fervently at this 
time. 

Everyone in and around televi- 
sion exudes joy at the medium's 
prospects and at the cash register 
results that it is producing. Suc- 
cess stories abound, stories that 
match and sometimes surpass those 
of the older aural broadcast in- 
dustry. 

These stories of profitable tele- 
casting demonstrate strikingly the 
impact of the combined aural - 
visual message on the fast -grow- 
ing audience and they provide im- 
pressive answer to the charge that 
rates are high, according to adver- 
tisers and agency executives. 

Network business is fine, those 
who sell television time declare. 
Late August evidence points to a 
doubling of last year's business. 
With over a month of selling time 
left before the season is in full 
swing, networks have signed 120 
advertisers who will sponsor 158 
programs totaling 96 hours a week. 

Last season there were 74 net- 
work TV advertisers sponsoring 93 
programs totaling 59 hours a week. 

Most of these advertisers are 
using more stations and paying 
more money to reach the vastly 
expanded audience. 

Spot, too, is going higher and 
higher despite slowdowns here and 
there as station rates were ad- 

TV Sets New 

$7.00 A YEAR -25c A COPY 

Records, AM Increasing 

justed upward along with the rapid 
pace of receiving set installations. 

National representatives with 
TV clients have been selling the 
new medium hard, aided by a 
somewhat confused network affilia- 
tion situation centering around the 
multiple network tieups in cities 
with fewer than four visual sta- 
tions. 

TV stations generally show a 
fondness for spot contracts be- 
cause they derive more revenue 
from this business than they de- 
rive from network programs. How- 
ever, spot users are concentrating 
in many cases on cities with 75,000 
or more TV sets. 

Local Business Up 

Local TV business is excellent. 
Many local business firms that 
figured TV was too rich for their 
blood have found, taking 
fling, that the new medium is a 
good buy on a cost -per- impression 
basis. 

Nowhere is TV enthusiasm more 
intense than in New York, which 
thinks of itself as the heart of 
television. The enthusiasm of ad- 
vertisers and agencies isn't damp- 
ened by the fact that good time is 
hard to find (see page 53). 

In New England the SRO sign 
is appearing and rates are rising, 

though some spot and local clients 
have stepped aside momentarily to 
make up their minds about the 
higher time charges (see page 54). 

Chicago's advertising fraternity 
is amazed at television. Stations 
are turning down accounts by the 
dozen and spreading schedules over 
morning and late -night hours. Con- 
viction is growing that entertain- 
ment shows are good daytime 
audience getters, dispelling the oft - 
heard theory that only kitchen and 
home economics programming 
should be used before dinner (see 
page 54). 

Television is becoming big busi- 
ness in the Southwest, with avail - 
abilities scarce. AM interest con- 
tinues unslackened (see page 58). 

Record activity is noted in Los 
Angeles, which expects to have a 
million TV sets by yearend. The 
market has seven stations but time 
is scarce and hours are being in- 
creased. Many advertisers like to 
use both television and radio cam- 
paigns (see page 55). 

Prospects are fine, too, in San 
Francisco, which had a late tele- 
vision start. Completion this year 
of the San Francisco -Los Angeles 
radio relay link is expected to help 
the Golden Gate area (see page 
55). 

All around the nation television 
(Continued on page 74) 

MEDIA DOMINANCE Radio-TV Lead Seen in '50 

NATIONAL broadcast advertising 
(TV included) at least equalled the 
1949 totals of newspapers and 
magazines and likely will lead 
other media in 1950, according to 
compilations by the National Assn. 
of Radio Station Representatives. 

Though it is difficult to draw 
exact media comparisons because 
of lack of uniformity in basic 
formulas, NARSR has adjusted 
these elements in an effort to pro- 
duce fair totals for 1949. The 
NARSR estimate of national ad- 
vertising expenditures for 1949 
follows: 
Broadcast national ad- 

vertising, time and 
talent, including na- 
tional rated as local 
(TV included) $475,000,000 

Magazine advertising, 
space and prepara- 
tion, net after quan- 

tity discounts 475,000,000 
Newspaper national ad- 

vertising, space and 
preparation, including 
national at local rates, 
excluding retail ad- 
vertising of national 
brand products, net. 460,000,000 
In submitting these estimates to 

members, NARSR Managing Di- 
rector T. F. Flanagan said the day 
is not far distant when broadcast 
advertising will be far out in first 
place. He cited "the healthy growth 
of radio in 1950" and "the sensa- 
tional growth in television" along 
with the "spectacular annual 
gains" of newspapers. 

"Fortunately it doesn't make 
much difference which is first, sec- 
ond or third among these three 
media," Mr. Flanagan said. "All 
three are running into the hun- 

dreds of millions dollars, all three 
have served and are serving adver- 
tisers and the national economy 
very well indeed. Regardless of the 
individual gains of the three media, 
the total amount of money spent 
for consumer advertising in the 
foreseeable future is bound to con- 
tinue its spectacular growth." 

Since the Bureau of Advertising 
of the American Newspaper Pub- 
lishers Assn. and the Magazine Ad- 
vertising Bureau are promoting 
their "leadership" in national ad- 
vertising, Mr. Flanagan said, 
"There is no reason why we 
shouldn't step into this battle of 
the figures, since we can show that 
this is probably the last year in 
which either magazines or news - 
papers can even claim the leader- 
ship. Broadcast advertising has 
either taken the lead already or 

(Continued on page 74) 
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LEE SALE 
Specifications To Be 

Released Soon 
SPECIFICATIONS to govern projected sale of Thomas S. Lee Enter- 
prises, embracing the Don Lee Network, KTSL (TV) Los Angeles and 
automotive and real estate properties, will be released about Labor Day 
by Ben H. Brown, Los Angeles Public Administrator, it was learned 
last week. 

Mr. Brown in Washington last 
Wednesday with County Attorney 
Ernest Purdum, conferred with 
FCC Chairman Wayne Coy and 
Acting General Counsel Harry 
Plotkin regarding status of the 
projected sale. 

They left for Detroit following 
the FCC session to confer with 
General Motors' executives regard- 
ing disposition of Cadillac agencies 
held by Thomas S. Lee Enterprises. 
They did not plan to return to Los 
Angeles until the month's end. 

Principal prospective bidders are 
understood to include CBS; Edwin 
S. Pauley, west coast industrialist; 
Liberty Broadcasting Co.; General 
Tire, owners of the Yankee Net- 
work, and a syndicate of Don Lee 
executives headed by Board Chair- 
man Lewis Allen Weiss and Presi- 
dent Willet Brown. 

Brown Plans 
While no definite conclusions 

have been reached, it is indicated 
that Public Administrator Brown 
has in mind specifying bids for the 
capital stock of Thomas S. Lee 
Enterprises and is not disposed to 
accept bids for individual proper- 
ties. Originally, CBS was in- 
terested only in KTSL and the new 
Don Lee headquarters building, 
while the Weiss -Brown syndicate 
and Liberty were reported in- 
terested only in the Don Lee net- 
work and broadcasting properties. 
Mr. Pauley was reported prepared 
to bid for all of the properties. 

It was presumed that the prin- 
cipal bidders will be CBS and Mr. 
Pauley. Speculation centered upon 
possible disposition of the AM 
properties by the successful bidder. 

Factors to be covered in speci- 
fications will include terms of 
sale and whether cash payment 
would be required along with in- 
heritance tax factors, both state 
afld federal. Taxes might run at 
least 50% of the sales price, it was 
thought. Tentative decision has 
been reached to sell the capital 
stock, largely because of tax 
reasons. 

The property has been variously 

OVERALL NAMED 
To MBS Sales Post 

APPOINTMENT of John R. Over- 
all to succeed Duncan R. Buckham, 
who resigned as sales manager of 
the eastern division of MBS, was 
announced last week by Adolf N. 
Hult, vice president in charge of 
sales. 

Mr. Overall joined the MBS sales 
department in 1935-1936, after a 
five -year period with NBC sales 

Mr. Buckham, who has not an- 
nounced his future plans, has been 
associated with radio since 1926, 
and with MBS since 1945. 

estimated as being worth between 
$4 million and $10 million depend- 
ing upon tax aspects. The proper- 
ties are being offered for sale upon 
direction of R. D. Merrill, 83, uncle 
and sole heir of Thomas S. Lee. 
Possible litigation growing out of 
claims of relatives are being held 
in abeyance pending sale of the 
properties. Mr. Lee, who was 
killed in a fall from a building on 
Jan. 13, owned all of the stock of 
Thomas S. Lee Enterprises. 

Mr. FOGARTY 

N.Y. AD COURSE RENDEII NAMED 
Streibert, Kobak Speakers 

THEODORE C. STREIBERT, 
president, WOR New York and 
board chairman of MBS, and 
Edgar Kobak, business consultant 
and former MBS president, are 
among speakers scheduled for the 
27th annual advertising and selling 
course offered by the Advertising 
Club of New York. 

Scheduled to run from Oct. 9 to 
March 19, 1961, the course will in- 
clude 27 lecturers, six clinic ses- 
sions in six specialties: Radio and 
TV, copy writing, sales promotion, 
advertising production, better sell- 
ing, sales and advertising research. 
Clinics are round table discussions 
with specialists in each field. Cost 
of the course is $25. 

LeGear Plans Drive 
DR. L. D. LeGEAR Medicine Co., 
St. Louis (stock, poultry and dog 
remedies), begins a national radio 
spot campaign in the fall through 
Simmonds & Simmonds, Chicago. 
Phil W. Tobias is account execu- 
tive. Specific plans are being de- 
cided now as to starting date, 
duration and markets. 

Heads ABC Far East Staff 
RICHARD RENDELL last week 
was appointed chief of the ABC 
Far Eastern news staff, it was an- 
nounced by Thomas Velotta, ABC 
vice president in charge of news 
and special events. 

Mr. Rendell, a veteran Washing- 
ton newsman and broadcaster, will 
leave by plane this week for Tokyo, 
where he will establish headquar- 
ters and coordinate the reporting 
of ABC Correspondents Jimmy 
Cannon, Ray Falk and John Rich. 
On the news staff of WMAL Wash- 
ington for the past two years, Mr. 
Rendell previously was chief of 
the Washington bureau of the Chi- 
cago Sun -Times and served on the 
capital staffs of AP and Newsweek. 

Ziv Names Griffith 
APPOINTMENT of Robert C. 
Griffith as New York sales repre- 
sentative of the Frederic W. Ziv 
Co., New York, was announced last 
week. Mr. Griffith, an advertising 
consultant before his appointment, 
has been associated with Deboth 
Features, New York, and with 
WOR New York. 

Drawn for BROADCASTING by Sid Rix 
"Now don't get angry dear, I just read in BROADCASTING that your fall 

business will be very good!" 

FOGARTY NAMED 
Is WOW General Manager 

FRANK P. FOGARTY, young 
Omaha business executive, has been 
named general manager of WOW 
Omaha by the board of directors of 
WOW Inc. He succeeds the late 
John J. Gillin, Jr. Announcement 
was made by Francis P. Matthews, 
Secretary of Navy, who succeeded 
Mr. Gillin as president of WOW. 
The corporation operates WOW - 
AM-TV and KODY North Platte, 
Neb. 

Simultaneously, the resignations 
of Joe Herold, technical director 
of WOW Inc. and general manager. 
of WOW -TV, and Russ Baker, 
production manager of WOW -TV, 
were announced. 

Lyle DeMoss was elected assist-. 
ant general manager by the board. 

Mr. Fogarty resigned as vice 
president of Paxton & Gallagher 
Co., Omaha coffee concern, assum- 
ing his WOW post Monday. He is 
currently president of the Omaha 
Rotary Club, a councillor in the 
Knights of AK -SAR -BEN, and a 
past president of the Omaha Mfrs. 
Assn. 

Creighton Graduate 
A native Omahan, Mr. Fogarty 

holds a B.A. degree from Creighton 
U. After his graduation he served 
three years in charge of Creighton 
publicity and graduate organiza- 
tional work. In 1929 he was ap- 
pointed manager of the Omaha 
Chamber of Commerce Convention 
& Publicity Bureau. Seven years 
later he became general manager 
of the Chamber, resigning in 1944 
to accept the Paxton & Gallagher 
post. 

Mr. Fogarty is married and has 
three children. He lives at 4914 
Webster St., Omaha. 

Mr. Herold was with WOW for 
approximately 21 years. He has 
served as an engineer, control 
supervisor and technical director. 
He inaugurated the WOW -TV per- 
sonnel training program in coopera- 
tion with Creighton U. in 1946 
and was made manager of WOW - 
TV on May 1, 1949. He also 
designed and supervised the in- 
stallation of the WOW -TV technical 
equipment and building and, under 
the direction of the late Mr. Gillin, 
set up organization of the WOW - 
TV staff. 

Mr. Baker, production manager 
of WOW -TV since its opening in 
August 1949, has been with the 
WOW orgaization since 1934 with 
the exception of two years spent 
in the theatre and radio in New 
York and four years in the Army. 

Matthews Joins D -F -S 
BASIL MATTHEWS, formerly 
with Sherman & Marquette, New 
York, has joined Dancer -Fitz- 
gerald -Sample, same city, as vice 
president. He will be in charge of 
the Procter & Gamble account for 
the agency. 
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TE S T SURVEY Deckinger, Chappell to Committee 

SPECIAL test survey committee 
recruited by Stanley G. Breyer, 
commercial manager, KJBS San 
Francisco, to resolve the confusion 
arising from differing ratings re- 
sulting from Hooper and Pulse sur- 
veys in that city [BROADCASTING, 
July 3 -Aug. 21] held its first meet- 
ing last Monday in the BMB board 
room in New York. 

First act of the new committee 
was to enlarge its membership 
from six to eight by the addition 
of Lawrence Deckinger, director of 
research, The Biow Co., New York, 
and Matthew W. Chappell, head of 
the psychology department, Hof stra 
College. Both newcomers were 
selected from the membership 
roster of the New York Radio 
and Television Research Council, of 
which Dr. Deckinger is president. 

Committee members in addition 
to Dr. Chappell and Dr. Deckinger 
are: Kenneth H. Baker, director of 
research, NAB, elected chairman of 
the special test survey committee; 
Lewis H. Avery, president, Avery 
Knodel Inc., and president of Na- 
tional Assn. of Radio Station Rep- 
resentatives; C. E. Hooper, presi- 
dent, C. E. Hooper Inc.; Fred Man - 
chee, executive vice president, 
BBDO; Dr. Sydney Roslow, direc- 
tor, The Pulse Inc.; A. Wells Wil- 
bor, director of marketing research, 
General Mills Inc. 

Chappell Background 

Dr. Chappell formerly was asso- 
ciated with the Hooper organization 
and was co- author with Mr. Hooper 
of a volume on radio research. 
Since leaving Hooper, Dr. Chappell 
has been associated with the Psy- 
chological Corp. and remains as 
consultant with that organization 
in addition to his faculty duties at 
Hofstra College. 

Appointment of the new commit- 
tee members answered the objec- 
tions voiced by Dr. Roslow in corre- 
spondence with Mr. Breyer. When 
he accepted the invitation to par- 
ticipate in a test to determine the 
accuracy of Pulse audience meas- 
urements in the San Francisco - 
Oakland area in direct comparison 
with those of C. E. Hooper Inc., 
Dr. Roslow had stipulated that the 
committee named to supervise the 
study be satisfactory to him. 

When Mr. Breyer announced his 
committee appointments, Dr. Ros- 
low objected that he had not been 
given an opportunity to pass on the 
committee members in advance and 
furthermore observed that Mr. 
Breyer had not followed his origi- 
nal plan of including a Pulse sta- 
tion subscriber and a Hooper sta- 
tion subscriber in the committee's 
membership. Fact that BBDO and 
General Mills are both subscribers 
to Hooper services but not to those 
of Pulse aggravated rather than 
relieved the situation. 

With committee agreement to ex- 
pand its membership and the 
prompt acceptance of Dr. Chappell 

and Dr. Deckinger to join the 
group, the apparent impasse was 
removed and the members got down 
to their appointed task of drafting 
plans to insure an accurate com- 
parison of the two rating services. 

Data Asked 
The committee requested Mr. 

Hooper and Mr. Roslow to submit 
data on their surveys in the San 
Francisco -Oakland area to permit 
more direct comparison than is 
currently possible. Pulse calls will 
be tabulated into telephone and 
non -phone families within the five - 
cent phone call zone and Hooper 
calls will be tabulated for the same 
area. 

In this way, differences due to 
the inclusion of non -phone homes 
by Pulse and their exclusion by 
Hooper can be eliminated, as can 
differences due to variations in the 
area surveyed by each service. 
With these out of the way, the 
committee will then be in a better 

position to determine what varia- 
tions in Hooper and Pulse ratings 
are due to differences between the 
coincidental telephone technique 
used by Hooper and the personal 
interview recall method used by 
Pulse. 

The two audience researchers 
have agreed to prepare the desired 
tabulations and have them ready 
for submission to the committee at 
its next meeting on Aug. 31. Group 
will discuss the tabulations then 
and will decide on the next step in 
the testing program. 

Problem Foreseen 
A problem foreseen but not yet 

met by the committee is that of 
broadening the experiment to in- 
clude meter and diary audience 
measurements as well as the 
Hooper coincidental telephone sys- 
tem, the Pulse personal interview 
method and the coincidental per- 
sonal interview survey which Mr. 
Hooper and Dr. Roslow have agreed 

TWO of the seven tuna he caught 
during his recent vacation are dis- 
played by Bernard Howard, Eastern 
sales manager of Forjoe & Co. Inc., 
station representative. These fish 
tipped the scales at 16 and 15 

pounds, respectively. 

to underwrite. If the committee 
should conclude that inclusion of 
other survey techniques is desir- 
able the question of fund -raising 
to finance these expanded tests will 
immediately arise. 

PERONREGIME Argentina's Largest Broadcaster 

By HERBERT M. CLARK 
BUENOS AIRES 

THE PERON regime is revealed 
to be the largest single owner of 
broadcasting facilities in Argen- 
tina by documents reaching this 
correspondent through informed 
sources. 

The documents also suggest that 
President- General Juan Peron has 
moved across frontiers and become 
the owner of two shortwave trans- 
mitters in Uruguay and one in 
Paraguay. 

Circumstantial evidence simul- 
taneously gives new strength to the 
general belief, which has survived 
all denials, that the Peron regime 
actually controls every transmitter 
in the country. 

The government has always in- 
sisted that radio is a private indus- 
try and that it cannot control 
anything but its own state radio 
station -LRA -and its shortwave 
transmitter. 

The most important and detailed 
statement of that official conten- 
tion was made just 12 months ago 
in reply to a United States Em- 
bassy protest against restrictions 
imposed on freedom of information 
in the field of radio. The Argentine 
answer was that the government 
obviously could not impose restric- 
tions since it had no connection at 
all with radio. 

The documents obtained today 
demonstrate that when that reply 
was delivered, the government had 
already purchased 16 "independ- 
ent" longwave and six shortwave 
transmitters. Coincidental estab- 
lPshment of federal control over 
nine municipal stations had thus 
given Peron 26 of Argentina's 54 
longwave transmitters and seven 

of the 10 existing shortwave trans- 
mitters. 

The telling documents come from 
the 1947 files of the Instituto Ar- 
gentino para Promocion del Inter - 
cambio -the Argentine Trade Pro- 
motion Institute known by its 
initials as IAPI. 

Resolution C -220 of that state 
trading monopoly, dated Oct. 16, 
1947, authorized "the purchase, 
through the Telecommunications 
Dept., of the physical properties of 
Radio Belgrano and the Premier 
Argentine Broadcasting Network, 
and stations LS10 and LR2 in 
Buenos Aires and LV4 in Men- 
doza." The price of 2 million pesos 
was then worth roughly half a 
million dollars. 

Composition of Network 
The "Premier" network includes 

12 longwave and three shortwave 
transmitters in Argentina plus two 
shortwave stations in Uruguay and 
one in Paraguay. There is nothing 
to indicate that those foreign sta- 
tions have been sold since. 

Resolutions C -221 and C -222 ex- 
panded the program to include pay- 
ments for good -will and acquisition 
of title to station LV12 in Tucu- 
man. 

Resolution C -223, noting that 
3,166,666 pesos had already been 
laid out, authorized "the expendi- 
ture of an additional 8,833,334 
pesos to complete purchasing ..." 

The funds were drawn from the 
Banco de la Nacion, the official in- 
stitution which has many of the 
functions of the Federal Reserve 
Bank, as shown on the detailed 
balance sheet for 1947 in a nota- 
tion recording "an advance to IAPI 
of 12 million pesos for the purchase 

of various broadcasting stations." 
Significantly, that entry figures 

only on the detailed balance sheet 
prepared for officials and does not 
show on the published report. 

That evidence, to most observers, 
lends added importance to a recent 
series of studio shifts beginning 
when Radio Belgrano moved into 
new headquarters in the Alvear 
Palace Hotel, now believed to be 
owned, through dummies, by Ma- 
dame Eva Duarte de Peron, Argen- 
tina's "first lady." Belgrano's old 
studios were ceded to Radio Splen- 
did, key to another 11- station net- 
work believed to belong to the 
government, and Splendid in turn 
handed its former building to the 
State Radio Dept. 

Argentina's only other chain is 
the 16- station network based on 
Radio El Mundo, part of the 
Haynes Publishing Co. properties. 
Those were sold in 1948 to a group 
whose acting president, Major 
Carlos Aloe, is Peron's executive 
secretary at the Casa Rosada, Ar- 
gentina's pink "white house." 

Don Lee Signs Kirkwood 
JACK KIRKWOOD, comedian, last 
week was signed by Don Lee 
Broadcasting System to a five -year 
contract calling for a five weekly 
half -hour show. The show is set 
to start Oct. 16 and is a package 
of Century Artists Ltd., Holly- 
wood. Signing for the agency was 
Ben Benjamin. Donn B. Tatum, 
vice president and general counsel, 
Don Lee, signed for the network. 
Total value of the package plus 
network production costs is ap- 
proximately $500,000. 
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MEDIA RATE FACTS NAB 
ProPoSeB 

Study 

AURAL RADIO's rate -circulation 
structure will be matched against 
those of competing media if a plan 
proposed by NAB is taken up by 
the industry. 

Stung by suggestion of Assn. of 
National Advertisers that broad- 
casters should make drastic rate 
cuts, NAB General Manager Wil- 
liam B. Ryan last week proposed 
that the true facts of media rate 
structures be pitted against each 
other. 

Mr. Ryan made the suggestion 
last Tuesday. A few hours later 
NAB District 15, meeting in Mon- 
terey (see story page 23), adopted 
a resolution endorsing the idea. 
Similar action was expected at the 
District 16 meeting in Los Angeles 
(see story this page). 

Special survey designed to show 
the actual state of the broadcast 
audience would be taken, under the 
NAB plan, with the entire industry 
underwriting the project. 

In announcing the idea, NAB 
said it is designed "to provide the 
true facts concerning the rate 
structure of all radio stations with 
reference to circulation as they 
compare with other advertising 
media and to evaluate the relation 
of station rates to station operat- 
ing costs. 

"It will not presume to determine 
individual station rates but rather 
to develop basic information to 
enable station operators realis- 
tically to evaluate the competitive 
position of their own medium and 
in turn to determine for themselves 
their individual rates with reference 
to all competitive media as well qs 
in the light of their own station 
operating costs." 

All stations will be asked "not 
to yield to pressures from organ- 
ized groups of buyers pending the 

completion of the survey." NAB 
hopes for quick action so the sur- 
vey can get under way soon and 
be completed by next March 1. 

NAB suggests that the board's 
Broadcast Advertising Bureau 
Committee, which recently drew up 
a plan to separate BAB from NAB 
and nurse it into a million dollar 
corporation, would be well qualified 
to take over organization details of 
the survey. 

Thus far the project is merely in 
the suggestion stage, aside from 
the two district meeting resolu- 
tions. The ANA rate - cutting 
scheme was discussed informally 
at the last NAB board meeting but 
no formal action was taken. In- 
stead the board acted on the long - 
range plan to set up a BAB that 
will match the costly advertising 
bureaus maintained by newspapers 
and magazines. 

Key Questions 
Unanswered at the weekend were 

several key questions: Who would 
raise the money? How much would 
be needed? How do NAB board 
members feel about the idea ? How 
do stations feel? 

Offsetting the two -district ap- 
proval of the idea was a suggestion 
that the ANA gesture was uneth- 
ical and in bad taste, and should be 
allowed to die quietly. Another 
prominent broadcaster who didn't 
want to be quoted thought NAB 
merely would dignify the ANA fig- 
ures, described as full of holes, by 
taking major steps to answer them. 
These were only random comments, 
however. Industry opinion has not 
had a chance to jell. 

NAB already has a reservoir of 
data and sales material that can 
serve as a basis for development 
of up -to -date factual arguments in 

answer to ANA's proposal. Along 
with audience and sales devices de- 
veloped by BAB, the association 
has access to BMB figures and rate 
card compilations, as well as such 
weapons as the "How Much for 
How Many" bulletin drawn up in 
1946. 

One suggestion would bring to- 
gether a small group of station, 
network, representative and re- 
search officials familiar with the 
national industry picture. By pool- 
ing their material and adapting it 
to current situations, it is con- 
tended, the committee could come 
up quickly with suitable answers to 
ANA. These could be followed by 
new research material supplied by 
firms not connected with broad- 
casting and concededly neutral in 
their attitude. 

No NAB board meeting is sched- 
uled until November, but board 
votes are sometimes taken by 
phone, telegraph or mail. 

The survey proposal may come 
before NAB's AM committee, which 
meets Oct. 23 -24 in Washington 
with Hugh B. Terry, KLZ Denver, 
as chairman. The NAB TV com- 

IN APPRECIATION for 11 years 
service as district director, NAB Dis- 
trict 17 presented a watch to Harry 
R. Spence (r), KXRO Aberdeen, retir- 
ing director. H. Quenton Cox, KGW 
Portland, successor on the board, 
makes the presentation [BRosix ST- 

ING, Aug. 21]. 

mittee, headed by Robert D. 
Swezey, WDSU -TV New Orleans, 
meets Aug. 31 -Sept. 1 in Washing- 
ton. He also is chairman of the 
board's BAB Committee which 
drew up the BAB expansion plan 
and has appeared at the three West 
Coast district meetings to explain 
the BAB project. 

UNITED ACTION 
Urged by NAB District 16 

For Competition 
UNITED industry action to meet competition of other media was urged 
at the NAB District 16 meeting, which opened Thursday at the Hollywood 
Roosevelt Hotel in Hollywood. Sparking this move to expand industry 
sales promotion was Robert D. Swezey, WDSU New Orleans, chairman 
of the NAB board's BAB Commit- * 
tee, who has appeared at the three 
NAB West Coast meetings (see 
District 15 story page 23). 

Though the business session was 
not scheduled until Friday, the dis- 
trict endorsed the greater BAB 
project at the end of Mr. Swezey's 
talk. Motion to approve the plan 

THIS group at the National Assn. of Radio Station 
Representatives' Spot Clinic luncheon held at New York's 
Biltmore Hotel Aug. 1 includes (I to r): seated, T. F. 

Flanagan, managing director, NARSR; Edmund John- 
stone, executive vice president of Dowd, Redfield - 
Johnstone, guest; Fred Hague, George P. Hollingbery Co.; 
George E. Abrams, advertising manager of Block Drug 
Co., guest; Mort Bassett and Bob Eastman, both of John 
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Blair 8. Co.; standing, Nick Madonna and Tom White, 
Avery -Knodel Inc.; Jim McManus and Tom Campbell, 
The Branham Co.; Robert D. C. Meeker, Robert Meeker 
Assoc. Inc.; Knox LaRue, George P. Hollingbery Co., 
San Francisco; Jim LeBaron, RA -Tel Representatives Inc.; 
Les Pierce, KWFT Wichita Falls, Tex.; Ron Litteral, 
KLYN Amarillo, Tex. The luncheon is a monthly event 

sponsored by NARSR. 

was submitted by William J. Bea- 
ton, KWKW Pasadena. 

With Calvin J. Smith, KFAC Los 
Angeles, presiding as district di- 
rector, the BAB ' discussion fea- 
tured the opening day's program. 
Referring to competitive battles 
between stations, Mr. Swezey said, 
"While we have been engaged in 
fighting and knifing each other, the 
newspapers, magazines and other 
media directly competitive to radio 
have been constantly and effective- 
ly plugging their wares against 
us." 

In reviewing TV's rapid growth, 
which he described as having "a 
very unsettling effect upon the 
radio business," he said broadcast- 
ing still provides the most effective 
advertising channel for many spon- 
sors and products. "Radio is here 
to stay," he assured the delegates, 
although it will naturally have to 
make adjustments since all media 
have undergone revisions periodic- 
ally." 

Mr. Swezey referred to the re- 
cent ANA report calling for radio 
rate cuts in TV markets and said 
broadcasting is singled out as the 
"goat." Support of the BAB proj- 
ect "will be worth every dime and 
every hour and every ounce of 
energy put into it," he said. 

Other speakers at the two -day 
meeting included NAB President 
Justin Miller, discussing defense 
developments; Carl Haverlin, BMI 
president; Lee Hart, BAB assistant 
director; and NAB staff members. 
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CHICAGO SITE 
For NAB '51 Convention 

CHICAGO, overwhelming choice of 
the membership, will be the scene 
of the 1951 NAB convention. A 
mid -April date will be announced 
later. The Stevens Hotel again will 
be convention site. 

With most of the local details 
solved, the NAB board's Conven- 
tion Sites & Policy Committee 
awaits results of an industry sur - 
veycovering programming pref- 
erences. The committee is headed 
by Eugene S. Thomas, .WOR -TV 
New York. Other members are 
Harold Wheelahan, WSMB New 
Orleans, and James D. Shouse, 
WLW Cincinnati. 

The time of the 1951 meeting 
will be selected after a program 
format is approved. Under serious 
study is a proposal to hold the 
Management Conference and En- 
gineering Conference at the same 
time, cutting the convention week 
schedule from seven days to per- 
haps four. 

Exhibitors would be among those 
who would approve a four -day con- 
vention schedule, many of them 
claiming that only the technical, 
exhibits drew attention during the 
Engineering Conference. Total cost 
to exhibitors would be reduced, it 
is pointed out. 

In the board committee's poll of 
the membership 569 of the 1,004 
ballots mailed were returned. First 
choice votes of leading cities were: 
Chicago 184, New York 93, Wash- 
ington 50, New Orleans 35, San 
Francisco 30, Miami 27, Los An- 
geles 19, Houston 18, St. Louis 13, 
Atlantic City 11, Cleveland 10. 

Chicago and New York were tied 
for second place with 104 and Chi- 
cago had 69 votes for third place 
compared to 63 for New York: 

Total votes (first, second and 
third choice combined) were: Chi- 
cago 357, New York 260, Washing- 
ton 116, New Orleans 86, St. Louis 
'75, Los Angeles 67, San Francisco 
55, Miami 49, Houston 47, Cleve- 
land 43, Denver 38, Atlantic City 
35, Dallas 28, Kansas City 27, 
Philadelphia 24, Detroit 20, Atlanta 
18, Boston 14, Cincinnati 10. 

GROUP OF DELEGATES at NAB District 15 meeting 
(I to r): seated, James Oliver, KSBW Monterey; John 
Elwood, KNBC San Francisco; Lincoln Dellar, KXOA Sac- 
ramento; Philip Lasky, KSFO -KPIX (TV) San Francisco; 
Charles A. Batson, NAB; standing, Maynard Marquardt, 
World Broadcasting System; Jack Frost, RCA; C. V. Berlin, 

NAB DIST. 
PROPOSED industrywide study of 
radio rates and media costs, de- 
signed to supply answers to the 
ANA contention that aural rates 
are too high, (see story page 22), 
was unanimously approved by NAB 
District 15 at its Aug. 21 -22 meet- 
ing held at the San Carlos Hotel, 
Monterey, Calif. 

The district "repudiated" the 
ANA demands as "unjust and un- 
Warranted" in supporting a proj- 
ect launched by NAB General Man- 
ager William B. Ryan. It pledged 
full support to the NAB board's 
Broadcast Advertising B u r eau 
Committee in its separation of 
BAB from the association and its 
expansion into a million -dollar 
media promotion agency. 

Delegates agreed the new setup 
would allow "a more positive and 
aggressive sales promotion for the 
industry" and urged other districts 
to take similar action. 

Presiding at the district meet- 
ing, second of the 1950 summer- 

District 15 Registration 

Anderson, Sheldon, KCOK Tulare; 
Bailey, Howard, KWG Stockton; Bart- 
lett, Paul, KFRE Fresno; Barton, Jack 
L., Capitol Records Inc., Hollywood; 
Batson, Charles A., NAB Washington; 
Baymiller, G. V., and Butler, Lawrence. 
KDON Santa Cruz; Berlin, C. V., KSCO 
Santa Cruz; Bowerman, Dan, United 
Press; Brown, Hal, KMJ Fresno; Che - 
nault, Gene, KYNO Fresno; Collins, 
Keith, KFBK Sacramento. 

Davison, Walter B., Lang Worth, New 
York; Deller, Lincoln, KXOA Sacra- 
mento; Doherty. Richard P. NAB, 
Washington; Dolberg, Glenn BMI, 
New York; Elwood, John, KNBC San 
Francisco; Finley, Mrs. E. L. and Fin- 
ley. Robert W., KSRO Santa Rosa; 
Gartland, W. C., RCA, Record Program 
Service, Hollywood; Goodnight, Clyde 
L., KUBA Yuba City; Hamilton, Ray 
V., Blackburn -Hamilton Co., San 
Francisco; Hamlyn, John, McClatchy 
Broadcasting System, Sacramento; 
Hardy Ralph W NAB, Washington; 
Hauser, Carroll, 

W. 
Eureka; Hay- 

erlin, Carl, BMI, New York. 
Kees, Hugh, KOH Reno, Nev.; Kelly, 

Ewing C., KCRA Sacramento; Knight, 

Mark, Associated Press; Lasky, Philip 
G., KSFO -KPIX(TV) San Francisco; 
Litfin, Richard, United Press, San 
Francisco; MacFarland, J. C., KECC 
Pittsburg, Calif.; Mallory, Charles F., 
KSJO San Jose; Marquardt, Maynard, 
World Broadcasting System, Hollywood; 
Marshall, M. D., KECC Pittsburg, 
Calif.; McClatchy, Eleanor, McClatchy 
Broadcasting System, Sacramento; 
Miller, Justin, NAB, Washington; Mi- 
ner, L. John, KHBY Monterey; Mor- 
gan, D. H., KSBW Salinas; Newman, 
Dick, RCA Victor, San Francisco. 

Oates, Bill, KSBW Salinas; O'Hara, 
William D., KMBY Monterey; Oliver, 
Jim, KSBW Salinas; Person Evert B., 
KSRO Santa Rosa; Rider, John, SESAC 
Inc., New York; Scott, Chas. P., KSRO 
Santa Rosa; Shaw, Glenn, KLX Oak- 
land; Sims, Bartley, KUKI Ukiah; Tee - 
garden, Lewis, Standard Radio, Holly- 
wood; Terry, Edward L., KSGN Sanger, 
Calif.; Torbet, Alan L., KROW Oakland; 
Ullom, Chester V., KUBA Yuba City; 
Voigt, George R., Baoeacssrnic, San 
Francisco; Wagner, Jack R. KSYC 
Yreka, Calif. 
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KSCO Santa Cruz; William Oates, KSBW Salinas; W. C 
Gartland, RCA Program Service; David Sandenburg, Avery- 
Knodel; Paul Bartlett, KFRE Fresno; Edward L. Terry, 
KSGN Sanger; Ray V. Hamilton, Blackburn -Hamilton; 
Dr. H. Morgan, KSBW. Meeting was held in the San 

Carlos Hotel, Monterey. 
* * 

15 Pledges BAB, Rate Study Support 

fall series, was Glenn Shaw, KLX 
Oakland, district director. 

The BAB resolution was passed 
following discussion of board plans 
by Robert D. Swezey, WDSU New 
Orleans, NAB board member and 
chairman of the board's BAB com- 
mittee. 

Two questions were put to Mr. 
Swezey from the floor: "Why is it 
felt BAB cannot operate as effec- 
tively inside NAB as out of it 
and "Under the new reorganiza- 
tion with its increased cost to 
subscribers are we assured BAB 
will undertake a truly aggressive 
and positive campaign of sales pro - 
motion-as aggressive as the news- 
paper association does ?" 

Mr. Swezey answered "definitely 
yes" to the second question. To 
the first query he replied that a 
separate BAB would permit a 
larger budget without increased 
cost to NAB; would be free to pur- 
sue sales promotion in every pos- 
sible field, and would open the 
service to a larger number of sub- 
scribers. 

Appearing for the first time at 
the current series of meetings, 
Judge Justin Miller, NAB presi- 
dent, outlined what will be ex- 
pected of radio and what the in- 
dustry can expect in the defense 
crisis. 

Defense Role 
He said he thinks of NAB's 

overall activities "in terms of our 
national constitution -in terms of 
forming a perfect union, of pro- 
viding for the common defense and 
promoting tranquility in our in- 
dustry." He called the district 
meetings "NAB's most important 
educational activity." 

The industry faces two import- 
ant problems that should not be 
compromised, Judge Miller said - 
status of NARBA and the newly 

won right to editorialize. ' He said 
most industry executives recognize 
the importance of NARBA but few 
seem to appreciate the editorial 
privilege. 

In his recent discussions with 
government leaders, he said, he 
was impressed with the respect the 
government has for newspaper 
editors and the lack of respect for 
radio opinion. He said this was 
based on the fact that newspapers 
have long had and used their right 
to editorialize. 

Hardy Speaks 
Ralph W. Hardy, NAB govern- 

ment relations director, called the 
right to editorialize "radio's big 
stick, the biggest stick anyone has 
ever had." 

"Too many broadcasters are in- 
clined to say, `All right, we can 
editorialize, so what'," Mr. Hardy 
said. "If you don't know so what, 
then you've got an awful lot to 
learn." 

The subject of SESAC rates was 
(Continued on page 85) 

e 

KEY FIGURES at NAB 15th District 
session were NAB President Justin 
Miller (I) and Glenn Shaw, KLX Oak- 

land, district director. 
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Bohoy's 

Appliance Sales 

RADIO trail blazing by Appli- 
ance Dealer Mike Bohoy has 
his colleague tradesmen in 

the Corning, N. Y. area thinking in 
terms of sponsorship and timebuy- 
ing. But far from considering 
himself a pioneer in small town 
radio advertising, Mr. Bohoy feels 
he found his best advertising me- 
dium when it was needed most. 

The Bohoy store's sales chart 
speaks for its owner's radio effort. 
Already this summer, Bohoy has 
gone over the 1950 selling quota 
despite heightened competition in 
the appliance business. 

The remarkable chapter in the 
Bohoy radio success story is the 
fact that before 1949 the medium 
was a stranger in Mike Bohoy's ad- 
vertising plans. For 15 years he 
hewed to the traditional line of 
advertising his appliances in news- 
papers only. 

A year ago, the appliance dealer 

* 

decided to dabble in radio. He 
purchased spots to push special 
sales and occasionally sponsored a 
ball game. 

But this flirtation did not last 
long. In January this year, sales 
at Bohoy sagged and Mike Bohoy 
looked around for a selling punch. 
He asked radio if it had a quick 
answer. When WCBA Corning, a 
1 kw station, entered the scene with 
cold logic, the Bohoy battle was 
half won. 

WCBA came up with a survey 
which , showed most of the large 
Polish population in a 50 -mile ra- 
dius of Corning would be receptive 
to a program which beamed selected 
polka music. For the Bohoy cam- 
paign, WCBA suggested a 12:05- 
12:20 p.m. Polka Party, sand- 
wiched between the noon news and 
the station's Farm Journal. 

That was the turning point for 
Bohoy. The program was put on 

* 

A TYPICAL Midget League team, whose games are aired by WCBA under 
Bohoy sponsorship. Photos of the ball clubs are distributed to each team 

member with the compliments of Bohoy and WCBA. 
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FURTHER radio plans ore discussed informally over a cup of coffee. Bob 

Hergonson (I), general manager of WCBA Corning, N. Y., singles out progress 

to date on the successful campaign waged by Mike Bohoy (r), appliance 
dealer. In six months, Bohoy sales have climbed to a record high. 

* 

the air three days a week, Monday, 
Wednesday and Friday. Reaction 
was swift on the all- telling sales 
chart. Customer activity climbed 
immediately. And Mr. Bohoy in- 
creased Polka Party to a seven -day 
week affair, with a half -hour de- 
voted to the show on Sunday. 

By the end of April, the Bohoy 
store sold its 1950 quota of appli- 
ances and had set a new sales 
record. Radio was not only selling 
Mr. Bohoy's wares but it was sell- 
ing itself to Mr. Bohoy. 

* * * 

SINCE Polka Party has been on 
the air, WCBA has had to fol- 

low up a deluge of requests and 
comments from listeners by pur- 
chasing a complete record library 
of all types of polkas. The station 
now writes out the music format 
six months in advance to avoid 
duplication. This list is approved 
by Mike Bohoy himself. 

In conjunction with the pro- 
gram, the Bohoy store has agreed 
to use "as advertised over WCBA" 
signs for its merchandise adver- 
tised over the air. Items through- 
out the store are tagged as "radio 
specials." 

With radio pushing the sales 
curve ever upward, Mr. Bohoy's re- 
spect for radio has risen propor- 
tionately. In late spring, Mr. Bohoy 
decided to sponsor one Midget 
League baseball game a week in 
Corning. A special broadcasting 

* 

booth built at Midget Field carries 
the legend "Bohoy suggests that 
you support the Midget Teams by 
attending. If you can't, listen over 
WCBA." WCBA sponsors a team 
in the league called "The WCBA- 
1000 watters." As added promo- 
tion, pictures of the team are dis- 
tributed to each member with the 
compliments of Bohoy and WCBA. 

Shortly after this participation, 
the Bohoy store received letters 
from parents thanking Mike Bohoy 
for making it possible for them to 
hear their children play in the 
league. This program, it was noted, 
touched a very special type of au- 
dience and contributed a good dose 
of goodwill as well as sales. 

Still another program was spon- 
sored over the station by Bohoy. 
Called The Bohoy Juke Box Review, 
the show used the request type 
format coupled with the playing of 
a "mystery vocalist" recording each 
night. The hour show was placed 
Tuesday through Friday. 

Since appliances are the products 
advertised by Bohoy, all the pro- 
grams are on a co -op basis. At 
first, distributors in the area were 
worried about all the time and va- 
riety being sponsored by Bohoy. 

But the results of Bohoy's cam- 
paign have changed all that. The 
answer is given by one of the dis- 
tributors who said: "The more ap- 
pliances Bohoy sells, the more ap- 
pliances we sell. If Bohoy wants 
variety, let him have it." 

Other Articles On Appliances Dealers' Successes in 
BROADCAST! NG- TELECASTI NG 

Crosley Dealers Solve Selling Problems by Using TV -A feature, Aug. 7, 1950. 
Thor Teaches Owners of Gladirons on TV -News story, July 17, 1950. 
General Electric Supply Co. Grows Up with L. A. Video -A feature, May 1, 

1950. 
Selling Power in TV Moves Crosley Products -News story, April 24, 1950. 
Mizerany Appliance Co.'s First Radio Use Booms Sales -A feature, April 10, 

1950. 
Sunset Appliance Stores Credit 100% Sales Gains to WPIX Sports -A fca- 

turette, June 6, 1949. 
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1950 IOWA RADIO SURVEY 

MORE STARTLING THAN EVER! 

More Iowa Homes, Plus More Radio Sets 

Per Home, Equal More Listening! 

FIGURES from the 1950 Iowa Radio Audience 
Survey ** (soon to be released) confirm the 

reasoning behind that headline -prove that your 
Iowa radio dollar buys more today than ever. Here's 
the evidence, step by step . . . 

(I) "More Iowa Radio Homes." The following 
chart shows the increase in the number of 
radio -equipped Iowa homes since 1940 and 
since 1945. With more than an 8% increase 
in the last ten years, the number of Iowa 
homes with radio is now near 100%! 

RADIO -EQUIPPED IOWA HOMES 

Percentage of all hontes 
owning radios 

1940 
Survey 

90.8% 

1945 
Survey 

93.6 %r 

'Amazing as this increase in radio homes is, since 1940, it 
of course does not reveal the tremendous increase in total 
number of Iowa homes -up 70,000 since 19401 

(2) "More Radio Sets Per Iowa Home." The 
following chart shows the tremendous increase 
in the number of Iowa homes which have 
graduated from one-set to multiple -set owner- 
ship since 1940 and 1945. Almost half of all 
Iowa radio homes now have more than one 
radio set! 

NUMBER OF SETS 
PER RADIO -EQUIPPED IOWA HOME 

1940 1945 1950 
Survey Survey Survey 

Percentage of radio 
homes owning: 

Only one set in the home 81.8% 61.5% 51.2% 
Two sets in the home 13.8% 29.4% 35.6% 
Three or more sets in the home 4.4% 9.1% 13.2% 

100.0% 100.0% 100.0% 

(3) "More Iowa Radio Listening." The following 
chart shows that more Iowa sets mean more 
Iowa listening. The 1949 Survey used a 24- 
hour recall method to determine the amount 
of simultaneous listening in multiple -set 
homes. This year the Survey placed a two- 

day diary on a large sample of multiple -set 
homes. Both surveys found that between t/4 

and 1/3 of all two -set families use two sets 
simultaneously each day- between 1/ and 2/3 

of all three -set families listen to two or three 
sets simultaneously each day! 

FAMILIES WHO USE TWO OR 
MORE SETS SIMULTANEOUSLY EACH DAY 

Reported Simultaneous Use: 

Homes equipped with two sets 

Homes equipped with three sets 

1949 Recall 
Study 

26.1% 
50.2% 

1950 Diary 
Reports 

38.9% 

More Iowa radio homes, plus more radio sets per 
Iowa radio home, equals more Iowa radio listening. 
And WHO, of course, continues to get the greatest 
share of Iowa's total radio listening. 

Let us or Free & Peters send you all the facts, 
including a complimentary copy of the new Survey 
now on the press. 

"The 1950 Iowa Radio Audience Survey is the thirteenth 
annual study of radio listening habits in Iowa. It is a 
"must" for every advertising, sales or marketing man 
who is interested in radio in general, and the Iowa market 
in particular. 
The 1950 Edition was again conducted by Dr. F. L. Whan 
of Wichita University and his staff. It is based on 
personal interviews with 9,215 Iowa families, scientifically 
selected from Iowa's cities, towns, villages and farms. 
WHO will gladly send a copy of the 1950 Survey to any. 
one interested in the subjects covered. 

W 
at for Iowa PLUS 

Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 

P. A. Loyet, Resident Manager 

FREE & PETERS, INC 
National Representatives 



FOOTBALL LINEUP 
TOP SPONSORS of football al- 
ready are lining up for a 1950 sea- 
son of complete radio and televi- 
sion coverage. Mentioned in re- 
ports that started to come in last 
week were such traditional sports 
advertisers as Chevrolet, Standard 
Oil, Atlantic Refining, Gillette. 

A rundown of advertisers and 
stations signing contracts for this 
year's pigskin parade found an Ivy 
League schedule in the East set 
for Atlantic sponsorship on WBZ- 
TV Boston. Focus there will be on 
Harvard U. which opens its home 
season against Columbia U. on Oct. 
7 and ends with the classic Yale 
game on Nov. 25. To round out this 
eight game coverage, Atlantic also 
will bring WBZ -TV viewers the U. 
of Pennsylvania's contest with the 
U. of Virginia on Sept. 30, and the 
station will carry the Army -Navy 
game on Dec. 2. Gillette Safety 
Razor Co. sponsors the West Point - 
Middies game. 

Atlantic also is expected to at 
least duplicate its wide and thor- 
ough radio and television coverage 
of last year, although details have 
not yet been released. 

WRNL Schedule 
Virginia U. and professional 

games of the Philadelphia Eagles 
are being lined up by WRNL -ABC 
Richmond. All 10 games of the 
collegiate schedule will be broad- 
cast. They are to be sponsored by 
Virginia Chevrolet Dealers Assn. 
and fed to a 23 station network in 
the state. 

Eagles games sponsored by Cli- 
max and Tru -Ade Beverages, be- 
ginning the end of this month will 
be broadcast weekly until the sec- 
ond week of December on WRNL. 
Also on station's agenda is the an- 
nual Thanksgiving Day meet be- 
tween Virginia Military Institute 
and Virginia Polytechnic Institute 
at Roanoke. This state classic is 
to be sponsored by C. F. Sauer Co. 
of Richmond. 

Fall program for WHAS Louis- 
ville is in the making. The station 
will carry broadcasts of all 11 U. 
of Kentucky games with The Rey- 
nolds Metal Co. picking up the tab. 
Sportscaster Phil Sutterfield will 
handle play -by -play. On WHAS- 
TV, an hour -long football program 
on Tuesday will discuss movies 
shown of the previous Saturday's 
college contest with the univer- 
sity's coach, Paul Bryant, and Mr. 
Sutterfield, the experts. 

In Chicago 12 Bears professional 
games and nine Northwestern U. 
tilts, as well as all adjacent shows 
and spots, have been "sold out" at 
WIND that city. Dodge Dealers of 
Greater Chicago, through Ruth - 
rauff & Ryan, will sponsor the 
N. U. games. Standard Oil of In- 
diana, through McCann -Erickson, 
contracted for the station's exclu- 
sive coverage of Bears home and 
away games, starting Sept. 17. 

WIND also reports Peter Hand 
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Brewing Co. (BBDO) signed for 
Football Scoreboard to follow N. U. 
broadcasts, Ray Eddy Plymouth - 
Dodge Dealer (Arnold Isaccs) for 
the identically named program to 
follow Bears contests; R -H Tele- 
vision (Walter Rubens agency) for 
Football Review prior to N. U. 
broadcasts, Peter Hand again for 
program with same name to come 
before Bears games. 

Spots to be aired in advance of 
both games sold to Household Fi- 
nance Corp. (LeVally) ; spot after 
N. U. games to Citation Hat Co. 
(Jones -Frankel) and after Bears 

Sponsors Set '50 Plans 

games to Raytheon TV (Henri, 
Hurst & McDonald). 

In Ohio, WBNS -TV Columbus 
reports arrangements completed 
for full film coverage of Ohio State 
U.'s fall schedule. Official univer- 
sity films of play -by -play will be 
augmented by special pre -game 
"color" shots filmed by station's 
motion picture department. A 
running commentary will tie -in 
plays. 

Sponsoring the film showings is 
Columbus Chevrolet Dealers. Pro- 
duction will be handled by Edward 
Kennedy of Knight Advertising 

WWJDISPUTE 
NABE 

Re timed 
ations 

WWJ- r1ì11 -PM -TV Detroit and NABET resumed negotiations last week 
after the union had thrown the station off the air a few hours before the 
WWJ 30th anniversary program, interfered with work at the affiliated 
Detroit News and tussled with newspaper unions that objected to picket 
lines. 

never have taken place if we had not 
kept faith in our bargaining with the 
union. We could very easily have had 
supervisory personnel ready to take 
over the engineers' jobs if they struck. 
But negotiations were on, and we did 
not consider such a step. 

As a result of our good faith, we 
were caught totally Unprepared. 

The WWJ aural stations were 
off the air only two hours but the 
TV station lost over two days of 
operating time. Supervisory per- 
sonnel produced the elaborate an- 
niversary program. 

The WWJ -NABET contract ex- 
pired last Feb. 1 and negotiations 
have been going on since that time. 
The union filed notice of a dispute 
July 14 and Federal conciliators 
entered the picture. The parties 
were close to an agreement many 
times only to have NABET recess 
or become silent, according to the 
WWJ management. Two recess 
periods taken by NABET lasted 60 
days each, according to the station. 

Claims Highest Scale 
WWJ declares its scale for en- 

gineers is one of the highest of any 
independent in the country. Most 
of the differences dealt with fringe 
matters after WWJ offered a $1.50 
weekly increase. 

Three weeks ago NABET nego- 
tiators submitted a new set of de- 
mands, including a $9 increase, 
according to the station, ignoring 
all the understanding reached dur- 
ing negotiations. Rumors were 
heard of a strike vote. Saturday 
morning, Aug. 19, NABET asked 
WWJ for a meeting at 11 a.m. 
Monday. The station agreed. A 
half -hour later, according to WWJ, 
the NABET negotiator said he 
couldn't control his men until Mon- 
day and demanded an immediate 
offer, a demand turned down by the 
station. 

At eight seconds past noon Aug. 
19 NABET engineeers took the 
station off the air in the middle of 
an announcement, according to sta- 
tion rofficials. 

Harry Bannister, general man- 
ager of the WWJ stations, issued 
this statement after supervisory 
personnel had put aural transmis- 
sions back on the air two hours 
later: 

The two -hour Interruption would 

Mr. Bannister added: 
NABET officials in organizing other 

stations and in negotiations with 
other stations throughout the United 
States have invariably pointed to the 
WWJ contract as an ideal one. It is 
so regarded throughout the industry. 
The NABET action comes as a sur- 
prise and shock to the station man- 
agement. 

After NABET threw WWJ off 
the air, picket lines were set up in 
front of the WWJ building, the 
Detroit News building across the 
street, a TV studio entrance and 
the Detroit baseball park where a 
mobile TV unit had been stationed 

(Continued on page 42) 

'WWJ Day' 
Marks 30 -Yr. Anniversary 

WITH the declaration of Aug. 20 
as "WWJ Day" by Mayor Albert 
E. Cobo, WWJ Detroit celebrated 
its 30th birthday. The station was 
set up in a corner of the editorial 
room of the Detroit News on Aug. 
20, 1920. 

Good wishes poured in from all 
over the country as WWJ observed 
the anniversary with an hour and 
a half program featuring memories 
of various "firsts" the station in- 
stituted. Early listeners were in- 
terviewed on their reactions to 
hearing the new medium in the 
crystal set days. 

A television salute to WWJ from 
its affiliate, WWJ -TV, on Sunday 
was cancelled by the NABET 
strike against the station which 
caused the cancellation of all local 
and network shows on WWJ -TV. 

Agency. Because of the Big Ten 
football ruling, Ohio State U. films 
will be telecast on Sunday, one day 
after the game is played. 

WERE Cleveland launched its 
fall football season by covering the 
Cleveland Browns vs. Green Bay 
Packers professional game in To- 
ledo's Glass Bowl on Aug. 12. Bob 
Neal, who handled the game, will 
describe all of the Browns games, 
home and on the road. Assisting 
him is Don Cordray. Plans are set 
by WERE to feature hour and a 
quarter of pre -game shows includ- 
ing music and commentary. Other 
programs : Pigskin Parade with 
John Saunders and Bill Reid at 
8:30, followed by Marianne Wulff 
with Fan Fair, 8:45 p.m., and On 
the Sidelines with Bob Neal at 
9:15 p.m., all Saturday night. 

Standard Oil on KOA 
KOA Denver broadcasts all U. of 

Colorado football games this fall. 
Lloyd E. Yoder, KOA general man- 
ager, said broadcasts of the 10 
games on the schedule will be spon- 
sored by Standard Oil of Indiana, 
making this the fourth straight 
season that the advertiser and sta- 
tion have teamed up for U. C. 
games. Play -by -play will be han- 
dled by Starr Yelland. News and 
Special Events Manager Bill Day 
is in charge of production. 

Reportedly the first venture of a 
railroad into sports sponsorship 
comes from KSEK Pittsburg, Ban. 
Thad Sandstrom, station's general 
manager, reported the sale of all 
Pittsburg State College football 
games, home and away, to the 
Kansas City Southern Lines. Rail- 
road will use the broadcasts for 
public relations purposes as well 
as promoting its "thriftup" fares 
from Pittsburg to Kansas City. 
Sale arranged through Cecil Tay- 
lor, CBS advertising manager, and 
Ed Warner, account executive, 
Potts, Calkins & Holden agency, 
Kansas City. 

WTMJ, the Milwaukee Journal 
station, will air a total of 23 Green 
Bay Packers and U. of Wisconsin 

(Continued on page 42) 

THE PAGES of radio history were 
turned back exactly 30 years on Aug. 
20, when Ty Tyson spoke the same 
words that opened the first regular 
broadcast of WWJ Detroit on Aug. 
20, 1920. Further realism was added 
to the ceremony through use of the 

old -fashioned carbon mike. 
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How stations rank 
in Colorado- Wyoming 

The Colorado -Wyoming Diary Study, the first complete sur- 

vey of listening habits in these two wealthy states, has the 

answers: 

KOA leads every station in both states 53% of the 

time day and night 

In the morning KOA reaches an average of 2.9% of 

the total population of both states with each quarter - 

hour program. (Sta. °°B" reaches 2.9 %; Sta. "C" 1.1 %; 

Sta. "D" 0.5 %) 

In the afternoon KOA reaches an average of 3.6% of 

the total population of both states with each quarter - 

hour program. (Sta. RB" reaches 1.3 %; Sta. "C" 0.8 %; 

Sta. °°D" 1.3 %) 

In the evening KOA reaches an average of 7.2% of 
the total population of both states with each program. 

(Sta. °°B" reaches 4.5 %; Sta. °°C" 2.1 %; Sta. "D" 0.8 %) 

These and hundreds of other revealing facts are contained 

in the recently released Colorado- Wyoming Diary Study. To 

be absolutely certain that your dollars are buying the best 

audience for your client in this essential area, consult the 

Colorado- Wyoming Diary Study. Its wealth of heretofore 

unavailable information on the Colorado -Wyoming audience 

and its characteristics will be invaluable to you. A postcard 

will bring your free copy by return air mail. 

Represented 
by NBC 

SP075ASFM- 

, HOLLYWOOD 

NEW YORK 
, CHICAGO 

CLEVELAND 
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COMMUNISTS RIGHTS 
MOUNTING concern over the 
question of selling radio time to 
Communist or -fellow-traveler or- 
ganizations-a question which may 
attain problem proportions before 
this fall's elections -was evidenced 
last week amid indications that 
FCC and one of its former chair- 
men are at loggerheads on the 
issue. 

On the basis of its Port Huron 
decision, the Commission is ex- 
pected to hold to the position that 
stations are required by law to 
sell time to any legally qualified 
candidate- Communists included- 
or else refuse time to all other 
candidates for that office. 

FCC Chairman Wayne Coy was 
understood to have reiterated this 
view in a sharp reply to a prom- 

MBS FACES SUIT 
By 'Meet the Press' Owners 

MBS FACES a $1,250,000 suit for 
cancelling Meet the Press in al- 
leged violation of contract and for 
replacing it with Reporters Round- 
up, according to an announcement 
last week by Martha Rountree' and 
Lawrence E. Spivak, co- owners of 
the cancelled show. 

Saying instructions to file the 
suit Aug. 27 in the New York 
County Supreme Court had been 

their attorney, Maurice 
Smith of New York, Miss Rountree 
and Mr. Spivak also said they 
would "add our voice to the many 
others already urging the FCC to 
re- examine the whole, overripe 
question of program protection." 

Specifically MBS was charged 
with cancelling a contract that had 
two years to run and which "spe- 
cifically acknowledged the original 
and unique nature of the program 
and the retention of all rights, title 
and interest in the program by Mr. 
Spivak and Miss Rountree "; with 
"appropriating not only the basic 
format of Meet the Press but even 
using regular participants on the 
latter program (Reporters Round- 
up)"; and with "unfair competi- 
tion and breach of faith by pre- 
senting a 'substitute program' the 
week following cancellation of 
Meet the Press." 

Following the announcement, 
Frank White, MBS president, said: 

"MBS has received no papers in 
connection with any legal action re- 
lating to its program, Reporters 
Roundup and is therefore in no 
position to make any comment. We 
know of no basis for any claim 
against this public service pro- 
gram." 

Meet the Press was sold coopera- 
tively. It is believed that the dis- 
satisfaction of Mutual affiliates, 
which are understood to have felt 
that the television version of Meet 
the Press, a separate program over 
NBC -TV, had been taking the play 
away from the radio version, 
caused Mutual to drop the show. 
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inent eastern station which notified 
the Commission it was refusing a 
speech of a Progressive Party can- 
didate for the U.S. Senate because 
it considered the speech "treason- 
able." 

Former FCC Chairman Paul A. 
Porter meanwhile asserted his 
opinion that a station would be 
justified in denying time to Com- 
munist candidates and that FCC 
would not prosecute those which 
do so. 

Porter's Views 

Mr. Porter, of the Washington 
law firm of Arnold, Fortes & Por- 
ter, outlined his views at the re- 
quest of Sen. William Benton 
(D- Conn.), who had been queried 
on the subject by Philip Merryman, 
president and general manager of 
WLIZ Bridgeport, Conn. Mr. 
Merryman expressed concern over 
WLIZ's responsibility under the 
Communications Act (Sec. 315) 
and FCC rules (Sec. 3.190), and 
asked for an interpretation or re- 
medial action. 

"I think any commission which 
undertook to penalize a licensee be- 
cause he denied his facilities to a 
qualified Communist candidate 

Elections Increase Problems 

would be in plenty of hot water," 
Former Chairman Porter asserted. 

"In this particular period," he 
continued, "I believe a radio station 
manager would be justified in deny- 
ing his facilities to a Communist 
candidate for office on the grounds 
that such a broadcast would incite 
the community and that even 
though the state laws permitted 
Communists access to the ballot, 
the licensee could not thereby con- 
clude that a Communist was a 'bona 
fide' candidate, but was merely 
undertaking to exploit the Com- 
munications Act and the radio sta- 
tion involved for purposes of con- 
fusion unrelated to the merits of 
the election issues facing the 
voters." 

Porter Assurance 
Mr. Porter assured Sen. Benton 

that he would not hesitate to de- 
fend Mr. Merryman if his refusal 
to sell time to Communist candi- 
dates during election campaigns re- 
sulted in FCC action against the 
station. 

The question of selling time to 
Communists also is raised by a 
complaint filed with FCC by a 
listener to a program which until 
mid -August was sponsored by the 

Communist Party on WSAR Fall 
River, Mass. WSAR has notified 
FCC it discontinued the program 
Aug. 13. 

Spokesmen for WSAR said the 
weekly program had been carried 
for several years, having been 
started before the present owner, 
Fall River Herald -News, acquired 
the station. The newspaper owners 
considered dropping the program 
when they acquired WSAR, but de- 
cided not to do so, the spokesman 
said. 

He attributed the decision par- 
tially to a desire to offset FCC's 
announced feeling that newspaper 
ownership of stations generally 
tends toward concentration of con- 
trol over the dissemination of in- 
formation to the public. He also 
pointed out that the newspaper 
had kept government agencies, in- 
cluding the FBI, informed of the 
Communist Party's sponsorship of 
the program. 

The complaint to FCC was di- 
rected against a speech by Joseph 
Figuerito on one of the programs. 
Notification that the series had 
been discontinued was sent to FCC 
by WSAR last Monday. 

CONN. SENATE RACE HeO °y Radio-TV 
U5e Set 

CONNECTICUT race for one of the 
two seats in the U. S. Senate was 
shaping up in a battle royal along 
radio -television row last week as 
the two nominees -Sen. William 
Benton, Democrat, and Prescott S. 
Bush, Republican- mapped plans 
for the forthcoming Congressional 
campaign. 

Heavy use of both radio and 
video was strongly indicated by 
spokesmen for the two candidates, 
each of whom has shared more 
than just a passing interest in 
sound broadcasting and the ad- 
vertising fields. 

Mr. Bush, a CBS director, in- 
creased his financial interest in 
the network in May 1949 when, ac- 
cording to the Securities Exchange 
Commission, he purchased an ad- 
ditional 200 shares of Class A and 
300 shares of Class B stock to 
augment his previous holdings of 
210 and 300, respectively. 

Mr. Bush will siphon a sub- 
stantial chunk of his campaign 
funds -possibly as much as 75%-- 
into television spots and some pro- 
grams, with the remainder going 
into radio. 

Details of his radio -TV cam- 
paign have not been fully evolved, 
but it was learned last week that 
his managers have contracted for 
between $8,000 and $10,00 in TV 
time alone thus far on WNHC -TV 
New Haven, Conn., where they 
have set numerous commitments. 
Other TV contracts may be set. 

Sen. Benton, staunch advocate of 

international radio, co- founder of 
Benton & Bowles advertising 
agency, and former Assistant 
Secretary of State for Public Af- 
fairs in charge of Voice of America, 
is also known to be kindly disposed 
to both media, on which he has 
made highly impressionable ap- 
pearances from time to time. 

His program last week appeared 
to center equally between radio and 
TV participations involving spot 
announcements of varying lengths. 
Connecticut stations which will 
carry them had not been set. 

No Totals Revealed 
Headquarters spokesmen for both 

parties were reluctant to reveal the 
size of radio -video budgets for the 
fall campaign on grounds that 
estimates would forecast strategy. 
But this hesitancy did not mini- 
mize the interest in the broadcast- 
ing campaign to be waged by both 
candidates, and Mr. Bush's con- 
firmed decision to concentrate on 
television. 

The CBS director, it was under- 
stood, is pursuing TV largely on 
the recommendations of associates 
at CBS and New York agencies, 
who point out that this will be the 
medium's first full -fledged opera- 
tion in an off-year Congressional 
race, and that television has proved 
tremendously effective in political 
circles. 

Mr. Bush's TV campaign will get 
underway on WNHC -TV, only video 
outlet in Connecticut, with spot an- 

nouncements preceding a football 
game Sept. 23. He also has res- 
ervations for spots preceding and 
following World Series telecasts if 
WNHC -TV carries them, as well 
as for wrestling breaks on pro- 
grams from Chicago, Wednesday 
and Saturday, beginning Sept. 20 
if the station obtains clearance 
from ABC -TV. 

Throughout the Sept. 23 -Nov. 6 
period are commitments for one, 
five and 15 minute spots and pro- 
grams, with many announcements 
slated before and after women's 
participation programs. Break- 
down, according to James Milne, 
station manager, shows: 13 15- 
minute Class A programs, 21 five - 
minute Class A programs and 36 
Class A one -minute spots. Also 
committed is a one -hour telecast 
on election eve, from 11 -12 p.m. 

Mr. Bush's commitments on 
WNHC -AM are expected to ap- 
proximate around $2,000, according 
to Mr. Milne. It also was reported, 
but not confirmed, that Mr. Bush 
has contracted for time on the 
regional Connecticut State Net- 
work. 

Lester Fossel of Mr. Bush's head- 
quarters office told BROADCASTING 
that the TV campaign would utilize 
live, film and "split" announce- 
ments and programs. One -minute 
spots will be primarily film, he 
said, prepared by Paul Defur, an 
independent producer who handles 
work for the Maxwell Sackheim 

(Continued on page 74) 
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Key Question 
of Industrial Mobilization 

Is the coal industry in good shape 
to meet the nation's needs for coal - vital component 

in war production and in national defense? 

The short answer is an emphatic YES 

The coal industry is better prepared 
right now in equipment, plants and ex- 

perience than at any time in its long 
history. 

Here are some of the reasons: 
Since the end of World War II, 

America's progressive coal operators 
have invested tens of millions of dollars 
in research, new equipment, new mine 
properties and coal preparation plants. 

Two hundred and twenty large coal 
mines have been opened or placed in 
development in the last five years, each 
with a daily capacity of 500 tons or 

more. About 800 smaller mines have 
been opened too. This is new grówth; 
these are new risks, new ventures. All 

together these new facilities have a 
productive capacity of 280 million 
tons of coal a year. This new capacity 
more than offsets mines that have been 
worked out, retired for obsolescence, or 

closed for other reasons. These new 
facilities augment by more than one - 

half the expected production this year. 

Today, the American coal industry is 

the most highly mechanized and effi- 

cient in the world. 

From modern cóal preparation plants 
comes an ever better product for more 
efficient and economical utilization. 

The coal industry has the knowledge, 
the equipment and the facilities to pro- 
duce coal at a faster rate than it has 
ever mined before. 

America's reserves of coal are virtually 
limitless. 

With no cutoff in transportation facili- 
ties, and in the flow of essential mechan- 
ical equipment and operating supplies, 
and no withdrawal of its essential mine 
man power, the industry can produce 
all the coal the nation may need in 
peace or in war. 

BROADCASTING 
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POLITICAL RULES 
FCC FOUND itself facing a con- 
troversy last week over a proposal 
to enlarge its definition of a politi- 
cal candidate to include not only 
the candidate himself but also any- 
one else who is authorized to 
speak for him. 

Westinghouse Radio Stations 
offered the proposal in connection 
with FCC's plan to make the pres- 
ent AM -FM -TV political broad- 
cast rules applicable to non -com- 
mercial educational FM stations 
too. FCC invited comments [BROAD- 
CASTING, July 24]. 

When the comments were tallied 
last Monday -the deadline -the 
CIO, WIBG -AM -FM Philadelphia, 
and F. S. Siebert of the U. of 
Illinois were on Westinghouse's 
side, while NAB and the Chicago 
Federation of Labor (WCFL) were 
opposed. 

The WRS petition cited a court 
decision involving Westinghouse in 
which a federal district court held 
that, in the equal -time provision of 
the Communications Act, the "use" 
of radio facilities by a candidate 
applies not only to the candidate 
himself but also to any authorized 
representative or sponsor of that 
candidate. 

Re- definition Suggested 

Accordingly, Westinghouse sug- 
gested that FCC re -define "legally 
qualified candidate" to include "any 
individuals specifically authorized 
by the candidate to speak for him 
or authorized by the appropriate 
campaign or finance committee act- 
ing under general authorization for 
the candidate." 

The CIO, in a statement by Gen- 
eral Counsel Arthur J. Goldberg 
and Assistant General Counsel 
Thomas E. Harris, approved the 
proposal and asked that it be put 
into effect immediately, "so that 
the public may have the benefit 
of it in the election campaigns this 

Plummer Named 
COLONEL WILLIAM E. PLUM - 
MER, partner in Glenn D. Gillett 
& Assoc., consulting radio engineer- 
ing firm, Washington, D. C., has 
been granted 
leave of absence 
to accept an ap- 
pointment with 
Staff of the Pres- 
ident's Communi- 
cations Policy 
Board. Colonel 
Plummer joined 
the Glenn D. Gil- 
lett firm as senior 
engineer in 1933. 
He entered active 
duty as a First Lieut. in World 
War II, in May 1941. He attained 
the rank of Colonel before termina- 
tion of his war service in April 
1946, when he rejoined the engi- 
neering firm. 
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Definition Controversy 

fall." CIO also said: 
While the best practice of radio 

chains and stations is at present in 
accord with the Westinghouse 
proposal, some stations do take ad- 
vantage of the personal unavailability 
of a candidate to deny time. The right 
to equal use of radio facilities should 
not depend upon such adventitious 
circumstances as the personal avail- 
ability of a candidate. 

Seaboard Radio Broadcasting 
Corp., licensee of WIBG- AM -FM, 
gave its endorsement of the pro- 
posal in a brief statement by Vice 
President John Morgan Davis, filed 
through the Washington law firm 
of Dow, Lohnes & Albertson. 

Siebert's Idea 
Mr. Siebert, director of the U. 

of Illinois' Institute of Communica- 
tions Research, suggested that 
FCC's rules be amended to make 
the equal -time, no- censorship pro- 
vision applicable not only to 
speeches by candidates and their 
authorized representatives, but also 
to "broadcasts by individuals or 
groups supporting a candidate but 
not specifically authorized by the 
candidate." Additionally he sug- 

gested that the rules be changed to 
show that broadcasts which are pri- 
marily for other purposes, but 
which include incidental "plugs" 
for a candidate, are exempt from 
the requirements regarding polit- 
ical broadcasts. 

NAB, on the other hand, argued 
that Westinghouse's proposal 
should be denied. The court case 
cited by Westinghouse -Felix vs. 
Westinghouse - "is not authority 
for the Commission to issue rules 
and regulations concerning politi- 
cal broadcasts," according to the 
NAB brief, filed by Attorney Don 
Petty and Vince Wasilewski. In- 
deed, NAB contended, another case 
putting "an entirely different con- 
struction" on the equal -time re- 
quirements "is still the highest 
judicial authority" on the subject. 

Referring to the decision cited 
by Westinghouse, NAB said: 

Its interpretation of the law was 
to relieve the station of a duty -that 
of compensating an individual for the 
damages resulting from defamation. 
This decision should not be the basis 
for a regulation imposing a new duty 
on a broadcasting station -that of 

ARKANSAS MEET 
Members 

NAB A onsst 
SOME two dozen members. of the Arkansas Broadcasters Assn. aren't 
too happy about the NAB and have instructed ABA President, Sam W. 
Anderson, of KFFA Helena, to tell the national association how they feel. 

Meeting at Hot Springs Aug. 18, spokesmen for 22 stations told Presi- 
dent Anderson "it's high time to let 
the NAB know how things stand in 
Arkansas. In a discussion led by 
Fred Stevenson, KGRH Fayette- 
ville, a number of stations reported 
they had resigned from NAB and 
others said their future member- 
ship was in doubt. 

Principal source of complaint 
was NAB's position in the Ar- 
kansas tax case, in which two Little 
Rock stations were denied U. S. 
Supreme Court hearing on a state 
ruling upholding radio privilege 
taxes. Several small stations com- 
plained present NAB membership 
fees are too high. 

Rules governing broadcasting of 
high school playoff games in foot- 
ball and basketball were discussed 
by G. A. Stubblefield, El Dorado 
school superintendent and presi- 
dent of the Arkansas Athletic 
Assn., and Johnny Burnett, execu- 
tive secretary. They defended 
charging of fees for rights to state 
championships. Broadcasters were 
invited to send a delegate to the 
association's next meeting to pre- 
sent their side. 

In a discussion with the Ar- 
kansas Medical Society's auxiliary, 
the stations indicated they would 
accept health broadcasts as public 
service but make uniform charges 
for programs discussing controver- 
sial issues. 

Representatives of Southwestern 
Bell Telephone Co. outlined the 
company's improvement program 
and its increasing use of radio as 

a public relations medium. 
The program included talks by 

Leon Sipes, KELD El Dorado, on 
"Radio's Role in the War Effort "; 
Julian Haas, KARK Little Rock, 
and Emil Pouzar, KXLR North 
Little Rock, on "Policies Governing 
Political Broadcasts "; Jack Wol- 
ever, KTHS Hot Springs, on "Han- 
dling Free Time Requests." 

Arrangements for the meeting 
were made by Mr. Wolvere and Ted 
Rand, KDRS Paragould, ABA sec- 
retary- treasurer. 

In attendance were: 
Sam W. Anderson, KFFA Helena; 

William Fogg, KXJK Forrest City; Leon 
Sipes, Wilford McKinney, KELD El 
Dorado; Russ Horne, Leon Bryan, 
KXRJ Russellville; Melvin P. 

M. 
gart; 

KIFS T arkdana; dv1 Wood, Chet e 
Blackwood, KOSE Osceola; Jack Wol- 
ever, Jon Kerber. KTHS Hot S r 
L. B. Tooley, Wes Ninemire, IOCAR 
Hope; Adrian L. White, KPOC Poca- 
hontas; Ray Dexter, Ted Rand, KDRS Paragould; S. C. Vinsonhaler, KGHI 
Little Rock; David Crockett, KAMD 
Camden; W. B. Hutt, KLRA Little 
Rock; William R. Smith. KBTA Bates- 
ville: Frank Browne, Bob Choate, 
KWFC Hot Springs: Julian Haas, KARK 
Little Rock; Emil Pouzar, KXLR North 
Little Rock; Hugh Murphy, KWEM 
West Memphis; John England. KFPW 
Fort Smith; John M. Moore, KVRC Arkadelphia; Jay P. Beard, KBTM 
Jonesboro; Fred Stevenson, KGRH 
Fayetteville. 

J. R. Anderson, H. R. Mason, Asso- 
ciated Press; Bill Stubblefield, Capitol 
Transcriptions; John Divine Standard 
Transcriptions; Bill Davies, RCA 
Thesaurus; Dorsey Owings, BMI; David 
R. Missten, Tulsa, SESAC: Joe Carle- 
ton. Doyle Bates, Carleton Radio Sup- 
ply, Little Rock; M. R. Paglee,. RCA; 
Frank Parton, Frederic W. Ziv Co. 

making its facilities available to spon- 
sors as well as to candidates. 

This same problem was considered 
by Congress [in 1934] and discarded. 

NAB also pointed out that in 
the Houston Post case a federal 
three -judge statutory court ex- 
amined- FCC's Port Huron decision, 
which held that broadcasters may 
not censor political broadcasts but 
expressed the opinion that they 
would not be held liable for libel 
contained in such speeches. The 
court's decision "went so far as to 
question whether this Commission 
could properly issue rules and regu- 
lations relating to political broad- 
casts," NAB asserted. Its brief 
continued: 

The NAB believes It desirable that 
the broadcasters be relieved of liabil- 
ity growing out of the use of their 
stations under Sec. 315 [of the Com- 
munications Act]. However, unfor- 
tunately, In the absence of a U. S. 
Supreme Court interpretation of Sec. 
315, each federal and state court will 
interpret it as it sees fit. And since 
the weight of authority Is contrary 
to the Felix case [mentioned by West- 
inghouse] it seems most unwise for 
the Commission to adopt the dicta 
of that decision as the basis for 
imposing an added obligation on 
station licensees. 

In this connection, the language of 
the court in the Houston Post case ... 
is particularly apropos, for "if it 
should be determined that the Com- 
mission's guess as to the law was 
wrong, it ought not be held to have 
the power to subject the owner under 
sanction to the hazards of its 
wrong guessing." Broadcasters in a 
number of states still remain on the 
horns of a dilemma as far as the 
political broadcast section of the 
Communications Act is concerned, 
and it is respectfully urged that the 
burdens thereof not be increased as 
proposed by the Westinghouse peti- 
tion. 

Coy Quoted 
NAB also noted that FCC Chair- 

man Wayne Coy had been quoted by 
a House Select Committee as say- 
ing in 1948, with reference to the 
Port Huron decision, that "for the 
time being, at least until the matter 
is settled, the honest and conscien- 
tious broadcaster who uses ordinary 
common sense in trying to prevent 
obscene and slanderous statements 
from going out over the air needs 
not fear any capricious action." 

The Chicago Federation of La- 
bor, licensee of WCFL Chicago, 
also opposed the Westinghouse 
proposal, asserting that Westing- 
house was trying to do by rule - 
making "that which Congress in 
1947 refused to do when it failed to 
enact ... the [White Bill]." 

CFL's brief, submitted by Wash- 
ington Attorney Eugene L. Burke, 
contended that changes in the defi- 
nition of "candidate" should be 
made, if at all, by amendments of 
existing law and not by changes 
in FCC's rules. If the general 
problems raised in the political 
section are to be considered, the 
brief continued, they should be 
approached in separate proceed- 
ings. 

FCC may call for oral argument 
on the question. 
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6:30 - 7:30 
FACTORY WORKER4 

WHITE COLLAR 

9:00 -5:30 
SHOPPERS 

4:30-7:00 
HOME BOUND WORKERSI\ 

TRANSIT RADIO ALONE OFFERS THESE FOUR SALES ADVANTAGES 

A SELECTED AUDIENCE . . 

A COUNTED AUDIENCE 

A LOW COST AUDIENCE. 

A HOME AUDIENCE . . 

.Breakdown of men and women riders, inbound and out- 
bound. Audience composition breakdowns, by hours of the 
day -you can choose exactly the type of audience you want. 

..by half -hour periods. You know exactly how many people 
your sales message reaches. No "guesstimates," no surveys 
necessary. 

.With this precise information and Transit Radio's low rates, 
you can see at a glance your guaranteed cost -per- thousand. 

.Because of their unique "music and news" program structure, 
Transit Radio Stations capture the bulk of FM home listeners 
. . . with highest hours -per -day average. Check the FM 

listening reports. 

AND REMEMBER, TRANSIT RADIO GETS RESULTS! 
Call TODAY for the fact -full story from 

New York: 250 Park Ave., 
Mu.H. 8 -3780 
Chicago: 35 E. Wacker, 
Fin. 6 -4281 

TRANSIT RADIO, INC. 

And in CINCINNATI, OHIO 

IC V Y '/ lI . 

Times -Star Bldg. -GA 1331 

Affiliated with WKRC, WKRC -TV and the Cincinnati Times -Star 

TRANSIT RADIO IS AVAILABLE 
IN ALL THESE MARKETS . . . 

(And coming soon in scoro of others): 
Bradbury Heights, Md. 

(and suburbs of Wash., D. C.) 
Cincinnati, O., and Covington, Ky 
Des Moines, Iowa 
Boston (North), Mass. 

Evansville, Ind. 
Flint, Mich. 
Houston, Texas 
Huntington, W. Va. 
Jacksonville, Fla. 

Kansas City, Mo. 
Minnepolis -St. Paul, Minn. 
Omaha, Nebr. 
Pittsburgh, Pa., Suburbs 
St. Louis, Mo. 
Tacoma, Wash. 
Trenton, N. J. 

Washington, D. C. 

Wilkes -Barre, Pa. 

Worcester, Mass. 

WBUZ 

WKRC-FM 
KCBC-FM 

WLYN-FM 
WHAV-FM 

WMLL 
W AJ L-FM 

KPRC-FM 
W PLH-FM 
WJHP-FM 
KCMO-FM 

WMIN 
KBON-FM 

WKJF 
KXOK-FM 

KTNT 
WTOA 

W W DC-FM 
WIZZ 

WGTR-FM 
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G. A. RICHARDS 
FCC EXAMINER James D. Cun- 
ningham ruled last week that he 
would not enforce a subpena to 
require G. A. (Dick) Richards to 
testify in the hearing on his news 
policies, but made clear that he 
thought the station owner's testi- 
mony "is necessary to complete this 
record." 

His ruling came Wednesday in 
the 10th week of FCC's hearing 
on charges that Mr. Richards, chief 
owner of KMPC Los Angeles, 
WGAR Cleveland and WJR De- 
troit, ordered staff members to 
slant news according to his own 
personal views. Three doctors 
testified that Mr. Richards' heart 
condition is such that requiring 
him to testify might cost his life. 

"Two things," Mr. Cunningham 
said, "are clearly established: (1) 
That testimony of Mr. Richards 
is necessary to complete this 
record; (2) I am convinced that the 
appearance of Mr. Richards would 
jeopardize his health. Whatever 
doubts I may have held were com- 
pletely dispelled by listening to 
these doctors. It is clear that Mr. 
Richards is a very sick man. I am 
therefore going to relieve him from 
appearance under the subpena." 

The examiner said, however, 
that he thought the submission of 
written questions to Mr. Richards, 
which he could answer at his lei- 
sure, would not jeopardize his life 
and that accordingly, since the 
owner's testimony is needed, he 
would "entertain a request for an 
interrogatory to be submitted to 
him." 

FCC General Counsel Benedict 
P. Cottone, who has sought con- 
sistently to get Mr. Richards into 
the witness chair for questioning 
about alleged correspondence and 
telephone "instructions" regarding 
the handling of KMPC news, in- 
dicated he doubted the value of an 
interrogatory. Hugh Fulton, chief 
trial counsel for Mr. Richards, said 
he would consider such a course but 
that in view of Mr. Cottone's op- 
position it would be "purely aca- 
demic." 

Not Criminal Case 
Examiner Cunningham said he 

had considered Mr. Cottone's sug- 
gestion that an impartial medical 
board be appointed to examine Mr. 
Richards, but that he didn't want 
to be a party to such procedure. 

"This is not a criminal case and 
Mr. Richards is not to be treated 
like a criminal," he asserted. 
"Nonetheless, the responsibility is 
his to establish that the renewal 
of the licenses [of his three sta- 
tions] would be in the public in- 
terest. That responsibility has 
never shifted." 

Dr. H. B. Steinbach, Detroit 
specialist; Dr. Behneman, and Dr. 
Percy Albert Staley, internist of 
Palm Springs, agreed that forcing 
Mr. Richards to appear might be 
fatal. 

Mr. Cottone questioned Dr. Stein- 
bach at some length as to Mr. 

FCC Will Not Subpena 

Richards' hours and social life, 
such as card playing, attending 
sports events, and other activities. 
The physician said Mr. Richards 
led a very inactive life for three or 
four years and "then I told him he 
could do a little more." 

Asked if these activities were 
included in "doing a little more," 
Dr. Steinbach replied that "in treat- 
ing people, in trying to keep them 
living, you have to let them take 
on activities up to the point of 
pain or fatigue. Unless he does 
things, he might as well be dead." 

He pointed to a physical exami- 
nation of Mr. Richards on Monday 
as an example of bringing on fati- 
gue or pain (angina attacks). 

Cites Activities 
Mr. Cottone wanted to know 

whether Mr. Richards' continued 
survival of the range of his activ- 
ities wasn't good indication that 
he has "a good cardiac reserve." 

"No," the physician replied. 
"There is no disease more treach- 
erous than the cardiac disease. He 
may seen perfectly fine and drop 
dead." 

Dr. Steinbach said he was first 
called to attend Mr. Richards in 
1938, and that the station owner 
"was having an acute coronary oc- 
culsion at that time." 

Asked by Examiner Cunningham 
whether it would be dangerous to 
give Mr. Richards a list of ques- 
tions to be answered at his leisure, 
the witness said he couldn't be 

"sure," though he thought it would 
be harmful. 

Following the testimony of the 
three physicians, Mr. Cottone told 
Examiner Cunningham that their 
evidence "has not altered the posi- 
tion I took following testimony of 
Dr. Roy E. Thomas," who appeared 
earlier in behalf of Mr. Richards 
but failed to convince the general 
counsel [BROADCASTING, July 31]. 

"The evidence is that the exami 
nations Monday were of the most 
cursory kind, he asserted. "Ap- 
parently from the testimony, we are 
now dealing with a condition which 
has placed Mr. Richards' life in 
constant danger for the past 22 
years." 

Examiner Cunningham mean- 
while reported that presentation of 
Mr. Richards' case would definitely 
start Sept. 5 [BROADCASTING, Aug. 
21]. If FCC's presentation is not 
completed by the Aug. 31 target 
date, sessions may be held over the 
Labor Day weekend. 

In sessions preceding the medical 
testimony, Robert Horn, a WFIL 
Philadelphia disc m.c. who formerly 
was a KMPC newscaster, support- 
ed the testimony of earlier FCC 
witnesses that Mr. Richards fre- 
quently telephoned instructions and 
suggestions for news handling. 

When the station owner was in 
town, he said, "he called me on an 
average of four times every mor- 
ning." 

Mr. Horn said he appealed to 
Chester (Tiny) G. Renier, then 

FCC Actions 
ONE NEW AM station and 
two noncommercial FM out- 
lets were granted by the FCC 
last week. Initial decision to 
grant application of KEYY 
Pocatello, Ida., renewal of li- 
cense and final decision 
granting WRIB Providence, 
R. I. change in facilities is- 
sued. These and other FCC 
actions may be found in Ac- 
tions of the FCC beginning 
on page 81 and FCC Round- 
up on page 84. 

KMPC program director, and was 
told that "if the boss wants it, it 
was to be done." 

He said newscasters were briefed 
on Mr. Richards' likes and dislikes 
among people, labor organizations, 
political parties and minority 
groups and on how they should be 
treated in the news. He testified 
that in addition to clipping and us- 
ing newspaper items in newscasts, 
he broadcast editorials without 
labeling them as such. 

Under cross -examination, Mr. 
Horn said KMPC Vice President 
and General Manager Robert O. 
Reynolds did not agree with the 
owner's news policies but "had no 
control over the news department." 

Joseph Burns, associate counsel 
for Mr. Richards, undertook to 
delve into Mr. Horn's marital and 
private life in an effort to impeach 
his testimony, but this questioning 
was stricken from the record on 
motion of FCC Attorney Fred 
Ford on grounds that its value for 

(Continued on page 40) 

NBC PROMOTION Fall Campaign Underway 

NBC LAST WEEK launched its 
fall promotion campaign, which 
will include heavy cooperative ex- 
penditure in newspaper advertising 

with the network 
and its affiliates 
splitting the cost 
50 -50. 

The campaign 
began Aug. 21 
with five -second 
network cue an- 
nouncements and 
20- second an- 
nouncements in- 
serted in all sus- 
taining network 

shows. In the first week, described 
as the teaser phase of the cam- 
paign, 175 network cues and 60 
sustaining announcements were to 
be broadcast. 

The fall promotion campaign is 
under the direction of George Wal- 
lace, NBC manager of radio adver- 
tising and promotion. 

Over -all, the campaign involves 
on- the -air promotion, cooperative 
newspaper advertising, additional 
newspaper space to be bought in- 
dividually by the stations and 10 
pages in Look magazine. 

The basic theme of the campaign 
seeks to capitalize on what NBC 

Mr. Wallace 

describes as "the nation's only au- 
dible trademark," its well -known 
chimes. The slogan adopted for 
the campaign is "Three Chimes 
Mean Good Times on NBC." 

NBC stars will appear in re- 
corded announcements plugging the 
return to the air of not only their 
own shows but also others. These 
announcements will be broadcast 
on the network and also on affil- 
iates throughout their own sched- 
ules. 

Promotion Announcements 
About 250 promotion announce- 

ments will be aired by the network 
each week and an equal number, it 
is hoped, on every affiliated station. 

The cooperative newspaper cam- 
paign starts Oct. 15, after the fall 
program schedule is in full swing. 
It will use two -column, 125 -line in- 
sertions, each of which will pro- 
mote a block of shows for an entire 
evening, with one devoted to Sun- 
day afternoon programs. 

The size of the cooperative news- 
paper schedule could not be esti- 
mated last week. The network was 
still awaiting replies from some 
stations as to whether they would 
participate. 

In an official announcement last 

week the network said the total 
value of the newspaper and Look 
insertions would be about $1 mil- 
lion. This figure included an esti- 
mate of what stations would spend 
on individual newspaper advertis- 
ing. 

The campaign in Look, it was 
learned, was arranged on a space - 
for -time reciprocal trade deal, like 
that which CBS entered into with 
Look for its magazine campaign 
for fall [BROADCASTING, Aug. 7]. 

Although its magazine campaign 
is not completely planned, NBC will 
use a total of 10 pages in Look, 
part of the space appearing in the 
Sept. 26 issue. CBS, which an- 
nounced its fall promotion plans 
four weeks ago, will use eight half - 
pages in five consecutive issues of 
Look beginning the same date, 
Sept. 26. 

Promotion material sent to sta- 
tions by NBC includes portfolios 
for every fall program. Each port- 
folio contains glossy and mat pic- 
tures of the stars of the show, 
biographical material, Suggested 
spot announcements to promote the 
show, and advertising mats of vari- 
ous sizes for the stations' use in 
buying newspaper space. 
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HERE'S WHAT THE 

DOCTORS' RADIO CAMPAIGN V !?imo, toe 

THE force of radio advertising will be brought to 

bear in October by the American Medical Association 
in a peak effort of its National Education Campaign 
to defend the American vóluntary system against the 
threat of creeping Socialism. 

An intensive two -week spot announcement 
campaign will open October 8 over more than 
1,000 stations covering every State, Hawaii 
and Alaska. The campaign will affirm the 
doctors' support of Voluntary Health Insur- 
ance and opposition to Socialized Medicine. 

CHAIN REACTION- FREEDOM STYLE 

The basic issue is Freedom versus Compulsion in 
America. More than 10,000 publicly responsible 
organizations, representing many millions of Amer- 
icans emphatically have endorsed the side of Freedom. 
Here are just ten of the 10,000 now on record 
against Compulsory Health Insurance: 

General Federation of Women's Clubs 

National Association of Insurance Agents 
Catholic Hospital Association 
American Protestant Hospital Association 
National Association of Retail Grocers 
American Legion and Legion Auxiliary 
National Association of Retail Druggists 
National Retail Dry Goods Association 
Veterans of Foreign Wars 
American Farm Bureau Federation 

In every community, individual citizens, busi- 
ness enterprises and other organizations will 
want to augment the doctors' radio schedule 
with tie -in advertising announcements of 
their own -based on the theme: "The Vol- 
untary Way is the American Way:' 

Every radio station may expect tie -in adver- 
tising in substantial volume during the period 
of the doctors' campaign. To assist stations in 

serving effectively the tie -in market, special kits of tie - 
in copy and sales materials are being prepared and will 
be mailed early in September to stations carrying the 
A.M.A. announcements. 

A MANIFESTO OF FREEDOM 

Be on the lookout for your tie -in advertising 
kit. Use it. It will aid your station in serving all 
those of your community who will wish to participate 
in this crusade to reaffirm the basic principles of 
American freedom - principles deeply cherished by 
millions of -Americans. 

The Voluntary Way is the American Way! 

AT A TIME WHEN AMERICANS ARE 
DEFENDING FREEDOM from aggresive 
outside attack, the doctors of America 
believe it is the occasion, too, for an 
outspoken defense of freedom on the 
home front. 

AMERICAN DOCTORS BELIEVE the 
Voluntary Way is the American Way 
to solve problems of medical care, cost 
and service - and America's progress 
and world leadership in medical affairs 
prove that conviction. 

MILLIONS AGREE - but Compulsory 
Health Insurance -Socialized Medicine 
-the proven forerunner of a completely 
Socialized State - remains an active 
enemy of American voluntary action! 

Address correspondence on tie -in advertising to 
Russel M. Seeds Company 

919 North Michigan Ave., Chicago 11, Illinois 

National Education Campaign 

AMERICAN MEDICAL ASSOCIATION - 
Chicago 2, Illinois 
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RWG TEMPERS FLARE 
DISSENSION in the Eastern Re- 
gional Council of the Radio Writers 
Guild, Authors League of America 
Inc., over the proposal to organize 
writers for the present Korean 
emergency appeared but slightly 
abated last week despite the east- 
ern council's having finally en- 
dorsed the proposal. 

James A. Stabile, national and 
eastern region executive secretary 
and eastern counsel, said his re- 
signation "still goes," although the 
council's latest action leaves him 
"in accord on all matters." He 
agreed to advance the effective date 
of his resignation from Sept. 15 to 
sometime in October, when NLRB 
elections incident to RWG's certi- 
fication as bargaining agent for 
the freelance writers with agencies, 
independent packagers, and net- 
works are expected to be completed. 

The eastern council's action came 
last week at a meeting in New 
York of the national council which 
adopted a resolution urging the 
Authors League to set up a body 
similar to the War Writers Board 
of World War II "to channel effec- 
tively the voluntary efforts of writ- 
ers in support of the U. S. and 
U. N." The eastern council en-. 
dorsed the action. 

Addresses Critics 
At the same meeting the eastern 

council adopted a resolution pre- 
sumably addressed to its critics. 
Citing the Guild constitution as 
limiting its powers to "the promo- 
tion and protection of the general 
professional interests of (au- 
thors)," the resolution took cogni- 
zance of public attacks "in cal- 
culated misrepresentation of its 
(the council's) motives on July 25, 
1950 in tabling a resolution, peti- 
tioning (the Authors League) on 
any educational and non -political 
basis, to offer to the appropriate 
officials of the U. S. Government 
the cooperation of (A u t h o r s 
League) in support of the military 
action undertaken by the United 
States on behalf of the United Na- 
tions, a matter adjudged by the 
(Council) to be outside the purview 
of the Guild's constitution." Con - 
tinuing, it characterized as "totally 
false," allegations of lack of pa- 
triotism, prejudice, or bias; and it 
affirmed the Council's "long estab- 
lished and observed policy of ad- 
herence to the constitutional limi- 
tations of its powers." 

The resolution tabled July 25, to 
which the Council referred, was 
introduced by Welbourn Kelly, a 
Council member, and read : "Recog- 
nizing that writers in all media are 
of the utmost importance in the 
dissemination of vital information 
during a time of national crisis, 
now therefore be it resolved that 
the eastern region (or RWG) urges 
the (Authors League) to offer to 
the proper United States officials 
the League's fullest cooperation in 
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any nonpolitical or educational ca- 
pacity in which the League or its 
Guilds may be of service." 

Although Mr. Kelly reportedly 
said that he had given 10 days no- 
tice of his intention to introduce 
the resolution only six out of 20 of 
the Council members were present. 
When the motion was tabled, Mr. 
Kelly submitted his resignation: 
"Finding myself associated with a 
body- namely the eastern region 
(of RWG) which has refused (to 
vote) for or against cooperation 
with the government of the United 
States in the government's fight 
against communism; and finding 
such an association distasteful, I 
do herewith resign as an alternate 
Council member ..." 

Following the meeting, Mr. 
Kelly wrote Sheldon Stark, eastern 
region vice president, refusing to 

reconsider his resignation as Mr. 
Stark had requested. The letter, 
which reportedly "leaked" to the 
press, said in part that his (Mr. 
Kelly's) actions had resulted from 
attacks at the meeting "on the 
American Legion (of which I am a 
member) and the Catholic Church 
(of which I am not a member) sim- 
ply because they were attacking 
communism." It is believed that 
some RWG members criticized the 
American Legion and certain Cath- 
olic publications for circulating the 
Anti -Communist newsletter Coun- 
terattack. 

Three days later, Daisy Amoury, 
another Council member, resigned, 
saying only that she disagreed 
with Council policies. Subsequent 
meeting were held at which tht 
Council discussed the resolution. 

On August 10, a substituted re- 

solution was approved by the Coun- 
cil which was unsatisfactory to 
Mr. Stabile, who submitted his re- 
signation on Aug. 17. His state- 
ment read in part: "I, among 
others, pleaded with the Council 
to take a forthright stand on the 
resolution, which called for the 
formation of a writers' group 
through which writers in all media 
could volunteer their services to 
our country during this crisis. In- 
stead, the Council adopted a re- 
solution which in my considered 
judgment qualifies the positive and 
forthright action that the situation 
called for." 

At last week's meeting, the east- 
ern council also adopted a resolu- 
tion censuring Mr. Kelly for "false 
charges of religious prejudice and 
lack of patriotism against the 
Council (or RWG), which ... can 
divide our Guild and bring discredit 
to our Council." 

As yet the Authors League of 
America has made public no reac- 
tion to the dispute. 

`VOICE' PLEA 
HOUSE Appropriations Commit- 
tee last Thursday tendered its com- 
plete blessing for President Tru- 
man's program to accelerate the 
U. S. foreign radio propaganda 
campaign by approving the full 
budget supplemental for Voice of 
America operations and sending it 
to the House. 

The committee voted the sum of 
$7,602,000 for radio broadcasting 
and additional outlay of $41,288,000 
for construction of six high power 
radio stations. 

"The committee is firmly con- 
vinced of the absolute and immedi- 
ate necessity of these appropria- 
tions which are so closely connected 
with our national defense and 
security," the committee stated in 
its report, submitted to the House 
floor by Rep. John H. Kerr 
(D -N. C.), ranking Appropriations 
committeeman. 

But, the group cautioned on the 
other hand, "there must be better 
and closer coordination and a 
closer check between the activities 
in New York and the Washington 
office directing the program." It 
urged the department to "spare no 
effort in obtaining the best and 
highest possible type of security - 
approved personnel." 

Cites Responsibility 
The committee felt that "clear - 

cut functional responsibility at 
both the operating and policy levels 
is sorely needed." 

This mild slap revived specula- 
tion in some quarters that the 
Voice eventually may be trans- 
ferred to another agency a n d 
operated independently of the 
government [C1.osEn Cmcurr, Aug. 
14]. It would thus be able, some 
government officials feel, to operate 
without the normal restraints of 
State Dept. policy. 

The committee also took a dim 
view of a $7 million item for ac- 

Group Okays Full Budget Request 

quisition by the General Services 
Administration of a building in 
New York to house broadcasting 
and other information personnel. 
It pared the sum to $3 million 
contending a "suitable building" 
can be obtained for half the orig- 
inal funds requested. 

The overall information program, 
for which the committee approved 
a sum of $62,655,850, makes pos- 
sible "a greatly strengthened and 
intensified campaign of truth to 
offset the Communists' malicious 
efforts abroad to discredit t h e 
U. S.," the committee pointed out. 
"Dissemination of truth is the one 
powerful method of overcoming 
the hate, slander, and aggression 
of the Communists." 

Sarnoff Plan 
The committee also approved in 

full an expenditure of $2,860,257 
for purchase and distribution of 
radio receiving sets in Communist 
and critical areas of the world as 
advocated by Brig. Gen. David 
Sarnoff, RCA board chairman, and 
other prominent officials [BaoAn- 
CASTING, Aug. '7]. 

Once approved by both houses of 
Congress, the money requested for 
radio facilities -the $41 million -plus 
sum -will provide for "construction 
and improvement of facilities required 
to assure delivery of programs to 
present and proposed relay bases" and 
(1) medium wave coverage of first and 
second priority" areas; (2) greatly 
improved shortwave coverage of other 
areas; (3) necessary studio and sup - 
porting facilities for originating ex- 
panded language programs and 
necessary communications for control 
of the network "under conditions of 
jamming, including eventual delivery 
of "basic and finished program ma- 
terial" to relay bases for broadcast 
origination. 

In approving Voice funds, com- 
mittee members obviously were 
very much impressed with Secre- 
tary of State Dean Acheson's sup- 
port for additional Voice facilities. 

Soviet Russia's propaganda cam- 
paign, "now bordering upon open 
psychological warfare," is a "major 

threat" to U. S. foreign policy 
objectives and should be combatted 
with construction of new American 
high power radio stations, Secre- 
tary Acheson had informed a Con- 
gressional subcommittee. 

Engineering details relating to 
these new stations to magnify the 
Voice of America already have 
been "worked out" and the com- 
panies designated, but "they ought 
to get started on transmitters 
right away" to enable the U. S. to 
filter "obstructions that we have 
not been able to get through," he 
asserted. 

Questions Barrett 
Question of whether the Voice 

should be retained in the State 
Dept. had arisen during subcom- 
mittee sessions last month. Rep. 
Daniel Flood (D -Pa.) wanted re- 
action of Edward Barrett, Assistant 
Secretary of State, Public Affairs, 
to a hypothetical proposal which 
would set up a cabinet position 
of Secretary of Information to 
deal with "all propaganda and all 
public information." 

Secretary Barrett thought the 
work "important enough" to justify 
creation of such a post, but also 
felt it should remain within the 
State Dept. because the informa- 
tion program "is an integral part 
of our foreign policy." 

Foy D. Kohler, chief, Interna- 
tional Broadcasting Division, told 
the subcommittee that the State 
Dept. had given a great deal of 
thought to furnishing low -cost re- 
ceivers to foreign listeners - a 
project which he felt would "pay 
rich dividends." 

"Most of our American com- 
panies have put in a considerable 
amount of money at our suggestion 
to develop the prototype of a cheap, 
easy -to -use, practically indestruct- 
ible radio receiver," he stated, 

(Continued on page 40) 
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YOU MIGHT LANDA 12" 8" 
BLACK MARLIN' 

BUT... 

YOU NEED WKZO -TV 

TO CATCH VIEWERS 

IN WESTERN MICHIGAN! 

If you want to get your story into the 60,000 
Western Michigan and Northern Indiana 

homes now equipped with TV, WKZO -TV can 

do it for you, effectively and inexpensively! 

WKZO -TV is CBS Basic Network (via inter- 

city relay). Channel 3. We propose to make 

it one of the most productive and effective 

television stations in the world, just as WKZO 

and WJEF have achieved that reputation in 

radio. 

WKZO -TV is starting its fourth month on the 

air. Good availabilities are getting scarcer. 
Get all the facts from Avery -Knodel, Inc., 
today! 

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

WJEF WKZO-TV 
,A IN GRAND RAPIDS Í7P4 IN WESTERN MICHIGAN 

AND NORTHERN INDIANA AND KENT COUNTY 

(CBS) 

WKZO 
topQ IN KALAMAZOO 

AND GREATER 
WESTERN MICHIGAN 

(CBS) 

ALL THREE OWNED AND OPERATED BY 

FETZER BROADCASTING COMPANY 
AVERY.KNODEL, INC., EXCLUSIVE NATIONAL ,REPRESENTATIVES 



NLRB FINDING 
On AFRA Vs. WGBS Case 

INTERMEDIATE findings involv- 
ing a complaint filed last year 
against WGBS Miami and The 
Fort Industry Co. by the Miami 
local of American Federation of 
Radio Artists were issued last 
Tuesday by an NLRB trial ex- 
aminer. 

WGBS was charged with engag- 
ing in certain unfair labor prac- 
tices by "discouraging member- 
ship" in the labor union and with 
"discriminating" against two an- 
nouncers whom the station dis- 
missed in January 1949. The 
order, issued by Trial Examiner 
A. Bruce Hunt, recommended that 
WGBS "cease and desist" from 
"interrogating" its employes on 
union affiliations and activities. 

Intermediate Report 
Officials of The Fort Industry 

Co. pointed out that this is merely 
the intermediate report and recom- 
mendations of a trial examiner. 
Such recommendations, according 
to the company, are completely at 
variance with the facts regarding 
the discharge of Paul Kingsley and 
William Murphy and inconsistent 
with the record made in the hear- 
ing itself. The company plans an 
immediate appeal to the National 
Labor Relations Board in Wash- 
ington and, if necessary, will carry 
the matter to the courts. 

Station officials told Examiner 
Hunt, during hearings held last 
January and February, that WGBS 
had dismissed the announcers 
but denied engaging in such 
practices. They charged that Mr. 
Murphy had used "derisive words, 
tone and attitude" in handling a 
public service announcement, and 
that Mr. Kingsley was "incompe- 
tent" to handle newscasts because 
of certain speech impediments. 

Hunt Conclusion 

Examiner Hunt concluded the 
employes were dismissed "because 
of their union activities" and rec- 
ommended that WGBS "offer" 
them "immediate and full rein- 
statement to their former or sub- 
stantially equivalent positions" and 
restoration of back pay. 

CROSS NAMED 
To U. S. NARBA Post 

CAPT. JOHN CROSS, assistant 
chief of the State Dept.'s Tele- 
communications Policy Staff, has 
been named vice chairman of the 
U. S. delegation to the overall 
NARBA treaty conference which 
resumes in Washington Sept. 6. 
FCC Comr. Rosel H. Hyde is chair- 
man. 

Announcement of Capt. Cross' 
appointment was made last Tues- 
day at a government -industry 
meeting to continue planning for 
the conference. Approximately 30 
industry representatives and 10 
FCC and State Dept. authorities 
participated. 
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ARMY AD BUDGET 
Expected 

Week 
Set 

FUNDS BILL 
INDICATIONS that the joint Army -Air Force advertising budget for 
the new fiscal year beginning last July 1 may crystallize sometime 
this week loomed in Washington last week as Congressional conferees 
on the omnibus 1950 -51 appropriations bill completed study of differences 
over Defense Dept. funds requests 
in the Senate and House approved 
versions. 

Army and Air Force advertising - 
recruiting officials remained silent 
on allocation of their requested $1; 
591,600 ad budget, pending final 
approval. But at the same time 
they promised that radio would re- 
ceive "fair consideration" when the 
budget is divided between the vari- 
ous media. 

They termed the $100,000 spot 
announcement campaign, held May 
15 -June 15, as a substantial suc- 
cess [BROADCASTING, May 8]. An- 
other drive, which began July 15, 
has been completed. Total of 752 
stations were used in the latter, 
according to Lt. Col. Donald J. 
Wilkins, head of joint advertising 
recruitment for the two services. 

While he could give no figures, 
he said spot announcements and 
newspaper space were purchased 
out of a "special fund" created in 
the 1949 -50 budget. It was believed 
that the outlay approached the 
$50,000 figure on the basis of the 
first program. 

40% to Radio-TV 

Reports that radio and television 
would draw about $636,400 -or 
roughly 40 %-of the approximate 
$11 million ad budget this fiscal 
year were held by Col. Wilkins to 
hinge on final Congressional action 
on Capitol Hill. He indicated that 
if advertising funds were to be 
increased along with general De- 
fense outlays, n o w currently 
sought, the figure probably would 
reach the estimated 40% or more 
predicted by Army officials before 
a House Appropriations subcom- 
mittee earlier this year [BROAD- 
CASTING, Feb. 27]. 

House was to have taken up the 
bill Thursday. For both Army and 
Air Force overall funds, the Senate 
voted substantial boosts over sums 
recommended by the House, which 
cut funds of both services, prior to 
the Korean war, substantially be- 
low budget estimates. 

Col. Wilkins said he felt that 
radio was proportionately respon- 
sible for success of the May -June 
drive, which he attributed largely 
to outbreak of Korean hostilites. 

He said the Army -Air Force re- 
cruiting department had made no 
"special check" on radio's effective- 
ness in spurring high school and 
college students to enlist, but felt 
the department had received its 
worth from use of the medium. 

Col. Wilkins also pointed out that 
of the $400,000 set aside for place- 
ment by local agencies in the six 
Army areas during the year ended 
June 30, radio was earmarked for 
fully 50% of funds divided 60 %- 
40% between the Army and Air 
Force, respectively. Total of $1,- 

r 
600,000 was approved for the past 
fiscal year for advertising needs. 

The second drive, which got 
underway July 15, was directed at 
enlistment of former servicemen 
possessing specialties in such fields 
as radar, communications, elec- 
tronics, etc. Because it was or- 
dered before June 30, Col. Wilkins 
said, it was considered part of the 
1949 -50 budget. 

Once Congress has finally ap- 
proved Defense appropriations, the 
Army and Air Force are expected 
to better advise Grant Advertising 
Inc., which handles both accounts, 
on ad needs for the current year 
ending June 30, 1951. Grant places 
all national business for the two 
services. 

Expenditure Procedure 
It was understood that expendi- 

tures for Army -Air Force adver- 
tising would be channeled largely 
to radio and television stations for 
time consumed rather than to pro- 
duce programs for public service 
use. 

The revised policy to channel ad 
funds as payments for use of radio 
time is largely the result of a 
;storm of protests by industry, led 
by NAB and BAB, over donations 
of free time, and a series of con- 
ferences between radio industry 
leaders and officials of the two 
services. Army -Air Force spokes- 
men previously had defended the 
practice of a "compromise" to ob- 
tain the "most coverage" out of 
limited budget [BROADCASTING, 
March 6, Feb. 27, 13, 6]. 

NEWS RECORDINGS 
Senate Eases Clearance 

SENATE passed and sent to the 
White House last Wednesday legis- 
lation which would ease clearance 
of overseas news recordings for 
both radio and television use. 

The legislation, already ap- 
proved by the House, would correct 
a situation that has been holding 
up news recordings for customs 
clearance. At present, each record- 
ing must be evaluated and an im- 
port duty assessed. Two bills (HR 
7747 and HR 8726), as cleared by 
the Senate, would simplify customs 
collections on sound recordings for 
radio, television and news broad- 
casts, while exempting the latter 
from the customs duty. 

Chief effect of the corrective 
legislation, which amends the Tariff 
Act of 1930, would be to speed up 
incoming news tape and disc re- 
cordings from radio correspondents 
abroad. HR 8726 was introduced 
in the House by Rep. Aime J. 
Forand (D -R. I.) at the urging of 
A. A. Schechter, MBS vice pres- 
ident in charge of news, special 
events and publicity [BROADCAST- 
ING, June 19]. 

FCC Budget Not Hard Hit 
FCC FOUND some degree of sol- 
ace last week in the reporting of 
the $32 billion omnibus appropria- 
tions bill by a joint Senate -House 
conference committee. 

Chief change in the overall funds 
bill was deletion of an economy 
amendment which would have 
placed a flat 10% cut on operating 
funds this fiscal year for non- 
defense agencies, including the 
FCC. It had been estimated that 
this percentage slice would have 
pared FCC's budget for 1951 some 
10 -12% [BROADCASTING, Aug. 7]. 
The amendment also would have 
required the cuts to be applied to 
such items as personnel, travel and 
services. 

Since FCC operations.are nearly 
totally made up of these items, the 
10% cut would have placed a harsh 
burden on the agency. An esti- 
mated 256 out of the present 1,756 
persons employed probably would 
have been affected, it was reported. 

However, the picture changed 
substantially late last Thursday as 
a result of the ironing out of dif- 
ferences between the Senate and 
House versions of the omnibus bill. 
Conferees agreed upon a $550 mil- 
lion cut to be spread among all 
agencies, defense or non -defense, 
by the Bureau of the Budget so 
long as the defense effort is not 
impaired. 

Only Light Hit Seen 

Thus, it was FCC's assumption 
that its recommended $6,625,000 
budget for 1951 would not be hit 
hard. It is believed that most sav- 
ings by the Budget Bureau will 
be made in such items as construc- 
tion and thus lighten cuts on per- 
sonnel, travel and personal services. 

One change in the conference re- 
port would be to reduce the Federal 
Trade Commission's proposed oper- 
ating budget only slightly to $3; 
891,695, a cut of $25,000. 

The committee also recommended 
that the State Dept.'s international 
information program, encompass- 
ing the Voice of America, receive 
$32.7 million. The conferees also 
would authorize $100,000 to be 
made available for radio broadcasts 
behind iron curtain countries. (See 
Voice story, page 34.) 

Kratokvil Named 
FRANK KRATOKVIL, chief of 
the monitoring branch of FCC's 
Field Engineering & Monitoring 
Division, was promoted to assistant 
chief of the division last week, 
succeeding the late L. C. Herndon. 
In government radio service since 
1928, he was supervisor of the 
Atlanta Region of FCC's Radio 
Intelligence Division during World 
War II, and previously served at 
Detroit, Buffalo, Dallas and other 
field offices of the Commission. 
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The Enemy's 

SIXTH Column is 

NFLATION i 
Nobody knows how many billions must be spent to 
keep freedom alive at home and abroad. 

But one thing is certain: the expenditures for 
defense will be even greater if the enemy's Sixth 
Column -inflation -is not checked. 

Naturally we must have the money to provide 
our armed forces with all they need. And we must 
also have money for vital civilian needs. 

So now, more than ever before in the history of 

our country, protecting the buying power of the dollar 
is essential. 

To protect the value of the dollar, we must 
make sure that our Government isn't called upon to 

tax, borrow or spend a single cent for things that are 
unnecessary at this time. And certainly unnecessary 
spending by anybody, including government, has 
absolutely no excuse in times like these. 

Let's be clear about one thing: There are two 
essentials to winning a war these days. One is win- 
ning the victory in the field. The other is making 
sure our economy is not being bled to death. 

The life insurance companies bring you this message 
because of its importance to all Americans. 

Institute of Life Insurance 
488 MADISON AVENUE, NEW YORK 22, N. Y. 

Keeping America Strong is Everybody's Job 
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WBT LABOR CASE 1 of Upheld'pfnt 
REINSTATEMENT of nine of the 10 technicians discharged in Septem- 
ber 1949 by WBT Charlotte, N. C., in the heat of its lengthy dispute 
with IBEW, was recommended in an intermediate report issued last 
Wednesday by NLRB Trial Examiner Alba B. Martin. 

The dispute grew out of a com- 
plaint filed last September by the 
International Brotherhood of Elec- 
trical Workers (AFL) Local 1229, 
charging that the station engaged 
in unfair labor practices and sum- 
marily dismissed 10 technicians on 
or about Sept. 3, 1949 without 
cause. The complaint was sub- 
stantially upheld by the NLRB 
examiner. 

Charles Crutchfield, vice pres- 
ident and general manager of 
WBT -AM -FM and WBTV (TV), 
issued this statement: "The report 

. . seems to be a thoroughly 
one -sided proposition. The com- 
pany, of course, intends to appeal 
his ruling in an effort to obtain an 
unbiased decision at higher levels." 

Statement was issued through 
the company's attorney, Whiteford 
Blakeney, in Charlotte. 

Mr. Crutchfield told BROADCAST- 
ING that initially oral hearing be- 
fore the full board would be 
sought. He indicated appeal to the 
U. S. Circuit Court of Appeals if 
the board sustains the decision. 

Mr. Crutchfield singled out what 
he termed "inconsistencies" in Ex- 
aminer Martin's findings involving 
collective bargaining rights. The 
trial examiner, he noted, found that 

WBT had not refused to bargain 
in good faith with respect to the 
discharges, and that there was no 
evidence that it "sought to under- 
mine the authority of the union." 

On the other hand, the WBT 
official pointed out, Examiner Mar- 
tin charged that the station had 
engaged in "unfair labor prac- 
tices" by discharging the men after 
they had passsed out handbills 
while picketing the station. Such 
action, he ruled, was "retaliatory" 
and without good cause. 

Some of WBT's technicians be- 
gan picketing last July but were 
permitted to remain on their jobs, 
averaging $98.50 per week, calling 
for three weeks' vacation with pay, 
unlimited sick leave with pay, and 
other benefits [BROADCASTING, Oct. 
17, 1949]. 

One technician, Sterling L. 
Hicks, business manager of Local 
1229, IBEW, asked FCC to revoke 
WBT's TV license, on grounds it 
was "not utilizing ... full facili- 
ties." 

In his intermediate findings, Ex- 
aminer Martin suggested that Mr. 
Hicks "ordinarly would be entitled" 
to reinstatement rights too, save 
for the fact "of his conviction on 
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March 24, 1960 . . . of the mis- 
demeanor of conspiracy to damage" 
WBT's property. He urged, how- 
ever, that Mr. Hicks be given "back 
pay from the date of the dis- 
crimination against him until Jan. 
12, 1950, the date of the misde- 
meanor. . " 

T h e "misdemeanor" involved 
charges of conspiracy against Mr. 
Hicks for the attempted dynamit- 
ing of WBT's 429 -ft. radio tower 
for which the IBEW union official 
was indicated by a grand jury in 
Mecklenburg County, N. C. [BROAD- 
CASTING, March 13, Feb. 6]. 

WBT should be required to re- 
instate Mr. Hicks in the event the 
labor board is presented with evi- 
dence "that a court of last resort 
has reversed the conviction," Ex- 
aminer Martin recommended. The 
station also was asked to review 
Mr. Hicks' technical qualifications 
-"satisfactory or unsatisfactory" 
-for the period September 1944 
until August 1949 and so inform 
the FCC as to its endorsements. 

Crux of the trial examiner's re- 
commended order evolved around 
circulation of the handbills contain- 
ing adverse comments on WBTV's 
operation. Handbills were written 
by Mr. Hicks and a representative 
of the international union, accord- 
ing to NLRB. 

The handbills, Examiner Martin 
wrote, "were an integral part of 
the union's efforts, including the 
picketing, to prevail upon (WBT) 
to agree on a discharge clause sat- 
isfactory to the union, and thereby 
to achieve a contract." 

Crutchfield's Letter 
Mr. Crutchfield in his letter ac- 

companying notice of discharge 
last September noted: 

While we are struggling to expand 
and develop into a new field, and in- 
cidentally losing large sums of money 
in the process, you are busy trying to 
turn customers and the public against 
us in every possible way, even hand- 
ing out leaflets on the public streets 
advertising that our operations are 
"second- class," and endeavoring In 
various ways to hamper and totally 
destroy our business. 

Certainly we are not required by 
law or common sense to keep you in our employment and pay you a sub- 
stantial salary while you thus do your 
best to tear down and bankrupt our 
business. 

Examiner Martin also scored 
"several partially or wholly inac- 
curate statements and inferences" 
contained in the union handbills. 

The union had charged that 
dealers had stocked their show- 
rooms with TV receivers, but were 
"unable to move them due to the 
fact that the general public is com- 
plaining about the program ma- 
terial now being presented." WBTV 
began operation July 14, 1949. 

Examiner Martin added, how- 
ever: 

. But there was no evidence 
that the union in writing it and 
distributing it had any intent to 
falsify or maliciously to injure 
(WBT)... Stroupe (president of 
the local) and Hicks appeared to 
me to be honest witnesses . . . 

There was a complete absence of 
any evidence that (they) . . . or 
any members of the executive com- 
mittee ... or anyone who distrib- 
uted it ... did not believe it to be 
completely truthful." 

HAITI NETWORK 
'Voice' May Buy Time 

WORLD RADIO Corp. authorities 
reported last week that they were 
negotiating with the State Dept.'s 
Voice of America for purchase of 
50% of the broadcast time on the 
religious -commercial network they 
propose to establish in Haiti 
[CiosED CIRCUIT, Aug. 21]. 

They also reported at least tem- 
porary abandonment of earlier 
plans to include a 600 kw longwave 
station in their proposed network 
[BROADCASTING, July 10], saying 
they expect instead to concentrate 
on shortwave operations. Plans 
now include operation of two short- 
wave outlets -one 100 kw and one 
10 kw -and one 10 kw longwave 
station. 

Religious Director Jimmie Bell 
disclosed the change in plans, 
which he said was based on advice 
from experienced U. S. broadcast- 
ers, and also reported formation of 
a completely new board of directors 
of World Radio. 

He said conferences had been 
held with Charles M. Hulten, gen- 
eral manager of the Voice, with re- 
spect to the Voice's possible pur- 
chase of 60% of the network's 
time; that technical briefs had 
been submitted to the State Dept., 
and that further conferences were 
scheduled with Voice engineering 
authorities. He said he also had 
scheduled a meeting with Salvation 
Army officials to discuss the possi- 
bility of their participating in the 
network's activities. 

Board of Directors 
The new board of directors is 

composed of three men but may be 
expanded. Mr. Bell identified the 
members as follows : Board Chair- 
man S. E. Ramseyer, a Baptist 
minister for 28 years, a songwriter 
and evangelist; Treasurer Jesse 
Outlaw, president of the Houston 
Gideons, and Dr. Charles McClain, 
president of the Houston Minis- 
terial Assn. 

He said Robe White, a former as- 
sistant secretary of labor, had been 
named executive secretary, and 
that Dr. Clyde W. Taylor, executive 
secretary of the National Assn. of 
Evangelicals, Washington, D. C., 
had been appointed to the firm's 
advisory board. 

Through World Radio Corp., Dr. 
Taylor has notified the State Dept. 
that the National Assn. of Evan- 
gelicals has a service constituency 
of some 5,000 missionaries and 
26,000 native workers in 103 coun- 
tries whose services will be avail- 
able to distribute shortwave sets 
if the Voice buys half of the net- 
work's time, Mr. Bell said. 

In connection with a fund -rais- 
ing campaign several weeks ago 
World Radio said it had received 
Haitian government approval of 
its network project. Its principal 
objectives, officials reported, are to 
spread religious doctrine and to 
combat communism. It maintains 
offices at 7601 S. Main St., Houk - 
ton, Post Office Box 1662. 
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GraybiR recommends 

IheNEW AMPEX 400 
MAGNETIC TAPE RECORDING 

AND PLAYBACK MACHINES 

High fidelity is combined with portability and maximum 
tape useability in this newest addition to the famed 
Ampex line of recording and sound equipment. 

This versatile instrument, the Ampex Series 400, brings 
you -in one popular priced, compact unit - 
many of the operating features previously 
obtainable only in more expensive models, 
PLUS these additional outstanding features: 

Two full hours of program material on a 
single ten -inch reel. 

Half -track recording at 71/2 inches per 
second with performance that equals 
many 15 -inch recorders. 

4 to 1 saving in tape cost over any 15 -inch 
recorder with comparable program 
quality. 

Furnished in a sturdy, portable case with 
removable front panel and cover for easy 
access to controls. Weighs only 62 
pounds, complete. 

Get all the facts. Send for the new 4 -page 
Bulletin AX -19 which completely describes 
the new Ampex 400. Or, better, ask your 
near -by Graybar Broadcast Equipment 
Representative for up- to-the- minute infor- 
mation. 

Graybar has everything you need in 
broadcast equipment ... PLUS everything 
for wiring, ventilating, signaling, and light- 
ing for your entire station and grounds! 
Whatever your requirements - to get the 
most suitable items most quickly, call your 
nearest Graybar Broadcast Equipment Rep- 
resentative. Graybar Electric Company Inc. 
Executive offices: Graybar Building, New 
York 17, N. Y. 5078 

Distributor of Western Electric products 

Technical Highlights 
of the Ampex 400 

Tape Speed - 15 inches per second and 7.5 
inches per second, with motor -speed change 
and equalization switches conveniently 
located. 
Frequency Response -At 15 ± 2 db., 50- 15,000 
cycles. At 71/2 ± 4 db., 30- 15,000 cycles. 
Signal -to -Noise Ratio-Over 55 db. at both 
71/2 inches per second and 15 inches per sec- 
ond, as defined by.the proposed N. A. B. 
standards. ' 

Starting Time - Instantaneous. 
Playback Timing Accuracy -0.2 %. 

Graybar Brings You Broadcasting's Best . 

Amplifiers (1,21) 
Antenna Equipment (21) 
Attenuators (7) 
Cabinets (14) 
Consoles (21) 
Loudspeakers and Accessories (1,21,23) 
Microphones, Stands and Accessories (1,12,13,16,21,23) 
Monitors (11) 
Recorders and Accessories (2,8,18,20) 
Speech Input Equipment (21) 
Test Equipment (1,7,11,22) 
Towers (Vertical Radiators) (3) 
Tower Lighting Equipment (6,10) 
Transmission Line and Accessories (5) 
Transmitters, Broadcast (21) 
Tubes (10,15,21) 
Turntables, Reproducers, and Accessories (8,18,21) 
Wiring Supplies and Devices (4,9,10.12,17.10,23) 

Manufactured By ... 
(1) Altec Lansing 
(2) Ampex 
(3) Blaw -Knox 
(4) Bryant 
(5) Communication Products 
(6) Crouse -Hinds 
(7) Doyen 
(8) Fairchild 
)9) General Coble 

(10) General Electric 
(11) General Radio 
(12) Hubbell 
(13) Hugh Lyons 
(14) Karp Metal 
(15) Machlett 
(16) Meletron 
(17) National Electric Products 
(18) Pronto 
(19) Triangle 
(20) Webster Electric 
(21) Western Electric 
(22) Weston 
(23) Whitney Blake 

There are Graybar offices in over 100 principal cities. These 

we the Distria Graybar Broadcast Equipment Representatives in 
19 Key Cities. 

ATLANTA 
E. W. Stone, Cypress 1751 

BOSTON 
J. P. Lynch, Kenmore 6.4567 

CHICAGO 
E. H. Taylor, Canal 6 -4100 

CINCINNATI 
W. H. Hansher, Main 0600 

CLEVELAND 
W. S. Rockwell, Cherry 1 -1360 

DALLAS 
C. C. Ross, Central 6454 

DETROIT 
P. L. Gundy, Temple 1.5500 

HOUSTON 
R. T. Asbury, Atwood 8 -4571 

JACKSONVILLE 
W. C. Winfree, Jacksonville 6 -7611 

KANSAS CITY, MO. 
R. B. Uhrig, Baltimore 1644 

LOS ANGELES 
R. B. Thompson, Angelus 3 -7283 

MINNEAPOLIS 
W. G. Pree, Geneva 1621 

NEW YORK 
F. C. Sweeney, Watkins 4 -3000 

PHILADELPHIA 
G. I. Jones, Walnut 2.5405 

PITTSBURGH 
R. F. Grossatt, Allegheny 1.4100 

RICHMOND 
E. C. Toms, Richmond 7 -3491 

SAN FRANCISCO 
K. G. Morrison, Market 1 -5131 

SEATTLE 
D. I. Craig, Mutual 0123 

ST. LOUIS 
J. P. Lenkerd, Newstead 4700 
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'Voice' Plea 
(Continued from page 34) 

pointing out pictures of sets de- 
veloped by RCA. The sets, in mass 
quantities, can be bought for 
"roughly $15 or $16" and possibly 
be scaled down eventually in price, 
he thought. RCA indicated a will- 
ingness to engage in the project, 
it was testified. 

During hearings, Rep. Clarence 
Cannon (D -Mo.) expressed interest 
in three specific areas relating to 
the Voice. Inquiring for Rep. Can- 
non, who was absent, Rep. John J. 
Ronney (D -N. Y.) wanted to know 
about an "allegation" that t h e 
Voice devotes "considerable moneys 
to FM and FM is unknown in 
Russia or the satellite countries." 

No FM Activity 
Charles Hulten, general manager 

for information and exchange ac- 
tivities, replied: "FM has a lim- 
ited horizon and we cannot work 
with a limited horizon in anything 
we do. I know of no FM activity 
whatsoever." 

Secretary Barrett reported that 
t h e Voice had partly overcome 
Soviet jamming, particularly the 
past month, by "massing our trans- 
mitters with the British to broad- 
cast at the same time." He said 
the Italian, French and Greek gov- 
ernments also have joined in the 
mass broadcasts entailing Russian - 
language programs. But even 
then, he added, only between 15% 

WERD 
Atlanta 

860 Kes 1,000 Watts 

THE shortest route to the 
hearts and ears of 200,000 

Negroes in the Greater At- 
lanta Trading Area 

According to the Hooper Radio 
Audience Index for June, 8 A.M. 
to 12 Noon . . . 

Network Station A 

INDEPENDENT WERD 

Network Station B 

Network Station C 

26.0% 

v.sx 
16.0% 

13.0% 

W E R D , America's first and only 
Negro owned radio station, offers 
YOU the lowest "cost per thou- 
sand" in the ATLANTA AREA... 

NATIONAL REPRESENTATIVE: 

Interstate United Newspapers, Inc. 

NEW YORK CHICAGO DETROIT 
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and 26% of Voice transmissions 
are getting through. 

Secretary Barrett placed the 
number of radio receiving sets in 
Russia at about 4 million, with 
about 3% million equipped with 
shortwave facilities. He estimated 
that about 4 million sets are cap- 
able of hearing the Voice of Amer- 
ica throughout the world. Topping 
the list of countries with short- 
wave receiving sets are Germany, 
France, Russia, Italy and Poland 
in that order, according to State 
Dept. estimates. 

Mr. Kohler told the group that 
while "we do not have in most 
countries effective Gallup polls and 
Hooper -Nielsen ratings for radio 

programs," there are many other 
indications as to the Voice's ef- 
fectiveness. Specifically he singled 
out attacks on the Voice by Soviet 
and satellite broadcasts as reflected 
in a continuous study by the Rus- 
sian research center at Harvard U. 
He cited other surveys by the U. S. 
military government in Germany, 
and by the Gallup poll in Sweden 
and Finland the past few years. 

Figures on comparative program 
hours, according to Mr. Kohler, 
revealed that as of June 1950 the 
USSR programmed 502 hours per 
week (832 hours with its European 
satellites) compared to 209 for the 
Voice, 466 by BBC, 212 by France 
and 53 by UN. 

open mike 

Cites TV Section 
EDITOR, BROADCASTING: 

.. I am reading it [BROADCAST- 
ING] with increasing interest, es- 
pecially your section on television 
which I would like very much to 
see you enlarge. 

Arthur C. Beck Jr. 
Director of Research & 

Media 
Lindsey & Co. Inc. 
Richmond, Va. 

* * 

We Wrote in Circles 
EDITOR, BROADCASTING: 

To be 100% wrong, Kaltenborn 
would have to be 180° out of phase 

180° 

270° 

1 

90° 

360° 10 

-not 360 °. Looks like you're 180° 
wrong too. 

Dave Baltimore 
WBRE Wilkes- Barre, Pa. 

[EDITOR'S NOTE: Mr. Baltimore refers 
to our editorial in the Aug. 7 issue 
in which we said Mr. Kaltenborn was 
"360° wrong on the presidential elec- 
tions "]. 

* * * 

Urges 'Big Stick' 
EDITOR, BROADCASTING: 

Please accept my sincere con- 
gratulations on the forceful edi- 
torial in the Aug. 7 issue of 
BROADCASTING magazine entitled: 
"Rates Can Wait: War Can't." 

(k), 

I hope you will continue to carry 
a "big stick" on behalf of the 
present AM rate structure as the 
kind of service for which BROAD- 
CASTING magazine is distinguished. 

Lewis H. Avery 
President 
Avery- Knodel Inc. 
President, National Assn. 
of Radio Station 
Representatives 
New York 

* ° * 

Laud 'Marketbook' 
EDITOR, BROADCASTING: 

I want to compliment you upon 
the current issue of the MARKET - 
BOOK of which I have just now, 
for the first time, seen a copy. 

I want to particularly compli- 
ment you upon the map enclosed 
with this issue -I'm having it 
framed and it shall hang in an im- 
portant spot in these offices. 

E. C. Mills 
KFI- AM -FM -TV Los Angeles 

* * * 

EDITOR BROADCASTING: 

Thank you for permission to see 
your outstanding MARKETBoon for 

G. A. Richards 
(Continued from page 32) 

impeachment purposes was doubt- 
ful. 

Cross -examination attempting to 
show that an affidavit which Mr. 
Horn made to FCC was the source 
of a March 1949 news story in the 
Los Angeles People's World, and 
that parts of the information in 
the affidavit were used a week later 
in a broadcast by Mrs. Eleanor 
Roosevelt, also was stricken. 

Mr. Ford contended the informa- 
tion was carried in The Nation 
magazine in February and could 
have been the source from which 
the People's World and Mrs. Roose- 
velt obtained it. Mr. Horn said a 
Philadelphia newsman was present 
when he made the affidavit and 
that the newsman obtained a copy 
of it. 

broadcasting 'and telecasting. 
It is with real delight and sat- 

isfaction that I observe the re- 
markable progress made by your 
magazine. It is a magnificent con- 
tribution to American industry and 
to our country. 

As a member of the KSL board 
of directors I am in close touch 
with all phases of broadcasting and 
television. 

Congratulations! 
Earl J. Glade 
Mayor 
Salt Lake City, Utah, 

KCIM TAKES AIR 
New Fulltime Iowa 

KCIM Carroll, Iowa, owned and 
operated by the Carroll Broadcast- 
ing Co. with 1 kw fulltime on 1380 
kc went on the air July 27. During 
the third day of operation, station 
officials reported, a doctor credited 
the station with saving a woman's 
life when 14 volunteers answered 
a blood transfusion emergency call. 

With a staff of 17, KCIM's of- 
ficials include: C. Everett Bliss, 
general manager; Bill Parker, 
formerly of KSO Des Moines, pro- 
gram director; Bernard Neher, 
formerly of KSO, chief engineer; 
Clarence Fritts, commercial man- 
ager. 

MORE POWER . . . MORE 

LISTENERS ... MORE PEOPLE . 

MORE LOCAL INTEREST AND NEWS 
PROGRAMS. FOR YOUR REPORT 
ON THIS QUALITY MARKET CALL 
MORRISTOWN 4 -5700. 

o 
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THE WISL Service -Ad* illustrated at the right, appears in the SRDS monthly 
Radio Section. It offers the services of a successful independent radio station 
as an advertising medium. It uses simple, straight- forward, down -to -earth 
selling copy that worked so well in the early days of AM Radio ... and works 
equally well today. It offers a program ... an audience with proved will- 
ingness to buy ... tells what it costs to use the program . . . and where 
to buy it. 

Radio Station Operators: -You too can harness the influence of 
SRDS and make it work for you to increase national spot time sales, 
by telling Your Station's sales story in The SRDS Radio Section. 

STANDARD RATE & DATA SERVICE 
The National Authority / Walter E. Botthof 

Serving the Medio,Buying Function Publisher 

333 North Michigan Avenue, Chicago 1, Illinois 
NEW YORK LOS ANGELES 
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`.ottde Wald 
...has a way 

with women! 

We've thrown surveys 
out of the window) 

WHY? Bec.nse we done sale 
thmt to pry this prorram Wye 
clinked ooh resisters inere.d .. . 

cash resi.ten of local accounts that 

have their finger on the pulse of 

their ad.mising 

On the program we have endbuù- 

atic Heel and ngiond account. who 
went to reach Mn. Housewife who 

wants n know about local n 
fashions. foods. end outstanding era. 
anon who risk the .ti. 

At 11:30 every owning. Meader 
through Friday. Dania Ward A.A. 
irl dowroe.nh manner abod 
many thine. and needed. and new 
. fine mpond. 

suceaa eerie.? hntlnlyl But 
why take year time ... ? The low 
coat aloe you to experiment In 
market that likes good thlry.. 

Da Inn] favil, Rota 5.1.. Fie. 
on for 19N was µ,512.00. That 
bon mare than pant. 

COST: Only H5.00 per week of 
S dy. -local and national attains., 
wee aie. Sena ow weakly bou. only. 
Minimum order -IS w..4 

WISL 
ROCK AND SUNIUOY SlRrl 

SHAMOKIN, PENNA. 

* Service -Ads are ads that supplement list- 
ings in SRDS with information that sells by 
helping buyers buy. 
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Football Lineup 
(Continued from page 26) 

games both home and on the road. 
First broadcast was Aug. 16 when 
Green Bay played the Chicago 
Cardinals in an exhibition. Station 
reports this year to be the 22d for 
coverage of Packer and Wisconsin 
games. New sponsor this year is 
the Miller Brewing Co. (Mathisson 
& Assoc.), sponsoring 14 Green 
Bay games and Standard Oil of 
Indiana (McCann -Erickson) sign- 
ing for the nine Wisconsin games. 
WTMJ -TV, barred by Big Ten and 
professional rules from telecasting 
home games this season of both 
Green Bay and Wisconsin, will 
carry network Saturday telecasts 
of college games. 

It also was announced last week 
that all U. of Maryland football 
games this fall will be aired on a 
10- station regional network. An- 
nouncement was made by Ben 
Strouse, vice president and general 
manager of WWDC Washington, 
which will serve as originating 
outlet. 

Chevrolet Dealers throughout 
Maryland, Delaware, West Vir- 
ginia, and the District of Columbia 
will pick up the tab for broadcast 
rights on the regional hookup to 
the complete schedule of Terrapin 
home -and -away games beginning 
Sept. 23. 

Bob Wolff, WWDC and DuMont 
TV Network (WTTG Washington) 

WSRS 
CLEVELAND 
.... "The Family Station" 
serving Clevelanders and 
all the local nationalities 
in the 3rd most densely 
populated metropolitan 
district in the U. S. A.... 
covering 336 sq. miles. 

. . . . Ask For¡oe for the 

power -packed selling 
facts about the effective 
WSRS domination and 
local impact. Hooper 
rating up . . . WSRS cost 

per thousand lowest in 

town, thus the best buy in 

CLEVELAND 

WSRS 
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sportscaster who has covered Mary- 
land pigskin contests the past two 
years, has been signed to handle 
play -by -play of the games, which 
will involve such traditional favored 
teams as Navy, Michigan State, 
Duke, North Carolina and North 
Carolina State. 

Other stations comprising the 
regional network are: WITH Bal- 
timore, WANN Annapolis, WFMD 
Frederick, WARK Hagerstown, 
WBOC Salisbury, WCEM Cam- 
bridge, WASA Havre de Grace (all 
Maryland) ; WDOV Dover, Del., 
and WEPM Martinsburg, W. Va. 

WKY -TV Oklahoma City has re- 
ceived telecast rights to the home 
football games of the U. of Okla- 
homa this season, P. A. Sugg, sta- 
tion manager, has announced. The 
five -game schedule will be spon- 
sored by the Oklahoma Ford Deal- 
ers. The games will be telecast 
from Norman, about 20 miles south 
of Oklahoma City. 

Increased stations' radio cover- 
age of U. of Tennessee games is 
reported as a result of the success 
met last year when a cooperative 
format was introduced by the Vol 
Network, operated by the Athletic 
Assn. of the university. WROL 
Knoxville Sportscaster Lindsey 
Nelson is in charge of network ar- 
rangements. He also will handle 
the play -by -play. The Vol Net-. 
work's programming allows from 
12 to 16 cut -aways for local com- 
mercials during each game. 

Stations in Tennessee already affili- 
ated for the coming season: WKGN 
Knoxville; WAPO Chattanooga; WMAK 
Nashville; WMPS Memphis; WCYB 
Bristol; WETS Johnson City; WTJS 
Jackson; WGAP Maryville; WATO 
Oak Ridge; WORK Morristown; WDSG 
Dyersburg; WTPR Paris; WIRT Hum- 
boldt. Out of state stations signing 
with the sports network include WNVA 
Norton, Va.; WMJK Middlesboro, Ky.; 
WWII Atlanta; WORD Spartanburg 
and WSNW Seneca, S. C.; WHE High 
Point, N. C., and WKLX Lexington, Ky. 

NETWORK MOVE 
'Yankee Kitchen' to CBS 

A NEW ENGLAND fixture, called 
The Yankee Kitchen featuring Ken 
and Carolyn and which has been on 
the Yankee Network for the past 
decade, moves Sept. 11 to a number 
of CBS stations and one ABC affil- 
iate. 

The radio show is usually spon- 
sored by approximately 20 adver- 
tisers, five times weekly. Among 
the regular advertisers are the fol- 
lowing: Birdseye Frozen Foods, 
Fleischmann's Yeast, American 
Home Products, Flako Products, 
Rit Dyes and Westchester Devil 
Chicken. 

The program will be on WTAG 
Worcester, WDRC H a r t f or d, 
WGAN Portland, Me., WGUY 
Bangor, WLAW Lawrence, WHDH 
Boston and WPRO Providence. 
Show will originate from the Bos- 
ton studies of WLAW. Merchan- 
dising will be increased with the 
additional territory. The show is 
owned and managed by James 
Murley, of Broadcast Advertising, 
Boston which also represents Mar- 
jorie Mills on NBC. 

Ted Bates, Again 
FOR the second consecutive 
year the baseball team of 
Ted Bates & Co., New York, 
has won the championship of 
t h e Publishers -Advertisers 
Softball League. Other 
League members include 
Time Inc., . SSC &B, Geyer, 
Newell & Ganger, and War- 
wick & Legler. 

FREE EUROPE 
'Crusade' Radio Drive Set 

ROGER BROWN will head Cru- 
sade for Freedom's radio and tele- 
vision committee in a national cam- 
paign beginning Labor Day, Sept. 
4, for supporters and funds, it has 
been announced by Gen. Lucius 
Clay, chairman of the crusade. 

Mr. Brown, president of Roger 
Brown Inc., New York and Chicago 
public relations firm, will be as- 
sisted by Alton Kastner, account 
executive of the same firm. Offices 
will be at 40 East 49th St., New 
York. 

The campaign will begin with an 
address over all networks by Gen. 
Dwight D. Eisenhower. A nation- 
wide appeal for signers of a decla- 
ration affirming belief in freedom, 
and contributions for a giant 
"Freedom Bell" and expansion of 
Radio Free Europe, will follow. 
The "Freedom Bell" will be in- 
stalled behind the Iron Curtain, 
probably in Berlin, in, ceremonies 
planned to set bells ringing over all 
the free world. 

Funds also are needed to acquire 
four additional transmitters for 
Radio Free Europe, now broadcast- 
ing six hours a day and seven days 
a week to five "target" nations, in 
as many languages. The radio's 
one transmitter, however, permits 
only one hour of broadcasting for 
each country per day, since pro- 
grams must fit the language and 
cultural pattern of each "target." 
Additional transmitters would 
mean provision for a full broad- 
casting day for each nation. 

The Advertising Council has 
pledged cooperation and soon will 
begin a campaign on behalf of the 
Crusade for Freedom. 

McFARLAND BILL 
Marks Time in Committee 

NEW DELAY was seen last week 
in possible House consideration of 
the Senate -passed McFarland Bill 
(S 1973) on which the House Com- 
merce Committee's radio subcom- 
mittee has completed hearings 
[BROADCASTING, Aug. 14, 21]. 

Chairman Dwight L. Rogers (D- 
Fla.), who had predicted prelimin- 
ary discussion of the bill by his 
group last week, said contemplated 
meetings on the communications 
measure have been advanced to this 
week. He said a log -jam of legis- 
lation which the Commerce unit is 
trying to clear up was responsible. 

WWJ Dispute 
(Continued from page 26) 

prior to the ball game. 
News truck drivers at first re- 

fused to cross the line but later 
went across, with deliveries de- 
layed somewhat. Printers and 
pressmen hesitated and then went 
to work as did station musicians 
and stagehands. Some AFRA 
members crossed, with others wait- 
ing until the pickets left for the 
night and sleeping at the station 
so they could work Sunday. 

Monday morning printers and 
pressmen refused to cross 
NABET's News building picket 
line, forcing it to suspend publica- 
tion. All 14 newspaper unions 
were represented at a morning 
meeting, after which the picket 
line suddenly disappeared. The 
newspaper unions returned to work 
but named a joint representative 
to sit in on the NABET negotia- 
tions. 

George Maher, national execu- 
tive secretary of NABET, issued 
a statement at time of the strike: 

The Detroit chapter of NABET 
struck WWJ- AM -FM -TV at noon 
Saturday Aug. 19 after the break- 
down of negotiations over wages, 
working conditions and jurisdiction. 
The union has been trying to nego- 
tiate a contract with management 
since Feb. 1. 

During that time only a token of- 
fer of $1.50 per week for radio and 
television engineers and $1 per week 
for TV assistants has been received, 
with firm and repeated "no's" on all 
other issues. 

The union has requested an $8.50 
weekly increase and believes this a 
very modest request in view of the 
rising cost of living and the enormous 
profits of the Evening News Assn. 

WWJ engineers, under the contract, 
receive a starting wage of $80 weekly 
and progress to $116.50 at the end of 
six years. TV assistants start at $41 
and go to $65 after five years. Only 
11 men, exclusive of group leaders, 
receive $116.50 out of a total of 56 
engineers. 

WJBK- AM -FM -TV and WJLB -AM- 
FM also have contracts with the De- 
troit chapter of NABET, and have the 
same wage scale as WWJ, in spite 
of the fact that these two ,stations 
are only 250w AM, as compared to 
WWJ's 5,000 w, basic NBC outlet sta- 
tion in this area. 

NABET is available for meetings 
with the management of WWJ at any 
time, and if necessary, is prepared 
for a long strike. 

WQXR -FM. Network 
THE FM network fed by WQXR- 
FM New York will be extended 
Sept. 1 to WFLN (FM) Philadel- 
phia and WTOA (FM) Trenton, 
N. J., bringing the total stations to 
16 covering an area from Niagara 
Falls to Philadelphia and for the 
first time including a New Jersey 
station. 

Why buy 2 or more... 

do 1 big sales job 
on "RADIO BALTIMORE" 
CcnbU 
EDWARD 
PF1RY CO UIIML 
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GREAT LAKES 
Form New Michigan Group 

NEW REGIONAL radio network 
to serve Central and Northeastern 
Michigan has been announced by 
Jack D. Parker, director of opera- 
tions, Saginaw Broadcasting Co. 
(WSAM -AM -FM Saginaw and 
WLEW Bad Axe). Four station 
group will be called the Great 
Lakes Network. 

Key station will be WSAM which 
will originate programs and special 
features from its modern studios 
in the Radio Bldg. at Saginaw to 
the network group comprised of 
WOAP -AM -FM Owosso; WLEW; 
WFYC Alma. 

The new station group, which 
Mr. Parker pointed out will provide 
"a more complete coverage of area 
events," was organized with the 
cooperation of Melvin Wirth, 
WOAP general manager; Robert 
Cessna, WFYC general manager, 
and Milton L. Greenebaum, Sag- 
inaw Broadcasting Co. president. 

`FACTS IN FOCUS' 
Reprints Ordered 

A THIRD printing of "Facts in 
Focus" has been announced by 
Sindlinger & Co., Philadelphia. 
The report claimed that television 
is not killing radio. Data was com- 
piled through Radox, the firm's in- 
stantaneous electronic radio and 
television measurement system, 
which will be back in operation by 
Oct. 1 [BROADCASTING, Aug. 7]. 

Sindlinger firm asserted that de- 
mand for its report has increased 
"since the release of the recent 
ANA findings which conclude that 
the advertiser might just as well 
forget that evening radio ever ex- 
isted after a family buys a tele- 
set " New significance in the re- 
port, the company said lies in the 
fact that "ANA findings show 
Philadelphia to be the TV market 
of greatest magnitude. The ANA 
suggested radio rate revisions in 
Philadelphia as high as 55 %." 

FOR sustained programming of Voice 
of the Army show, WMLL (FM) 
Evansville, Ind., cited by U. S. Army 
and U. S. Air Force. 

SOUTH CAROLINA'S 

SUPERMARKET 
HAS 3L 

O 

OF SOUTH CAROLINA'S 

GASOLINE SALES 

MAKE 1T YOURS NWT 

GREENU 111E . S .0 - WaSt W AT T S 
VIM 

The News -Piedmont Station 

*NBCFor Greenville- Anderson- 
Spartanburg Markets 

Represented by AveryKnadel 

EDITORIALIZING 
FCC Dismisses Dempsey 

Case Against KOB 
FORMER New Mexico Gov. John J. Dempsey's long -pending com- 
plaint against KOB Albuquerque has been dismissed by FCC, but with 
an admonition to KOB to "re- read" the Commission's New Mayflower 
Decision on editorializing. 

The Commission re- emphasized 
that stations which devote time to 
one side of controversial public 
issues have "an affirmative duty to 
seek out, aid and encourage the 
broadcast of views on the other 
side." 

Mr. Dempsey had himself re- 
quested withdrawal of his four - 
year -old complaint, on grounds 
that the health of KOB Owner 
T. M. Pepperday, who also is pub- 
lisher of the Albuquerque Journal, 
was such that he might suffer 
"serious or possibly permanent 
disability" if subjected to the emo- 
tional strain of testifying. Prior 
to Mr. Dempsey's request for with- 
drawal, filed in March 1949, the 
scheduled hearing had been post- 
poned several times because of Mr. 
Pepperday's health. 

The complaint, filed in March 
1946, accused KOB of carrying a 
series of 15- minute programs which 
contained "false, defamatory and 
scurrilous" charges against then - 
Gov. Dempsey and other state of- 
ficials. The programs were broad- 
casts by Larry Bynon, editor of 
the New Mexico State Record. The 
petition asked FCC to investigate 
the character and qualifications of 
Mr. Pepperday and to terminate 
KOB's license. 

KOB's Claim 

KOB claimed that Mr. Bynon's 
broadcasts were of interest to the 
public and were not instigated by 
Mr. Pepperday; that in only one 
instance did Mr. Pepperday know 
in advance what Mr. Bynon was 
going to say on his broadcast; that 
on at least one occasion Mr. Bynon 
attacked a political candidate sup- 
ported by Mr. Pepperday; that 
reply time had been available to 
Mr. Dempsey, and that KOB had 
not violated legal principles gov- 
erning operation of broadcast 
stations. 

The Commission's dismissal of 
the complaints was explained as 
follows in a letter sent to KOB 
Aug. 16: 

The Commission has reviewed the 
history of the complaints against 
your station and has considered care- 
fully your replies and explanations. 
On the basis of your statements to 
the Commission and our independent 
examination of the facts, and in view, 
further, of Mr. Dempsey's request to 
withdraw, we are today dismissing 
the latter's petition and terminating 
the proceedings... . 

In its letter the Commission took 
occasion to "urge you to re -read the 
Commission's Report in the matter 
of Editorializing by Broadcast Li- 
censee [New Mayflower Decision]." 
FCC noted: 

You have on several occasions af- 
firmed your intent to be fair and 
diligent in discharging your public 
trust, but your apparent disposition 
to rest on the KOB policy of making 
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time available for "the other side" 
does not fully probe the recesses of 
licensee responsibility. 

We pointed out in our Editoriali- 
zation Report that a licensee's obli- 
gation to serve the public interest 
cannot be met merely through adop- 
tion of a general policy of not re- 
fusing to broadcast opposing views 
where a demand is made of the station 
for broadcast time. A licensee has 
an affirmative duty to seek out, aid 
and encourage the broadcast of views 
on the other side. 

We trust that a reappraisal of 
station KOB policies will result in 
a fuller appreciation of the high 
responsibility with which you, as 
the controlling stockholder of a 
broadcast licensee, have been en- 
trusted. . . . 

With its letter FCC sent the 
station copies of its earlier letter 
to WLIB New York emphasizing 
the need for affirmative efforts to 
present both sides [BROADCASTING, 
April 17], and of one to WWJ 
Detroit asserting that one side's 
refusal to present its views should 
not be a bar to presentation of the 
other side [BROADCASTING, May 1]. 

FCC said action on KOB's re- 
newal application would still be 
withheld pending resolution of the 
controversy between KOB and New 
Mexico A. & M. College, former 
owner, over the reservation of 
broadcast time by the college when 
it sold the station. This contro- 
versy, stemming from FCC's adop- 
tion of a rule governing such time 
reservations, is currently before a 
U. S. court in New Mexico. 

Mr. Dempsey, a Democratic nom- 
inee for election to the U. S. House 
of Representatives this fall, is rep- 
resented by his son, William J. 
Dempsey of the Washington law 
firm of Dempsey & Koplovitz. KOB 
is represented by the Washington 
firm of Pierson & Ball. 

ALASKA NETWORK 
Sets 3 Spot Contracts 

THE Alaska Broadcasting System 
has announced national spot con- 
tracts with Pillsbury, Budweiser 
and Best Foods through its New 
York representative, the Pan 
American Broadcasting Co. 

The Pillsbury contract is for a 
15- minute Sunday newscast 
(started Aug. 27) over the ABS 
northern group -KFQD Anchor- 
age, KFRB Fairbanks and KIBH 
Seward. Agency is Irwin Vladimir, 
New York. 

Budweiser has contracted for 
one -minute spots on all ABS sta- 
tions beginning Oct. 2. Agency is 
D' Arcy Advertising Agency, St. 
Louis. 

Best Foods' Nucoa renewed its 
contract until June 30, 1951, on 
all six stations of ABS. 

On All Accounts 
(Continued from page 12) 

agency. A half year later he moved 
to Aylin agency as radio director 
and has been at that job since. 

In addition to his agency duties, 
Dick is a nighttime instructor at 
U. of Houston. He also finds time 
to be active in the Junior Chamber 
of Commerce, Houston Advertising 
Club, Society of Associated Indus- 
trial Editors, Houston Golf Assn. 
and Touchdown Club. 

As for sports, he describes him- 
self now mainly as an onlooker, but 
lists as hobbies fishing in the Gulf, 
golf, raising tropical fish and play- 
ing bridge. 

WABB STRIKE ENDS 
Technicians Set Contract 

CONTRACT ending a strike of 
union technicians at WABB Mobile, 
Ala., was signed Aug. 12 after an 
agreement reached by direction of 
NLRB officials. 

The strike started last October 
[BROADCASTING, Oct. 31, 1949] and 
was in its 11th month when the 
contract was completed by D. H. 
Long, WABB manager, and the 
International Brotherhood of Elec- 
trical Worker s, AFL. WABB, 
owned and operated by The Mobile 
Press Register Inc., operated 
throughout the strike. 

Y.I. 
(for your information)... 

Cities grow 'out' not 'up.' . . . 

Not reflected in population figures 

are the hundreds upon hundreds of 

new dwellings and miles of long- 

standing factory and residential 

areas unannexed by the City of 
Terre Haute, so it's a city of over 

100,000 people, with 298,700 in 

the area, all potential listeners to 

WTHI, CBS plus top -flight local pro- 

gramming. 

1 

WTHI 
TERRE HAUTE IND. 

REP. BY -ROWND CU. 

New York Chicago Hollywood 
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NEW LAW FIRM 
Fletcher & Midlen Formed 

RADIO attorneys Frank U. 
Fletcher and John H. Midlen, both 
Washington, D. C., last week an- 
nounced the formation of a new 
law firm, Fletcher & Midlen, with 
offices in the Munsey Bldg., Wash- 
ington. Both men have been active 
before the FCC and the courts for 
a number of years. 

Mr. Fletcher, part -owner of 
WARL -AM -FM Arlington, Va., 
was admitted to the North Caro- 
lina bar in April 1932 and joined 
the law staff of the FCC in 1934. 
From 1939 to 1942, Mr. Fletcher 
practiced in radio communications 
with Stephens, Spearman, Sykes 
& Roberson, Washington. He held 
subsequent positions of law staff 
member of the Alien Property Cus- 
todian and the Army Ordnance 
department. From 1945 to the 
present date, Mr. Fletcher has 
been engaged in private radio law 
practice, particularly with mat- 
ters before the FCC. He is an FM 
member of the NAB board. 

Mr. Midlen, a Washington lawyer 
since 1935, has been specializing 
in radio and communications for 
the past five years. In 1941, Mr. 
Midlen was assigned to the Judge 
Advocate General's office in the 
Army Dept. and later served with 
the office of the Secretary of War. 

CKY Winnipeg has moved to 580 kc 
from 1080 kc, with 5 kw. 

HE 

ONG ISLAND 
L STORY 

W H L I 
reaches more homes" 
in Nassau County 
6 or 7 days a week 
than any other New 
York or Long Island 
Independent Station 

BMB Study -2 

Nassau County is a 
$602,218,000.00 
retail marketl* 

S ondard Rate 8 Data's 1950.51 
Consumer Markets. 

Represented by 
RAMBEAU 

r 
AM FM 

Í 

HEMPSTEAD, LONG ISLAND, N.Y. 

ELIAS I.GODOPSKY ' from:tent 

Mr. Midlen Mr. Fletcher 

JACK R. EDMUNDS 
KPRC Executive Dies 

FUNERAL was held last week for 
Jack R. Edmunds, 41, program di- 
rector at KPRC -AM -TV Houston, 
Tex., who died Aug. 19 of a heart 
attack. Mr. Edmunds, who joined 
the station this past January, was 
on his way to the studios when he 
succumbed. He had been in radio 
20 years. 

The radio official went to Hous- 
ton in 1946 and served with KXYZ 
and KTHT, both Houston. He for- 
merly was program director for 
ABC Washington during World 
War H. Mr. Edmunds is survived 
by his widow and one daughter, 
Gail. 

AUDIENCES UP 
Hooper Surveys Radio -TV 

SIGNIFICANT increases in total 
audiences of radio and TV in the 
past year have been reported by 
C. E. Hooper Inc. 

In seven cities where television's 
share of the broadcast audience 
exceeds 50% in evening hours, 
Hooper found the percentage of 
homes using either radio or TV 
averaged 25% higher than the per- 
centage a year ago. The figures 
appear in the current Hooperatings 
chartbook now being distributed to 
subscribers. 

The increases in percentage of 
homes using either radio or TV in 
evening hours this year as com- 
pared with last ranged up to 44 %, 
with the average increase at 25 %. 
The cities included New York, Phil- 
adelphia, Baltimore, Boston, Provi- 
dence, Chicago and Dayton. 

Strictly Business 
(Continued from page 16) 

Hoffman Beverage Co., a subsidiary 
of Pabst and maker of soft drinks. 

Mr. Perlstein is one of the few 
advertising men in the country who 
"trouble shoots" his markets. That 
is, he calls on salesmen and dis- 
tributors all over the country 
straightening out local problems 
with an eye to the national picture. 

Recently he flew to Puerto Rico 
to discuss advertising plans with 
the Pabst distributor there. He is 
constantly on the move and knows 
his markets well because he makes 
it his business to check them on the 
spot. 

KNUZ Houston presented plaque of 
merit for "outstanding work in inter- 
est of safety" by fire prevention and 
safety committee, Houston Chamber 
of Commerce. 

'TRUTH' DRIVE 
Urged by Sarnoff, Benton 

BRIG. GEN. DAVID SARNOFF, 
chairman of the board of RCA, and 
U.S. Sen. William Benton (D: 
Conn.) last week urged an imme- 
diate U.S. counter -attack and 
world -wide psychological offensive 
against Communist propaganda. 

Explanation of America's peace- 
ful intentions is not enough, Gen. 
Sarnoff said. The U.S. should now 
begin "to take the whiskers off 
Uncle Joe" by broadcasting to Rus- 
sian and satellite peoples what 
Stalin is really like. 

Gen. Sarnoff and Sen. Benton, 
with Professor Harold D. Lasswell 
of Yale U. Law School, appeared 
on University of Chicago Round 
Table over NBC to discuss "Can 
We Defeat the Propaganda of In- 
ternational Communism ?" 

Sen. Benton proposed that spe- 
cial commissions from every coun- 
try in the world be invited to this 
country to study the truth of the 
Communist claim that the U.S. is 
a "war monger, imperialist and 
exploiter." Prof. Lasswell urged 
an American foreign policy state- 
ment comparable to Woodrow Wil- 
son's 14 points, as the basis for the 
U.S. message. 

PROPAGANDA UNIT 
Psychological War Board Set 
A NATIONAL Psychological War- 
fare Board, comprising officials of 
the State Dept., Dept. of Defense 
and other government departments 
and headed by Edward Barrett, 
Assistant Secretary of State for 
Public Affairs, was set up by the 
State Dept. Aug. 17 to help co- 
ordinate strategy involving the 
U. S. propaganda program abroad. 

The board, which also will in- 
clude representatives of the Central 
Intelligence Agency and Joint 
Chiefs of Staff, will handle plans 
for meeting problems that arise in 
Korea and other areas where more 
than one government agency main- 
tains activities. In Korea it is ex- 
pected to help weld together propa- 
ganda programs with actions of 
the Defense Dept. and Economic 
Cooperation Administration. 

News Staff Data 
IN RECOGNITION of the 
recent increase in news in- 
terest among radio and tele- 
vision audiences, CBS has 
prepared a special press 
information package contain- 
ing pictures and biographical 
material on its news staff. 
The package, prepared under 
the direction of George Cran- 
dall, CBS director of press 
information, also includes 
background information on 
the organization and function 
of the CBS news staff. 

LEGAL ADVERTISING 
Coe Suggests Using Radio 

USE of broadcast stations for legal 
advert °sing by state governments 
was advocated by Earl Coe, Wash- 
ington Secretary of State, in a 
letter submitting to stations a se- 
ries of announcements designed to 
stimulate voting. 

"Radio is one of our greatest me- 
diums whereby our registration and 
voting information can reach the 
public," he said. "In fact, I am 
looking forward to the time when 
our state laws will recognize radio 
as a factor for legal advertising of 
initiatives and referendums." Sec- 
retary Coe recalled "the great pub- 
licity job" the Assn. of Washington 
Broadcasters did for the registra- 
tion and vote campaign held in con- 
junction with the 1948 presidential 
and state elections. 

Peter Borras 
PETER BORRAS, 60, Washington 
restaurateur, died of a heart attack 
last Monday (Aug. 21) at his home 
in Arlington, Va. His wife, Mrs. 
Gladys Murphy Borras, is ad- 
ministrative assistant to Frank 
M. (Scoop) Russell, NBC Wash- 
ington vice president. Mr. Borras 
was president, manager and 
founder of the Madrillon Restau- 
rant. Surviving besides Mrs. Bor- 
ras are three brothers. 

THE OLD SEA -HORSE SAYS: 

"YOU AIN'T SEEN 
NOTHIN' UNTIL YOU'VE 
L O O K E D U P T H E 

STORY..." 

WVM IMISSISSIPPI 
BILOXI 

Serving the Entire Mississippi Gulf Coast 

1000 WATTS 510 KILOCYCLES 
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J J. FLANAGAN to president and general manager KITO San Ber- 
nardino. Replaces GEORGE LINDMAN, resigned to become man - 
ager KPOA Honolulu. 

WALTER A. CALLAHAN to WKAT Miami, Fla., as vice president in 
charge of sales. Was with WSAI Cincinnati as general 
manager, and was former manager Chicago office WLW 
Cincinnati. 

Mr. Callahan 

INDEPENDENT METROPOLITAN SALES appointed 
N. Y. and L. A. representative WXGI Richmond, Va. 
MARTIN J. McGEEHANS named Chicago representa- 
tive. 

BENJAMIN MARGOLIS, assistant to CBS controller, 
appointed sales service manager for CBS -TV, succeed- 
ing Herminio Traviesas, resigned (see AGENCY BEAT). 

BOB MAYNARD, assistant manager and news com- 
mentator WSVS Crewe, Va., resigns to join Lawyers 

Title Insurance Corp., Richmond. He will do public relations work from 
home office. Was member NAB Unaffiliated Stations Committee. 

GLENN J. MANLEY, radio -TV freelance writer, to sales manager WEW 
St. Louis U. outlet, St. Louis. 

LARRY ROBERTSON, program director KOME Tulsa, Okla., named 
account executive. 

HOMER GRIFFITH, coordinator of national sales California Group 
(KYNO Fresno, KAFY Bakersfield, KCOK Tulare), on leave of absence. 

CFPA Port Arthur, Ont., appoints James L. Alexander, Toronto, as na- 
tional representative, effective Sept. 1. 

JEROME M. ALPER, Securities & Exchange Commission, and ROGER 
H. MUZZALL to Washington law firm, Roberts & McInnis, whose 
practice includes broadcasting and communications fields. 

EDWIN H. ESTES, general manager WGWD Gadsden, Ala., to general 
manager WETO same city. WETO will take the air 
Sept. for half interest 
in station accepted for filing by FCC. 

LOU HUMMEL, drug division WLW Cincinnati mer- 
chandising department, to WLWT (TV) sales staff. 

KFAM -AM -FM St. Cloud, Minn., appoints John E. 
Pearson Co. as national representative. Orville Lawson 
& Assoc. named representatives in Minnesota. 

DONALD A. NORWOOD, staffman WLAW Lawrence, 
Mass., to account executive for Boston sales offices 
of station. 

Mr. Estes 

BILL TODD, salesman CJOY Guelph, Ont., to national sales staff CKEY 
Toronto. 
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WCTC STAFF 
Four Appointed to Posts 

FOUR changes in the executive 
personnel of WCTC New Bruns - 
wick, N. J., owned and operated by 
the Chanticleer Broadcasting Co., 

have been announced by James L. 

Howe, president. 
Ted Webbe, sales manager since 

last March, takes over the newly 
created post of industrial relations 
director. James M. Vogdes, mem- 
ber of the sales department, has 
been named sales manager. David 
A. Moss, program director, moves 
to the sales department, and Don- 
ald V. Meaney, formerly news di- 
rector at WNJR Newark, becomes 
program director. 
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front office 

KIFN Phoenix, Ariz., and XEAC Tia Juana, Mex., appoint Harlan G. 
Oakes & Assoc., L. A., representative. 

GEORGE (Bill) ROHN, promotion manager KS00 Sioux Falls, S. D., 
to station manager. Has been with outlet since 1937. 

ROBERT D. MARTIN to manager personnel depart- 
ment Edward C. Lobdell Assoc., N. Y. (management 
consultants). Was with WHAY New Britain, Conn., 
WFTR Front Royal, Va. 

CLIFF W. BOWERS, sales manager WESC Greenville, 
S. C., to WAYS Charlotte, N. C., as sales executive. 
Was sales promotion director WDOD Chattanooga, 
Tenn. 

Mr. Rohn 
LIBERTY BROADCASTING SYSTEM establishes na- 
tional and N. Y. office at 299 Madison Ave., headed by MORGAN RYAN, 
national sales manager. 

WILLIAM PHREANIER to KSMA Santa Maria, Calif., as manager, 
replacing WALLY SEIDLER, resigned to become Oxnard manager 
KVEN Ventura, Calif. 

PAUL MULVIHILL, sales manager Northern Broadcast Sales, Toronto, 
to James Alexander, Toronto station representative, Sept. 1. 

patl0/tel! 

GARDNER COWLES (owner KRNT Des Moines, WNAX Sioux City, 
Iowa, and principal stockholder WCOP Boston) and his wife, Fleur 
Cowles, to be awarded "Oscars of the fashion industry" for contributions 
through "magazines, newspapers and radio," to fashion. Award will be 
given Sept. 4 at Neiman -Marcus Mid -Century of Fashion Exposition, 
Dallas .... DICK JOY, vice president KCMJ Palm Springs, Calif., will 
emcee California State Fair Fashion Show, Sacramento, Sept. 7 -8 ... . 

VICTOR A. SHOLIS, vice president and director WHAS- AM -FM -TV 
Louisville, father of boy, Aug. 19. 

EDWARD G. THOMAS, vice president and general manager WKJG Ft. 
Wayne, Ind., back at his desk following serious operation.... PAUL F. 
HARRON, president WIBG Philadelphia, in England to inspect radio 
warning systems and wired line installations in bomb shelters. Will 
return in early Sept.... HAAN J. TYLER, manager KFI -TV Los An- 
geles, elected to board of directors Southern Calif. Broadcàsters Assn., 
succeedings JENNINGS PIERCE, resigned. ALAN COURTNEY, acting 
manager public service, station and guest relations for NBC Western 
Div., succeeds Mr. Pierce as chairman SCBA education committee. 

the KOKOMO 
market is rich! 

POPULATION 

2 2 4, 200 
BMB RADIO EFF. BUYING 

FAMILIES INCOME 

Distribution of Listening Homes 
among stations ... 

Latest Conlan Figures ... 
WIOU ... 67.0% 

74,210 0302,329,000 
SALE SALES FOOD SALES 

WIOU $181,967,000 $46,980,000 

DRUG SALES NO. F000 STORES 

591 $6,539,000 
NO. DRUG STORES FARM 

77 $65,071,000 

1000 WATTS 

ON 

1350 KC 

KOKOMO, INDIANA 
Columbia Broadcasting System 

National Rep: Weed & Co. 
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And the average for all seven nights puts WAGA -TV in 1 st place - - not to mention 

Sunday afternoons - - - then WAGA -TV captures 90.1 percent of all TV viewers 
- - with the `B' station limited to 9.9 percent 

Source T.V. Viewers Survey- Hooper Television Audience Index --June - July 1950 



t IY "T'y';'I 

.At n. It 

».- +.. +. 
I .. . w 

u. t i. 
/ 

IL II $111 II .41'IIJII 1 
1 1 I!I I / 

,.0, 

! aa 

...ryti ..... ... . . .:'..r'i 
. . ..t , .: . .... : R .' 

WSPD, Toledo, O. 
WLOK, Lima, O. 
WSPD -TV, Toledo, 
,Visional Sales 

ORT INDUSTRY COMPANY 
WWVA, Wheeling, W. Va. . . WMMN, Fairmont, W. Va. 

WAGA, Atlanta, Ga. WGBS, Miami, Fla. 
WJBK, 

Detroit, Mich. 
Ga. ch 

O. WJBK -TV, Detroit, Mich. 

Headquarters: 488 Madison Ave., New York 22, Eldorado 5 -2455 



editorial 

Facts Vs. ANA Fiction 
THERE ARE encouraging indications that 
radio is licking its inferiority complex, appall- 
ingly exposed when the Assn. of National Ad- 
vertisers put on its bite for rate reductions. 

The emergence from Milquetoastism is re- 
flected in the general demeanor of broadcast- 
ers. They take heart in the trend among 
magazines and newspapers to increase rates, 
based on increased operating overhead rather 
than expanded circulation. They find strength 
in the realization that many advertisers feel 
that they are getting a better return from 
radio than from competitive media. 

This metamorphosis in the making is re- 
flected in the wholehearted support for the 
super -BAB at the NAB district meetings held 
during the last fortnight. Bob Swezey, of 
WDSU New Orleans, who is doing a voluntary 
Minute Man job, is goading broadcasters into 
a fighting spirit. His apt description of radio 
as the "soft underbelly of media" has aroused 
station owners. 

NAB now comes forward with a survey 
project, to be underwritten by radio, to build 
radio's rate case. It has set a rather late tar- 
get of March 1, 1951, and asks that stat ions 
hold the rate line until this job is done. By 
that time we have no doubt there will be ample 
evidence to justify substantial increases. In- 
deed some stations already have done so. 

If such basic research had been done months 
ago, radio would not have been singled out for 
attack. The record already is replete with 
evidence repelling the argument that radio 
alone suffers from the incursions of TV. 

This fiction can be answered with solid fact. 

'Officer of the Air' 
IT BEHOOVES all of us to keep abreast of 
signs of these semi -war tinged radio times. 

The other day an important eastern station 
refused to permit the Progressive Party can- 
didate to use its microphone because the man- 
agement considered the copy "treasonable." 
The management notified the FCC of its action. 

The council of the Radio Writers Guild re- 
cently refused to vote for or against a resolu- 
tion supporting our action in Korea. Keep in 
mind that the RWG can control the wording 
of the scripts that go on the air via the net- 
works. The Radio -Television Directors Guild 
can control interpretation of those words. 

We have no doubt that the vast majority of 
the members of these guilds are loyal Amer- 
icans. We cannot fathom how t'"at majority 
possibly could be swayed. Even Henry Wal- 
lace couldn't stomach the Progressive Party's 
stand on Korea. 

The eastern station which rejected the Pro- 
gressive candidate's script may possibly be in 
technical violation of the law. We have read 
the script. We believe the station acted wisely 
and patriotically. 

The FCC may be expected to hold that Sec- 
tion 315 of the Communications Act requires 
stations to give equal time to qualified can- 
didates for public office, irrespective of party 
label. This despite the fact that the New 
York Circuit Court recently held Communism 
constitutes a "clear and present danger" within 
the meaning of the Constitution. 

If the FCC attempted to penalize a station 
because it refused to carry Communistic prop- 
aganda, we doubt whether a single court in 
the nation would allow the judgment to stand. 

Page 48 August 28, 1950 

We believe that, in these times, the wise 
maxim to follow is: When in doubt, don't. 

Lest we forget: 
The announcer said: "The Men from Mars 

are invading New Jersey!" It was only make - 
believe, but thousands were thrown into panic. 
Ten years later the same thing was done in 
France and Peru. Lives were lost. 

In 1947, G -Man Hoover said the Communist 
Party "has departed from depending upon the 
printed media ... and has taken to the air. 
Its members and sympathizers have not only 
infiltrated the airways but are now persistently 
seeking radio channels." Within the past few 
weeks, Mr. Hoover said they have as their ob- 
jective the "control of communications facili- 
ties in the event of an emergency." 

There must be no malicious make -believe 
about "The Men from Moscow." 

Every individual working in radio and TV 
has a responsibility above and beyond that of 
the ordinary c'tizen. Just as every lawyer is 
an officer of the court, every broadcaster is an 
officer of the air. It is his responsibility to 
make certain that the most vulnerable spot in 
American communications -a place before the 
microphone -is never available to a traitor, 
actual or potential. 

To Win M'nds of Men 
WE ARE running a bad second in the prop- 
aganda war. 

In the current news are demands for a 
stepped up "Voice of America," launching of 
a peace offensive to reach the average Soviet 
Ivan Ivanoff, and floating stations to pierce the 
Iron Curtain. The National Psychological 
Strategy Board just formed by the State Dept. 
is belated recogniton of the need for coordina- 
tion in the fight for the minds of men. 

Because of its very nature, a democracy is 
cumbersome in psychological warfare. In a 
totalitarian nation, like the Soviet, there's di- 
rect action, and extraordinary flexibility. Our 
offensive, such as it has been, has emanated 
from the State Dept., which at all times 
watches its diplomatic P's and Q's, with one 
ear cocked toward Congress and the other 
toward the White House. 

As we see the new Strategy Board, it would 
coordinate only those agencies of government 
identified with the war effort -real and psy- 
chological. It would, in effect, be the same 
people talking to themselves. 

There's a big job to be done. The question 
is how best to do it. 

The answer could be a separate agency, re- 
porting to the President. The Strategy Board 
might be only part of it. There should be an 
advisory board, made up of the leading pub- 
licists of the nation -men who have made their 
mark in public relations, in advertising and 
merchandieng. Men, perhaps, like Edward 
Bernays, Steve Hannegan, Ben Sonnenberg. 
Men like David Sarnoff, Bill Paley, Frank 
Stanton, Jack Strauss and Ed Noble. Top in- 
dustrialists versed in public relations, labor 
leaders, creative agency executives whose 
stock -in -trade is selling to the people. 

The American story is easy to dramatize. 
It is an honest story. It should be told by 
radio, by pamphlet, by pictures, and by word - 
of- mouth. It should be told, bereft of stiff - 
collars and boiled shirts. The Polish coal 
miner, earning more in America than the 
feudal lords of his ancestry, should return to 
his homeland to tell that story. The Negro 
to Africa, the Chinaman to his rice paddy. 

Psychological warfare is brain rather than 
brawn warfare. It needs the genius of men of 
imagination, zeal and enterprise, of those who 
are not hemmed in by convention, regulation or 
precedent. There is no precedent that fits our 
kind of democracy. 

t..- our respects to: 

GEORGE PHILLIPS HOLLINGBERY 

YOUNG MEN of modest means dream of 
achieving success in long strides as did 
George Hollingbery. 

An aggressive salesman even while working 
his way through Kansas U., the president of 
George P. Hollingbery Co., station representa- 
tive, sailed into his first salaried job with such 
vigor that his employer never let him get away 
until he formed his own firm 13 years later. 

The one employer in Mr. Hollingbery's career 
was William Randolph Hearst. 

The tale of why Mr. Hollingbery finally left 
the top advertising position at Hearst's Chi- 
cago Herald -Examiner to become a representa- 
tive of radio stations should interest ill 
broadcasters. During a brief period in the life 
of the Herald- Examiner, spot announcements 
on KYW Chicago, which was leased to the 
paper by Westinghouse, went gratis to display 
advertisers. Mr. Hollingbery noted that the 

(Continued on page 50) 

Static and _Snow 
By AWFREY QUINCY 

NOTE to radio corpus delicti: Move over and 
make room for rate -increasing national maga- 
zines. ANA anathema due anaday. 

* e * * 

Like wildcats, some engineers are wild, 
others are wilder. In St. Louis, a public 
utility engineer became so enraged by Transit 
Radio commercials during his daily bus ride 
that he retaliated by ripping the seat covers. 
Miraculously, without even getting mad at us, 
our engineers daily rip our commercials to 
pieces with push -buttons and plugs. Come to 
think of it, we're always having to replace the 
seat- covers in Main Control. Must be lead 
poisoning. 

The latest entry in the program "rating" 
business is planning to get coincidental data 
by Western Union. Although Western Union 
is a most efficient organization, it still has to 
rely on the well -known human element, and we 
can visualize Humphrey Humhpries getting 
one of those telephoned singing birthday 
greetings by WU at Just about the time that 
the WU coincidentaller happens on Humph's 
name in the telephone book. Result: 

Happy birthday to you 
Is your radio in view 
Happy birthday, dear Humphrey 
Tell me who you're tuned to. 

BROADCASTING Telecasting 



Every 
word 0 I true N 

FLASH! MIDWEST DEALER SPENDS $600 FOR 

RADIO CAMPAIGN, GETS TWICE THE RESULTS 

BROUGHT BY $3,000 CAMPAIGN IN ANOTHER 

MEDIUM. 

FLASH! PACIFIC NORTHWEST STORE FINDS RADIO 

DEVELOPS TWICE THE STORE TRAFFIC DELIVERED 

BY COMPETING MEDIUM, MEASURED ON DOLLAR - 

FOR- DOLLAR BASIS. 

FLASH! 40 °/e OF STORE CUSTOMERS NAME RADIO 

ADVERTISING AS REASON FOR COMING TO 

STORE. NEXT BEST MEDIUM, 21 %. 

FLASH! RADIO ADVERTISING ACCOUNTS FOR 

54% OF DOLLAR VOLUME OF SALES IN STORES 

CHECKED. NEXT BEST MEDIUM, 20 %. 

... aodourf` /esaie 
4//o,' FlIRT//ER PROOI?' 

Have you noticed the many exciting case histories currently published on the 
effectiveness of spot radio? 

All this evidence of success makes wonderful reading -but it's an old 
story to advertisers on Westinghouse stations! 

Just to check the record, we reviewed our files and found a gold mine of 
confirming evidence. Recent examples, already published elsewhere: 

On Pittsburgh's 
KDKA, one Farm 
Hour advertiser spent 
5500 on time, got 
$20,000 worth of or- 
ders. ( Reported Au- 
gust 17, 1949.) 

Using KYW as the 
only advertising me- 
dium in Philadelphia, 
a diaper manufacturer 
saw sales jump 52% 
in nine weeks. (Re- 
ported June 1, 1949.) 

On Portland's KEX, 
one announcement for 
dressed poultry sold 
Iwo son. of assorted 
birds. ( Reported Feb- 
ruary 1, 1950.) 

Thanks to Boston's 
WBZ, writes a berry 
grower, "radio in- 
creased my revenue 
over 5096." (Report- 
ed July 27. 1949.) 

With four short mes- 
sages on Fort Wayne's 
WOWO, a hardware 
company tripled sales 
of power mowers, 
selling hundreds. (Re- 
ported May 29, 1950.) 

What's more, we're helping other advertisers write comparable case histories 
right now! To boost your sales in six of the nation's leading markets, look into 
the program- building and audience -building capacities of Westinghouse stations. 
Ask the man from Free & Peters! 

W E S T I N G H O U S E R A D I O S T A T I O N S I n c 

KDKA KYW KEX WBZ WBZA WOWO WBZ-TV 
National Representatives, Free 8 Peters, except for WBZ -TV, for WBZ -TV, NBC Spot Sales 
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Respects 
(Continued from page 48) 

spots outdrew the printed notices, 
and decided radio was here to stay. 

But he wasn't sold overnight on 
joining forces with the aural med- 
ium. It took several visits from 
one Vernon H. (Bing) Smith of 
WREN, then located in his home 
town of Lawrence, Kan., to con- 
vince Mr. Hollingbery that he 
should desert black- and -white and 
start soliciting national business 
for broadcasting stations -starting 
with WREN. 

With the Herald- Examiner on 
wobbly legs anyway, Mr. Holling- 
bery acquiesced in 1936: He opened 
shop at 307 N. Michigan Ave., Chi - 
cago, where he headquarters today. 
WREN was his first station, closely 
followed by WWJ Detroit. During 
his first year he signed 16 others, 
and of his original 18 stations, he 
still has 17. 

Only son of a Lawrence real 
estate man, George Phillips Hol- 
lingbery was born June 25, 1902 
and developed his rugged good 
looks in the Kansas wheat fields 
and on section gangs of railroads. 
At Lawrence high school he par- 
ticipated in sports, but at Kansas 
U. found that several campus en- 
terprises kept him too busy for the 
usual extra -curricular activities. 

In partnership with Classmate 
James E. O'Bryon (now director of 

publicity for Mutual) he prospered 
in a "sign, sticker, and button" 
business. Mr. O'Bryon was the 
artist -designer and Mr. Hollingbery 
the salesman. For several years 
they handled all the poster work 
for college parties and athletic con- 
tests on the Kansas U. campus. 
More than two million of their 
"Jayhawk" stickers have been used 
on windows and automobile wind- 
shields. During a Missouri -Kansas 
football week -end in the early '20s 
they disposed of some 40,000 cellu- 
loid " Jayhawk" buttons. 

Joins Newspaper 
After graduating from Kansas' 

School of Journalism in 1924, Mr. 
Hollingbery applied for work in 
the Herald -Examiner's classified 
advertising department. He was 
hired at $22.50 weekly, but in- 
creased his earnings to $100 within 
six weeks. He soon moved into local 
display, then national, and in his 
rise to advertising manager held 
the positions of both local and na- 
tional advertising manager. 

Mr. Hollingbery has a rich store 
of humorous anecdotes about his 
experiences on the now defunct 
Herald -Examiner, but none is fun- 
nier than the story of his first 
meeting with Mr. Hearst and his 
famous columnist, Arthur Bris- 
bane. He was introduced to these 
journalistic greats by Merrill C. 
Meigs, head man for Hearst in Chi- 
cago, who described Mr. Holling- 

now available 

CONSUMER MARKETS 

1950 -1951 
d t f o n 

Based on the known needs of na- 
tional advertisers and agencies for 
comprehensive, reliable state, 
county and city market facts, the 
new edition of CONSUMER MAR- 
KETS provides a range of informa- 
tion you would otherwise have to 
gather from many sources. 

Its retail sales estimates project the 
current 1948 Census of Business fig- 
ures. It reports comparative figures 
(1940 vs. 1949) so that you can see 
any local market's growth at a 
glance. It reports complete statis- 
tics for all states, all counties, all 
cities of 5,000 and over. Special 
market maps cover all states, U. S. 

Possessions, and cities of 250,000 
and over. 

See and use the 1950 -51 CON- 
SUMER MARKETS to appreciate its 
value in consumer market and 
media research. Send for a copy 
today on 5 -days free examination. 
Only $5.00 if you decide to keep it. 

Cuwer Markets 

a section 

of SRDS 

Typical agency report on CM: 

"Used by Research, Account 

and Media Executives in an- 

alyzing old and new markets 

for clients' products, primarily 

number of outlets of types de- 

sired and populations of cities, 

counties and rural areas." 

A Section of Standard Rate 8 Data Servit 

Walter E. Botthof, Publisher 
333 Norlh Michigan Avenue, Chicago 1, II 

New York San Francisco Los Angeles.. 
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bery as the Herald -Examiner's 
"best salesman." He felt he had 
really arrived. But his moment of 
glory was cut short when Mr. Bris- 
bane, well aware of the newspaper's 
mounting indebtedness, remarked: 

"This is interesting. I didn't 
know the Her -Ex had any salesmen 
at all." 

Mr. Hollingbery's company was 
known during its first few months 
as Craig & Hollingbery. Norman 
Craig, who represented a few sta- 
tions in the East, handled the 
firm's New York business. When 
Mr. Craig died before the partner- 
ship was a year old, Edward Spen- 
cer, previously with Westinghouse 
and NBC, became manager of New 
York operations of the George P. 
Hollingbery Co., a position he holds 
today. Mr. Spencer had been sales 
manager of KDKA Pittssburgh, 
and when NBC took over manage- 
ment of Westinghouse stations, he 
went to the network as New York 
sales manager of its O &O outlets. 

Another Hollingbery staff man 
who joined the firm its first year is 
Fred Hague, New York sales man- 
ager. He had been with a station 
in Winston -Salem. A third charter 
employe is Frank McCarthy, Chi- 
cago manager, who had handled 
food advertising at the Her -Ex 
under Mr. Hollingbery. 

Steady Expansion 
From four salesmen and an office 

staff of four, the company's roster 
has grown to 32. There are 36 AM 
and 3 TV stations on its list. 

Mr. Hollingbery recently tripled 
his office space at 500 Fifth Ave., 
New York, to accommodate in- 
creased AM and TV business. While 
he has added one TV man in recent 
weeks, he in no wise subscribes to 
the opinion that AM is being hurt 
by the newer medium. 

"In the national field, not one 
nickel has been lost to TV by our 
AM stations," he says. "For ex- 
ample, last year WWJ Detroit 
gained $100,000 in AM while build- 
ing up its TV business. With the 
increased number of AM receivers, 
sound radio is a better buy today 
than a year ago, even in major TV 
markets. Television is a new busi- 
ness. Eighty per cent of its adver- 
tisers never used spot radio." 

Mr. Hollingbery anticipates that 
1950 will be "the biggest year in 
our history." During the first five 
months, national spot was 18% 
ahead of the same period in 1949. 
He notes that although April and 
November usually are his peak 
months, May stood out this year 
with a 43.2% increase over May 
of last year. 

Strong on personal contacts with 
advertisers, as well as agencies, 
the company's salesmen are spend 
ing more than 50% of their time 
these days with manufacturers. 

"Our formula is quite simple," 
says Mr. Hollingbery. "We just 
point out how much faster a dollar 
in radio and television moves goods 
than the same amount spent in 
printed media." 

Mr. Hollingbery's wife is the 
former Elizabeth Sifers of Iola, 

Kan., whom he met at Kansas U. 
There are three daughters and one 
son. Mar y Elizabeth, 21, was 
graduated from Pine Manor Junior 
College at Wellesley, Mass., and 
now is studying art at her parents' 
alma mater; Anne, 18, attends 
Skidmore College at Saratoga 
Springs, N. Y.; Deborah, 14, will 
enter New Trier high school in 
Winnetka, Ill., next fall; and 
George, Jr., 12, attends grade school 
in Glencoe, Ill., where the family 
resides. 

Their home overlooks the 9th 
hole of Skokie Country Club, one 
of the sportiest courses on Chi- 
cago's North Shore, where Mr. 
Hollingbery has a 14 handicap. 

In addition to Skokie, Mr. Hol- 
lingbery is a member of Chicago's 
University Club. He also belongs 
to the Chicago Radio Management 
Club and the Radio Executives 
Club of New York. His college 
fraternity is Phi Kappa Psi. 

CITIES SERVICE 
NBC Show Has Active Summer 

ACTIVE summer of broadcasting 
and special appearances has fea- 
tured the Cities Service Band of 
America, heard year -round on NBC 
and seen on NBC -TV as a simul- 
cast last season. 

Series of five center -spread ad- 
vertisements, promoting the band's 
summer appearances and its stimu- 
lation of interest in band music, 
has appeared in Quick magazine. 
Creator of the show, M. H. Ayles- 
worth, first NBC president, con- 
tends the brass band is a typical 
American institution that stirs the 
heart of every citizen. 

The Band of America broadcast 
July 17 from the "Frontiers of 
Freedom" pageant at the Chicago 
Fair. It has presented a series of 
guest artists this summer, includ- 
ing George M. Cohan Jr., W. C. 
Handy of "St. Louis Blues" fame, 
and others. Summer appearances 
include an audience of 32,000 at 
Bridgeport and large audiences at 
Cleveland and Buffalo. 

Kenneth M. Burton 
KENNETH M. BURTON, 51, di- 
rector of NBC's The Railroad Hour 
and Father Knows Best for Benton 
& Bowles, died last Monday (Aug. 
21) in his home in Hollywood fol- 
lowing a heart attack. Mr. Burton 
was head of West Coast radio pro- 
duction for B &B. He was a Navy 
veteran of both World Wars. Sur- 
viving is his widow, Betty. 

129 Local Accounts 
21 Regional and National Accts. 
2781 Pieces of Mall for May'50 

News- Accent on LOCAL 
Music- Sports- Special Events 
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NEW YORK 

DAYTIME TELEVISION 

VIEWERS UP 350%!* 

... and 83.5% of all TV viewers questioned 

said they turned to WABD (Du Mont) for one 

or more programs between 12:00 and 1:30 P. M. 

Yes, the Daytime Television Audience is going up 

like a rocket. Take it on the rising curve. 

Take it on Du Mont. which has the lion's share 

of the audience. On Du Mont - where Daytime 

began - covering 99% of America's telesets - 
where programs pay their way in quick sales - 

where a slim budget gets a fat result. 

Network or local, Du Mont was first. 

"The Television Audience 
of Today," June, 1950, 
Advertest Research 

60 Stations 

The Nation's Window on the World 

OU 
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Very Important People -they make today's news - 
start today's fads - control today's audiences. 

At KTTV we collect 'em like stamps. Our VIP lineup of stars 

and shows...whether the best from CBS -TV or our 

own impressive roster...sponsored by the largest national 

advertisers as well as local sellers...gives us a VIP audience, 

the Very Important Public of Southern California, 

second greatest in the nation. Happily, you don't have to 

spend a million to make an impression with KTTV's VIP lineup. 

But you're in good company...you get seen 

and heard a lot...you can sell a lot. You can reach that Very 

Important Public on KTTV. Ask us or Radio Sales. 

IZTT7 
Los Angeles Times CBS Television 
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BILLINGS MOUNT 
(See story page 19; Regional forecasts on subsequent pages) 

THE PRESIDENT of a frozen foods company, which this fall will spend 
$40,000 a week in television, last week came up with a complaint about 
the medium. 

He told TELECASTING: "The only flaw we've found with television is 
the difficulty of turning up good 
time to buy." 

The food merchant's statement 
just about summed up the situa- 
tion that U. S. telecasting faces in 
the fall of 1960. Barring unfore- 
seen disaster, a whopping share of 
total telecasting time will be sold 
out. 

Authoritative sources estimated 
that by October there would be at 
least 750 accounts using national 
spot television. In October of 1949, 
according to N. C. Rorabaugh Co. 
records, there were 399. 

Network television business al- 
ready sold for October is far ahead 
of last year. In mid -August, with 
some six weeks of selling still to 
go before October, the four TV 
networks reported October busi- 
nessalready on the books was 60% 
bigger than the volume of last Oc- 
tober. 

More network advertisers -120 
this October to 74 a year ago -are 
sponsoring more programs -158 to 
93 -for more commercial network 
hours -96 to 59 -this fall than last, 
and on more stations. 

Rush Buying 
The rush by clients to buy tele- 

vision time before the choice peri- 
ods were disposed of was feverish. 
As one executive of an advertising 
agency, which this year has five 
clients using TV, as compared with 
two last year, put it: "We think 
television will continue to progress 
until there is no time available, 
and that could easily occur before 
1961." 

Another agency executive said: 
From here on competition 

among television advertisers will 
be a battle of wits more sharp than 
has ever existed in advertising." 

An inevitable result of the 
scramble for television time was 
the universal planning by networks 
and stations to expand their broad- 
casting day. All networks, except 
ABC, were known to be intending 
to start afternoon schedules by fall 
and some had notions of beginning 
morning programs before the year 
is over. 

Experiments by stations with 
daytime programming in the last 
year had supplied the answer to 
the question frequently raised in 

Telecasting BROADCASTING 

the early development of television: 
Would their be a daytime audience 
big enough to pay off an advertiser? 
The answer was an emphatic Yes. 

Despite the enthusiasm expressed 
last week in New York, capital of 
television development, it was plain 
that television as yet has some 
growing pains to suffer. 

The upsurge in TV advertising 
would not be felt equally in all 
television markets. A sampling of 
opinion among national station 
representatives showed that gen- 
erally the markets with small dis- 
tribution of receiving sets would 
find the going tougher than those 
where television has reached the 
proportions of a mass medium. 

National advertisers, placing 
spot schedules, were confining their 
principal investments to markets 
having 75,000 or more television 
sets. 

Ay one station representative 
said: "In markets with more than 
75,000 TV homes, the rep's main 

Top Last Fall's Business By 60% 

job is servicing; in markets with 
less than '75,000 TV homes, it's 
selling." 

One factor contributing to the 
confinement of many spot accounts 
to large television concentrations 
was said to be recent rate increases 
by stations in markets where set 
distribution has grown signifi- 
cantly. Advertising appropriations 
are not always elastic enough to 
accommodate rate increases in big 
TV markets and continuation or 
launching of schedules in smaller 
circulation areas as well. 

Pattern Different 
The patterns of television time 

buying are still not established, 
but one thing seems assured: They 
will not be identical with the pat- 
terns of radio. 

Station representatives, through 
their National Assn. of Radio Sta- 
tion Representatives, are embark- 
ing on a campaign to sell pro- 
grams on a spot basis to an extent 
not heretofore realized. 

They see an opportunity to in- 
crease spot program sales because 
of the television network situation, 
which differs from that in radio. 

Pending the lifting of the FCC 
television freeze, the number of 

TV Network Clients for October 1950 
With Comparison Against Placements in October 1949 

Sponsor 

Admiral Corp. 

Alsco Inc. 

Aluminum Cooking 

American Bakeries Co. 
American Dairy Assn 
American Home Prod- 

ucts 

American Jewish Con- 
gress 

American Tobacco Co. 

American Safety Razor 
Corp. 

Anchor Hocking Glass 

Anheuser -Busch Inc. 

One Diner 

Gross Time 
Charges 
October Net - 

1949 work Program 
Stop the Music 
Lights Out 
Through Wendy's 

Window 
Homemakers Ex- 

change 
Lone Ranger 
TV Teen Club 

Homemakers Ex- 
change 

Democratization of 
Germany * 

Football Games 
Big Story 
This Is Show 

Business 
Your Lucky Strike 

Theatre 
Your Hit Parade 

No. of Hours 
Stations per week 
'49 '50 '49 '50 

$15,6- 
NBC 53 1 

73 

- NBC - 34 - y4 

- CBS 
2,250 ABC - ABC 

- CBS 

1,485 ABC 
52,800 NBC 
12,780 NBC 

- CBS 

- NBC - NBC 

Sugar Bowl - ABC 
Show Goes On - CBS 

Broadway Open House - NBC 
Ken Murray Show - CBS 

t 1/2 hour every other S 1 hour 
week week 

18 - 1 min. 
4 7 1 z - 10 - 4 

- 18 - 1 min. 

11 - 3 - 
33 49 1/2t y4t 

- 53 - 
- 29 - f4t - 20 - j - 23 - ß/4f - 23 - ií - 35 - 5 - - - 1 

every other 

(Continued on page 70) 
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markets having fewer than four 
stations far exceeds the number 
having four or more. As a result, 
multiple network affiliations are 
common, a situation that gives 
stations considerable bargaining 
power in negotiating network 
agreements, certainly more than 
most radio network affiliates enjoy. 

NARSR members believe that 
because of this fact and also be- 
cause stations get more revenue 
from selling a spot program than 
taking a network commercial, the 
opportunity to develop a big busi- 
ness in spot program sales is at 
hand. 

Fall business volume, both spot 
and network, promises to increase 
over last year's levels in much 
greater proportion than television 
facilities have grown. Last Octo- 
ber there were 87 stations on the 
air in 56 markets. This October 
there will be 107 stations in 63 
markets. 

Compare Networks 
The individual network compar- 

ison of commercial programs and 
hours for last October and for that 
month this fall follows: 

No. Commer- Amount of 
Net- cial TV Commercial 
work Programs TV Time 

'49 
ABC 19 

CBS 36 
DuMont 5 

NBC 33 

'50 
31 
55 
13 

59 

'49 
11:30 
19:40 

5:00 
22:45 

'50 
14:20 
31:04 
11:45 
38:50 

Total 93 158 58:55 95:59 

Not included in the above table 
are the 16 DuMont network co- 
operative programs which are 
available for local sponsorship on 
individual DuMont affiliates. These 
co -ops range from 15- minute strips 
to two -hour wrestling and boxing 
telecasts, adding up to a total of 
18 hours and 15 minutes of net- 
work time each week. 

Neither do the tabulated com- 
mercial time totals include the 
World Series telecasts which this 
year are expected to augment TV's 
income appreciably, unlike last 
fall when bidding among the 
video networks for the series 
reached a point at which 
the sponsor was 
(Continued on 
page 72) 
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Hub TV 
BOSTON- CHICAGO m Booiny 

BUSINESS is booming 
on the television front in 

Boston. 
While the war in Korea 

and sharp rate increases by 
the two Hub TV stations are 
causing concern for the fu- 
ture, the story at the moment 
is one of sponsors waiting in 
line for availabilities. 

Informed sources among the 
buyers and sellers of time told 
TELECASTING that successful use of 
the medium in special campaigns 
has built enthusiastic acceptance 
by sponsors, many of whom are 
substantially increasing their ac- 
tivity in TV while still others are 
entering the field for the first time. 
In general, clients are not cutting 
their radio budgets but are rebuild- 
ing their entire media set-up to 
make room for television. 

Agency executives were practi- 
cally unanimous in the belief that 
steep rate hikes within the past 
couple of months would also cause 
some local and small business 
clients to back out. An increase 
of 67% for a one -minute spot in 
Class A time on one station and a 
110% boost for a corresponding 
spot on the other station in a late - 
summer adjustment of rates re- 

. fleeted an increase of more than 
134% in TV receivers in the area 
since the end of last year. The 
present set count is approximate- 
ly 447,000. 

Successes Tell Story 
Typical of the sentiments ex- 

pressed were the views of Barbara 
Keane, radio and TV director for 
Alley & Richards, who said: "Tele- 
vision is big here. We're recom- 
mending it more and more as we 
see the vastly successful results for 
clients who have used it upon our 
recommendation. So far, every 
time we've used it our clients have 
had wonderful results." 

Miss Keane felt, however, that 
the rate increases "might wipe out 

Te-Ve 

Drawn for TI.tcAST,NG by John Ziegler 

"Well, you have to admit-We a 
twist!" 
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a 
Miss Keane Mr. Pitman 

some small business accounts," al- 
though she added that it might 
also bring about a further realiza- 
tion of the value of television and 
that such clients might try to make 
the money come from some source 
in order to stay in the medium. 

Stressing the value Alley & Rich- 
ards places in video, she pointed 
out that the agency has started 
publishing a monthly bulletin, TV 
Takes, which is sent to sponsors 
and TV prospects. Among agency 
accounts new to television this fall 
is Kennedy's, Boston, which has 
retail stores throughout New Eng- 
land. Kennedy's is using five - 
weekly live spots in a participation 
program and will continue indefi- 
nitely. Although in the past the 
firm was a heavy radio buyer, it 
has been using it only spasmod- 
ically the last couple of years. Haf- 
fenreffer, Boston, for Pickwick 
Beer and Ale, has expanded from 
three to seven TV spots weekly. 
Glenwood Range Co. has bought 
one -minute film spots in Boston 
which will be extended to Provi- 
dence, New Haven, and Utica after 
Labor Day. 

Newcomb Cites Enthusiasm 
Harvey P. Newcomb, radio and 

TV director at Harry M. Frost 
Co., said: "Everyone's enthusiastic 
over TV, particularly since the way 
results have been coming in. Sev- 
eral of our clients are interested in 
women's participation programs 
that will give them a chance for 
live demonstrations. With the way 
rates have been going up, though, 
it's beginning to get expensive for 
the small advertiser although in- 
creased circulation should make it 
worthwhile." Accounts, he said, did 
not appear to be dropping radio 
but were rebuilding their whole 
media schedules in order to fit 
in TV. 

Increased video activity at the 
Frost agency includes a saturation 
campaign by General Electric Sup- 
ply Corp. for GE TV sets, which 
consists of a six -week TV and radio 
spot drive; spots for Barbo Furni- 
ture Co., Stoneham; spots for Dur- 
kee- Mower, Lynn, which consist- 
ently uses radio as well; Boston 
Nash Dealers film sportscast; 
Gentle's Baking Co., Mattapan, 
going into its 52d week and con- 
tracted through the end of the year. 
While Gentle's isn't using radio 
now, it has in the past and is con- 
templating it again this fall. 

Voicing concern about the effect 

of the Korean conflict and rate 
boosts in the area, Jan Gilbert, 
radio and TV director at Harold 
Cabot & Co., declared: "Much will 
depend on the trend the war takes. 
Several of our accounts anticipate 
shortages and will back away from 
TV and radio. They're waiting for 
developments." 

Cabot Clients 
Thus far, Harold Cabot clients 

have increased their use of TV 
without cutting down on radio, one 
of the largest regional television 
buys being the five 15- minute 
weekly shows purchased by H. P. 
Hood & Sons, Boston (milk and ice 
cream), in three New. England 
markets - Boston, Providence and 
New Haven. A children's puppet 
show on film, Time for Beany, the 
series started in June and will con- 
tinue through next summer. The 
company is still continuing its five - 
minute daily radio weather shows 
in addition to announcements 
throughout New England. Adams 
& Swett, Boston rug cleaner, has 
increased its TV schedule and a 
long -time TV user, Boston & Maine 
Railroad, which is off television at 
the moment, is expected back in the 
fall with a 15- minute film program. 
The railroad also uses announce- 
ments and programs on radio. 

Time Scarce 
"Business is so good it's next to 

impossible to get TV time," accord- 
ing to T. B. Pitman Jr., radio and 
TV director of John C. Dowd Inc. 
"A great deal more advertisers are 
using the medium this fall than 
last year, and radio has not fallen 
off any either." 

Mr. Pitman did not concur with 
others about factors which might 
adversely affect time purchases. "I 
don't think the war has affected TV 
in this area so far and I don't think 
it will for some time to come. As 
to the rate increases, I believe small 
advertisers will feel they're getting 
their money's worth because of the 
great amount of sets in their 
market area." 

Dowd's New Business 
New TV business out of t h e 

Dowd agency will include a half - 
hour weekly show in the fall for 
the First National Stores, Somer- 
ville (grocery chain), in coopera- 
tion with George S. McGinniss 
Homemakers' Service, New York. 
First National Stores also has 
bought nine one -minute film spots 
weekly on four stations in New 
England for 62 weeks. The grocery 
chain is continuing its 30- minute 
weekly Guy Lombardo Show on 
radio in addition to radio spots. 

Among numerous Dowd accounts 
which will be using TV are Grove - 
ton Paper Co., for Vanity Fair 
tissues and Blue- Ribbon Napkins; 
McGowan Educator Co., Lynn, for 
Crax on four New England sta- 
tions; Ring -Clear Hosiery, Boston; 
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Midwest Video 
Zooming 

CHICAGOANS are goggle - 
eyed about television, and not 
from watching it, e i t he r. 
Astounded by the consumer 
impression the medium con- 
tinues to make, Midwest agen- 
cy men, broadcasters, spon- 
sors and packagers predict 
"an unpredictable growth" for 
the video giant. 

Increased Time 
This fall, sponsors ranging from 

owners of $3.98 hat shops along 
State St. to corporations with mil- 
lion- dollar -plus advertising budgets 
are clamoring for video time. The 
demand exceeds supply, and sta- 
tion and network executives are 
regretfully turning down accounts 
by "the dozens." 

Because much business cannot be 
accommodated, and there is the 
other subsequent threat that adver- 
tising dollars will flow back into 
other media, TV stations are mak- 
ing rapid moves to extend their 
time schedules. One eastern station 
plans a telecast week of 114 hours, 
starting at 6 a.m. and programming 
continuously until 1 a.m. On week- 
ends, it will telecast 24 hours 
daily. 

All four Chicago video outlets 
are upping their schedules, work- 
ing backward to as early as 9 a.m. 
and adding hours at night. One 
station is planning to sell a straight 
15- minute news show across the 
board at midnight to a jeweler. 
The news format, unusual enough 
for such a sponsor, would include 
institutional commercials for dia- 
monds only. "And we'll sell zillions 
of diamonds at a time which, until 
this summer, the industry con- 
sidered long past bedtime," the 
station manager said. 

War Concern 
Chicagoans nevertheless are con- 

cerned about the international 
situation and how it may effect the 
medium. Some of the questions 
they pose - Will the already ex- 
tended FCC freeze on TV licenses 
and construction be continued until 
the international crisis lets up? 
When will the "crisis" be solved or 
levelled -off? What about the short- 
ages of basic materials? Will firms 
continue to advertise, as they did 
during World War II, if excess 
profits taxes are levied on corpora- 
tions? Will consumer spending 
tighten -up? Will wages and prices 
be controlled? If no more video 

(Continued on page 66) 
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War Only Barrier 

Feels Bay Area 

TELEVISION, a late starter 
in San Francisco and a dark 
horse during 1949, has been 
running like a winner in 1950 
and the experts haven't the 
slightest fear it will be stopped 
even by an all out war. But they 
do feel it could be slowed down by 
a number of possible developments 
in the global situation. 

Curtailment of TV set produc- 
tion could put a freeze on the now 
rapidly growing audience in the 
Bay Area. Curtailment of produc- 
tion in certain hard goods lines 
could put a freeze on advertising 
budgets in those lines. A mobiliza- 
tion of electronics experts could 
bring a damaging shortage of key 
personnel. 

But if none of this happens, tele- 
vision will be off at a pace seldom 
equalled in business history, the 
experts say. And, with the usual 
optimism of radio -television people, 
they are inclined to plan for a 
brisk 1951 even as they talk of the 
war threats and refuse to be quoted 
on flat predictions. 

Philip Lasky, vice president and 
general manager of KSFO and 
KPIX (TV) who pioneered the 
field by starting San Francisco's 
first television station in December 
1948, seems less cautious than most. 

"San Francisco television is 
moving into the boom stage. In the 
fall of 1950 we will see an unin- 
hibited increase of TV homes," he 
said. "Despite curtailment of TV 
set manufacture, we are informed 
that an ample supply will be avail- 
able for this market. KPIX al- 
ready is oversold for evening hours 
for the 1950 -51 season with net- 
works competing for time. To ac- 
commodate local advertisers the 
station is expanding its hours in 
the late night, early afternoons and 
to a seven- day -week." He does not 
foresee in the immediate future 
any leveling out of business. 

Effect of Controls 

Charles Thieriot, assistant gen- 
eral manager of the San Francisco 
Chronicle as well as general man- 
ager of KRON -TV and a business- 
man of wide experience, suggested 
the threat of restrictive govern- 
ment controls may bring an imme- 
diate increase in advertising 
budgets. "Because of this possi- 
bility," he reasoned, "it is also pos- 
sible that advertisers will begin to 
increase their present budgets now 
before any such freeze goes into 
effect. 

"Locally, when the Korean war 
started, there was a two or three - 
week lull as advertisers hesitated 
to move one way or another. Those 
on the verge of entering TV hesi- 
tated to commence and those al- 
ready on hesitated about dropping. 
Now the lull seems to be over and 
business is increasing." 

KRON-TV will go on a seven - 
day -week schedule next month, the 
first San Francisco station to do 

CALIFORNIA 
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so, and Mr. Thieriot said fall busi- 
ness prospects are such the station 
should have no trouble selling its 
additional time. 

Gayle Grubb, general manager of 
KGO- AM -TV, said his station has 
signed TV business in excess of 
$50,000 during the past three weeks 
alone and approaches 1951 with ex- 
tensive plans for operation expan- 
sion despite war threats. 

"A look at recent billings indi- 
cates that television has indeed 
become a fixture in the San Fran- 
cisco- Oakland Bay Area," Mr. 
Grubb said. He believes 1951. will 
be a "banner year" for both radio 
and TV. KGO -TV, which recently 
extended programming into the 
early afternoon hours, is planning 
further expansions into morning 
hours, he said. 

Optimism Prevails 
Reports from advertising agen- 

cies and Bay Area advertisers, 
supported the general optimism. 

Alden Nye, who handles TV ac- 
counts for McCann- Erickson, said 
the trend among advertisers is 
definitely to television. While the 
big advertisers haven't begun to 
forget radio, he said, there is at 
present much more of a "jam up" 
on TV availabilities than radio. 

Frances Young Austin, radio -TV 
timebuyer for J. Walter Thompson 
Co., said business in all lines is on 
a "steady upsurge" and shouldn't 
be hurt by the Korean war. She 
said indications are both radio and 
TV advertising for the 1950 -51 sea- 
son will be "substantially in- 
creased" over current expenditures, 
with advertisers frequently estab- 
lishing new budgets to cover TV 
advertising rather than taking the 
money from radio. She believes 
radio is in a more favorable posi- 
tion than TV in case of war be- 
cause sponsors become more inter- 
ested in news shows and TV cannot 
give on the spot coverage of a 
war as radio can. 

A similar analysis was presented 
by Llew Jones, media director for 
Foote, Cone & Belding. He cited 
specifically S &W Coffee, which has 
been a non -user for more than two 
years and is not likely to have any 
trouble selling all available sup- 
plies of its product if the Korean 
action expands into war on a larger 
scale. S &W has signed 52 -week 
contracts for both radio and TV. 

Don Stahley, Bay Area repre- 
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New Records Imminent 

Says Los Angeles 
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sentative for Katz Agency Inc., 
whose 15 TV stations give it claim 
as the largest TV representatives 
firm in the country outside of net- 
works, described as "good, normal 
and healthy" the outlook for the 
coming fall and winter. 

So far, he said, there is no indica- 
tion in San Francisco of war cut- 
backs in any line and interest in 
TV seems to be increasng steadily. 
He said many accounts that have 
used radio in the past are moving 
into TV and showing a greater in- 
terest in the newer medium. But 
they are not cutting their radio 
budgets to do it, he said, finding 
the money elsewhere and setting up 
separate TV budgets. 

Richard St. John, advertising 
manager of Langendorf United 
Bakeries, said: "We are paying 
more attention to TV in the future. 
It is difficult to say how much if 
any radio will suffer because 
this. We will definitely keep buy- 
ing radio time although we believe 
TV will become increasingly im- 
portant." 

He indicated the radio budget 
might be sufficiently increased so 
the shift of emphasis to TV would 
not actually mean a cut in radio 
billings. 

Another large advertiser, Stand- 
ard Oil of California, has indicated 
an intention of entering TV with- 
out cutting back its heavy radio 
schedule. 

Gallo Wineries, a large account 
currently searching for an agency, 
announced it would be in both TV 
and radio in 1951. 

Biow Plans 
Biow Co. in San Francisco an- 

nounces that one of its large bread 
accounts, a major radio user, will 
be in TV this fall and indications 
are the account will increase its 
advertising budget. 

Gore, Diamond & Ewing, one of 
the smaller agencies in the Bay 
Area that has been building a 
heavy stable of radio -TV using ac- 
counts on the local level, reports 
TV schedules on the increase for 
the fall and 1951. 

"Advertisers are increasing 
budgets for entry into TV," Ted 
Hill, 'GD &E account executive re- 
ported, "and we expect still further 
increases in the immediate future. 
Gross billings have never been so 
high, we have had no reductions in 
schedules for either radio or TV 
and we expect none." 

ADVERTISERS, their agen- 
cies and telecasters on the 
West Coast all agree that the 
1950 -51 fall and winter sea- 
son will reach a high -water 
mark. 

In the Los Angeles area, where 
telecasters have a minimum of $15 
million invested, thg present set in- 
stalled figure of close to 700,000 
may reach a million by year end. 

This increasing market and pro- 
jected microwave connection be- 
tween it and San Francisco will 
enable advertisers to increase cov- 
erage at a smaller cost- per -thou- 
sand. 

Agencies generally, despite world 
unsettled conditions, feel that this 
fall will see keen competition 
among local and regional accounts 
for availabilities. They cite in- 
creased number of national com- 
mercial kinescoped programs 
booked for fall, an increase in part 
due to the improvement in quality 
of recording, as eliminating many 
prime times on network operated 
or affiliated stations from the ad- 
vertisers' plans. 

Network owned or affiliated sta- 
tions as well as independents are 
expanding programming time to 
keep up with the steadily increas- 
ing demand from advertisers. 

Expansion Seen 
In face of impending excess prof- 

its legislation, station and many 
agency executives look for expand- 
ed advertising budgets from cur- 
rent TV sponsors as well as new 
appropriations from advertisers 
not yet in video. 

Many advertisers are going 
ahead with expanded and intensive 
advertising programs while keep- 
ing an eye for government controls 
that might change their plans. 

Television's poor servicing and 
merchandising activities as com- 
pared with radio on the West Coast 
will, advertisers hope, be conquered 
this fall. They point to the fierce 
competition between seven Los An- 
geles stations, all with proven sales 
stories to tell, as the major factor 
for this hoped -for improvement. 

KLAC -TV, first Los Angeles sta- 
tion to announce itself as operating 
in the black, reports summer busi- 
ness "way ahead of last year," with 
"wonderful" fall prospects. David 
E. Lundy, sales manager, said the 
majority of KLAC -TV sponsors are 
local, but the last month has seen 
greatly increased activity on the 
part of national advertisers. "Busi- 
ness, with our time increase to 109 
hours weekly, has more than tripled 
over last year at this time," he said. 

Harry Maynard, sales manager 
of KTLA (TV) said: "Indications 
are that local TV sponsorship 
during 1950 -51 season will re- 
cord a new all -time high 
from both local and re- 
gional advertisers." He 

(Continued on 
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August 28, 1950 Page 55 



By FRED THROWER 
Vice President in Charge of Sales, 

ABC 
"THE 1960 -61 television broad- 
casting season will get under way 
this fall with approximately double 
the number of TV shows that were 
scheduled last year. This season 
marks the 'arrival' of television 
as a major adver- 
tising medium - 
delivering greater 
homes per dollar 
efficiency than 
any other medium 
except radio. This . 
growth took place 
in the five years 
since the end of 
the war, at a pace 
unprecedented in 
the development 
of any advertising 
tory. 

"The record shows that in the 
past few months, ABC has been 
the main force in the growth of 
TV. ABC -TV starts the 1950-51 
season with more new business in 
half hours sold than each of the 
three other networks (who also 
have 'cream' time still unsold). 

"ABC's $8 million television in- 
stallation, affording its advertisers 
the finest studios in the world, and 
transmitting facilities second to 
none, is attracting more and more 
advertisers, as they become aware 
of the terrible impact of television 
advertising. 

"TV is attracting advertisers 
who are not in radio; only 11 of 
the 35 ABC -TV advertisers are in 
network radio. 

"Still other advertisers are in- 
creasingly aware of the necessity 
to match the TV dollars of their 
competitors -not only to stimulate 
sales but to avoid a declining share 
of the market." 

s e 

By J. L. VAN VOLKENBURG 
Vice President in Charge Network 

Sales, CBS 

"EXPANSION, growth and devel- 
opment are the key words in every 
aspect of the CBS television out- 
look for fall, 1950. 

"The focus of 
this forward 
movement is the 
program schedule 
and its contents, 
of course. 

"Beginning in 
October, CBS - 
TV's network 
broadcasting day 
will begin at 1 Mr. Van 
p.m. instead of at Volkenburg 
4 p.m. and will 
continue through 11 p.m. In addi- 
tion WCBS -TV New York will 
launch its own morning schedule 
with two and a half hours from 
10:30 a.m. to 1 p.m., and will ex- 
pand toward the earlier morning 
hours as new programs become 
ready to take the air. 

"In all, over 150 broadcasts a 
week will originate from CBS -TV 
New York this fall. 

"The program lineup will be en- 
riched by the debut on CBS -TV of 
such potent broadcasting person- 
alities as Jack Benny, Burns & 
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Outlook for Fall Business 
At The Networks 

Allen, Frank Sinatra, Perry Como, 
Horace Heidt, and Ralph Edwards 
in a TV version of Truth or Con- 
sequences. Personalities like Garry 
Moore, Alan Young, Robert Q. 
Lewis, and Faye Emerson, seen 
during the spring or summer, will 
also become fixed stars in the CBS 
firmament this fall as will Gene 
Autry, who made his television 
bow in July. 

"New dramatic programs such 
as Big Town and Sure as Fate will 
make their appearance, and Sing 
It Again, highly successful in AM, 
will become a simulcast. Last sea- 
son's array of headliners will re- 
sume their places in the schedule 
and in the affections of the coun- 
try's TV viewers, including Fred 
Waring, Toast of the Town, The 
Ken Murray Show, Arthur God - 
frey's Talent Scouts, Studio One, 
Ford Theatre, Mama, The Gold - 
bergs, Man Against Crime, Lucky 
Pup and Mr. I. Magination. 

Cites Rates 
"A clear index to the fall outlook 

lies in the new CBS -TV rate card 
(effective as of Oct. 1, 1950). This 
will offer 61 stations at an hourly 
rate of $27,000, with a total of 
eight million families affording cir- 
culation at a cost of $3.13 per 
thousand. Last year's rate card 
offered 54 stations for $17,250, 

more 
million families at a cost of $6.71 
per thousand. 

"Corollary to this vastly in- 
creased potential is the fact that 
over a mine -month period from 
October 1949 to June 1950 CBS -TV 
programs have held 55% of the top 
10 places in the multi- market tele- 
pulse survey, with the second - 
ranking network holding 331 % of 
the places. 

"The fall sales picture is highly 
luminous if not downright brilliant. 
In the evening bracket, from 7:30 
to 11, Sunday through Saturday, 
there is only one availability, and 
that's in negotiation. In the 1 p.m. 
to 6 p.m. daytime bracket, through- 
out the week, a substantial number 
of sales have already been made, 
and many others are in the making. 
At CBS, this fall, there'll be no 
wistful humming of 'Time on My 
Hands.' 

"Operationally, CBS -TV is ex- 
panding in tempo with the growing 
program schedule and its produc- 
tion requirements. New personnel 
has been, and is being added, pri- 
marily in the creative and technical 
categories. 

"CBS -TV now has 13 studios in 
operation as against last season's 
nine. A new five -story building 
has been acquired on E. '76th St. to 
provide greatly increased storage 
space for scenery and props. 

"CBS -TV's belt -line methods of 
scenery production and storage, 
which have resulted in substantial 
savings for sponsors since last 

year, will be advanced a step far- 
ther in the next month or two. 
Instead of assembling a set from 
component units in storage, the 
filing and storing system will be 
broadened to make entire sets 
available on demand, with a mini- 
mum expenditure of time and 
money for repainting, repairing 
and interchange of components. 

"If CBS's fall television outlook 
were to be summarized in a single 
sentence, it would probably have 
to be- Television is here to grow." 

By CHRIS J. WITTING 
General Manager 

DuMont Television Network 
"THE ANA's steering committee, 
PIB and advertisers have under- 
scored TV's prospects for the com- 
ing fall and winter and left little 
for a telecaster to say on the sub- 
ject. 

Mr. Witting 

"The ANA com- 
mittee has told 
the men who pay 
national advertis- 
ing's bills that 
TV has already 
cut the heart out 
of nighttime radio 
listening, al- 
though it is scare - 
ly two years old, 
and a glance at 
any newspaper 

has already pushed many top AM 
shows off the air or onto daytime 
schedules. 

"PIB has disclosed that TV net- 
work billings have jumped 230% 
over last year as compared to gains 
of 9% and 2% for newspapers and 
farm magazines, respectively -the 
only media showing any improve- 
ment at all. 

"Advertisers themselves have 
offered more business than net- 
works or stations can handle with 
facilities presently available. 

"DuMont happily shares the in- 
dustry's strong position. This fall 
will find DuMont's commercial net- 
work business up more than 100% 
over the corresponding figures for 
a year ago. 

"In the month ahead, we intend 
to continue some lines of endeavor 
which we think essential to the 
progress of the medium. For ex- 
ample we think it important that 
station operators make some money 
on the commercial programs that 
they air. We think it important, 
too, that local and regional adver- 
tisers in cities with DuMont affil- 
iates be in a position to utilize audi- 
ence- building shows. For these 
reasons, we intend to continue our 
activity in the co -op field -and, at 
the opening of the season, plan to 
have at least 15 cooperative shows, 
suitable for programming 18 hours 
of a station's time, available for 
local sponsorship. 

"So, too, we shall endeavor to 
vary the program fare offered sta- 

tions and viewers. For example, 
in view of the fact that at least 
two networks will be providing 
variety entertainment on Saturday 
night, we have elected to offer a 
divertissement in the way of a 
sports show from Madison Square 
Garden and wrestling from Chi- 
cago. 

"Many stations throughout the 
country have followed WABD's 
[New York] lead in daytime pro- 
gramming designed primarily for 
women. We plan, in the immediate 
future, to test new formats which 
we think will make these service 
programs more helpful to house- 
wives and more appealing to ad- 
vertisers. In fact, two major de- 
partment stores are currently nego- 
tiating for their sponsorship and 
will likely have them on the air 
within a month. 

"Daylight hours spell the differ- 
ence between profit and loss for 
many stations, so we plan to sup- 
port their effort in developing audi- 
ences and business by providing 
afternoon schedules. Soon after 
Labor Day we will extend our 12- 
to-2 program on to 4 o'clock, while 
WABD will be on the air from 9:30 
a.m. straight through to a late 
evening sign -off." 

By EDWARD D. MADDEN 
Assistant to the President, NBC 

"HERE at NBC -TV this fall we 
will more than triple the records 
of last year in dollar revenue and 
we will more than double the num- 
ber of sponsored hours. 

"NBC's gross time sales for the 
first six months 
of this year are 
more than three 
times our gross 
for the first half 
of 1949. Our total 
is also equal to 
the combined 
gross of ABC, 
CBS and DuMont. 
While we cannot 
maintain that un- 
precedented per- Mr. Madden 
centage of the business indefinitely 
-other video networks will con- 
tinue to sell time after NBC is 
sold out-it is a reasonable guess 
that for the 1950 fall season NBC's 
gross time sales will be approxi- 
mately 45% of the combined gross 
of all the TV networks. 

"We are expanding our television 
operations this fall into full -scale 
afternoon as well as evening pro- 
grams. The Ranson Sherman 
Show, which had such a success- 
ful try-out this summer in the 
Kukla, Fran & 011ie early evening 
spot, will be placed in the 3 -3:30 
p.m. Monday through Friday time 
followed by a big -name program 
from 3:30 -4 p.m. which we hope to 
announce shortly. 

"From 4-5 p.m. Kate Smith will 
star in a huge daily variety show. 
Both the Kate Smith and Ranson 
Sherman programs will be sold in 
15-minute and 30- minute segments, 
making them available to adver- 
tisers with budgets too limited to 
underwrite full video schedules of 
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Sales Increase 

S outh 
Business Booms In 

As Audience Grows 

TV WILL come to life in the 
Southwest. Six stations are 
on the air in four Texas cities, 
while Tulsa and Oklahoma City 
each have an outlet. 

Biggest market is the Dallas - 
Fort Worth area, with a concen- 
tration of WBAP -TV, WFAA -TV 
(formerly KBTV) and KRLD -TV 
in the nearly 1 million -population 
two -city area. Fast -moving set 
sales are building the kind of view- 
ing audiences that interest spon- 
sors. 

Agencies report that more and 
more of their local, regional and 
national clients have plans for 
heavy -and in many cases, initial - 
use of TV this fall and winter. 

"TV is big business in this re- 
gion right now," said Buell Her- 
man, manager of the Dallas office 
of Edward Petry & Co., "and will 
be bigger business from now on. 
The interest is greater than I've 
ever seen it." He described the 
availability situation as "getting 
very bad." 

KPRC -TV Houston, in a one - 
station TV market, has been forced 
to tutn down a large number of 
network offerings because of un- 
available time, according to Mr. 
Herman. 

At WBAP -TV Fort Worth, 
whose second anniversary Sept. 29 
also will make television two years 
old in the Southwest, George Crans- 
ton, manager, commented : "TV 
looks excellent, looks like our best 
year since we've been in operation." 

The Fort Worth station recently 
began a 2:30 p.m.-to-midnight tele- 
cast schedule Monday -Friday, add- 
ing considerably to the time on air. 
"Now it looks like we'll have to 
make it 1:30 to get more time," Mr. 
Cranston said. 

Local Advertisers 
Local advertisers appear to be 

seizing on TV as a medium for 
moving goods, supplementing AM. 
Two large contracts signed at 
WFAA -TV Dallas bring Sanger 
Bros. Department Store and Earl 
Hayes Chevrolet into the picture as 
daily sponsors on a 52 -week basis. 

Martin Campbell, manager of 
WFAA, said: "We've concentrated 
on selling TV in the last several 
months, putting more active effort 
behind it. We've had tremendously 
encouraging results." 

KRLD -TV Dallas, which will 
mark its first anniversary Dec. 3, 
also joins in the chorus of opti- 
mism. 

Clyde Rembert, managing direc- 
tor of KRLD, said, "TV is ex- 
tremely promising. Growth should 
continue. This market is a rapidly 
growing TV market. We're get- 

ting considerably more business 
out of the national field. Local 

advertisers are becoming 
very interested in TV." 

These TV stations all 
agree that TV busi- 

ness is in addition 
to unusually fine 
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AM billings, with interest in AM 
unslackened. 

San Antonio's two stations, 
WOAI -TV and KEYL (TV), both 
on the air less than a year, are de- 
veloping business as set distribu- 
tion begins to attain numbers. 

Joske's, the store "on the Ala- 
mo," having explored department - 
store use of radio effectively, is 
now determined to exploit TV. 

Southwest sponsors with TV 
plans for regional and "outside" 
TV markets include such companies 
as Dr. Pepper, Continental Bus 
System, Fritos, Airmaid Hosiery, 
Haggar (slacks) and others. 

Through September and October, 
Dr. Pepper will be making its most 
concerted use of TV to date in all 
Texas markets and others through- 
out the country in conjunction with 
local bottlers. 

Dr. Pepper Films 
Film spots featuring football 

star Doak Walker will promote a 
Dr. Pepper safety honor roll for 
boys and girls, with many catchy 
angles around a school safety cam- 
paign. 

A. H. Caperton, Dr. Pepper ad- 
vertising manager, described his 
company as enthusiastic about its 
plans for the TV campaign. 

Bob Stuart, radio-TV director of 
Lannan & Sanders, Dallas and Los 
Angeles, reports that Continental 
Trailways, a heavy user of AM, 
has TV under study. 

"We believe we'll have some ex- 
perimental schedules in five or six 
markets," he said. "We're trying 
to iron out production problems. 
It's likely we'll experiment in Fort 
Worth, Dallas, Houston, San An- 
tonio, possibly on the West Coast, 
maybe in St. Louis and Kansas 
City." 

Airmaid Hosiery Mills, which re- 
cently had an organizational 
change, will accompany a heavily 
stepped -up use of AM with a debut 
in TV in a half -dozen or more mar- 
kets. Frito Co., Dallas, selling 
corn chips nationally, is another 
big AM user going into TV in wide- 
ly scattered markets. 

Philip L. McHugh, radio and 
television director of Tracy- Locke, 
Dallas, reports clients including 
Neuhoff Bros. (meat packer), King 
Candy and TexTan (belts, bill- 
folds, etc.) with TV schedules for 
this fall. 

Commenting on rates in the re- 
gion, Mr. McHugh noted: "At a 
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cost per 1,000 impressions basis, 
in the Southwest TV is one of the 
most economical buys you can 
make. On a 312 -time basis you 
can reach 1,000 people in Dallas - 
Fort Worth area for 55 cents." 

Grand Prize Beer, Houston, a 
Howard Hughes company, recent 
heavy user of AM in Texas, is also 
entering TV in the state. TV will 
be used for the first time this fall 
by growers in the Tyler, Tex., "rose 
capital of the world," to sell rose 
bushes direct by mail in many 
cities. 

Ty -Tex roses will break a cam- 
paign the middle of October to run 
through December in markets in- 
cluding Albuquerque, Richmond, 
Oklahoma City, Jacksonville, Tulsa, 
New Orleans, Atlanta, Dallas -Fort 
Worth, Houston and possibly 
others. Glenn Advertising is the 
agency. 

Haggar Co., Dallas, said to be 
the largest manufacturer of slacks 
for men and boys in the country, is 
working on plans for starting a 
large TV campaign in the spring, 
possibly in 20 markets. 

J. B. Taylor, president of J. B. 
Taylor Inc., Dallas, reports several 
large TV accounts "in the works" 
for his clients. His agency has 
set up a production unit called 
Taylor Video, now producing tele- 
vision shows due to break in Texas 
TV markets in 30 to 60 days. 

Joe Evans, Fort Worth manager 
of Free & Peters, observes that 
while Southwestern budgets are 
still concentrated in AM, some ad- 
vertisers "are exploring very rapid- 
ly the TV potential nationally." 

Frank Brimm, of the Katz Agen- 
cy, Dallas, said: "We've got a lot 
of new advertisers that are getting 
into TV in a small way. Down 
here it's mostly spot film business. 
Quite a few are also getting to be 
a little professional in handling 
TV." 

WOAI -TV Film 
WOAI -TV San Antonio has 
announced completion of a 
16mm film, "The San Antonio 
Story," prints of which will 
soon be distributed to key 
points throughout the U. S. 
for showing to national ad- 
vertisers. Narrated by News- 
caster Henry Guerra, the film 
presents capsule versions of 
live TV shows originating in 
the WOAI -TV studios. 

ADVERTISERS and agencies 
are bullish about long -range 
values of TV in Pacific North- 
west though there is only one video 
outlet in the area -KING -TV 
Seattle. 

Al P. Hunter, KING -TV sales 
manager, predicts "the biggest 
year we've ever had," at least 50% 
higher than last winter. More 
than twice as many new advertisers, 
both national and local, are com- 
ing into TV, he reported. As of 
Aug. 1, there were 33,700 sets in 
the coverage areas, and Mr. Hun- 
ter forecast 50,000 by the first of 
the year, if sets continue to be 
available. The war threat has 
stimulated the purchase of sets, 
but has no discernible effect on 
television advertising thus far, he 
said. 

The station will carry all home 
football games of the U. of 
Washington, under sponsorship of 
Hoffman Television Inc., through 
Walter McCreery, Los Angeles. 
Also in the sports line, Seattle high 
school games will be telecast, the 
rights having been purchased from 
the Seattle School Board by Fed- 
eral Old Line Insurance Co., 
Seattle. 

Political business has appeared 
at KING -TV, with some candidates 
scheduling talks on the theory that 
this is the closest approach to 
visiting every voter's home per- 
sonally. 

Romig C. Fuller & Assoc., Seat- 
tle agency long active in radio, is 
going heavily into TV. The agency 
is placing five programs a week 
and the trend is upward. 

Bank Spots 
Starting Aug. 22 on a 26 -week 

schedule, Peoples National Bank 
is running one -minute TV spots 
twice a week, with a "friendly 
service" theme, prepared by the 
bank's agency, Frederick E. Baker 
& Assoc., Seattle. "The interest- 
ing thing about this innovation," 
according to Peter Lyman, agency 
radio-TV director, "is that it rep- 
resents almost entirely new adver- 
tising budget. Television is now 
included in addition to the bank's 
regular budget for newspaper, 
radio and direct mail." 

Skyway Luggage Co., Seattle, a 
national account of the Spencer W. 
Curtiss Agency, same city, has 
supplied one -minute silent TV 
spots to 20 dealers throughout the 
country. If tests prove successful, 
Dave Pollock, account executive, 
indicated, the plan will be extended. 

H. O. Stone, secretary of Pacific 
National Adv. Agency, foresees 
increasing use of television with 
no immediate adverse effects on 
radio schedules. Linden Canning 
Kitchens, a PNAA account, cur- 
rently is using two TV shows in 
Los Angeles, and other accounts 
are considering the California 
market. New to Seattle television, 

(Continued on page 82) 
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TVA ASKS SPLIT 
In Petition Filed 

With NLRB 
A TELEVISION AUTHORITY petition to NLRB, splitting jurisdiction 
claimed into one unit of networks and advertising agencies and another 
unit of motion picture producers, was filed last week in New York [TELE- 
CASTING, Aug. 14]. 

While the amending petition pre- 
sumably "cures" certain legal de- 
fects of the original petition, 
NLRB Trial Examiner Sydney 
Levy has dispatched procedural 
letters to the networks, agencies 
and film concerns involved, request- 
ing their individual statements as 
to the "appropriateness" of the pe- 
titioned -for units. Further NLRB 
action must await replies to these 
letters. 

Other than smoothing the path 
for settlement of the SAG -TVA 
jurisdictional controversy through 
NLRB channels, the petition is not 
expected to have any immediate 
effect on the negotiations reported- 
ly continuing outside. 

The amending petition specifical- 
ly excluded musicians from each 
bargaining unit claimed. Employe 
jurisdiction petitioned for in both 
units read: 

All persons engaged as talent by any 
of the above employers on television 
programs (whether live, filmed, kine- 
scoped, taped, transcribed, or utilizing 
any other device) and whose perform- 
ances are rendered either orally, vis- 
ually, or both. 

The network -agency employers 
unit was described: 

Television networks, television sta- 
tions affiliated with networks, adver- 
tising agencies (as agents for and in 
behalf of sponsors) and /or sponsors 
producing programs or portions there- 
of (including commercial messages) 
for television broadcasting on a net- 
work or on a syndicated or multiple 
station basis, where such programs are 
broadcast by television in New York, 
Chicago, or Los Angeles . . or any 
other employers who are now in or 
may hereafter enter the television field 
and who may consent to the unit herein 
requested. ( "Network" as used herein 
refers to two or more television sta- 
tions.) 

Employers within the film unit 
were described: 

Producers of programs or portions 
thereof (including commercial mes- 
sages) for television broadcasting; or 
any other employers who are now in 
or may hereafter enter the television 
field and who may consent to the unit 
herein requested. 

SAG in its intelligence report 
issued to members Sunday (Aug. 
27) again reiterated its desire for 
an NLRB election at the earliest 
possible date. 

Stating that the guild had nOti- 

TALENT TALKS 
SAG Approves Reopening 

SCREEN Actors Guild last week 
reportedly indicated it would not 
object to a reopening of negotia- 
tions between Television Authority 
and the networks over talent on 
live shows, nor on simultaneous 
kinescope recordings of such shows. 

Although none of the parties 
concerned in the negotiations have 
made them public, it is believed 
that SAG's approval has removed 
the initial reluctance of the net- 
works to negotiate before the jur- 
isdictional dispute is settled, and 
that TVA -network meetings will 
begin some time in September. 

fled NLRB of its wish to have 
representation elections for all 
actors in motion pictures, it as- 
serted that this would speed settle- 
ment of the current television dis- 
pute with live talent unions. It 
is the motion picture actors them- 
selves, the guild stated, who must 
decide whether they wish SAG 
or a new union, TVA, to represent 
them in their work in telecast 
motion pictures. 

NLRB elections could be held 
very shortly, the guild said, unless 
TV Authority used delaying tac- 
tics; in event that the new union 
does intervene, formal hearings 
would be held. 

CBS -TV STAFF 
Expand Program, Technical 

WILLIAM N. ROBSON, Alexis 
Thurn -Taxis and Jay Gorney have 
joined the CBS -TV program staff, 
Program Director Charles Under- 
hill announced last week, along 
with a list of other staff appoint- 
ments and promotions. 

Mr. Robson has been assigned as 
producer- writer for Sure As Fate, 
a dramatic series. Mr. Thurn- 
Taxis and Mr. Gorney will be pro- 
ducers. 

Promoted to full directorial sta- 
tus were Lela Swift, Lloyd Gross, 
Herbert Hirschman, Benedict Mag- 
nes, Ted Marvel, Robert Bleyer 
and George Gould, a CBS -TV tech- 
nical supervisor. 

Newly- appointed as associate di- 
rectors were Ib Melchior, Sidney 
Lument, Richard Saunders, Robert 
Mulligan, Steve Schuer, Saunders 
Thomas, Jay Martin, Jack Lubell, 
Frank Musiello, Andrew McCul- 
lough, and Frank Harms. 

Preparation for Fall 
The staff was enlarged in an- 

ticipation of expanded network pro- 
gramming this fall, it was an- 
nounced. 

CBS -TV technical operations 
has added 102 new employes to 
handle the heavy fall program 
schedule, Henry Grossman, direc- 
tor of plant operation and construc- 
tion for CBS, announced. Among 
those persons added are camera- 
men, video men, audio men, main- 
tenance men, film men, boom men, 
dolly pushers, supervisors, lighting 
and special effects men as well as 
office workers. 

The additional men will provide 
the network with six new TV oper- 
ating crews, which brings the total 
of such crews up to 16. A basic 
crew consists of a minimum of 10 
men-3 cameramen, 2 video men, 
1 audio man, 2 boom men, 1 dolly 
pusher and a crew supervisor who 
also serves as the switcher. 

... and consider what television 
has done and is doing in the 
Memphis market area. 

OK 
. .. at the more than 

44,000 television 
homes, ready to be 
told and sold by you. 

illfI to the line -up of big 
name stars now being 

telecast in Memphis over WMCT. 

For availabilities,see your nearest Branham representative. 

OTHER OUTSTANDING PROGRAMS 
Fred Waring 
Break the Bank 
Arthur Godfrey 
Roberta Quinlan 
Hopalong Cassidy 
Toast of the Town 

Television Theatre 
Cavalcade of Sports 
Show of Shows 
Voice of Firestone 
This Is Show Business 

Sports Features 
(These are but a few of the many network and 

local shows carried by WMCT.) 

WMCWMCFWMCT 

t , 

National Representatives 
The Branham Company 

Owned and operated by the Commercial Appeal 

CHANNEL 4 MEMPHIS 
A F F I L I A T E D W I T H N B C 

Also affiliated with CBS, ABC and DUMONT 
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WORLD SERIES 
TELEVISION'S largest audience 
will see the 1950 World Series base- 
ball games, as a result of Gillette 
Safety Razor Co.'s $800,000 pur- 
chase of exclusive rights to carry 
the telecasts on MBS along with 
aural coverage. 

Although the television station 
lineup for the games had not been 
set, it was learned that Gillette 
probably would place the telecasts 
on NBC -TV, plus the three Mutual 
stockholder stations. 

It was considered doubtful that 
there would be a repetition of 
last year's television arrange- 
ments. Last year Gillette offered 
the games to all interconnected TV 
stations on a pool basis; and most 
of them accepted the offer despite 
its unique provision that Gillette 
paid not a dime for time or facil- 
ities. 

Resentment against the pool 
operation on a no -pay no- charge 
basis was acute, however, and 
many stations said they would 
never again agree to participate 
in giving an advertiser such a free 
ride again. Gillette commercials 
were broadcast on all the stations, 
despite the fact that the stations 
received no remuneration. On the 
other hand telecasters in "hot" 
baseball cities hoped to be given 
the opportunity to carry the series 
because of the tremendous viewer 
interest. Stations not affiliated 
with NBC in Philadelphia, Detroit, 
Cleveland and other cities are at- 
tempting to make arrangements to 
telecast the games. 

Quadruples '49 Figure 
The whopping price paid by Gil- 

lette was four times the cost of 
television rights to last year's se- 
ries and more than four times the 
$175,000 at which Gillette already 
has bought radio rights to the 1950 
games. Gillette matched an $800,- 
000 TV bid by the DuMont Televi- 
sion Network, backed by Chevrolet. 

The combined price of radio and 
television rights -$975,000 -to the 
1950 World Series exceeds the total 
gate receipts collected at six of the 
World Series played in the last two 
decades and is only about $150,000 
shy of the total gate for the five- 
game series in 1949. 

For the past two weeks the bid- 
ding by Gillette and DuMont stead- 
ily boosted the television price until 
it reached the $800,000 figure. When 
Gillette, negotiating in conjunction 
with MBS, matched that bid, Du- 
Mont, reportedly with Chevrolet in 
tow as prospective sponsor, bowed 
out of the race. 

Under a contract which Gillette 
and Mutual have with organized 
baseball, the Gillette -Mutual combi- 
nation has first refusal rights to 
radio and television for the World 
Series and is therefore assured of 
getting the nod as long as it match- 
es any rival bid. 

Last year every interconnected 
television station in the country 

Station Lineup Not Yet Set 

carried the games, although some 
of them did so without receiving 
compensation from the sponsor. 

The number of interconnected 
stations having increased consider- 
ably since that time, it is believed 
improbable that all will carry this 
year's series. Although Mutual is 
not a television network, three of 
its stockholders with TV outlets 
will be on the Gillette schedule. 
They are WOR -TV New York, 
WNAC -TV Boston and WGN -TV 
Chicago. 

Video's Impact on Gate 
Telecasting of the 1950 World 

Series will come at the end of a 
season in which the TV audience 
has expanded rapidly. Figures are 
not available, of course, on TV's 
impact on attendance at 1950 
major league games but the exten- 
sive analysis by Jerry N. Jordan 
[BROADCASTING- TELECASTING, May 
22, 29; Aug. 21] shows that game 
telecasts have not hurt crowds. 

The Jordan study shows that in 
1949 organized baseball had the 
second highest year ever recorded. 
Paid admissions were more than 
doubled and gate receipts tripled 
those of 1939 when baseball cele- 
brated its centennial and enjoyed 
what was then the biggest year in 

its history. 
Writing on TV's impact on ad- 

missions, Mr. Jordan said: 
"Obviously, the current growth 

of television has not injured this 
(major league) attendance total. 
Fifteen out of the 16 major league 
clubs were telecast in 1949 -some 
of them for the third straight year. 
Another 19 minor league clubs 
could have been seen on video. 
Twenty -one out of the 34 television 
areas operating in April (1949) 
opened with telecasting of baseball, 
and before the season ended 34 of 
the 45 areas operating in October 
carried some baseball television, 
including the World Series. 

"The only non -telecast major 
league club (Pittsburgh) had a 
drop in attendance. Fifteen out of 
16, including Pittsburgh, gained or 
lost in relationship to performance. 
Nowhere is there evidence that tele- 
vision was an important factor. 
The theory that TV's effect is al- 
most negligible seems substantiated 
on total attendance figures." 

Discussing troubles of minor 
league clubs, Mr. Jordan wrote: 
"Television did hurt -but do not 
forget that the big harm' done to 
minor attendance came when the 
majors started playing a lot of 

night games. Before that time, the 
major league clubs did not compete 
with the minors for the sports au- 
dience at night. The big crowds 
drawn to major league night games 
(much larger than day games) are 
composed partially of fans who 
formerly spent the evenings watch- 
ing nearby minor league games. 
That is a much more powerful fac- 
tor even than television." 

Summarizing, Mr. Jordan found: 
"There is a slight drop in attend- 

ance among new owners of TV sets 
that is rapidly offset by longer 
ownership. 

"Minor league teams close to ma- 
jor league telecasts are hurt. This 
is less than 3% of organized base- 
ball. 

"In a year of stable economic 
conditions, performance is the main 
determining factor, regardless of 
TV." 

Hits Propaganda Films 
SENATE last week passed a res- 
olution, sncnsored by Sen. Ed C. 
Johnson (D- Col.), calling upon 
U. S. film exhibitors to bar impor- 
tation of fascist or communist prop- 
aganda movies. Resolution, plac- 
ing the Senate on record as 
disapproving such exhibition, would 
apply indirectly to films used for 
television [TELECASTING, Aug. 21]. 

CBS' TV CuY $35 Millions Project in L.A. 

PLANS for a CBS proposed television city to be erected at present site 
of Gilmore Stadium and Hollywood Ball Park at Fairfax Ave. and, 
Beverly Blvd., Los Angeles at estimated cost of $35 million were an- 
nounced last Wednesday by Howard Meighan, CBS vice president and 
general executive, West Coast. 

Plans to be presented to city 
zoning commission Sept. 11 call for 
a "sandwich loaf" structure con- 
sisting of three long studio build- 
ings, each 600 ft. long and 150 ft. 
wide, joined in middle by multi- 
storied service building; a 13 story 
administration building. Facing 
Beverly Blvd., 650 ft. long and 66 
ft. deep containing 500,000 sq. ft.; 
and four smaller office buildings, 
three facing Fairfax Ave., and one 
facing Beverly Blvd. to accommo- 
date agents and others allied with 
the TV center. It is estimated that 
the center will eventually employ 
3,000 people. 

Block Purchase Plan 
The figure of $35 millions for 

cost of its TV city does not include 
cost of 25 acre Gilmore area con- 
tracted for by CBS. Plans are to 
purchase the area in three blocks: 
first, 15 acres including Gilmore 
Stadium; second, four acres; third, 
six acres including Hollywood 
Stars Baseball Park. 

Development of center will re- 
quire at least seven years, Mr. 
Meighan revealed, since the Holly- 
wood ball club has a seven years' 
lease on area. It was believed that 
construction on the general area 
would get underway soon, however, 
inasmuch as the law requires sub- 

stantial progress within 180 days 
after a building permit is issued, 
in order to maintain the permit. 
Mr. Meighan further stated that it 
was possible that first studios might 
be completed by late 1952 or early 
1953. 

The network will seek a zoning 
change on Fairfax Ave. below 
Beverly Blvd. to allow construc- 
tions of buildings over 45 ft.; it 

BOYKIN PRAISE 
Lauds NBC's TV Program 

CONGRESSIONAL pr a i se is 
praise indeed, especially when a 
television program is lauded by a 
legislator as "captivating" and a 
means of demonstrating "truly 
representative government in ac- 
tion." 

Those were the sentiments of 
Rep. Frank W. Boykin (D -Ala.) 
who counted himself among those 
"who are fortunate enough to own 
television sets" in a statement in- 
serted in the Congressional Record 
Aug. 15. 

The congressman praised NBC's 
Battle Report, Washington, a se- 
ries of telecasts presenting top- 
flight government officials speaking 
on subjects of vital interest. 

will further ask for changes in 
zone requirements calling for 
buildings to be set back 150 ft. 

VIDEO IMPACT 
Houston Ball Figures Up 

FURTHER evidence tending to 
disprove the old canard that tele- 
vision ipso facto has an adverse 
effect on baseball box office receipts 
has been reflected in comparative 
1949 -50 attendance figures issued 
for the Texas League. In fact, TV 
probably has helped at least one 
club which gave the medium its 
blessing. 

Houston was one of two clubs 
showing increases at the season's 
three -quarter mark -despite the 
fact it is the only city in the league 
where all team games were tele- 
cast and that the club is reclining 
in last place. Games were telecast 
last year when the area boasted 
only 5,000 sets compared to about 
36,000 now, according to RPRC- 
TV, owned and operated by the 
Houston Post Co. 

The station also pointed out that 
largest attendance drops were re- 
corded for Shreveport and San An- 
tonio, where no baseball telecasts 
are permitted. Tulsa, which also 
allows no TV, showed nearly a 
30,000 loss. Fort Worth and 
Dallas, permitting partial televi- 
sion, had losses of 15,000 and 60,000 
respectively at the three -quarter 
mark. 
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VayEme 

1Ievîston 

What's New 
in Television ? 

Take a Look at 
WPTZ! 

It's Healthy, 
Helpful and Here! 

O UR DAYTIME PULSE* iS rising rapidly, but our show 

doctors say it's going even higher -and they're 
delighted about it. 

WPTZ's "Hollywood Playhouse" program now has a 

Pulse rating over three times higher than that of any 

regularly scheduled daytime program on any other 
Philadelphia station. In fact, we believe it's the highest 
rated daytime show in television. 

Frankly, we expect it to go even higher, for "Hollywood 

Playhouse" has increased its Pulse rating every month it 
has been on the air, come rain, heat or holidays. 

Here at WPTZ, however, we didn't put all our eggs in 
one basket. Although the SRO sign is out for "Hollywood 

Playhouse," there are other fine daytime shows still 

available for sponsorship. 

WPTZ 

For instance, an expertly produced script show is all 

filmed and waiting to go on the air for a smart sponsor 
who wants to capture a large segment of the women 

buyers in Philadelphia. It's a true television version of the 

serial shows which did so much to establish daytime 
radio. The cost is low, but the ratings will be high. 

We also are readying other programs for sponsorship. 
Don't wait until the "sold out" sign goes up. Give us a 

call here at WPTZ, or see ¡our NBC Spot Sales repre- 

sentative for complete details about the programs avail- 

able on WPTZ, Philadelphia's first television station. 

*Check any otterterviee at well. 
Tbr figa, sprobably are mach higher. 

PHILCO TELEVISION BROADCASTING CORPORATION 

1800 Architects Building Philadelphia 3, Penna. 

FIRST IN TELEVISION IN PHILADELPHIA NecJ 
TV- AFFILIATE 
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WORLDWIDE TV PACT Seen By State Dept. 

WORLDWIDE agreement on 
standardization of television line 
and frame rates, a common "line 
scan frequency," would be the first 
step toward international ex- 
change of TV recorded and some 
"live" programs, and would elim- 
inate fear of some nations that 
standards may become "obsolete" 
in a few years, an official State 
Dept. report emphasized last week. 

Issuance of the report came 
shortly before an announcement in 
London that the first television 
program across the English Chan- 
nel -from Calais to London -was 
scheduled for Sunday. A variety 
show originating in the French 
city was to be picked up by a re- 
ceiver on a mast at the British 
port of Dover and relayed to Lon- 
don via two mobile transmitter sta- 
tions. Total distince: 95 miles. 

The State Dept.'s views on inter- 
national exchange of TV programs 
were expressed by the department's 
Office of Public Affairs in the Au- 
gust review of Economic and Social 
Problems in the United Nations, 
which said: 

"The tremendous strides in tele- 
vision have been accompanied by 
an increased awareness of the ef- 
fectiveness of this medium for the 
exchange of information on a 
worldwide basis. The first step in 
accomplishing this must be the 
establishment of international tele- 
vision standards." 

The State Dept. report traced 
the history of the International 
R a d i o Consultative Committee 
(CCIR), a permanent study group 
(No. 11) under the International 
Telecommunications Union. Com- 
mittee currently is studying the 
characteristics of the various pro- 
posals -for 526, 625 and 819 line 
systems -and is slated to present 
its recommendations to the CCIR 
plenary session early next year. 

U. S. Support 
U. S. support for adoption of a 

common "line scan frequency," 
which would achieve compatibility 
between the 526 -line, 30 -frame sys- 
tem of the U. S., and the 625 -line, 
25 -frame standard advocated by 
most European countries, had been 
pledged in a CCIR committee ses- 
sion in London [TELECASTING, 
July 10]. 

It also was pointed out that 
seven European nations have 
agreed among themselves to adopt 
a 7 -mc bandwidth with 625 lines 
and 25 frames in their respective 
countries. They were Belgium, 
Italy, Denmark, the Netherlands, 
Austria, Sweden and Switzerland. 

Meanwhile, the State Dept. Tele- 
communications Policy Staff main- 
tains contact with U. S. embassies 
in various countries to keep abreast 
of any changes which foreign gov- 
ernments may dictate on matters 
relating to television standards. 

Countries which now are either 
using, contemplating or conducting 
research on 525 lines include, in 
addition to the United States, Can- 

ada, Mexico, Cuba and the USSR. 
The Soviet Union, according to 

commercial and other sources, has 
a television system (probably based 
on 525 lines) in operation in Mos- 
cow, but the Russians reportedly 
are experimenting with 819 lines. 

T h e Canadian Broadcasting 
Corp. has ordered television equip- 
ment from the United Kingdom 
for Montreal and Toronto to be 
built to standards of 525 linea and 
30 frames. 

Mexico City, which has a new 
TV broadcasting outlet (XHTV), 
plans to begin program telecasts 
Sept. 1 based on standards of 525 
lines, 30 frames. Cuba, which 
adopted TV regulations last Janu- 
ary, also has a station in operation. 

In Europe the United Kingdom, 
sole advocate of the 405 -line, 25 

frame system, has declared it will 
not alter its standards, and added 
that it has a special arrangement 
with France to exchange programs 
on that system. 

France's system of 819 lines, 25 
frames, was standardized by Pres- 
idential proclamation. 

In Belgium there were reports 
of controversy over the 625 and 
819 line standards. 

Italy, which backed the 625 -line 
system at London, has purchased 
t w o TV stations from General 
Electric (for Turin and Milan), 
both set for 525 lines and now 
operating experimentally. Country 
is expected to select a system mo- 
mentarily. Its officials have been 
broached by the United Kingdom 
and France to adopt their stand- 
ards. 

CANADA OUTLOOK 
A duv.et.iose 

utletsw 
WHILE THERE is yet no TV station operating in Canada, advertisers 
are showing increasing interest in the new medium, some to the extent 
of taking time on U.S. TV stations. Meanwhile, plans for commercial 
TV in Canada are not yet formulated. 

Commercial TV plans depend on 
two factors: First, Canadian radio 
industry is awaiting the report of 
the Royal Commission on Arts, 
Letters & Sciences, headed by Hon. 
Vincent Massey, former Canadian 
.minister to Washington. The com- 
mission has been hearing, among 
other subjects, the pros and cons 
of commercial AM, FM radio and 
TV from all kinds of people 
throughout Canada. The commis- 
sion has the government -appointed 
task of recommending a broadcast- 
ing and telecasting policy for the 
next few decades. Its report is due 
in October or November. 

The second factor will be the in- 
terpretation and legislative action 
taken on the report by the Can- 
adian Parliament and the subse- 
quent regulations by the Canadian 
Broadcasting Corp., which under 
present legislation rules all Can- 
adian broadcasting and telecasting. 

Whether independent stations 
will be given the green light on TV 
installations will depend on the 
Royal Commission's recommenda- 
tions. Currently Parliament has 
authorized the CBC to license inde- 
pendent TV stations, but has so 
hedged its authorization with pa- 
ternalism that no independent sta- 
tions are willing to operate- under 
the plan. 

The government's current plan is 
to authorize one independent sta- 
tion in a city, suggesting that all 
those interested in TV pool their 
resources for the immediate future 
in one station, and later split 
up to form separate stations. This 
plan has been turned down by Tor- 
onto station and moving picture But to date there is no Canadian 
interests. It has been given luke- TV, though advertisers and view - 
warm reception by Montreal sta- ers are ready and capital is just 
tions, but nowhere else: Result is waiting for the go ahead on station 
that no independent TV stations licenses. 

have been licensed. 
CBC has started building two 

stations, one at Montreal and one 
at Toronto, which are to be ready 
in September 1951. It has a staff 
of producers and engineers on the 
job planning programs. It plans 
a link transmitter at Ottawa, an- 
other at Hamilton where it turned 
down the application for the only 
channel applied for by CHML 
Hamilton. But CBC plans have 
not yet jelled as far as commercial 
TV is concerned. As one commer- 
cial division top executive told 
TELECASTING: "We could be sold 
out on commercial programs. It 
would need a Solomon to allot pro- 
gram time, according to the num- 
ber of applications we have for 
time." 

Time Wanted 
Numerous Canadian advertisers 

want time on Canadian TV. This 
includes some who have never been 
on radio, including some of Can- 
ada's big banks. Canadian adver- 
tising agencies are being swamped 
with inquiries for TV time, and 
some have gone so far as to set up 
TV departments. A couple of 
Canadian advertisers have decided 
to take advantage of the many TV 
receivers in the border areas and 
have bought time on nearby U.S. 
stations to appeal to Canadian buy- 
ers, as well as American buyers 
who come to Canada as tourists. 
Every week some Canadian agency 
executive, station owner, or pro- 
gram executive is off to New York 
to study TV developments. 

Northwest 
(Continued from page 58) 

Mr. Sandiford Mr. Stone 

among the Pacific National ac- 
counts in the year ahead, will be 
Sherman Clay (musical instru- 
ments) and Bacchus Luggage. 

Unlike most other agency ex- 
ecutives in the Northwest, W. H. 
Sandiford, account executive in 
charge of radio activities for Mac 
Wilkins, Cole & Weber, Seattle - 
Portland, sees television taking 
radio money not only in the future 
but right now. 

The agency has stepped up its 
use of TV for clients about 25% 
over last year, with Fahey- Brock- 
man (men's clothes) and Buchan 
Bread relatively new to the 
medium, and Sunny Jim Products 
Co. (food processors) currently 
developing video plans. 

Floyd Flint, J. Walter Thomp- 
son Co., Seattle, account executive 
for the Washington State Apple 
Commission, forecast tentatively 
that the account will be using more 
radio and television this fall. The 
decisions are not definite, however. 

Among department stores, The 
Bon Marche will continue to put 
most of its eggs in the television 
basket, on the same budget as in 
the recent past, with radio sec- 
ondary. The store would continue 
its substantial advertising program 
even if shortages develop in some 
lines, according to Henry Ross, 
sales manager. 

Department Store Plans 
Frederick & Nelson, Seattle af- 

filiate of Marshall Field Co., has 
extensive radio and television 
plans growing out of its physical 
expansion program, but they are 
on the shelf at the moment with 
only the long -established Concert 
Hour on AM continuing. C. J. 
Byrne, the store's sales promotion 
manager, indicated that it would 
be next spring or later before the 
big promotion efforts are started. 

Seattle Gas Co., a client of 
Honig- Cooper, Seattle, recently 
started participations on a women's 
television show, and Warrren E. 
Kraft, agency vice president and 
Seattle manager, foresees other 
accounts moving into the medium 
in the year ahead. 

That television business gen- 
erally is bright is indicated by the 
disclosure at the NAB District 17 
meeting in Seattle Aug. 15 that 
KING -TV will go to a seven -day 
program schedule in the fall. At 
the same time, Hugh M. Feltis, 
station manager, noted a shift in 
emphasis from network film to 
local live programming. 
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INTERNATIONAL TV 
'Voice and Vision' No Idle Dream -Sarnoff 

INTERNATIONAL television, 
which would expand State Dept.'s 
overseas radio information pro- 
gram into a Voice and Vision of 
America, is "no idle dream" and is, 
in fact, much nearer fruition than 
many people realize, according to 
Brig. Gen. David Sarnoff, chair- 
man of the board of RCA. 

Pointing out that the U. S. al- 
ready knows the "scientific prin- 
ciples for linking the hemispheres 
by television," Gen. Sarnoff said 
"this development will prove to be 
one of the most revolutionary ad- 
vances that science has ever offered 
mankind." 

The RCA board chairman's views 
are expressed in a by -lined article 
slated to appear in the Sept. 12 
issue of Look magazine under the 

title, "Our Next Frontier . . . 

Transoceanic TV." 
Citing a proposal by Sen. Karl 

Mundt (R -S. D.) that the U. S. 
establish a TV network in Europe 
and Asia comprising community 
TV receivers, Gen. Sarnoff stated: 

The range of television signals is at 
present limited. . . . Several methods 
for meeting this problem already are 
known. One is to equip transoceanic 
planes with microwave radio -relay ap- 
paratus which could operate automat- 
ically. .This system might be called 
a "radio air lift." 

Another method would be to provide 
a coaxial cable across the ocean. Such 
radio -air lifts or coaxial cables could 
carry not only television programs but 
many ordinary telephone conversations, 
"ultrafax" or high -speed telegraph 
communications. . All these could 
be transmitted simultaneously. While 
such services are not yet in existence, 
I have no doubt about their ultimate 
practicability. 

Gen. Sarnoff, appearing before 

a Senate Foreign Relations sub- 
committee on a resolution to ex- 
pand the Voice of America, testified 
that he had submitted a plan look- 
ing toward "development and es- 
tablishment of a radio bridge" to 
span the oceans [BROADCASTING, 
July 10]. 

Red Feather Drive 
CHICAGO's 1950 Community 
Fund campaign has named a spe- 
cial television committee to organ- 
ize time and talent in behalf of the 
Red Feather Fund drive. Hal 
Rorke, radio and television director 
at J. Walter Thompson Co., is 
chairman of the group, which in- 
cludes Jules Herbuveaux, TV man- 
ager at NBC Chicago; Fred Killian, 
program director, ABC -TV; Ted 
Weber, WGN -TV sales; Irvin J. 
Wagner, TV producer, and John 
Mitchell, manager, WBKB (TV). 

CHANNEL 4 OKLAHOMA CITY 
OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO. 

WKY, OKLAHOMA CITY - THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES - THE FARMER - STOCKMAN 

Represented by THE KATZ AGENCY, INC. 

L.A. PRODUCTION 
Boyd Maps 'Leadership' Role 

IF HOLLYWOOD is to assume 
video production leadership, despite 
isolation from the coaxial cable, it 
must develop two different kinds 
of television program products, de- 
clared Nal Boyd, partner in PRB 
Inc. (radio -television packager) at 
a meeting of the Hollywood Adver- 
tising Club Aug. 21. 

"Budgets must be set up with an 
eye to whether a program is strict- 
ly local or is a good bet nationally," 
he stated. If the latter, the pro- 
gram should in most cases be filmed 
or sent East for transmission by 
cable; if local, the program should 
have economical format, such as 
audience participation, simple vari- 
ety or musical, rather than drama- 
tic which requires expensive sets, 
rehearsals and costly original 
scripts or adaptations. 

Established names, he continued, 
would be "foolish" to participate 
at "drastically low" salaries on 
local programs. Such top talent 
must be channeled into television 
film series or, for the time being, 
do live shows from New York. 

Similarly, be stated it is not 
sound business management to de- 
velop in the isolated Los Angeles 
market TV adaptations of impor- 
tant motion picture and literary 
properties. "These should be 
placed on permanent TV film series 
for national syndication or pro- 
duced for growing audience of the 
cable." 

SALES JUMP 
300% Laid to DuMont Show 

AN INCREASE of 300% in sales 
and 15% in retail outlets last week 
was credited exclusively to a Du- 
Mont network show, Magic Cottage, 
Mon., Tues., Thurs., Fri., 6:30 -7 
p.m., by the maker of Cocoa Marsh, 
a chocolate syrup. 

Last April, after the show had 
been on the air only a month, ac- 
cording to Malcolm T. Taylor, 
board chairman of Taylor -Reed, 
Glenbrook, Conn., which makes the 
syrup, sales jumped 250% as com- 
pared to the monthly average for 
the three preceding years. In the 
five months since then, he said, 
sales have risen to 300% and retail 
outlets 15 %. 

Mr. Taylor explained the success 
of the show, which is aimed at the 
juvenile market, by the ability of 
the cast's Pat Meikle to persuade 
her young viewers to drink the 
product along with her, when she 
drinks it as part of the show. Par- 
ents are pleased to find a method 
for getting children to drink milk, - 
and they boost it, he said. 

SYMONDS, MacKenzie & Co., Chi- 
cago, has designed Smith "Tele -Lite," 
lamp for reflection -free illumination 
while watching TV. 
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telestatus 
TV Owners 

Plan Second Set 

(Report 126) 

MORE THAN 30% of TV fam- 
ilies are thinking of buying a 
second set for their homes, accord- 
ing to a survey conducted for John 
Meck Industries and Scott Radio 
Labs in Chicago. Seven per cent 
report they will definitely buy an- 
other set, and 3.6% already have 
two or more sets. 

Although 38.5% of TV owners 
have a 10 -inch tube, 46.1% said 
they would buy a 16 -inch set the 
next time. Comparisons of tube 
sizes now owned and the size want- 
ed in The next set follow. 

Wonted 
Tube Size Now Owned In Future 

7 -inch 4.4% 
10 -inch 38.5% 1.23% 
121/2cinch 32.4% 12.27% 
14 -inch 1.6% 7.16% 
15 -inch 1.1% 
16 -inch 17.6% 
17 -inch 
19 -inch 
21 -inch 
30 -inch 
Projection 
No Answer 1.65% 
No Decision 

46.1% 
1.64% 

. 2.75% 16.3% 
4.1% 

134% 

9.36% 

Among families reporting they 
do not want to buy another set, 
five gave as the reason the waiting 
period for color. Families queried 
owned sets an average of 15.1 
months, according to the Philip 
Lesly Co., Chicago public relations 
firm which conducted the study. 

* 4 * 

WCBS -TV Increases 
Basic Rates 25% 
WCBS -TV New York last week 
raised its basic rates 25%, effective 

next Sept. 1. Basic rate under the 
new card will be $2,500 per night- 
time hour, compared with $2,00(1 
at present rates. G. Richard Swift, 
WCBS -TV general manager, said 
that television families in the sta- 
tion's area had increased 40% since 
the present rates were set six 
months ago. 

"Consequently," Mr. Swift said, 
"rate card No. 8 (the new one), 
while increasing station time rates 
generally, actually offers adver- 
tisers a lower cost -per- thousand 
circulation than did rate card No. 7 
at time of issuance." 

* * e 

UN Council Attracts 
Large TV Audiences 
WITH ratings from 10 to 20 for 
United Nations Security Council 
telecasts, American Research Bu- 
reau found Toast of the Town at 
the top of August television in 
New York and Philadelphia. Orig- 
inal Amateur Hour leads Chicago 
video stations. 

Starting in October, ARB will 
provide monthly TV audience re- 
ports covering the entire United 
States, including both urban and 
rural viewing. These will be in 
addition to regular city reports. 

August TV survey shows Stage 
Coach, Film Theatre, Jack Haley 
Show and Children's Hour ranging 
from second to fifth in New York; 

Cavalcade of Stars, Film Play- 
house, TV Teen Club and Phillies 
baseball in Philadelphia; Kraft TV 
Theatre, Toast of the Town, Break 
the Bank and Motion Picture Acad- 
emy in Chicago. 

s e e 

ABC Contracts 
For Telefex Service 
ARRANGEMENTS by ABC for 
the use of the Telefex rear screen 
projection service, which provides 
still or moving backgrounds for 
live TV shows, at WJZ -TV New 
York and WENR -TV Chicago in 
the fall, were announced last week 
by James McNaughton, ABC -TV 
art director. 

The equipment contracted for in- 
cludes Telefex still projectors, Bell 
& Howell 16mm moving picture 
projectors, visual -cast special ef- 
fect projectors 9x1 and 12x18 foot 
translucent screens and a large 
library of slides, process back- 
grounds and moving backgrounds. 
Telefex, of Culver City, Calif., has 
provided backgrounds for 298 dif- 
ferent telecasts. 

* * * 

Sunbeam Campaign 
SUNBEAM CORP., Chicago, for 
its appliances, will begin a video 
spot campaign in about 35 markets 
next month through Perrin -Pans 
Agency, same city. Availabilities 
are being sought now. 

Weekly Television Summary - August 28, 1950, TELECASTING Survey 

City Outlets On Air Number Sets 

Albuquerque KOB -TV 3,550 
Ames WOI -TV 12,298 
Atlanta WAGA -TV, WSB -TV 52,325 
Baltimore WAAM, WEAL -TV, WMAR -TV 191,515 
Binghamton WNBF -TV 18,650 
Birmingham WAFM -TV, WBRC -TV 17,500 
Bloomington WTTV 7,600 
Boston WBZ -TV, WNAC -TV 447,005 
Buffalo WREN -TV 110,251 
Charlotte WBTV 22,218 
Chicago WBKB, WENR -TV, WGN -TV, WNBQ 536,895 
Cincinnati WCPO -TV, WKRC -TV, WIWT 153,000 
Cleveland WEWS, WNBK, WXEL 260,185 
Columbus WBNS -TV, WLWC, WTVN 86,000 
Dallas, 

Ft. Worth KRLD -TV, WFAA -TV, WBAP -TV 65,681 
Davenport WOC -TV 16,218 

Quad Cities Include Davenport, Moline, Rock Island, East Moline 
Dayton WHIO -TV, WLWD 106,000 
Detroit WJBK -TV, WWJ-TV, WXYZ -TV 282,357 
Erie WICU 37,650 
Ft. Worth - 

Dallas WRAP -TV, KRLD -TV, WFAA -TV 65,681 
Grand Rapids WLAV -TV 43,055 
Greensboro WFMY -TV 15,458 
Houston KPRC -TV 33,679 
Huntington - 

Charleston WSAZ -TV - 18,230 
Indianapolis WFBM -TV 69,000 
Jacksonville WMBR -TV 12,000 
Johnstown WJAC -TV 26,500 
Kalamazoo - 

Battle Creek 
Kansas City 
Lancaster' 
Lansing 
Los Angeles 

WKZO-TV 34,048 
W DA F-TV 42.107 
WGAI-TV 54.415 
WJIM-TV 28,500 
KECA-TV, KFI-TV, KLAC-TV, KNBH, 642,897 
KTLA, KTSL, KTTV " ^ ° ' 

City Outlets On Air Number Sets 
Louisville WAVE -TV, WHAS -TV 
Memphis WMCT 
Miami WTVJ 
Milwaukee WTMJ -TV 
Minn. -St. Paul KSTP -TV, WTCN -TV 
Nashville 
New Haven WNHC -TV 
New Orleans WDSU -TV 
New York WABD, WCBS -TV, WJZ -TV, WHET 

WOR -TV, WPIX 
Newark WATV 
Norfolk WTAR -TV 
Oklahoma City WKY -TV 
Omaha KMTV, WOW -TV 
Philadelphia WCAU -TV, WFII -TV, WPTZ 
Phoenix KPHO -TV 
Pittsburgh WDTV 
Portland, Ore. 
Providence WJAR -TV 
Richmond WTVR 
Rochester WHAM -TV 
Rock Island WHBF -TV 

Quad Cities Include Davenport, Moline, 
Salt lake City KDYL -TV, KSL -TV 
San Antonio KEYL, WOAI -TV 
San Diego KFMB -TV 
San Francisco KGO -TV, KPIX, KRON -TV 
Schenectady WRGB 

Albany -Troy 
Seattle KING -TV 
St. Louis KSD -TV 
Syracuse WHEN, WSYR -TV 
Toledo WSPD -TV 
Tulsa KOTV 
Utica -Rome WKTV 
Washington WMAL -TV, WNBW, WTOP -TV, WTTG 
Wilmington WDEL -TV 

39,075 
44,319 
33,900 

129,068 
105,100 

1,500 
90,300 
30,800 

1,500,000 

Inc. in N. Y. estimate 
23,420 
36,900 
29,217 

540,000 
14,800 

130,000 
945 

71,800 
38,925 
45,926 
16,218 

Rock Island, East Moline 
21,000 
24,150 
48,500 
74,826 
90,500 

33,100 
162,500 
56,227 
51,000 
36,075 
21,500 

150,325 
40,081 

' Lancaster and contiguous areas. Total Markets on Air 62 Stations on Air 106 Sets in Use 7,162,586 
Editor's Note: Source of set estimates are based on data available from dealers, distributors, TV Circulation committees, electric companies 
and manufacturers. Since many are compiled monthly, some may re main unchanged in successive summaries. Total sets in all areas is 
necessarily approximate. 
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Dayton's FIRST TV Station 
o 

CENTS' 
00TH 

IJ 

"What do you mean 'Musical Chairs' ?" 
You know ... the game of musical chairs? 

Well, finding time for sponsors on WHIO -TV 

this fall has been something like that. Seems 

we have more advertisers who want to use 

WHIO -TV than we have time available. 

So, Mr. TV Time Buyer, if you plan to 

include WHIO -TV, Dayton's FIRST Television 

Station, on your TV program station list this 

fall, may we suggest that you make a dash 

right now for the nearest office of our na- 

tional representative . . . The George P. 

Hollingbery Company? 

News Sports CBS, ABC, DvMont Best Shows 

Telecasting BROADCASTING 

Affiliated with The Dayton Daily News and Journal -Herold 
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Chicago 
(Continued from page 54) 

stations are authorized, what can 
be done to alleviate the monopolistic 
position stations now on the air 
will find themselves enjoying? 

These are just a few of the hard - 
to- answer questions manufacturers 
are asking. 

Agencies, buying almost any kind 
of availabilities for eager clients, 
show little reluctance to pay the 
high cost of television as contrasted 
with radio. They are willing to 
pay more per impression, yet at 
the same time they see circulation 
climbing at a fantastic rate and 
cost - per - thousand going down. 
Some clients, however, are sched- 
uling their advertising campaigns 
with less abandon than last year 
and few campaigns extend past 
early 1951. 

Advertisers are turning increas- 
ingly to the concept of all -round 
entertainment shows for daytime 
viewing, negating the theory that 
only how- to -do -it shows for women 
are commercially feasible during 
the day. Radio, which has had a 
pretty clear field during the day- 
time in the past year, thus has 
another challenge to face this fall. 
Clients are asking for idea shows 
rather than humdrum variety pro- 
grams, with formats built to speci- 
fications of television and not corn- 
piled from entertainment techni- 
ques used in other forms of show 
business. 

Stations and networks, con- 
fronted with complete unioniza- 
tion of television, are dreading the 
complexities which will accompany 
the advent of Television Authority, 
but hope the group will help bring 
order out of chaos. Faced with the 
loss of competent key personnel 
because of the war crisis, managers 
are beginning to think of women for 
these jobs, of replacing single men 
of draftable status with older per- 
sons, and of doubling up on ex- 
ecutive positions. 

'Greatest Medium' 

Despite drawbacks to the im- 
mediate fulfillment of television as 
an advertising medium, "nothing 
can stop it from becoming the 
greatest of all media in the history 
of the world," in the opinion of 
John H. Norton Jr., Central Divi- 
sion vice president of ABC, which 
operates WENR- AM -TV. 

"Television is hot, it's terrific, 
and there won't be enough time 
come Oct. 1. to begin to satisfy the 
demand from advertisers and agen- 
cies. Television has everything 
which any and all other media 
have," he asserts, but predicts a 
trend back to "normal and intelli- 
gent thinking" regarding the 
medium. Anticipating heavy bill- 
ings in the coming year for na- 
tional and local spot, Mr. Norton 
said WENR -TV in the local TV 
field "is setting new billing records 
every month." 

Althòugh "radio is holding up 
admirably," television is "way up," 
says I. E. Showerman, vice presi- 
dent in charge of NBC Chicago and 

manager of WMAQ (AM) and 
WNBQ (TV). "Nobody dreamed of 
the tremendous growth of televi- 
sion in his wildest imagination," 
he said. 

Mr. Showerman, reporting time 
is sold solid on WNBQ from 4 p.m. 
until midnight, will launch a day- 
time schedule for the station "with- 
in 90 days." WNBQ will carry net- 

Mr. Showerman Mr. Chartoc 

work shows from 2 to 4 p.m. and 
block in local programming back 
to 9 a.m. before next spring. WNBQ 
may also "go past midnight," Mr. 
Showerman said, "as we see 
strong possibilities for selling 
shows between midnight and 1 
a.m." 

He will continue to concentrate on 
news shows, in both radio and tele- 
vision, "as we figure news interest 
is up '75% at least because of the 
Korean war." 

Radio Still Needed 
Radio, "a habit which is part 

of living and of life," may fill a 
different need now because of the 
inroads of television, but it will 
still fill a need, in the opinion of 
Roy McLaughlin, commercial man- 
ager of WENR- AM -TV. "Tele- 
vision will have to operate essenti- 
ally as an entertainment medium, 
with radio giving entertainment 
plus enlightenment and education." 
He believes panel discussion and 
news shows, for example can be 
broadcast to best advantages by 
radio. "Radio has a flexibility, an 
ease and speed, which video can- 
not equal." 

"By the time the fall season gets 
underway, there will be no avail - 
abilities whatsoever on WGN -TV," 
reports William A. McGuineas, 
commercial manager of the Chi- 
cago Tribune station, which is 
affiliated with DuMont. "And this 
means daytime as well as night- 
time." He deplored the fact that 
Chicago department stores "are 
still behind the parade when it 
comes to radio and television." 

Because there is an acute lack of 
time on television, and yet agencies 
and sponsors are clamoring for 
shows, the inevitable solution is 
for stations to open up program 
periods according to Cy Wagner, 
manager of the television and 
radio department of Mutual Enter- 
tainment Agency. His department, 
which was founded by Vice Presi- 
dent Jack Russell, packages video 
and radio shows and also handles 
talent for both media. 

Another packager producing both 
radio and video shows is Walter 
Schwimmer, president of Radio 
Features. He sees "a real demand 
for TV package shows, but only in 

major markets with three or more 
stations. Other areas are not 
equipped to handle such programs, 
because they carry the full net- 
work schedule and have little local 
time available." Mr. Schwimmer 
plans eventually to go into pack- 
aging of television shows on film, 
"but this is still a couple of years 
away." 

One of the musts in video pack- 
aging is to fit a show to the client's 
needs, rather than to sell any 
packages to any buyer, in the 
opinion of Shep Chartoc, partner 
in Chartoc -Cole Productions. His 
solution for the client who cannot 
afford an entire show locally is 
development of participation pro- 
grams, or quarter -hour segments 
in a one -hour show. He sees a 
bright future for daytime video 
shows, based along entertainment 
rather than "domestic" lines. 

See Spot Increase 
A sampling of station repre- 

sentatives polled expressed the con- 
viction that local and national spot 
for AM as well as TV will have 
increased billing this year. Many 
representatives see television money 
being diverted to radio when avail - 
abilities are sold. 

Sam Digges, Chicago sales man- 
ager for CBS Radio Sales' TV 
division, reports that "television is 
a better buy day by day, despite in- 
creased time, talent and produc- 
tion costs, because cost- per -thou- 
sand is going down." Mr. Digges 
foresees the trend of stations to 
open up more daytime and late 
evening time. He reported hearing 
"some unbelievable success stories 
on television shows aired after 
midnight." 

Mr. Digges believes daytime 
video programming will center on 
solid, all- family entertainment 
rather than on formats designed 
primarily for the housewife. All 
television time, he predicts, "will 
be extremely productive for the 
advertiser, whether network or 
local, spot or program." 

One of the main pointers to good 
business in the fall is the fact that 
"there have been only a couple of 
weeks this summer when there 
wasn't a lot brewing," according 
to Jerry Glynn, Chicago manager 
of the Walker Co. Pointing out 

TV Aids Paper 
AIMED at expanding its pic- 
torial news coverage, the 
Baltimore News -Post, news- 
paper affiliate of WBAL -TV, 
has installed a television set 
in its editorial department, 
according to Aldine Bird, 
News -Post radio and televi- 
sion editor. The paper's staff 
cameramen "cover" out -of- 
town news events by shooting 
photos of images appearing 
on the receiver's s c r e e n. 
When the UN Security Coun- 
cil resumed meetings, the 
paper used a front -page pic- 
ture of Jacob A. Malik taken 
from WBAL -TV's telecast of 
the sessions from NBC. 

that "99% of the TV time for fall 
is gone" he sees many clients with- 
out time contracts or options di- 
verting their money into national 
radio spot. A local station, in order 
to get business, "will have to do a 
good merchandising and promotion 
job," Mr. Glynn observed. "It 
doesn't matter if this is free or 
paid, but the buying of a program 
or spots does require a follow - 
through. Agencies and clients are 
demanding this kind of service." 

Business "now on the books" of 
John Blair & Co. indicates the 
firm's midwestern volume this year 
"will exceed that of the past few 
years in almost the same propor- 
tion as our national volume," Mr. 
Blair said. "We are delighted to 
see that certain midwestern ad- 
vertisers who have eliminated net- 
work radio because of television 
competition are channelling a sub- 
stantial portion of this money into 
the national spot field." 

Increased business was reported 
also by Tom Peterson, manager of 
the Taylor Co. He said Chicago 
billings for the first six months 
are up 35% over last year, "and 
would be even higher if we could 
find availabilities." Mr. Peterson 
said spots are "very active in cities 
without television," and attributed 
only one cancellation to the war. 

This fall will be "the biggest 
in spit radio's history," said Lloyd 
Griffin, Chicago manager of Free 
& Peters. He lauded advertisers 
and account executives who "are 
learning how to use spot on a 
national basis or to concentrate in 
selected sales areas." He reported 
many new accounts going into radio 
and TV spot. 

Hollingbery Views 

George P. Hollingbery, president 
of the company of the same name, 
commented that the "agency busi- 
ness has been awfully good since 
the war, but the big ones and small 
ones alike are now tightening their 
belts and looking for the most 
profitable medium. They have dis- 
covered there is a lot of lost motion 
and added work to preparing 
black- and -white advertising, and 
find that spot advertising is the 
most profitable from the agency 
standpoint." 

Agency men continue in their 
efforts to remain unbiased when it 
comes to choice of media for solu- 
tion to a client's sales and distribu- 
tion problems. Finding it difficult, 
however, to refute the facts of 
television and its impact on con- 
sumers, many agency men have 
gone all out in favor of the new 
medium. 

Fairfax Cone, board chairman of 
Foote, Cone & Belding, terms TV 
"the greatest medium ever devel- 
oped." He qualifies this, however, 
saying, "You can't substitute it 
100% for radio because of its re- 
gional nature." He expressed hope 
the Korean war "would not hinder 
television's expansion at a reason- 
able rate. Every one of our adver- 
tisers has planned on the continu- 
ing growth of television homes, 
looking toward an approach to na- 
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tional coverage by the middle of 
1952." 

Mr. Cone reported that "almost 
all of the money being spent for 
television is new money to adver- 
tising, and is not being taken away 
from other media." He said FC &B 
will see "a tremendous expansion 
in radio and TV this fall, and bill- 
ings for the Chicago office will hit 
an all -time high." He disagreed 
with many who believe the trend 
is toward national spot from net- 
work, saying "there is more net- 
work out of our Chicago office than 
ever before." 

"TV is definitely it, and radio 
will take a secondary part," says 
Irwin A. Olian, president, Olian 
Advertising. He sees radio billings 
going down "in all cases," and re- 
ports more than a dozen video ac- 
counts in his agency today, con- 
trasted with "two or three" last 
year. 

Mr. Olian finds a trend in mar- 
kets like Chicago and St. Louis 
(where the agency also maintains 
an office) for clients to divert part 
of the money used in other media - 
including radio -to television. Be- 
cause of incomplete TV coverage 
patterns, however, "a regional day- 
time advertiser has to use AM, but 
such clients are all anxious to get 
into TV," he said. 

Both radio and television will 
experience a slight overall increase 
in billing this fall at Leo Burnett 
Agency, said Chief Timebuyer Al 
Eisenmenger. "Our lines are pretty 
well set for fall, and nothing seri- 
ous has developed in the movement 
of consumer goods. It is a time for 
more economical buying, which to 
us means stronger evaluation in 
selection of markets." 

Because Roche, Williams & 
Cleary, Chicago, "has approached 
TV cautiously, without plunging 
before knowing the depth and 
ramifications of the medium, we 
can report very gratifying results," 
said Radio and Television Director 
Phil Stewart. "The automobile, 
for example, is a wonderful product 
for TV advertising." Roche, Wil- 
liams & Cleary has the Studebaker 
account, "which gives us a good 
chance to see if there is any slow- 
down because of the war. There 
isn't, and cars are still coming 
through on schedule!" 

Nesco Success 

Mr. Stewart has determined "ex- 
cellent response" to a series of one- 
minute spots for Nesco roasters. 
Diamond T Trucks, now using spot 
on WNBQ (TV) Chicago only, 
plans expansion to selected mar- 
kets. Studebaker, which has AM 
spots in 97 markets, is looking for 
a national video show. In the 
meantime, local dealers are using 
spots. 

At least 17 video accounts are 
being billed out of the Chicago of- 
fice of Ruthrauff & Ryan. A. E. 
Staley Co. (starch) began a test 
of 22 eight -second spots weekly on 
five Los Angeles stations Aug. 
17. Acrobat Shoe Co., a division 
of General Shoe, inaugurated Acro- 
bat Ranch on ABC -TV Saturday 
mornings 10:30 -11 (CDT). in Chi- 
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cago Aug. 19, and Ken -L- Ration 
(division of Quaker Oats) has 
bought 13 -week spot schedules in 
Washington, Chicago, Boston and 
Los Angeles, which will be ex- 
tended. Ken -L- Ration is also think- 
ing of buying a network show. 

Series of local shows is being 
considered by Dr. Pepper, which 
uses regional spots in its South and 
Southwest distribution area. Red 
Top Beer orders participations, 
commercials and wrestling on the 
Crosley trio -WLWD (TV) Day- 
ton, WLWC (TV) Columbus and 
WLWT (TV) Cincinnati. Sperti 
Sun Lamps is expected to begin a 
series of spots in October, and 
Heet contemplates winter spot 
schedules plus minute- movies in 
national markets. Baldwin Piano 
Co. will soon move into a test of 
video spot, and Krank's shaving 
cream continues its eight- second 
and minute commercials in Chicago 
only. Morris B. Sachs, Chicago 
clothier, has a 52 -week contract for 
simulcasting of the Sachs Amateur 
Hour on WENR -AM -TV Chicago, 
Sunday, 12:30 to 1:30 p.m. 

Sees Billings Up 

Jim Shelby, radio and television 
director of McCann- Erickson, be- 
lieves "most agencies who went into 
television with their feet on the 
ground have increased their TV 
billing tremendously. They are 
more apt to listen and plan care- 
fully before buying," he said. Mr. 
Shelby, who has seven key men on 
his staff, notes that public interest 
in television has not diminished 
and "all our clients are still talking 
TV." 

Standard Oil 
of Indiana, the 
agency's largest 
user of broadcast- 
ing media in Chi- 
cago, brings the 
Wayne King 
Show back Aug. 
31 to an NBC -TV 
split network. The 
firm will sponsor 
the Chicago Bears 
Quarterback Club 
on WBKB (TV) Chicago from Sept. 
19 for a half -hour weekly, and is 
looking for other football schedules. 
In radio, Standard Oil has bought 
180 newscasts weekly in its 14- 
state Midwest distribution area, '70 
university football games and 
games of the Chicago Bears. 

Swift & Co. continues with its 
portion of the Breakfast Club on 
ABC, and Hyde Park Beer may 
use radio as well as video spot in 
the fall. TV plans for Ray -O -Vac 
batteries have been halted because 
zinc and brass are going to the 
government for war production. 
Allied Vans, which has used radio 
in the past, is thinking of going 
into TV spot. 

Because TV spot announcements 
"at night are hard to get, we grab 
up availabilities as soon as we 
hear of them, and are, consequent- 
ly, buying all the time," said Mar- 
ion Reuter, timebuyer at Young & 

Rubicam. She expects to buy more 

casting 

Mr. Keck 

afternoon television, as was done 
with O'Cedar (mops) when night- 
time was unavailable. "We see a 
lot more activity this year in tele- 
vision, but radio has been busy 
too." 

Purity Bakeries, for Taystee 
bread and Grennan cakes, is the 
agency's largest spot account out 
of Chicago. New video markets 
will be added this fall. O'Cedar 
will also buy TV. Rath Packing 
Co. will continue spot radio in the 
Midwest. Schlitz Brewing Co. re- 
turns Sept. 13 with Halls of Ivy on 
NBC, and will begin its telecast of 
Pulitzer Prize plays on ABC -TV 
this fall. 

Television business is "up sub- 
stantially, and will continue to go 
up," in the opinion of Arthur Hol- 
land, owner of Malcolm -Howard 
Agency. He reports all of the 
agency's clients are taking a short - 
range view when it comes to length 
of contracts. "We are planning for 
the balance of 1950 and early '51, 
but certainly not beyond that." 

All Schwimmer & Scott schedules 
are "up materially, and our billing 
is running about 30% ahead of 
last year although we have about 
the same number of accounts," ac- 
cording to Jack Scott, president and 
treasurer. S &S, which reportedly 
handles more radio and television 
than any other exclusively local 
agency in the country, has 40 radio 
and television accounts, divided 
equally among radio, television and 
a combination of both. 

JWT Business 
Most of the fall radio and TV 

business for clients of J. Walter 
Thompson Co. is still in the latter 
stage of mulling, reports Hal 
Rorke, radio and television direc- 
tor. Actual business contracted 
for, however, includes Kraft Televi- 
sion Theatre on NBC -TV for Kraft 
Foods, spots for Elgin and several 
Swift products, and Gene Autry 
films in 14 markets for Brach 
Candy Co. 

Scott Keck, radio -TV director of 
Henri, Hurst & McDonald, finds "a 
tremendous interest in television 
by all advertisers." He adds, "We 
have had consistently outstanding 
results." Weatherbird Shoes, which 
sponsors a half -hour of Super Cir- 
cus on ABC -TV every other week, 
expands the number of outlets from 
13 to 42. Poll Parrot Shoes adds 
18 kinescope markets to the lineup 
of 32 live stations for its quarter - 
hour segment of Howdy Doody on 
NBC -TV, while Red Goose Shoes 
adds eight markets for hour- 
long Saturday morning movies for 
children. Chuckles (candy), with 
Bar 5 Ranch on WENR -TV Chi- 
cago, will place video participations 
in New York, Chicago, Cleveland 
and Detroit. Ballard & Ballard 
(milling) has increased its roster 
of spot radio stations from 100 to 
150, and will place commercials for 
its Oven -Ready Biscuits in several 
areas after the initial test last year 
in Louisville. 

Miles Labs, through its agency 
Wade Advertising, brings back 
Quiz Kids on NBC -TV Friday eve - 
nings, in addition to its AM orders. 

Programmed 
by all four 

major networks 

VJ 
4. miami 
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Boston 
(Continued from page 54) 

Victor Coffee, Boston; Albany Car- 
pet Cleaning Co. and Harvard 
Brewing Co. 

Helen Horrigan, media director, 
Chambers & Wiswell Inc., said: 
"Business looks very good and the 
Korean war hasn't had any effect 
so far. The only trouble is in get- 
ting decent spots, as the stations 
seem to be about all sold out." New 
to TV among the agency's accounts 
is Cain's Mayonnaise, Cambridge, 
which started this summer and will 
run to next summer with chain 
breaks and film spots on stations in 
Boston and in New York state. 
Chevrolet Dealers Assn. has ex- 
tended its fall TV coverage to six 
15- minute sports and musical va- 
riety programs a week. Elm Farm 
Food Stores will continue indefi- 
nitely with Elm Farm Show. 

Speaking for the First National 

Bank of Boston, Raymond W. Stan- 
ley, advertising manager, said the 
bank had no plans for increased 
use of TV at this time. The bank 
sponsors Living Wonders, a 20- 
minute show weekly featuring live 
animals, and a five -minute sports 
film on Sunday before the baseball 
games. The First National is con- 
tinuing its half -hour sponsorship 
of Andre Kostelanetz recordings on 
radio. 

Craig Smith, vice president in 
charge of advertising, Gillette 
Safety Razor Co., Boston, reported 
that Gillette "will go along as it 
has in the past." The company will 
sponsor the fights, World Series, 
Army -Navy and Orange, Sugar, 
and Rose Bowl games. 

Among station representatives, 
Elmer Kettell, of Kettell- Carter. 
forecast: "TV in New England has 
a bright future with four TV sta- 
tions ready to hang out the SRO 
sign. But with only four stations 
to serve the region, such areas 

as Western Massachusetts, Ver- 
mont, Maine, and New Hampshire 
remain pretty much out of the 
realm- of television, making radio 
a better buy than ever because of 
increased population, increased 
sets, increased listening, and better 
programming." 

Also giving the representative's' 
point of view, Bertha Bannan de- 
clared: "Television is tremendous 
in New England. Clients have gone 
for it in a big way and it has pro- 
duced results for them everywhere. 
Once they get on, they don't want 
to get off and they want even more 
time." 

Andrew Gets Contract 
ANDREW Corp. of Chicago an- 
nounced last week it has been 
awarded a contract for develop- 
ment and construction of a special 
television transmitting antenna for 
WJZ -TV New York, to be located 
atop the Empire State Bldg. 

. GÒGGtin Action" for all TV Cameras 

"BALANCED" TV TRIPOD 
(Pal. Pending) 

This tripod was engineered and de- 
signed expressly to meet all video 
camera requirements. 
Previous concepts of gyro and friction 
type design have been discarded to 
achieve absolute balance, effortless 
operation, super- smooth tilt and pan 
action, dependability, ruggedness and 
efficiency. 

Below: 
3 wheel portable dolly 
with balanced TV Tri- 
pod mounted. 

Complete 360° pan without ragged or 
jerky movement is accomplished with ef- 
fortless control. It is impossible to get 
anything but perfectly smooth pan end 
tilt action with the "BALANCED" TV Tripod. 

Quick- release pan handle adjustment locks 
into position desired by operator with no 
"play" between pan handle and tripod 
head. Tripod head mechanism is rust- 
proof, completely enclosed, never requires 
adjustments, cleaning or lubrication. Built - 
in spirit level. Telescoping extension pan 
handle. 

Write for further particulars 

FRANK C. ZUCKER 

CAMERA EQUIPMERT C. 
1600 BROADWAY N f1EW YORK CITY 

Page 68 August 28, 1950 

Outlook at Networks 
(Continued from page 56) 

either of these performers. Some 
segments of the Kate Smith show 
have already been taken for spon- - 

sorship. 
"Two quarter -hour juvenile serial 

shows, Panhandle Pete and NBC 
Comics, the latter comprising three 
five -minute strips, will go into the 
weekday 5 -5:30 p.m. period preced- 
ing Howdy Doddy. 

"Our next expansion into morn- 
ing time, is not scheduled to occur 
until the first of the year. When 
that happens, we shall probably be- 
gin networking video programs in 
the hours between 10 a.m. and 1 
p.m. 

"We are not unmindful of the 
compliment paid to television and 
its effects on the behavior of the 
home audience by the Assn. of Na- 
tional Advertisers, but we believe 
their report unnecessarily gilded 
the lily when it reduced radio lis- 
tening in TV homes to zero. We 
at NBC firmly believe that going 
into television should not be done 
at the expense of radio but that 
the advertiser should look at all 
four media to evaluate his needs 
properly. 

"When he does that, he will find 
television á better buy on the hard 
economic basis of homes delivered 
per dollar than either newspapers 
or magazines, in fact, in any other 
medium than radio. And if he 
wants complete saturation of his 
markets the electronic union of 
radio and television is the only way 
to secure it without excessively ex- 
pensive duplication. 

"By the first of the year there 
will be about 9 million TV homes 
in the country giving television a 
potential audience in excess of 30 
million viewers. NBC looks for- 
ward to serving this vast audi- 
ence with the very best in enter- 
tainment and public service pro- 
gramming, while giving the adver- 
tiser his most effective selling 
force." 

FOOD STORE GROUP 
To Sponsor DuMont Show 

FOOD STORE PROGRAMS Corp., 
association of 13 grocery groups, 
will sponsor a 60- minute musical 
review, Star Time, featuring 
Hollywood talent, Tuesday, 10 -11 
p.m. (EDT), over the DuMont TV 
Network beginning Sept. 5. Fran- 
ces Langford, Lew Parker and 
Benny Goodman already are signed. 
Agency is Franklin Bruck Adv. 
Agency, New York. 

Included in Food Store Programs 
Corp. are: 

Grand Union, New York City, Schen- 
ectady and Binghamton; Stop & Shop 
Boston; Wrigley s, Detroit; Albers, Clii- 
cinnati; Food Fair, Philadelphia, Baltl- 
m o r e, Lancaster, Wilmington and 
Miami, Thorofare, Pittsburgh; Lo- 
blaw's, Buffalo, Rochester, Erie, Syra 
else and Utica; Food Center, St. Louis; 
National Tea, Chicago, Milwaukee and 
Minneapolis; Standard, Indianapolis; 
Pick -N -Pay, Cleveland; Giant, Wash - 
ington; Colonial, Richmond, Norfolk, 
Atlanta, Charlotte and Greensboro. 
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Los Angeles 
(Continued from page 55) 

added that advertisers in the auto- 
motive and appliance fields, which 
expect to be the first to feel pro- 
duction curtailments, have in some 
cases reduced or cancelled their fall 
schedules. KTLA prospects are so 
good, however, that the station has 
announced the addition of more 
than 40 hours of programming to 
its weekly schedule this fall. 

Sales Manager Kevin B. 
Sweeney, of KFI -TV, said business 
held up well during the summer, 
"exceeding our expectations," and 
prospects point to a healthy fall. 
"Our national business increased 
during the summer, and the trend 
is continuing up, with local busi- 
ness prospects matching the up- 
surge," he said. Station operates 
13 hours daily, Monday -Friday, 
with a slightly curtailed schedule 
during the weekend. KFI -TV, like 
nearly every other Los Angeles sta- 
tion, plans to increase Saturday 
and Sunday operation to accom- 
modate prospective fall business. 

KTTV Sold Out 
KTTV is "virtually sold out in 

Class A night time, beginning in 
late October," according to Frank 
G. King, sales manager, who added 
that fall business will triple that 
of a year ago in dollar volume. 

The Los Angeles Times -CBS sta- 
tion will add Saturday program- 
ming during football season begin- 
ning in September and expects to 
start Sunday daytime program- 
ming shortly thereafter. 

Mr. King stressed that "client 
interest is higher than ever, despite 
the fact that KTTV has the coun- 
try's highest rates, aside from New 
York City." 

"To me," he added, "this indi- 
cates that advertisers see this as 
a prime market to include in their 
television planning." 

Robert B. Hoag, sales manager 
of KTSL (TV), said prospects for 
fall are "real good." "We are so 
sold out that we're opening up 
Saturday starting Sept. 16," he 
said. Two new automotive spon- 
sors have signed for the fall and 
a current automotive account has 
renewed its schedule on the Don 
Lee station which is also affiliated 
with DuMont, he said. 

"Dollar -wise, we have made great 
strides over last year," said Thomas 
B. McFadden, general manager of 
KNBH (TV), owned- and -operated 
NBC station, and he predicted it 
would continue at an accelerated 
tempo. "In terms of sales, business 
is 150% better than last year this 
time and we have a wonderful line- 
up of advertisers on our schedule 
for fall. Television competition 
here is the most severe in the coun- 
try. It can only result in better 
programming and better service to 
the viewers." KNBH will expand 
operation schedule starting in late 
September. 

Robert Laws, ABC Western Di- 
vision sales manager, declared: 
"With network programs occupy- 
ing the bulk of Class A time both 

Mr. McFadden Mr. Davis 

on KECA -TV Los Angeles and 
KGO -TV San Francisco, the two 
ABC -owned- and -operated stations 
are planning an increase in opera- 
tional hours with particularly 
strong commercial prospects." He 
foresees all -out competition for au- 
dience in the Los Angeles area and 
says there will be "drastic" changes 
in the ratings picture as a result. 

Frank Rhylick, radio -television 
director of Ross, Gardner & White 
Adv., said it is difficult to get good 
TV spot availabilities in the South- 
ern California area. He believes 
the majority of advertisers will 
continue and /or increase video ap- 
propriations, depending upon gov- 
ernment restrictions and shortages. 
Expanding TV accounts include 
Sees candy stores, Vimcar Sales Co. 
(hardware), GE Supply Corp. and 
King's French Dressing. 

Several clients of Hixson & Jor- 
gensen Inc. are increasing fall 
budgets to include TV, while others 
are standing pat, according to H. 
D. Walsh, vice president and radio - 
television director. He forecast no 
cuts in radio budgets. Accounts 
include General Controls Inc., W. J. 
Voit Rubber Co., Affiliated Gas 
Equipment Inc. and Richfield Oil 
Corp. 

Spending $50,000 per week for 
spot TV and radio for four ac- 
counts nationally, Cowan -Whit- 
more Adv. will increase the appro- 
priation to $100,000 weekly starting 
in October and continuing through 
Christmas, according to Harold 
Cowan, president. Some 90% of 
the budget is earmarked for video, 
with the balance spot radio, he said. 
Accounts include Instant Foto Co., 
Morris Metric Slicer Co., Magic 
Plastic Towel Co., Endure Co. 
(nylon hosiery preserver). 

Wynn Film Spots 
Wynn Oil Co., Azusa, Calif. 

(friction proofing oil), through 
BBDO, Los Angeles, has TV film 
spots on 25 stations that will con- 
tinue into winter. This is in addi- 
tion to spots on 40 radio stations. 
Both are co -op. 

Louis Milani Foods Inc. (salad 
dressing) anticipates no changes 
in budget plans currently, accord- 
ing to Marketers Inc., servicing ac- 
count, and will continue TV spots 
on 11 stations, with radio in four 
markets. 

Dohrmann Products (Dohrma- 
Seal weather proofer and allied 
products) has spot television and 
radio under consideration through 
Vick Knight Inc. Newport Soap 
Co., Oakland, Calif., through 
Erwin, Wasey & Co., Los Angeles, 
may also include TV to advertise 
a new product. 

Several clients of Walter Mc- 
Creery Inc. utilize TV station time 
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and "plans of others call for use of 
the medium this fall," according to 
Mr. McCreery. He believes unset- 
tled world conditions will lead to 
a seller's market once again, and 
as result, "desirable TV spots will 
be invaluable" to clients. 

Hoffman Television Corp. (re- 
ceiver sets), with TV program 
schedules on stations in 10 major 
markets, on start of Pacific Coast 
Conference football season, in addi- 
tion will sponsor telecasting of 
some 30 games in Los Angeles, San 
Francisco and Seattle. Hoffman 
also buys local spot radio on a 
dealer co-op basis. 

Although Ice Follies continues a 
heavy buyer of local radio time in 
20 cities during its national tour 
starting Sept. 7, Walter McCreery 
Inc. estimates 30% of its advertis- 
ing budget will be spent on TV. 
National Fidelity Insurance Co. is 
increasing TV film spot schedules 
but will maintain local radio. 

Mogge's Views 
Greatest need in television is a 

single audience measurement serv- 
ice using a sample large enough 
for accurate projection, according 
to Norton W. Mogge, president of 
Mogge -Privett Inc. which has some 
17 television -radio using national, 
regional and local accounts. Trend 
is upward in TV and daytime radio 
for clients of his agency, he stated. 

Advertising budgets of many 
Davis & Co. clients have been in- 
creased substantially over those of 
last year and AM spot radio users 
are adding TV to their schedules, 
according to Robert J. Davis 
television director. He believes ra- 
dio and television can complement 
each other. 

Accounts include Scudder Food 
Products, Pacific Coast division of 
Wilson & Co., White Rock Bottlers 
Co., Popcorn Processors Inc. and 
Bluebird Potato Chips Inc. 

"Dollar for dollar, we are firm 
believers in TV as a sound produc- 
tive medium," said Hilly Sanders, 
vice president in charge of radio 
and television for Dan B. Miner 
Co. "Results for our clients have 
been fabulous." No cutbacks have 
been made in radio appropriations. 
Miss Sanders believes TV and ra- 
dio "wisely combined and used to- 
gether" can produce greater results 
than either medium alone. 

BLOCK SPONSORS 
CBS -TV Mystery 

BLOCK Drug Co., New York 
(Amm- i-dent toothpaste and pow- 
der), will sponsor Amm-i -dent 
Mystery Playhouse on CBS -TV, 
Tues., 10 -10:30 p.m. starting Sept. 
19 [BROADCASTING, Aug. 14]. Mar- 
tin Ritt and Yul Brynner have 
been signed as producer and di- 
rector, respectively. 

The company will continue to 
sponsor its daytime radio show 
Quick As a Flash. on ABC. 

The combination replaces t h e 
company's sponsorship last year 
of Burns & Allen show. Cecil & 
Presbrey, New York, is agency. 

Cable Television 
comes to the 

CARROLINAS 

SEPTEMBER 30th 

NE W YORK 

PHIL ADE IPHI 

BAlTIM00.E 

WASHINGTON 

New selling power for you in the 

Carolinas is assured with the 

activation of the co -axial cable. 

August set soles, greatest in 

the stations' 13 -month history, 

increase your oudience potential. 

Direct, simultaneous programs 

from the four networks multiply 

viewer interest. 

11001 SERVIAC OVER 

22,000 TV FAMES 

Ui BI V 

CHHRLOTTE, H. C. 

Jefferson Standard Broadcasting Company 

Represented Nationally by Radio Sales 
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INTERCITY RELAY 
sk Meet 

MEETINGS on TV intercity program transmission facilities, in prog- 
ress on a day -after -day basis since the first of the month, were recessed 
Wednesday when AT &T officials informed the committee of TV net- 
work executives that they would like time to study their detailed pro- 
posals for the allocation of the 
telephone company's limited TV 
channels during the last three . 
months of this year. 

The recess is "definitely tempo- 
rary," a Bell System spokesman 
assured TELECASTING. Agreements 
on allocation of facilities in a num- 
ber of areas already have been 
worked out by mutual concession of 
the network, he said. As soon as 
the various plans have been ana- 
lyzed and studied, the group will be 
reconvened in the hope that the re- 
maining allocation problems may 
also be resolved by mutual agree- 
ment. 

Technically, it is up to AT &T 
to allocate its facilities among ap- 
plicants as it sees fit, but to try 
to do so fairly among the four TV 
networks has been a difficult prob- 
lem. Only one or two channels are 
available for video program trans- 
mission to certain cities to which 
all networks would like to provide 
program service and the network 
advisory committee was set up to 
aid in its equitable solution. 

Demands Increase 
Television's growth in the past 

year has increased the demands 
of all networks for more time 
throughout the entire intercon- 
nected network area, aggravating 
an already difficult allocation prob- 
lem and producing some conference 
sessions that were described by 
participants as more stormy than 
calm. A disagreement as to the 
basic philosophy of the allocation 
plan -the networks with the most 
time sold wanting proportionate 
priorities and the others wanting 
an opportunity to go on selling - 
has further agitated the situation. 

And there have been numerous 
subsidiary problems. For instance, 
the two radio relay circuits avail- 
able for program transmission from 
New York to Boston have in the 
past been contracted for by NBC - 
TV which has provided a more or 

RADIO and TV STATIONS 
Profits Depend on 

Efficient Personnel. 

Our Graduates ore 
Checked for 

Ability and Enthusiasm 
Appearance and Personality 
Integrity and Showmanship 

Trained by ... 
Network Professionals 

Trained to .. 
Do more than one job well 
Understand your operational 

problems 
Trained with . . 

Complete TV and Radio 
Commercial Equipment 

Rained under . 

Actual Broadcast Conditions 
For Promo? free Service 

Call. Write, or Wire 
Personnel Division 

SCHOOL of RADIO TECHNIQUE 
316 West 57 St., N. Y. PLaza 7.3212 
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less exclusive service to WBZ -TV 
Boston, and by WNAC -TV Boston, 
which has received programs from 
the ABC, CBS and DuMont TV net- 
works. The question has been 
raised as to whether WNAC -TV, 
as a recipient rather than an orig- 
inator of network TV programs, 
should be allowed to purchase one 
of the two available channels. 
There also has been discussion as 
to the propriety of the NBC -WBZ 
video relationship and whether as 
a practical if not contractual ex- 
clusive affiliation arrangement it is 
not in violation of the FCC rules 
against such exclusivity. 

The majority feeling has report- 
edly been that such matters, im- 
portant though they may be, are 
not properly part of the immediate 
discussion which apply to tariff 
considerations rather than to net- 
work- station relationship. 

It is understood, however, that 
the possibility of an appeal to the 
FCC has been considered if the 
final allocations are unsatisfactory 
to all networks. When the meet- 
ings broke up last Wednesday, a 
rumor quickly sprang up that this 
already had been done. But net- 
work conferees, in denying the 
rumor, pointed out that no appeal 
to the Commission can properly be 
made until AT &T has promulgated 
definite allocations to which one 
or more of the networks might 
want to object and to try to have 
overruled. 

A report that DuMont had sent 
a seven -page letter to the FCC was 
similarly denied by that network, 
which explained that the rumor 
apparently stemmed from a three - 
page confidential memo distributed 
to members of the conference 
group. An FCC observer at the 
sessions received a copy of this 
memo, the DuMont spokesman said, 
but only for his information and 
not in any sense as an appeal for 
any official action. 

CBC Governors To Meet 
TELEVISION for Vancouver, and 
perhaps for other sections of Can- 
ada, and recommendations for TV 
licenses to independent station op- 
erators, are expected to be major 
items of business at the September 
meeting of the board of governors 
of Canadian Broadcasting Corp. 
Meeting is being held at Vancou- 
ver, Sept. 19 -20, and it is under- 
stood that Vancouver AM stations 
will press for permission to start 
a TV outlet at Vancouver, since 
CBC is not planning such outlet 
at present. 

TV Network Clients for October 
(Continued from page 53) 

Sponsor 
Armour & Co. 
Armstrong Cork Co. 
Arnold Bakers 
Atlantic Refining Co. 
Avco Mfg. Co. 

P. Baltentine & Sons 

Barbasol Co. 
Bell & Howell Co. 
Bendix Home Appliances 
Benrus Watch Co. 
Best Foods Inc. 
Bigelow -Sanford Carpet 

Co. 
Bloch Bros. Tobacco Co. 

Bonafide Mills Inc. 
Bond Stores Inc. 

Block Drug Co. 
Bristol -Myers Co. 

Brown Shoe Co. 
Bymart Inc. 
Campbell Soup Co. 
Canada Dry Ginger Ale 

Inc. 
Carter Products Co. 
Chesebrough Mfg. Co. 

Cities Service Co. 
Chrysler Corp. 

Colgate-Palmolive -P e e t 
Co. 

Columbia Records Inc. 
Consolidated Cigar Corp. 
Congoleum -Nairn 
Drug Store Television 

Productions 

Allen B. DuMont Labs 

Electric Auto -Lite Co. 
Emerson Radio & Phono - 

graph Corp. 
Esquire Boot Polish 
Firestone Tire & Rubber 

Co. 
Food Store Programs 

Corp. 
Ford Motor Co. 

General Electric Co. 
General Foods Corp. 

General Mills 

General Motors Corp. 

General Shoe Corp. 
A. C. Gilbert Co. 
Gillette Safety Razor Co. 

B. F. Goodrich Co. 

Goodyear Tire & Rubber 
Co. 

Gospel Broadcasting 
Assn. 

Green Giant Co. 
Gruen Watch Co. 
Gulf Oil Corp. 

Homecraft Publishing 
Co. 

Household Finance Corp. 
Hudson Motor Car Co. 
International Cellucot- 

ton Products Co. 
International Latex 
International Shoe Co. 

International Silver Co. 
Ironrite Ironers Corp. 

S. C. Johnson & Sons 
Walter II. Johnson Candy 

Co. 
Kellogg Co. 

Program 

Gross Time 
Charges 
October Net - 

1949 work 
Stars Over Hollywood - NBC 
Circle Theatre - NBC Robert Q. Lewis - CBS 
Football Games - NBC 
This Is Show Business 24,695 CBS 
Who Said That? 32,400 NBC 
Show of Shows - NBC 
Boxing Bouts 22,800 CBS Believe It or Not - NBC 
Week in Review 4,900 CBS Action Autographs 6,740 ABC 
Chance of a Lifetime - ABC 
Show of Shows - NBC 
Penthouse Party - ABC 
Bigelow Show 26,825 
Fishing & Hunting 

Club 7,920 
Versatile Varieties 27,000 
Sport Highlights 4,894 
Hands of Mystery - 
Mystery Playhouse 
Lucky Pup 7,424 
Break the Bank 15,870 
Smilin' Ed McConnell - 
Una. - 
Jack Carter Show . - 
Super Circus 
Sing It Again 
Roller Derby 
Greatest Fights 
Band of America 
Treasury Men in 

Action 
Groucho Marx Show 

Howdy Doody 
Comedy Theatre 
Colgate Scoreboard 
Show Goes On 
Plainclothesman 
Garrowayat Large 

11,208 

9,081 
9,760 

11,925 

17,160 
20,910 

Cavalcade of Stars 25,600 
Cavalcade of Bands 
The O'Neills 10,920 
Morey Amsterdam 

Show 21,265 
Suspense 14,665 

The Clock - 
Hold That Camera - 
Voice of Firestone 20,550 

Star Time - 
Toast of the Town 34,850 
Ford Theatre 9,100 
Ford Star Revue 
Kukla, Fran & 011ie 
Fred Waring Show 41,500 
Aldrich Family 19,800 

Mama 
rag Cassidy 

15,780 
- 

The Goldbergs 18,631 
Lone Ranger 17,868 
Una. 
Inside USA 12,150 
Football Games 19,438 
Television Theatre 32,550 
Roller Derby 5,250 
CBS News 20,280 
Fireball Fun -For -All 44,950 
Acrobat Ranch 
Roar of the Rails 5,440 
Boxing Bouts 9,840 
Arthur Godfrey - 
Celebrity Time 20,541 
Celebrity Time - 
Whiteman Goodyear 

Revue 

Old- Fashioned Re- 
vival Hour 

Una. 
Blind Date 
We, the People 
We, the People 
Wrestling Scene 
Wrestling Interviews 
People's Platform 
Billy Rose's Playbill 

Fun for the Money 
Look Your Best 
Howdy Doody 
Super Circus 
Silver Theatre 
Hollywood Screen 

Test 
Jack Carter Show 

Captain Video 
Irene Wicker 
Tom Ranger 
Howdy Doody 

14,880 

13,260 

9,098 

9,590 

30,791 

No. of Hours 
Stations per week 
'99 '50 49 '50 

46 
48 

11 

4 
5 

CBS 33 

DuM 
NBC 
NBC 
DuM 
CBS 
CBS 
NBC 
NBC 
CBS 
NBC 

ABC 
CBS 
ABC 
NBC 
NBC 

6 
36 
16 

11 
18 

30 

10 
14 
17 

12 - 
90 

5 
12 

gt i 
31 - 34 

33 
35 _10 min. 
56 34 

- 

- 
36 - 5 n. 
11 - 
15 

44 . iY 
13 - 
60 - 
41 - 
25 
15 

32 

ABC - 62 
NBC - 56 

NBC 21 31 
NBC 21 58 
DuM - 35 
CBS - 95 
DuM - 14 
NBC - 47 

DuM 
DuM 
DuM 

18 

11 

34 

St 

1 - 10 min. - 1/2 

- i 

19 1 1 
18 - 1 - ift 

g Th 

1/2 

34 - 1 
33 
30 34x 343 
45 - 1 
55 3¢ 

1 1 
29 34 zfs 
25 - 
- 34 34 

55 34 

42 2341 234 

- 11 

aY4 1?/a 
1 

DuM 31 
CBS 16 23 

NBC - 31 
DuM - 34 

NBC 18 34 

DuM 
CBS 
CBS 
NBC 
NBC 
CBS 
NBC 
NBC 
CBS 
CBS 
ABC 
ABC 
CBS 
DuM 
NBC 
ABC 
CBS 
NBC 
ABC 
CBS 
NBC 
CBS 
ABC 
CBS 

20 
11 

27 
17 

14 
15 
26 

30 
20 
35 

4 
8 

38 

15 
24 

26 

90 

54 
47 

46 

ABC - 41 - 34 

ABC 
ABC 
ABC 
CBS 
NBC 
DuM 
ABC 
CBS 
ABC 

ABC 
CBS 
NBC 
ABC 
CBS 

- ABC - NBC 

14,280 

20 

11 

9 

24 

30 

DuM - 
ABC 13 
CBS - 12 
NBC - 31 

39 
18 
26 

44 
13 
13 

15 
59 

25 
45 
13 

10 

30 

11 

% 

34 

34 

34 

34 

Una. -unavailable at this t 34 hour every other t 1 hour every other time week week 
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Sponsor 
Kroger Co. 
Lamont, Corllss & Co. 
Lever Bros. Co. 

Libby, McNeill & Libby 
Liggett & Myers Tobacco 

Lionel Corp. 
P. Lorillard Co. 

Luden's 
M & M Ltd. 
Magnavox 
Maiden Form Brassier 

Co. 
Manhattan Soap Co. 
Mars Inc. 
C. H. Masland & Sons 
Mason, Au & Magen- 

heimer, Confectionery 
Mfg. Co. 

Miles Labs 
Minnesota Mining & Mfg. 

Co. 
Mohawk Carpet Mills 
Jules Montenier Inc. 
Philip Morris & Co. 

Nash- Kelvinator Corp. 

National Dairy Products 

Nestles 
Olney & Carpenter 
Owens - Corning Fiber- 

glass Corp. 
Pabst Brewing Co. 

Packard Motors 
Pal Blade Co. 
Peter Paul 
Pepsi -Cola Co. 
Pharma -Craft Corp. 
Philto Corp. 

Phillips Packing Co. 
Pillsbury 

Procter & Gamble Co. 

Quaker Oats Co. 

R. J. Reynolds Tobacco 

Riggio Tobacco Co. 
Ronson Art Metal Works 
Roselleld Packing Co. 
Schenley Industries 
Scott Paper Co. 
Seeman Bros. 

W. A. Shaeffer Pen Co. 
SOS Co. 

Speidel Corp. 

Standard Oil Co. of In- 
diana 

Standard Oil Co. of New 
Jersey 

Snow Crop Marketers 
Sterling Drug Inc. 

Sun Dial Shoes 
Sylvania Electric Carp. 
Sun Oil Co. 

Swift & Co. 
Stokely -Van Camp 
Texas Co. 
Tidewater Associated 

Oil Co. 

Time Inc. 
Trimonnt Clothing Co. 
Unique Art Mfg. Co. 
U. S. Rubber Co. 
V. S. Tobacco Co. 

Wander Co. 
Westinghouse Electric 

Corp. 
Whitman 
Wine Corp. of America 
Wine Advisory Board 
Wildroot Co. 
Young People's Church 

of the Air 
Wm. Wrigley Jr. Co. 

* One Timer 
t 34 hour every other 

week 
Una. -Unavailable 

Gross Time 
Charges 
October Net - 

Program 1949 work 
Alan Young Show 
Mr. I. Magination 
Godfrey's Talent 

Scouts 13,200 
Lux Theatre - 
Big Town 
The Clock 28,320 
Auction -Aire 7,080 
Godfrey & His 

Friends 47,600 
Perry Como - 
Supper Club 20,970 
Joe Di Maggio Show - 
Stop the Music 14,593 
Original Amateur 

Hour 36,200 
The Web - 
Sing It Again - 
Super Circus - 
Magnavox Theatre - 

No. of 
Stations 

'49 '50 - CBS - 18 - CBS - 17 

Vanity Fair 3,360 
One Man's Family - 
Howdy Doody 11,100 
At Home Party 11,320 

Chester, the Pup 
Quiz Kids 20,700 

Show of Shows - 
Mohawk Showroom 61,540 
What's My Line? 
Candid Camera 12,600 
Horace Heidt 
Ruthie on the Tele- 

phone 28,105 
Truth or Consequences - 
Homemakers Ex- 

change 8,640 
Morton Downey - 
Airflyte Theatre - 
Kukla, Fran & 0111e 46,350 
Kraft TV Theatre 32,200 
Una. - 
Homemakers Exchange - 
Vanity Fair 
Life of Riley 27,900 
Boxing Bouts - 
Holiday Hotel 
Pal Headlines 8,115 
Hank McClune Show - 
Faye Emerson - 
Sugar Bowl - 
Philco TV Playhouse 53,100 
Don McNeill TV Show 
Lucky Pup 7,024 
Godfrey & His 

Friends 
Fireside Theatre 16,920 
Shubert Musicals - 
Beulah - 
Americana - 
Kukla, Fran & 0111e 97,245 
Man Against Crime 13,260 
Vaughn Monroe Show 
Camel News Caravan 64,160 

Leave It to the Girls - 
Twenty Questions - 
Captain Video - 
Roller Derby 10,784 
Dione Lucas 4,400 
Vanity Fair 3,360 
I Cover Times Square - 
This Week in Sports 6,080 
Show of Shows - 
Homemakers Exchange 
Ed Wynn Show 21,040 
Tele Theatre - 
Navy -Notre Dame 

Game* 
Wayne King Show 

Tonight on Broad- 
way 

Alan Young Show 
Football Games 
Show of Shows 
OK Mother 
Sing It Again 
Lucky Pup 
Beat the Clock 
Football Games 
Football Highlights 
Super Circus 
The Little Show 
Texaco Star Theatre 

CBS 
CBS 
CBS 
NBC 
ABC 

CBS 
CBS 
NBC 
NBC 
ABC 

NBC 
CBS 
CBS 
ABC 
CBS 

CBS 
NBC 
NBC 
CBS 

8 

42 
5 

45 

39 

27 

26 

3 

22 
17 

38 
29 
29 

49 
60 

35 
52 

56 
26 
13 
18 
17 

35 
41 
41 

ABC - 12 
NBC 

NBC 
NBC 
CBS 
CBS 
CBS 

CBS 

CBS 
CBS 
CBS 
NBC 
NBC 
NBC 
CBS 

CBS 
NBC 
CBS 
ABC 
ABC 
NBC 
CBS 
ABC 
NBC 
ABC 
CBS 

CBS 
NBC 
NBC 
ABC 
NBC 
NBC 

CBS 
CBS 
NBC 
NBC 
ABC 
DuM 
ABC 
CBS 
CBS 
ABC 

NBC 
CBS 
CBS 
NBC 

11,475 CBS 
5,910 NBC 

15,006 

26,308 

5,810 

41,200 

Broadway to Holly- 
wood 

Crusade in Europe 20,796 
Amazing Dr. Polgar 10,359 
Howdy Doody 8,520 
Lucky Pup 8,176 
Martin Kane, Private 

Eye 22,230 
Howdy Doody - 
Studio One 
Show of Shows 
Can You Top This? 
Dione Lucas 
Show of Shows 

Youth on the March 
Gene Autry 

BROADCASTING 

43,350 

4,440 

10,289 

t 1 hour every other 
week 

Telecasting 

CBS 

CBS 
NBC 
DuM 
CBS 
CBS 
CBS 
ABC 
ABC 
ABC 
NBC 
NBC 

Hours 

49 
we 

'50 - 34 

34 
34 

34 

34 

a/4 

18 28 34 

35 - 10 
23 

33 
41 1'/4 - - 

- 46 

8 - 25 min. 
54 
- 

34 

upcoming 

NAB District Meetings 
Sept, 7 -8: Dist. 13, Plaza Hotel, San ntonio. 
Sept. 11 -12: Dist. 14, Colorado Hotel. 

Glenwood Springs, Col. 
Sept. 14 -15: Dist. 8, Lincoln Hotel, 

Indianapolis. 
Sept. 18 -19: Dist. 7, Terrace Plaza 

Hotel, Cincinnati. 
Sept. 21 -22: Dist. 9, Northernaire Hotel, 

Three Lakes. Wis. 
Sept. 25 -26: Dist. 11, St. Paul Hotel, 

St. Paul. 
Sept. 28 -29: Dist. 10, Chase Hotel, St. 

Louis. 
Oct. 2 -3: Dist. 12. Tulsa Hotel, Tulsa. 
Oct. 6 -7: Dist. 3, Bedford Springs Hotel, 

Bedford, Pa, 
Oct. 9 -10: Dist. 1, Somerset Hotel, 

Boston. 
Oct. 12 -13: Dist. 2, Ten Eyck Hotel, 

Albany, N, Y. 
Oct, 26 -27: Dist. 6, Roosevelt Hotel, 

New Orleans. 
Nov. 2 -3: Dist. 4, Williamsburg Inn and 

Lodge, Williamsburg, Va. 
Nov. 9 -10: Dist. 5; Ansley Hotel, At- 

15 1188 5min. 5min. lanta. 
60 1 

34 42 1 1 
22 

13 1 1 - 18 - 1 min. 

- 
39 

3 
5410 

min. 

30 
s 34 

25 - 5 min. - - 31 - 1h - 43 
23 

47 60 
39 

10 - 
19 

44 

11 

22 

13 

6 

23 

58 
31 
29 
60 
32 
55 

45 
35 
36 

11 
14 

15 

35 
18 

42 

1 1 

Aug. 30 -Sept. 2: Western Assn. of 
Broadcasters, Jasper Park Lodge, Jas- 
per, Alta. 

Sept. 9: West Virginia AP Radio Assn., 
White Sulphur Springs. 

Sept. 18 -21: Financial Public Relations 
ssn. Convention, Hotel Statler, Bos- 

ton. 
Sept. 19 -20: Canadian Broadcasting 

Corp. Board of Governors, Van- 
couver. 

Sept, 23 -30: National Television & Elec- - 1 tronics Exposition, 69th Regiment 
34 - Armory, New York. 

Y Sept. 25 -27: 41st Annual Meeting Assn. 
of National Advertisers, Drake Hotel, 

# Chicago. 
Sept. 28 -29: National Retail Dry Goods 

154 Assn. Radio -TV Workshop, Hotel 
Stotler, New York. 

34 Sept. 30 -Oct. 7: Canadian Radio Week. 
1y4 Oct. 5: Second International Adverts- _ Vz ing Convention, Hotel Plaza, New 

S York. 
Oct. 6 -7: Ohio State U.'s annual adver- 

tising and sales promotion confer- 
ence, Columbus. 

Oct. 9 -March 19: Advertising & Selling 
Course, Advertising Club of New 
York, New York. 

134 

it 

34 

34 

4- 10 min. - 1 min. - Oct. 58 -21: NBC Annual Affiliates' Meet- - 34 ing, Greenbrier Hotel, White Sulphur 
Springs, W. Va. 

Oct. 22 -24: 10th District convention of 
Advertising Federation of America, 
Amarillo. Tex. 

Oct. 23 -24: North Carolina Assn. of 
34 Broadcasters, Mid -Pines Club, South- - ern Pines, N. C. 

1/2 Oct, 30 -Nov. 1: Radio- Television Mfrs. 
Assn. and Institute of Radio Engi- - neers, Hotel Syracuse, Syracuse, - 14 N. Y. 

2- 36 Nov. 16 -18: National Assn. of Radio 
News Directors convention, Hotel 

34 
Sherman, Chicago. 

1 31 

7 - 3 
8 13 34 34 

13 

17 

10 

32 

25 
21 
47 

4 
13 

9 
20 

14 

27 
37 

2% 

234 

DuM - 2 34 
ABC 33 - 25 min. - 
NBC 21 

- 10 
"min. 

CBS 14 - V - 
NBC 26 45 
NBC - 46 

CBS 27 47 
NBC - 30 
ABC - 23 
CBS 5 - 
NBC - 30 

ABC 
CBS - 7 

34 
ï4 

1 1 - 10m34in. 

34 
10min. 

12 25 34 34 

WCAU -TV Serial 
ONE of television's first 
dramatized daytime serials 
will be launched next month 
on WCAU -TV Philadelphia, 
according to Charles Vanda, 
vice president in charge of 
television for the WCAU sta- 
tions. Mr. Vanda said top - 
grade motion picture films 
will be used and serialized by 
cutting them into 15- minute 
daily segments. The films 
will be scheduled Mon.-Fri., 
beginning Sept. 11. 

AT &T TARIFF 
Files Charges With FCC 

TARIFF CHANGES to provide 
for interconnection of its network 
television audio channels with those 
of private TV broadcasters, and to 
broaden its interconnection policy 
with respect to intercity video chan- 
nels, were filed with FCC last week 
by AT &T. 

Where the former tariffs pro- 
vided for interconnection with 
broadcasters' intercity radio relay 
video channels only at a studio or 
television broadcasting transmitter, 
the new ruling permits intercon- 
nection at practicable service points 
on existing telephone company 
channels, where FCC has author- 
ized operation of a relay channel 
by the broadcaster. The tariff 
stipulates, however, that the broad- 
caster shall have available equip- 
ment and personnel necessary to 
assure testing and monitoring at 
the point of interconnection. 

The provision for interconnection 
of audio channels is in line with 
FCC's requirement that AT &T link 
its intercity video facilities with 
those of private broadcasters to 
cover areas where the telephone 
company does not yet have facili- 
ties to provide full service. 

NEW annex, adjacent to main build- 
ing, housing workshop and storage 
space for sets and art materials, 
added at WAAM (TV) Baltimore. 

NOW:.. 
DAILY TV SERVICE 

FROM 7:30 AM 'TIL 

AFTER MIDNIGHT - 
IN THE MIDWEST'S 

2ND LARGEST TV 

MARKET. 

Choice participations 

available in live programs 

with professional talent. 

"'Starting Sept. 4th 

WLW- TELEVISION 

WLW-T WLW-D WLW-C 
CINCINNATI DAYTON COLUMBUS 
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INSPECTING location of New Orleans' first department store -D. H. Holmes 
Ltd., which recently signed for one -hour Shoppers' Revue on WDSU -TV- 
are (I to r): Howard Enders, v. p., Robert J. Enders Adv.; Edgar B. Stern Jr., 
mng. partner, WDSU -TV; Sidney Donnaud, Holmes sales prom. mgr.; Louis 

Read, WDSU -TV coml. mgr. 
MNIIMPI` 

SEWS 

MACH! 

RESTING between shooting of NBC 
television film spots to be used to 
plug fall return of Milton Berle to 
the network are (I to r): Norman 
Blackburn, director, NBC Western TV 
operations; Mr. Berle, and Joseph A. 
Thomas, president, Telefilm Inc., 
Hollywood, whose firm produced the 

16 commercials. 

APPEARING before the cameras at 
WFAA -TV Dallas, four -year -old Jill 
Higgins runs a Pfaff sewing machine 
during Bob Stanford's Wrestling 
Warm -up. Telecast resulted in 36 
direct sales plus many queries the 
next day for Saxon Sewing Machine 
Co., Pfaff distributor in nearby Grand 

Prairie. 

WINNER of the "Best in Design Girl" 
for television contest held in New 
York, Elaine Stuart of Upper Mont- 
clair, N. J., is congratulated by Paul 
V. Galvin, president of Motorola Inc., 
sponsor of contest in connection with 
showing of new 1951 TV line. Win- 
ner received TV console and network 

contracts. 

DISCUSSING production of TV film 
commercials by Five Star Productions, 
Hollywood, for S. O. S. Co. (scouring 
pads), are (I to r): Alden S. (Bill) 
Nye, TV production dir., McCann - 
Erickson; Yvette Reynard, featured 
player; Robbins Milbank, v. p., M -E. 
S. O. S. will sponsor segment of 

NBC's Saturday Night Revue. 

AT Luxembourg ceremonies in which U. S. Ambassador Perle Mesta and 
M. Rene Peulvey, dir. general, Radio Luxembourg, are presented American 
Legion gold medal for distinguished service to veterans, are (I to r): M. 
Peulvey; Lt. Cmdr. C. Denby Wilkes, A. L.; Madam Mesta; Maj. Benjamin 
Namm, dir., Avco Corp., who presented medal, and J. Emelius, mayor 

of Luxembourg. 

Billings Mount 
(Continued from page 53) 

able to offer it to all networks on 
a pooled basis without snaking any 
payment at all for time. 

Comparison, advertiser by adver- 
tiser, program by program, of the 
video commercials broadcast in 
October a year ago and signed to 
date for airing in October of this 
year, is shown in the table on page 
53. It should be noted that the 
number of stations reported for 
each commercial program for Octo- 
ber 1950 is based on orders from 
clients, not all of which have been 
accepted by all of the desired sta- 
tions. Until the completion of allo- 
cation of TV network facilities 
among the four networks and until 
all station acceptances are in, a 
final station count is impossible. 

By TELECASTING estimates, there 
were 2,574,486 television sets in 
use in October 1949. There prob- 
ably will be about '7,500,000 by 
October of this year. 

The most common fear held for 
television's future is that an in- 
vigoration of the nation's rearma- 
ment program might arrest its 
circulation growth. The qualifica- 
tion -"... unless there's a worsen- 
ing of the international situation" 
-was inserted in forecasts by 
many industry leaders with whom 
TELECASTING talked last week. 

War Threat 
World war or the threat of it, it 

was feared, would change the de- 
velopment of television as it would 
the whole of the U. S. economy. 
Because television, more than any 
other industry, is in the throes of 
vast expansion, it would be apt to 
feel a belt- tightening worse than 
most. 

New York agency men are en- 
thusiastic about the fall television 
business. Typical opinions are ex- 
pressed in the following state- 
ments: 

Lewis H. Titterton, vice presi- 
dent in charge of radio and tele- 
vision production, Compton Adver- 
tising Inc.: "The Procter & Gamble 
Fireside Theatre will very soon 
complete its second year on televi- 
sion and we are, of course, antici- 
pating greatly increased use of this 
medium as developments justify. 
The films for exhibition during the 
balance of 1960 have already been 
completed and work is proceeding 

on the films to 
be telecast during 
the first six 
months of 1951. 
A great many of 
our clients are us- 
ing television 
commercial spots 
of varying length 
with excellent 
success." 

C. H. Cotting- 
ton, vice president 

in charge of radio and television, 
Erwin Wasey & Co.: "This year we 
have five clients using TV as op- 
posed to two last year. We rather 
think that television will continue 
to progress until there is no time 
available and that could easily 
occur before 1951. It's the opinion 

Mr. Cottington 

also in this shop that AM radio is 
not dead by any means and barring 
further war news, television will 
continue its up and onward swing." 

Campbell -Ewald Plans 

Winslow H. Case, senior vice 
president, Campbell -Ewald Co.: 
"As matters stand at the present, 
Campbell -Ewald Co. plans to in- 
crease its television programming 
for the coming year. Of course, 
war developments may change the 
picture at any writing." 

Garth Montgomery, director of 
television, Kenyon & Eckhardt: 
"This fall we will have Space Ca- 
dets for Kellogg, three times a 
week, one hour -long dramatic show 
each week for two advertisers on 
alternate weeks, Ford and Magna- 
vox, plus Toast of the Town for 
Mercury Dealers. This amounts to 
two hours and 45 minutes per week 
aside from spot television activity 
which the agency will produce. 
Among the latter are such frequent 
spot advertisers as Beechnut Gum 
and Hudnut " 

Don McClure, supervisor of TV 
production, N. W. Ayer & Son: 
"Our TV billing is increasing at a 
greater proportion than it did a 
year ago. We now have 20 active 
clients in television and a number 
of other potential advertisers in- 
terested." 

'Powerful Tool' 

Herbert B. West, head of tele- 
vision, BBDO: "During the coming 
year nearly 50 of BBDO's clients 
will be using television. To us 
television is another powerful tool 
in the agency's kit of methods to 
create a favorable public impres- 
sion of a client's goods or services. 
Television has passed beyond the 
stage where merely to use it was 
to gain attention and create sales. 
Now it must be used in full aware- 
ness that misdirected efforts can 
prove as disappointing in television 
as they can in any other medium. 
On the other hand -since television 
has such impact -good use of tele- 
vision can produce breathtaking re- 
sults. From here on competition 
among television advertisers will 
be a battle of wits more sharp than 
has ever existed in advertising. 
Television has shown that it has 
plenty of riches to give to the wise." 

UN Standby 
TO insure viewers of up- to -the- 
minute reports on crucial meetings 
of the United Nations WAAM 
(TV) Baltimore has arranged to 
have its network service on standby 
while running its regular after- 
noon programs. When he deems 
necessary, Program Manager Her- 
bert B. Cohan monitors the net- 
work pool and orders cutins on 
local studio shows. 
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film report 

DRYER & WEENOLSEN PRO- 
DUCTIONS INC., New York, an- 
nounces acquisition of national dis- 
tribution rights to Disc Jockett, 
three -minute silent film series on 
visual themes to accompany com- 
mentary and music of disc jockey. 
Thirty -two now available in half - 
hour packages of six films on spot 
basis. Produced in Hollywood by 
Stellar Productions. 

Eastman Kodak Co. has new fil- 
ter technique to improve television 
images transmitted from motion 
picture film. Process uses filter of 
infra -red absorbing glass and in- 
terference filter placed between 
projection light which takes out 
infra -red and red wavelengths of 
visible spectrum. Results: Better 
TV picture tone production and 
greater ease of operation of camera 
equipment, company said. 

NBC contracts with Ted Esh- 
baugh Studios Inc., New York, for 
13 16- minute TV films featuring 
Jack Barry and Joe DiMaggio, 
sponsorship Lionel Trains. First 
two series filmed immediately with 
Phil Rizzuto and Ham Fisher as 
guests of Mr. DiMaggio.... Frank- 
lin Television Productions, Holly- 
wood, has completed first of series 
of hour -long western films for TV, 
Adventures of the Texas Kid. 

Consolidated Television Produc- 
tions Inc., Los Angeles, granted 
rights by KTTV (TV) Los Angeles 
to filming of Buster Keaton Show. 
Shooting to start within few weeks. 
Half -hour program to be done in 
35mm sound and picture. Station 
will have first refusal rights. Mal 
St. Clair will direct show; Clyde 
Bruckman is writer- producer. J. 
Bert Easley is president of Con- 
solidated.... KTTV (TV) also has 
purchased 50 feature length films 
from Film Equities Corp., New 
York, for showing on Movie Gema 
program. Included : "Little Men," 
"Moonlight Sonata," "Ellis Island," 
and "Shanghai Gesture." 

Atlas Film Corp., Oak Park, Ill., 
has opened Chicago branch sales 
and screening office under super- 
vision of television director, Nor- 
man C. Lindquist. Office located at 
228 N. LaSalle St., suite 1264. 
Atlas has made TV commercials 
for Sunbeam Corp., Thor, Grey- 
hound, Armour, Swift, Borden and 
Sears, Roebuck & Co. . New 
production equipment has been in- 
stalled in Alexander Film Co.'s tele- 
vision division to meet expanded 
business, according to John Alex- 
ander, president of firm. New 
Maurer 16mm Sound Recorder 
makes it possible for company to 

film TV commercials in 35mm for 
reduction to 16mm with sound re- 
corded direct on 16mm Maurer 
equipment. In addition to TV pro- 
duction facilities, Alexander main- 
tains syndicated library of 5,000 
current TV spot commercials. Be- 
cause of complete library Alexan- 
der can offer low -cost film rental 
service. Company presently doing 
films for some 50 national manu- 
facturers in U. S. 

KFMB -TV Ups Air Time 
KFMB -TV San Diego Aug. 21 
started a schedule of afternoon 
programming, extending its weekly 
programming to over 60 hours. 
Taking up the three -hour afternoon 
time slot, 2 -5 p.m., is Ranch 
House Varieties featuring Smokey 
Rogers, singer of NBC Western 
Caravan. Sponsorship is on a 
participating basis. Jack Gross, 
owner- manager of KFMB -TV, an- 
nounced that the station program- 
ming probably would be increased 
to 70 hours weekly with the advent 
of winter shows. 

CABLE LEAKS 
ABC To Use Radioactive Gas 

ATOMIC development will benefit 
television for the first time, accord- 
ing to ABC, when radioactive gas 
is used to detect leaks in coaxial 
cables serving ABC transmitters 
in New York, Chicago, Detroit, Los 
Angeles and San Francisco. 

Announced last week by Frank 
Marx, ABC vice president in 
charge of engineering who devel 
oped the idea in cooperation with 
atomic researchers, the new process 
solves a difficulty presented by TV 
transmitter installations atop the 
Empire State Bldg. 

With almost two miles of cables 
rising vertically, the old process 
involving nitrogen gas to fill the 
cables and soap suds to detect the 
leaks would not work. The invari- 
able leaks in the couplings of the 
20 -foot cable segments cause loss 
of power and quality in the telecast 
signal. The new method of filling 
the cables with radioactive gas and 
then lowering a Geiger counter 
along the cable permits immediate 
and accurate leak detection. 

The gas is a waste product of 
A -bomb production from which the 
destructive properties of radio- 
activity have been removed. It is 
obtained from the Atomic Energy 
Commission. The new process will 
be used as soon as ABC begins 
transmitting from the Empire 
State Bldg. 
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ALEXANDER FILM CO. 
(producers of short -length 

films since 1919) 

5,000 TOP -DUALITY COMMERCIALS 

LOW -COST RENTAL SERVICE 

COMPLETE PRODUCTION FACILITIES 

FOR ANIMATED AND LIVE ACTION 

COMMERCIALS 

WIRE OR WRITE 

COLORADO SPRINGS 

ATLAS FILM CORPORATION 

ESTABLISHED 1912 

CREATORS and PRODUCERS 

of 

TELEVISION COMMERCIALS 

1111 SOUTH BOULEVARD 

Oak Park, Illinois 

CHICAGO: AUSTIN 7 -5629 

r. 

BRAY STUDIOS, INC. 
EXTENSIVE LIBRARY OF 

FILMS 
IINCLUDIND CARTOONS! 

Available for television 
SEND IOR CATALOGUE 

129 SEVENTH AVE., NEW YORK, 19 

Save Time! Save Money! 
Low Cost High Powered 

FILM COMMERCIALS 
"Finest in Film Since 1937" 

LABORATORY 
FAST 72 HR. SERVICE! 

WALNUT 2164 

FILM ASSOCIATES, INC. 
440 E. Schantz Ave. Dayton 9, Ohio 

GRAY - O'REILLY 
COMMERCIAL SPOTS 

FOR TELEVISION 

480 LEXINGTON AVE. 

NEW YORK 

PLAZA 3 -1591 

RKO PATHS, INC. 

625 MADISON AVE. 

NEW YORK, N. Y. 

PLAZA -3600 

SARRA, INC. 

TELEVISION COMMERCIALS 

MOTION PICTURES 

SOUND SLIDE FILMS 

NEW YORK - CHICAGO 

HOLLYWOOD 

TELEFILM, INC. 
COMPLETE FILM PRODUCTION 

FOR 
TV SPOTS -PROGRAMS 

All Production Steps 
In One Organization 

6039 HOLLYWOOD BLVD. 

HOLLYWOOD 28, CALIF. 

HOLLYWOOD .7205 

TELESCRIPTIONS 
ANIMATED AND LIVE ACTION 

FILM SPOTS 
3O_ICONO ANO I MINUTE 

823 VICTOR BUILDING 

WASHINGTON, D. C. 

STERLING 4650 

VIDEO VARIETIES CORP. 

TELEVISION PROGRAM FILMS 
TELEVISION COMMERCIALS 

BUSINESS MOVIES 
SLIDE FILMS 

-FROM SCRIPT TO 

FINISHED PRINT 
OWNERS AND OPERATOR Or 

WEST COAST SOUND STUDIOS 
510 W. 57TH STREET. N. Y. C. 

WITH EXPERIENCED MANPOWER 
AND COMPLETE FACILITIES 

41 E. 50TH ST., NEW YORK 

MURRAY HILL D -1162 

BROADCASTING - TELECASTING 

FILM & PRODUCTION 

DIRECTORY 

IS PRINTED THE 

LAST ISSUE OF 

EACH MONTH 

GUARANTEED PAID CIRCULATION 

EXCEEDS 15,000 
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Media Dominance 
(Continued from page 19) 

will take it in 1950. Magazines 
and newspapers can fight it out for 
second place." 

He cited 1949 national advertis- 
ing expenditures in Printers' Ink, 
which credits radio with $439,200,- 
000 ($50,000,000 of this is TV), 
newspapers $465,000,000 and maga- 
zines (including national farm pa- 
pers) $492,500,000. 

The NARSR study predicts that 
when FCC's 1949 figures are pub- 
lished they probably will show 
something like the following: Na- 
tional network time sales, $129; 
300,000; regional and miscellane- 
ous networks, $7,529,000; national 
spot time sales, $118,425,000; tal- 
ent costs, network and stations 
(Printers' Ink formula) $146,771,- 
050; television time and talent cost, 
$50,000,000; total, $452,025,050. 

(The BROADCASTING 1950 YEAR- 
BOOK estimated net 1949 national 
network time sales at $127,500,000 
and national and regional non -net- 
work at $112,000,000, with regional 
and miscellaneous networks, $7,- 
500,000. Adding $181,900,000 local 
time sales, the total was $428,990,- 
000. TV time sales in 1949 were 
estimated at $24,750,000, consisting 
of network, $9,900,000; spot, $8,- 
600,000 and local, $6,250,000.) 

In explaining its estimated FCC 
1949 figures, NARSR explains they 
"will not be one -time theoretical 
card rates but will be actual rev- 
enue to the networks and stations. 
This estimate of $452,025,050 is 
based on NAB estimates of the 
time costs in 1949, plus a fair esti- 
mate for the talent costs and tele- 

s 

RhymalineTime,featuring emcee 
David Andrews, pianist Harry 
Jenks and KMBC -KFRM's cele- 
brated Tune Chasers, is one of 
the Heart of America's favorite 

morning broadcasts. Heard each 
weekday morning from 7:30 to 
8:15, Rhymaline Time is a musi- 
cal- comedy program that pulls 
more mail than any other current 
"Team" feature. 

Satisfied sponsors have includ- 
ed, among others, Katz Drug 
Company, Land -Sharp Motors, 
Jones Store, and Continental 
Pharmaceutical Corp. 

Contact us, or any Free & Peters 
Colonel" for availabilities! 

KMBC 
of Kansas City 

KFRM 
for Rural Kansas 
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vision time and talent. Talent costs 
are figured on advertising agency 
experience and trade -paper esti- 
mates of talent costs. 

"So we have actual corrected 
costs to the advertiser in broadcast 
advertising as against theoretical 
one -time rates figured for news- 
papers and magazines. How much 
the newspaper and magazine fig- 
ures should be discounted from one- 
time rates to arrive at the actual 
expenditure for advertising is any- 
body's guess. The tendency is to- 
ward flat rates, but Life and Look 
have frequency discounts; so does 
the New York Times, to mention 
only a few of the larger ones. 

"There is one more adjustment 
that should be made as between 
newspaper and broadcast advertis- 
ing. In measuring broadcast ad- 
vertising there is no guesswork in 
the FCC figures as to what is na- 
tional and what is local. The broad- 
cast stations file with the FCC an 
exact statement of their network 
income, national spot income and 
income from local. 

Local Income 

"But the income from local com- 
prises a great deal of automotive - 
dealer and county -dealer organiza- 
tion advertising, a great deal of 
national advertising billed locally 
to get the local rate, and much ad- 
vertising of national advertisers 
placed at the local rate by local 
branches, distributors, retailers, 
etc. Broadcast advertising is too 
young to have completely straight- 
ened out its relations in regard to 
retail and general, local and na- 
tional rates and credits. 

"So when you get down to dis- 
counting the newspaper and mag- 
azine figures, and adding to 
broadcasting the real national ad- 
vertising billed as local, the infant 
broadcasting business has a very 
good case for its claim to leader- 
ship." 

The broadcast advertising fig- 
ures do not include transit or store 
broadcasting in the radio and tele- 
vision total. In combining radio and 
TV, NARSR says they "are at 
least as close as Sunday magazine 
supplements and daily newspapers. 
Television stations in many cases 
are operated by owners of AM sta- 
tions. The national networks are 
both AM and TV networks. 
NARSR members who represent 
the stations for the sale of national 
spot time have contracts with the 
vast majority of the leading radio 
stations and with 72 television 
stations. The two arts of radio and 
television are closely allied in their 
creative, sales, talent, program- 
ming and most other functions." 

Broadcast on War Aims 
BROADCAST by Col. S. W. A. 
Marshall, military commentator of 
the Detroit News, on the issues in- 
volved in the Korean war and de- 
livered over WWJ Detroit on Aug. 
7 was reprinted in the Congres- 
sional Record last week by Rep. 
Gerald R. Ford Jr. (R- Mich.). 

Connecticut Race 
(Continued from page 28) 

agency in New York. He felt the 
3 -1 ratio for television in point of 
time expenditures was a reasonable 
estimate. 

Some of the programs will fea- 
ture well -known political personali- 
ties including Harold Stassen, who 
is backing Mr. Bush's candidacy. 

Radio -wise four stations had 
been set last week: WTIC WONS 
Hartford; WICC Bridgeport, and 
WNHC New Haven. It was indi- 
cated that many other Connecticut 
AM stations also would get por- 
tions of the funds to be parceled 
out by the Republican State Cen- 
tral Committee. New York sta- 
tions are not included in his radio - 
TV plans at present, authorities 
said, though they may be added 
sometime in the future. 

Sen. Benton, who must compete 
for the remainder of an unexpired 
term that runs out in 1953 under 
rules governing his appointment 
by Gov. Chester Bowles in 1949, will 
use one, five and 15- minute spots 
and programs on radio -TV. List 
of stations currently is being 
worked out, but it is known that a 
heavy proportion will go into radio. 

As a former business associate 
and close friend of Gov. Bowles, 
Sen. Benton may elect to utilize a 
formula for radio introduced by the 
Connecticut governor in 1948. 
Gov. Bowles used 15- minute pro- 
gram slots for interviews instead 
of speeches by politicians. He 
also is credited with being the first 
to use the one -minute endorsement. 

Mr. Bush lunched recently with 
top radio executives in Hartford, 
outlining views on his campaign 
and use of radio and television. 
Walter Haase, manager of WDRC 
Hartford, and other station officials 
attended. 

Also running in Connecticut's 
Senatorial race is Sen. Brien Mc- 
Mahon, Democrat, for the full six- 
year term. His radio -TV plans 
have not been set, but it was ex- 
pected that he would use as much 
radio -TV time, out of funds al- 
located by the Democratic State 
Central Committee, as Sen. Benton. 
Gov. Bowles also will use both 
media, it was understood, on behalf 
of his own campaign. 

CENSUS REVISIONS 
Made for Seven Cities 

PRELIMINARY 1950 population 
totals for certain metropolitan 
areas have been revised by the 
Bureau of Census, Washington. 
Revisions and one new figure an- 
nounced change seven of the pre- 
liminary totals published in the 
Aug. 14 MARKETBOOK. Following 
are the changes (Mktbk- Market- 
book figure; Rev.- Revised figure 
since then) : 

Asheville 

1950 
Popu- 

lation 

1950 
Families 

1950 
Rodio 

Fomilies 

Mktbk. 112,856 31,524 28,308 
Rev. 122,557 33,968 30,503 

Atlanta 
Mktbk. 663,711 185,394 165,334 
Rev. 663,164 185,228 163,556 

Baltimore 
Mktbk. 1,326,259 370,478 359,046 
Rev. 1,320,754 368,925 

Birmingham 
Mktbk. 554,393 154,858 138,133 
Rev. 554,186 154,683 138,367 

Bridgeport, Conn. 
Mktbk. (No metropolitan area figures 

available) 
Rev. 258,361 72,168 71,374 

Butta la 
Mktbk. 1,081,022 307,961 295,284 
Rev. 1,081,695 302,149 296,106 

Political Policies 
ARKANSAS Broadcasters Assn. 
announced last week that it wants 
a survey of all other state broad- 
casters' organizations on policies 
or regulations governing political 
broadcasting on Election Day. Ted 
Rand, co -owner of KDRS Para- 
gould, invites state secretaries to 
send him such information. 

Fall Time Sales 
(Continued from page 19) 

business is enjoying the benefits of 
the fast growth that marks its 
brief history and the generally 
good state of the nation's economy. 
Rearmament activity has hit some 
of the hard goods industries which 
may cut advertising expenditures 
in some cases but dark spots in the 
coast -to -coast TV picture are in- 
frequent. 

The 106 TV stations now on the 
air will some day be faced with the 
competition of many new opera- 
tions after the freeze is lifted, but 
few industry observers expect to 
see this happen in 1951 in view 
of the belief that the freeze will 
last until next summer. 

THE ONLY STATION 
THAT ACTUALLY DELIVERS 

OnIPREHENSIVE 

COVERAGE 
In the Nation's 

Fastest Growing 
Market 

PORTLAND 
OREGON 

ON THE EFFICIENT 620 FREQUENCY 
A F F I L I A T E D W I T H N B C 

REPRESENTED NATIONALLY BY EDWARD PETRY 8 CO. 
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RAY NEILAN, WKNB Hartford, 
Conn., to program director, suc- 
ceeding BERNIE MOORE, re- 

signed. DAVE MOHR, WTWN St. 
Johnsbury, Vt., to WKNB as an- 
nouncer. 
ROBERT FRYER, assistant to Worth- 
ington Miner in production of several 
CBS -TV shows, appointed casting di- 
rector CBS -TV, succeeding ELEANOR 
KILGALLEN, resigned to operate her 
own casting service. 
GEORGE CARROLL, assistant pro- 
gram director WEED Reading, Pa., 
to program director. NAN HECK - 
MAN to director of station relations 
and women's programs. PETE 
SCHOFFSTALL to continuity staff 
W EEU. 

HAYWOOD MEERS, WRFD Worth- 
ington, Ohio, promotion director, to 
WLW Cincinnati promotion depart- 
ment. Was with WASH (FM) Wash- 
ington. 
RICK J. LA FALCE, assistant pub- 
licity director Warner Bros. Theatres, 
Washington, and head of his own 
office, to WTTG (TV) Washington as 
director of publicity and promotion. 
CLAUDE EVANS, chief announcer 
KOME Tulsa, Okla., to program di- 
rector for outlet succeeding LARRY 
ROBERTSON (see FRONT OFFICE). 
CHARLES CONNER to KOME an- 
nouncing staff. 
MARCIA TILSEN, Pioneer Press Dis- 
patch, St. Paul, to promotion depart- 
ment WCCO Minneapolis. 
CURTIS L. WELBORNE to program 
director WGBG -AM -FM Greensboro, 
N. C. H. MARIE CRAVEN to traffic 
and promotion manager. 
NASEEB S. TWEEL, film director 
WSAZ -TV Huntington, W. Va., to pro- 
duction manager for station. Was 
with WLSI Pikesville, Ky. 

SHELTON KELLUM Jr., graduate 
Raleigh Broadcasting School, to staff 
announcer -disc jockey WJNC Jack- 
sonville, N. C. 

PAUL PIERCE, CBS Hollywood staff 
writer, named director of program 
writing, Columbia Pacific Network, re- 
placing CRAN CHAMBERLAIN, re- 
signed. Mr. Pierce with CBS from 
1940 to 1942 as program executive, 
rejoining network this year. 
JIM McLEOD, sportscaster CKY Win- 
nipeg, to CKCK Regina announcing 
staff. 
MARY IRISH, WSAY Rochester, N.Y., 
to publicity and public relations di- 
rector WTTM Trenton, N. J. 
KEN NILES, of KECA -TV Los Angeles, 
Hunting and Fishing With. Ken Niles, 

CONSTANT SERVICE 

HIGHEST 1 1IGlHESST TYPE 

WILL NET SPONSORS 

INCREASED SALES IN 

HALIFAX NOVA SCOTIA 

JOS. WEED & CO. 

350 Madison Ave., New York, 

(Rep.) 

5000 WATTS -NOW! 
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air - casters 

signed for role in Universal Interna- 
tional Studios "Fat Man" film. 

JOSEPH RIVIERE, known as Paul 
Riviere, announcer WMAL -AM -TV 
Washington, ordered to active duty 
as 1st Lt., Air Force Training Center, 
Miami International Airport. 
TOM MEEHAN, PETER RUSSO and 
DONALD McDONALD, graduates 
Broadcasters Network Studio, Holly- 
wood, to KWOR Worland, Wyo., as 
announcer -operators. 
GENE STULTZ, guitarist formerly 
with Artie Shaw, to WFEC Miami, 
Fla., as disc jockey. 
BERT BUZZINI, resigns as farm 
editor KCBS San Francisco, to be- 
come radio director for California 
Farm Bureau Federation. 
ELDON C. (Pete) BARR, program 
director KWSC State College of 
Washington, Pullman, resigns to es- 
tablish program consulting services 
firm under his name in Yakima. No 
successor at Pullman will be named. 
JOHN VIDOS, graduate Broadcasters 
Network Studios, Hollywood, to 
KROF Abbeville, La., as announcer. 
ALAN THOMPSON, senior producer 
Western Division CBC, to assistant 
program director WEW St. Louis U., 
St. Louis. 
FAYE STEWART, star of women's 
afternoon programs on KSFO San 
Francisco, starts half -hour afternoon 
kitchen program on KPIX (TV) same 
city. 
MEL MARTIN, Philadelphia free- 
lancer; ERIC BOSE, WFKY Frank- 
fort, Ky., announcer, and HELEN 
HOUCHEN to WCPO -TV Cincinnati 
staff. Mr. Martin and Miss Houchen 
do 9:30 a.m. Coffee Club. 

CRAN CHAMBERLAIN resigns as di- 
rector program writing, Columbia 
Pacific Network, to return to show 
packaging. 
SY LEVY, disc jockey WTXL W. 
Springfield, Mass., to WREB Holyoke, 
Mass. 
IRVING PHILLIPS, playwright, joins 
writing staff KECA -TV Los Angeles 
The Ruggles. 
DON KERR, announcer - producer 
WPAT Paterson, N. J., to program di- 
rector of station. Was with WHK 
Cleveland, WOR New York and others. 
Mrs. JEAN WINTERS and Mrs. 
BETTY ROETHER to music library 
WCKY Cincinnati, Ohio. 
TAL HOOD, m.c. Alarm Clock Club 
and Rhythm Ranch WFGM Fitchburg, 
Mass., called to active service in Ma- 
rine Reserves. 
NEIL BAIRD to KGWA Enid, Okla., 
announcing staff. TOM GILMORE, 
KCHE El Reno, Okla., to KGWA an- 
nouncing staff. 
MRS. CAROLYN READ, UCLA grad- 
uate, to KHJ Los Angeles home eco- 
nomics department as assistant to 
Norma Young. 
RICK CAMPBELL, announcer CKEY 
Toronto, father of girl, Aug. 13. 

MYRTLE LABBITT, commentator 
CKLW Windsor -Detroit, in Europe to 
attend Assn. Country Women of the 
World Conference at Copenhagen, 
Denmark, as representative of Wind- 
sor- Detroit area. Her program will 

Telecasting 

continue via letters and recordings. 
KAREL PEARSON, NBC Hollywood 
program operations supervisor, father 
of boy, James Michael, Aug. 19. 

MARGARET BRADFORD, staff artist 
CKLW Windsor, on leave of absence 
to take part in "Miss America" finals 
at Atlantic City, having won "Miss 
Canada" title. 
JOHN ZEIGLER, creator Te -Ve, TELE- 
CASTING cartoons, is director -arranger 
for Varsitone Quartet, WLWT (TV) 
Cincinnati stars, who will appear at 
Moonlight Gardens, Coney Island, 
over Labor Day. 

ART MERCIER, WBBM Chicago an- 
nouncer, and Mrs. Mildred Seese 
announce their marriage, Aug. 12. 

A'QW1 
Dr. BERTRAM L. HUGHES to news 
director KXLW St. Louis. Was with 
WHCU Ithaca, N. Y., and KXOK St. 
Louis. 
BOB BROOKS, Houston freelance an- 
nouncer and newscaster, to KNUZ 
Houston as news director. 
GEORGE ROWE, Lt. Commander 
Naval Reserve, to WPCF Panama 
City, Fla., as newscaster. 
BOB FLAHERTY, KWK St. Louis, 
to WCKY Cincinnati, as newscaster- 

announcer. 
CHARLES M. ROGERS, instructor in 
Speech & Drama at U. of Maryland, 
to news director WEW St. Louis U., 
St. Louis. 
HUGH FINNERTY, KTOW Oklahoma 
City, to sports director KGWA Enid, 
Okla. 
JIM McGOVERN, U. of Minnesota 
journalism graduate, to news staff 
WDGY Minneapolis. 
PEG ECK, news editor WMAL -Wash- 
ington, on seven -week trip to Europe. 
She will cover International Monetary 
Conference in Paria, and broadcast 
from various European capitals for 
ABC. 
JOHN JEFFERSON, CBS New York 
news reporter, working at KCBS San 
Francisco while awaiting transporta- 
tion to Korea for CBS. 

Sarnoff Speaks 
BRIG. GEN. David Sarnoff, chair- 
man of the board of RCA, will dis- 
cuss world conditions in an address 
titled "America is Challenged" be- 
fore the banquet guests of the vet- 
erans of Foreign Wars at the 
Sherman Hotel in Chicago today 
(Aug. 28). The talk will be broad- 
cast on NBC, 10 -10:30 p.m. 

PROFESSORSHIP honoring Charles 
E. Wilson, president General Electric 
Co., established at graduate school of 
business administration, Harvard U., 
in recognition of Mr. Wilson's 50 
years of service to company. 

the truth about our favorite subject 

... have the largest paid circulation of any radio trade 
journal: over 15,000. And more advertisers (national 
and regional): over 3000. More agencies (national 
and regional): over 2400. More station and network 
people: over 6400. More representatives and serv- 
ices: over 850. Plus a big group called "others ": 2800. 
Add 'em up: paid circulation more than . . . 

*total 15,500 

*BROADCASTING ... the largest paid circulation in the radio trade paper field 
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RADIATIONS 
Dr. Armstrong Asserts 
FCC, RTMA at Fault 

DR. EDWIN H. ARMSTRONG, inventor of FM, asserted last week that 
"FCC engineering incompetence" and "unsound commercialism in the 
manufacturing industry share the blame for today's FM and TV 
radiating receiver problem." 

He warned that Radio- Televi- 
sion Mfrs. Assn. "will find its 
engineering being conducted for it 
by some government bureau, per- 
haps on a lower plane of compe- 
tence," unless RTMA takes steps 
"to see either that [its] engineer- 
ing is done properly, or that the 
facts about sound engineering be 
so plainly presented that respon- 
sibility for their violation can be 
squarely placed." 

Dr. Armstrong presented his 
views in a letter to the FM Re- 
ceivers Committee of RTMA, 
copies of which he sent to FCC 
Commissioners. 

He submitted a report, prepared 
a year ago, comparing the radia- 
tions of two different makes of 
FM sets. The measurements were 
made 50 miles from New York. 
The set of one manufacturer, he 
said, destroyed reception of WCBS- 
FM New York "over a radius of 
one -half mile when the oscillator 
was tuned to radiate on CBS' 
frequency," whereas the set of 
another manufacturer had an in- 
terference radius of less than 500 
feet under similar conditions. 

He said Dr. W. R. G. Baker of 
General Electric, RTMA director 
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of engineering, read his letter at 
an FM Receivers Committee meet- 
ing and that none of its statements 
were challenged, "although repre- 
sentatives of the organizations in- 
volved were present." 

Dr. Armstrong said that in AM 
the radiating receiver problem 
"was solved and has been forgot- 
ten" for 20 years, and that its 
appearance in FM and television 
"is a disgrace to the engineering 
profession." 

"It is the result of the disregard 
of rules of engineering that were 
known 20 years ago." he said. "In 
both FM and TV these rules have 
been and are now being flagrantly 
violated by a large part of the in- 
dustry, perhaps to their immediate 
profit but certainly to the ultimate 
detriment of the public." 

Cites Interference 
He reiterated that FCC's trans- 

fer of FM from the low to the high 
band "brought about the interfer- 
ence which, without the move, could 
not have existed," but that this was 
not "the major error in judgment," 
He continued: 

The major error is the allocation 
of the frequencies of an air naviga- 
tion service to a place within the 
interference range of FM and televi- 
sion sets where, with a large number 
of sets scattered about the country, 
the chance of something going wrong, 
even with properly designed sets, 
must be considered. Why some of the 
non -vital types of air- communication 
services were not assigned there to 
serve as a buffer region so that all 
services adjacent to safety of life 
channels could be under CAA super- 
vision, is something in need of much 
explanation. 

There is likewise a second question 
which requires answering: Why is the 
guidance of a ship and its passengers 
entrusted to a transmitter having the 
peanut -like power of 200 w -just 
about a quarter -horsepower, when 
thousands of horsepower are em- 
ployed in the other part of the trans- 
portation problem; that of keeping 
the ship in the air? Sound engineer- 
ing judgment would dictate the use 
of sufficient power from ground trans- 
mitters to over -ride even chance radi- 
ations from damaged FM or TV sets 
or diathermy sets out of control. 

Equal lack of foresight came to 
light a few years ago when planes 
were provided with superheterodynes 
for instrument landing operation with 
insufficient image rejection against 
FM transmitters in the center of the 
band. 

Dr. Armstrong felt FCC Chair- 
man Wayne Coy should be "com- 
mended for bringing into the open 
a problem which both the Commis- 
sion and the industry have been 
aware of for at least two years." 
But, he said, "this Commission .. . 

would inspire more confidence were 
it to admit the mistakes of the 
former Commission, in whose ac- 
tions the basic responsibility lies 

allied arts 

JH. LLOYD, producer- director 
Video International Inc., N. Y. 
package agency, resigns to join 

Radio -Video Assoc., Holywood, in 
same capacity. 
JOHN S. BROOKS, on Chicago plan- 
ning staff Jam Handy Organization, 
to firm's Detroit office. 

JOE BIGELOW, director The Story of 
Dr. Kildare for MGM Radio Attrac- 
tions, resigned for series, and named 
director The Hardy Family. CAREY 
WILSON substitutes for HOWARD 
DIETZ as host on MGM Theatre of 
the Air, during latter's vacation. 
WCFM (FM) Washington to carry 
series of political analyses by LOUIS 
H. BEAN, election forecaster. Open - 
end transcriptions also carried by 
WFDR (FM) New York, WCVO (FM) 
Cleveland, WDET Detroit, WVUN 
(FM) Chattanooga and KFMV (FM) 
Los Angeles. Those interested may 
obtain series from WCFM for $5 per 
show. Series runs weekly from Sept. 
9 to week after election. 
MILTON D. KRUEGER, instructor 
in journalism, and RAYMOND F. 
STEWART, research associate, to 
Emory U. Bureau of Communications 
Research, Atlanta, Ga. 
FREDERICK A. BREWER, co- author 
Creative Broadcasting, to staff Ithaca 
(N.Y.) College as instructor in radio. 
HOWARD F. TODMAN, business man- 
ager Mark Goodson -Bill Todman Pro- 
ductions, father of girl, Leslie White, 
Aug. 16. 

ROBERT C. HOUGH, assistant super- 
intendent Senate Radio Gallery, and 
Anne Roeder were married Aug. 19. 

VONNA RECORDS Inc., L. A., has 
completed 12 15-minute transcrip- 
tions, Navy Star Time, for Navy Re- 
cruiting Service. Shows feature lead- 
ing popular singers. EDDISON Von 
OTTENFELD, president, produced se- 
ries; AL SIMON wrote and directed. 
SESAC Transcription Library, N. Y., 
ships 26 scripts for Mister Mug gins 
Rabbit to subscribers. Promotion fea- 
tures three -color, 12 -page booklet, con- 
taining sketches of Muggins and sell- 
ing tips. 
BACKGROUND ENGINEERS Inc. 

formed in Hollywood to rent projec- 
tors, screens, and slides for show 
backgrounds. Principals are LEE 
GREEN and WILLIAM TILLISCH, 
Hollywood commercial still photog- 
raphers. Offices at 1103 El Centro. 
Firm organizing sales force to cover 
all TV cities. 

BRIGGS MFG. Co., Detroit (house- 
hold utensils), releases complete port- 
folio of radio advertising material to 
its 500 wholesale jobbers. 

PASADENA INSTITUTE for Radio 
moves to new studios at 6910 Sunset 
Blvd., Hollywood. 

SPRINGBOK PICTURES (Pty.) Ltd., 
Margate, Natal, S. Africa, publishes 
brochure concerning Africa and pro- 
duction of TV films underway there. 

uiptrl¢nt 

WILLIAM RICHTER to cover N. Y. 
state north of Westchester and Rock- 
land Counties for Insuline Corp. of 
America, Long Island City, N. Y. 
GERBER SALES Co., Boston, as- 
signed New England territory. 

RADIO ENGINEERING Labs., Long 
Island City, N. Y., introduces REL 
Model 720 Remo receiver, new method 
of piping FM background music. 

"technical 
ROBIN D. COMPTON, chief engineer 
WOIC (TV) Washington, to NBC, 
N. Y., in TV engineering under Robert 
E. Shelby. Mr. Compton was with 
NBC from 1934 to 1946. 

FRANK HAYNES, engineer- announcer 
KANE New Iberia, La., to staff 
WPCF Panama City, Fla. 

HOWARD P. COHEN, graduate RCA 
Institute, to staff engineer WJNC 
Jacksonville, N. C., also handling pro- 
motion and publicity. 

BOB SMITH, head electrician KECA- 
TV Los Angeles, father of boy, Robert 
Warren, Aug. 10. 

their interests for 24 years. WIBW is 

the farm station for Kansas and ad- 

WIBW ThnVTOPEaKAs 
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HURRICANE REPORTS 
WQAM Miami and WLOF Orlando, 
Fla., gave worried citizens re- 
assuring reports on progress of 
storm headed towards Florida fort- 
night ago. WQAM sent Chief En- 
gineer Gene Rider through eye of 
hurricane in plane, while storm 
was 200 miles east of Bahamas. 
Wire recordings of reactions of 
men aboard plane to hazardous 
flight were given, plus interviews 
with pilot, co-pilot, navigator, and 
aerologist. Records edited into 30 
minute show and aired Aug. 17. 
Mr. Rider also reported on storm 
on ABC's Headline Edition that 
night. Station remained on- the -air 
24 hours daily during crisis bring- 
ing weather bulletins to listeners. 
WLOF gave three airings of speech 
by Warren Johnson, chief of U.S. 
Weather Bureau, Lakeland, at Ro- 
tary club meeting Aug. 16. Statis- 
tics of casualties from previous 
storms as well is history of hur- 
ricanes were discussed. 

COLORFUL MAILING 

WCUE Akron, Ohio, sends agen- 
cies set of vari- colored folders pro- 
moting station's news, music, per- 
sonalities and merchandising fea- 
tures. Mailings went out at 10 -day 
intervals to arrive in timebuyers' 
hands before arrival in N. Y. of 
Thomas P. Egan, WCUE merchan- 
dis &ng director, and Tim Elliott, 
newscaster. 

SARATOGA RACES 
GEORGE R. NELSON Inc., Schen- 
ectady, N. Y., sent invitation to 
trade for Saratoga Race Meet July 
31 -Aug. 26. Folder resembled 
track selection sheet. Cover was 
green with words "They're Off at 
Saratoga." Verse inside tells of 
few days left in which to attend. 

CROSS- BORDER SHOW 
CFRA Ottawa, Can. Greetings 
from Potsdam, nightly 7:30 -10 
p.m., July 24 -29. Show featured 
participation by Potsdam (N.Y.) 
Chamber of Commerce, Merchants 
Bureau and Clarkson College of 
Technology. Theme was arousing 
of interest in Potsdam for Cana- 
dians planning trips to U.S., and 
three Community Sales Days, held 
in Potsdam during latter part of 
week. Sale promotion was directed 

programs promotion premiums l 
p 

at persons in and around Potsdam, 
70 miles from Ottawa. Station 
reports promotion of both angles 
was highly successful. 

* * * * * * * 
COW CONTEST 

WEAU Eau Claire, Wis., 
gave new twist to coverage 
of district fair. At North- 
ern Wisconsin District Fair 
station sponsored "cow per- 
sonality" contest, open to 
entries in dairy livestock 
division. June Preisser, mo- 
tion picture starlet, and 
state's "Alice in Dairyland" 
judged five grand champion 
dairy cows on basis of ap- 
pearance, behavior, bovine 
charm and, of course, per- 
sonality. Winner given title, 
"Claire the Personality Cow," 
and will be used as farm 
trademark of WEAU in its 
agricultural promotion. Con- 
test held in front of grand- 
stand, with winner displayed 
in special WEAU tent for 
remainder of afternoon. 

`SAUCER' REPORTS 
KLRA Little Rock aired telephone 
interviews with eye witnesses of 
first flying saucer reported in Ar- 
kansas. Mark Weaver, news di- 
rector, obtained interview series 
from witnesses at different points, 
charting route of reported object 
for 20 miles. 

WFIL -TV CLAIMS 
WFIL -TV Philadelphia releases to 
trade brochure stressing pull of 
ABC's Stop The Music during 11- 
month period, amounting to over 
two million pieces of mail. WFIL - 
TV claims it pulled 294,910 pieces, 
or 15.1% of 26- market total. 

`WDSU DAY' 
WDSU New Orleans sponsored 
"WDSU Day" at Pontchartrain 
Beach Aug. 25. WDSU radio and 

HOWARD J. McCOLLISTER 
Regional Representatives 

0660 BELLAGIO, LOS ANGELES BR 04705 
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television celebrities contributing 
to program, including Cisco Kid 
and Dick Bruce, WDSU disc jockey. 
"Miss New Orleans Television 
Queen" named in WDSU -TV finals 
of city -wide contest. Souvenir gifts 
and "surprises" given to children 
and other participants in celebra- 
tion. 

SHOWTIME 

ABC -TV, Showtime, USA, Dodge 
Div., Chrysler Corp., through 
Ruthrauff & Ryan, N. Y. Show is 
conducted by American National 
Theatre and Academy, with organ- 
ization's president, Vinton Freed - 
ley, as producer and host. Howard 
Teichmann, writer and director of 
ANTA radio series, is associate 
producer. Winston O'Keefe is ex- 
ecutive producer for agency. ANTA 
receives royalties from productions 
which will be used to further its 
theatre promotion work. 

MAP STUDY 

COLUMBIA Pacific Network BMB 
maps, prepared from BMB Study 
No. 2 and showing day and night 
audience for Pacific Coast areas 
served by 14 CPN stations, distrib- 
uted by Radio Sales, Radio and 
Television Stations Representa- 
tive, CBS. Folder contains day 
map and similar night layout with 
footnotes summarizing BMB find- 
ings. 

TV CARNIVAL 

WSM -TV Nashville, Tenn., Aug. 
13 -17, Television Carnival. Twenty 
continuous hours of telecasting fea- 
turing many entertainers and per- 
formers sponsored by station. 
Event was advance promotion for 
station starting formal television 
operations Oct. 1. 

MIDWAY D.J. 

KFEL Denver's disc jockey, Ronnie 
McCoy, brings new twist to his 
Kilocycle Club, 10 p.m.- midnight 
show. Program aired from Elitch's 
Garden, amusement park, with 
music from name bands playing in 
ballroom, until 10 :30. Interviews 
with stars between records take up 
remainder of time. 

CARDS MAILED 

WPEN Philadelphia sending trade 
series of 6x9 inch cards. Utilizing 
results of May -June 1950 Pulse rat- 
ings, illustrated cards play up 
various angles of station's audience 
and programming. One card is 
mailed weekly for five weeks. 

RAILROADING STORIES 

WSAT Salisbury, N. C., Tales of 
Southern Railroading, Sun., 1:30 -2 
p.m., started Aug. 27 to run 
through Oct. 1. Public service se- 
ries developed in cooperation with 

Southern Railroad. First 15 min- 
utes devoted to dramatizations of 
human interest stories of railroad- 
ing- special delivery dog which 
meets train to collect mail; dis- 
tribution of old railroad bells to 
churches, etc. Last half of show 
uses transcribed on- the -spot inter- 
views from railroad shops, com- 
munication office and switching 
yard. Series developed by W. F. 
Fleming, program director ; George 
Allen, announcer, and Southern 
Railroad officials. If successful in 
Salisbury, distribution to other sta- 
tions for public service airing 
planned. 

WFEC SIGN 

WFEC Miami, Fla., newly remod- 
eled studio displays sign covering 
one entire outer wall. Map of 
Florida peninsula painted in 
orange, station call letters on 
banner painted in royal blue and 
frequency are shown. 

AMATEUR SHOW 

WBZ -TV Boston Aug. 27 inaugu- 
rates programming in new audi- 
torium studio with Community Au- 
ditions, amateur show for local tal- 
talent debuting with B. A. Rolfe 
as m. c. Heard Sun., 2:30 p.m., 
winner is guaranteed special audi- 
tion for following Tuesday's NBC - 
TV Original Amateur Hour. Elim- 
inations lead to scholarship or $250 
prize. 

FEATURE PROGRAMS, Inc. 

113 W. 57th ST., NEW YORK 19, N. Y. 

Maw* t'atibrr Programs al .Cara! Slating Con 
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41 CLASSIFIED ADVERTISEMENTS 
PAYABLE IN ADVANCE -Checks and money orders only. Situation 
Wanted 10e per word -$1 minimum. Help Wanted 20c per word -$2 
minimum. AU other classifications 25c per word -$4 minimum. No 
charge for blind box number. One inch ads, acceptable, $12.00 per in- 
sertion. Deadline two weeks preceding issue date. Send box replies to 
Broadcasting Magazine, 870 National Press Bldg., Washington 4, D. C. 
BROADCASTING is not responsible for the return of application material 

(transcriptions, photographs, scripts, etc.) forwarded to box numbers. 

Help Wanted 

Managerial 
Experienced manager for kilowatt day- time station in medium sized metro- politan area. Good salary. Reply Box 
220G, BROADCASTING with refer- 
ences. 

Salesmen 
Wanted, experienced time salesman 
who can sell in competitive market for 
ABC 250 wetter, northeast Texas. Salary 
phis incentive arrangement. Please send 
details of experience, business and 
character references and photo. Box 
776F. BROADCASTING. 

Experienced, aggressive salesman for 
midwest network affiliate. Full details with first letter. Box 115G, BROAD- 
CASTING. 

Wanted, young experienced time sales- 
man to join staff of NBC affiliate In 
California. Must have car. Give edu- 
cation, age. references, photo and mili- tary status. Box 124G, BROADCAST- 

5 kw network affiliate, major New 
England market, needs experienced, 
aggressive salesman. Must have proven 
sales record. Unlimited possibilities 
for producer. Prefer man now sellin 
New England. Box 169G, BROADCAST- 
ING. 

Salesman wanted for 1000 w ,daytime 
independent, in market over 200,000. 
Must have car. Salary and commission, 
Write to Sol Robinson, WLIZ, Bridge- 
port, Conn. 

Announcers 
Network affiliate Rocky Mountain area 
has opening for announcer -copywriter. 
Send transcription and full details with 
first letter. Box 909F, BROADCAST- 
ING. 
Experienced announcer for staff, spe- 
cial events and some sports work. Must 
be able to ad lib and do MC. Network 
affiliate in southeast. Box 161G, 
BROADCASTING. 
Central Pennsylvania station has open- 
ing for all -round good announcer with 
combination experience. Right man can 
earn $60.00 to $70.00 weekly to start. 
Give complete details first letter. For- 
ward disc Box 204G, BROADCASTING. 
Announcer immediately. Experienced 
staff man who knows board. Young 
livewire with good training. Air mail 
audition, photo. complete information 
or appear for audition. WBRM, Marion, 
N. C. 
All -round topflight announcer wanted, 
also exeprienced farm director for 
Springfield, Illinois' largest station. 
Send all particulars and disc. WMAY. 
418 Reisch Bldg. 
Combination announcer- engineer, first 
class ticket, Virginia daytime inde- 
pendent. Living accommodations avail- 
able. $240 per month start. Send disc 
and letter giving reserve or draft 
status. WNNT. Warsaw, Virginia. 
Experienced combination man. Empha- 
sis on announcing. Audition necessary. 
WOND in Pleasantville, New Jersey. 

Technical 
Combination engineer - announcer 
wanted immediately. Excellent work- 
ing conditions In progressive station 
and community of South Atlantic 
states. Give complete story first letter. 
Box 203G, BROADCASTING. 
Wanted: Experienced engineer -an- 
nouncer 250 watt daytime station. Send 
disc, photo WEAB, Greer, S. C. 

Production -Programming, others 
Promotion man, announcer, good op- 
nortunitv. some announcing necessary, 
Eventually assume full time Promotion 
duties. Immediate marina. Call, wire 
or write. Ridley Bell, WGBA, Columbus. 
Georgia. 

Situations Wanted 

etfaaugerial 
Sales manager with brilliant record of achievement seeks change with equi- table returns for maximum billing all 
year round. Box 600F, BROADCAST - 
CAST. 
Manager- commercial manager. 13 years radio and newspaper management and 
sales. Solid radio man completely ex- 
perienced 

relationsinand 
management, em 

Strong Y public relations. 
oe sales 

references. 
programming. Good 

record, excellent references. Family 
man, two children. Draft exempt. Box 
37G. BROADCASTING. 
Managing director long experience, available for revitalizing station opera- tions not now profitable. Knows every 
phase of station management from A to Z. Good judge of personnel. Will accept remuneration on percentage of 
increased profits, a straight fee, or a 
combination of both. Only Interested in 
1 kw, or more fulltime. Box 132G, 
BROADCASTING. 
College community sought by success- 
ful small market manager 35, degree, 
family, 12 years broadcasting. Box 
657F. BROADCASTING. 
Station manager. Presently employed 
manager fulltime network station. 
Twenty years experience at agencies, 
network and stations. Family man, 
aged 42, desires buy and manage small 
station midwest area or enter partner- 
ship or syndicate with interest to man- 
age station. Reply Box 921F, BROAD- 
CASTING. 

Manager (with investment): Thor- 
oughly experienced manager, definitely 
sales minded seeks permanency with investment up to $20,000.00 in estab- 
lished. reputable station. Not attempt- 
ing to buy a job but interested in 
nominal salary and profit -sharing 
where experience ability and hard 
work will pay off. Ten years radio 
management, ten years newspaper be- 
fore that. Good references. Box 980F, 
BROADCASTING. 

Manager. Eighteen years experience. 
Midwest or west only. Box 28G, 
BROADCASTING. 

General manager available September 
first. 18 years experience all phases. 
Family man, sober, reliable and a top 
record of production. Will Invest. South 
only. Box 110G, BROADCASTING. 

Manager, long on experience, short on 
capital. Looking for situation where 
results will pay off with stock in 
company. Best background and refer- 
ences. Write Box 160G, BROADCAST- 
ING. 

Experienced, versatile manager, pres- 
ently successfully employed, desires 
position with good potential. Let me 
tell you of my abilities, limitations 
and history. Prefer small or medium 
market. Box 181G, BROADCASTING. 

Manager, 75 years in broadcasting, engi 
veering and ownership background. 
Exee"tive ability. Box 183G, BROAD- 
CASTING. 

Manager, presently operating 250 watts 
in small market area profitably since 
inception. Strong on sales. topnotch 
announcer all phases. Desire change, 
prefer midwest. Box 189G, BROAD- 
CASTING. 

Combination manager -chief engineer. 
Sales and economy -minded. Over 18 
years in broadcasting. Would like to 
take your CP or existing facility and 
make it a profitable operation. Non- 
drinker, draft exempt, married. Avail- 
able on customary notice. My present 
emnlovers know of this ad. Box 190G. 
BROADCASTING. 

Salesmanager- manager successfully em- 
ployed now and for past ten years in 
one of the country's ten leading mar- 
kets desires position on the west coast. 
Have excellent sales record under 
severest competition, references on 
sales ability as well as general ability on 
entire radio operation available from 

Situations Wanted (Cont'd) 
reputable people. 35 years old, mar- ried with two children. Will submit 
photo and other pertinent information 
to interested party. Require sufficient 
notice to give present employer ade- quate time notice of resignation. Will appreciate and hold in confidence in- formation on your situation offered. 
Write Box 198G, BROADCASTING. 
Manager, of two radio stations. Experi- 
enced in all phases of broadcasting. 
Writer, director and promotion for net- 
works. Manager, announcer, director, 
writer for local stations. Television 
writing and directing. Never fired from 
a position. Would consider program 
directorship if opportunities and salary 
are right. Robert D. Williams, 1842 N. 
Lorraine, Wichita, Kansas. 

Salesmen 
My daytime station only earned over 
half -million net in six years. Let me do 
it for you thru sales, programming, 
publicity, promotion. Box 601F. 
BROADCASTING. 

Salesman would like to employ six 
year background of sales, program - 
ming, copy, announcing to do good sell- 
ing job for you. Opportunity for perma- 
nent position important. Box 152G. 
BROADCASTING. 

Salesman, program director, news- 
caster, announcer looking for a perma- 
nent opportunity in Minnesota or 
adjacent state. Better than average 
salary required. Have had twelve years 
experience. Write for further details. 
Box 174G, BROADCASTING. 

Part time salesman with good voice, 
plus continuity, news and programming 
background, wants new position with 
emphasis on sales. References. Box 
177G. BROADCASTING. 

Experienced salesman-announcer, 38. 
creditable record both fields. Salary 
and commission. References. Bdx 210G, 
BROADCASTING, 

Build the salesman you want. I offer the 
necessary material. Mature, imagina- 
tive, industrious. Excellent record as 
technician AM and TV. Box 215G, 
BROADCASTING. 

Announcers 
Ma tor league baseball announcer. All 
snorts. Staff. College graduate. Mar- 
ried. Box 910F. BROADCASTING. 

Topflight college basketball, football, 
AA baseball staff announcer. Excellent 
recommendations from radio, major 
league baseball and national adver- 
tising execs. Seeking year -round sports 
and /or staff that pays right. Contact 
George Taylor, WJLD, Birmingham, 
Alabama. Phone 66172 or Box 179G, 
BROADCASTING. 

Staff announcer specialty news 5 years 
metropolitan experience Including TV. 
Available immediately. Prefer south - 
sduthwest. Married. Box 97G. BROAD- 
CASTING. 

Draft exempt! Experienced, seek per- 
manent job competent organization. 
Accounting. announcing. Box 107G, 
BROADCASTING. 

Air salesman, proven results. mature, 
versatile voice. Experienced, write. 
create own shows. news, public events. 
33. married, college. Presently employed 
SE Mutual affiliate, desire more metro- 
politan area. $75 minimum. Box 139G, 
BROADCASTING. 

Three years commercial experience 
with nets and independents. College 
graduate. AM presently employed. but 
desire 'work with more progressive 
outfit, Do all type programs including 
sports color. Can build audiences. Per- 
sonal interview 200 miles Newark. Will 
prove I will be an tweet to your organi- 
zation. Box 143G, BROADCASTING. 

Sportscaster -announcer, college grad, 
single. draft deferred. strong all sports. 
Box 150G, BROADCASTING. 

Announcer -writer, news editor, three 
years experience top mail pull. west or 
midwest. Box 153G, BROADCASTING 

Announcer, steady, reliable. Good 
voice, some experience. Strong corn - 
mercial sell, good news. relaxed DJ. 
Available two weeks. Disc. photo on 
request. Box 156G, BROADCASTING. 

Announcer. DJ, presently large indie, 
desire tough competitive morir -t. Ton 
rated shows. Box 163G, BROADCAST- 
ING, 

Situations Wanted (Cont'd) 
Announcer, seven years experience. Excellent references. Veteran, age 27. minimum $70. Change desired. Box 
165G, BROADCASTING. 
Newscaster -commentator wants con- tact with alert independent station desiring to improve program content 
and attract listeners by upgrading from listless parrot -like reading from ticker. Capable mature man with pleas- ing voice well versed in public affairs and with high sense of balance in the general order 

struggling 
things. Can go along 

with 
BROADCASTING. ING 

station. Box 168G, 

Attention badger broadcasters: Young, 
experienced announcer (one and a half years with 1000 kw indie) looking for steady position with progressive sta- tion. Married, vet. "In person" audi- tion for any Wisconsin station. Tape for neighboring states. A -1 references. 
Box 167G. BROADCASTING. 
News editor- announcer, young, but ex- o,riencsd. Pres^ by employed station. 
Will start $40 Will travel, Box 168G, 
BROADCASTING. 
Attention stations in Pennsylvania, 
New York, New Jersey. Announcer, 
disc jockey, morning man, emcee, 
interested in a position with a station 
looking for a man with five years ex- 
perience in radio, educated in televi- 
sion, married and looking for a place 
to settle down. Disc and photo upon 
request. Write Box 171G, BROADCAST- 
ING. 
Sports director not just another would 
be sportscaster. Now employed by na- 
tional sponsors in major market. Ex- 
cellent voice. Brilliant play -by -play 
reporting football, basketball, baseball 
based on five years of intense work. A 
young man who can provide you with 
the best. Air checks available. All 
replies considered and answered. Box 
175G. BROADCASTING. 
Top minor baseball announcer, all 
sports, staff, college grad, married. 
WJLD, Birmingham -Bessemer or Box 
180G, BROADCASTING. 
Sportsman, experienced baseball, foot- 
ball, basketball, boxing. Married. Look- 
ing for live station in sports com- 
munity. Excellent sport shows. All 
phases radio. Box 184G, BROADCAST- 
ING. 
Experienced announcer. Three years 
staff and sports announcing and console 
operation. Completing refresher course 
at well kn own radio school September 
22. Age 31, family. 

Box9GBROAD- S TING 
Announcer with leather lungs and 
strong stomachg.. Experienced in copy, 

Box Ì92G BROADCASTING. 
specialty. 

Position wanted: Announcer, experi- 
enced operator control board. 23. good 
voice, no licenses. Box 194G. BROAD- 
CASTING. 
Available September 23rd. Capable an- 
nouncer, 5 years experience, college, 
family, excellent programming ideas. 
Will go anywhere to work for progres- 
sive station offering chance for ad- 
vancement. Box 196G, BROADCAST- 
ING. 
Immediately available leading school 
grad. 1st class phone familiar with turn- 
tables and audio consoles. Vet, single, 
sober, all offers considered. Box 1996, 
BROADCASTING. 
Early morning personality. 12 years 
experience. Unusual voice and style 
guaranteed to bring audience and sales. 
Have publicity proof of results. Now 
in N. Y. area. Interested in midwest 
or west. Disc, photo etc, on request. 
Box 201G, BROADCASTING. 
Announcer -newsman, well- rounded 
background. Experienced gathering, 
writing local news, processing wire 
copy. Also special events. Can produce 
saleable newscasts in competitive mar- 
ket. Top references. Prefe- large mid - 
west outlet. Box 202G. BROADCAST- 
ING. 
Experienced announcer. 3 years all 
types programs. Newscaster with dis- 
tinctive voice. B. S. in Speech. Pro- 
gramming experience. Married veteran. 
Now employed. Box 205G, BROAD- 
CASTING. 
Available immediately. Announcer, 
program director, 5 years experience, 
versatile with excellent voice. Family 
man. 33. desires position with future. 
Northeast preferred. References. Bay 
207G, BROADCASTING. 
Announcer, writer, three years ex- 
perience, seeks permanent position. 
Too disc show. veteran above draft 
age. Rest revs- eneea. Tract or midwest. 
Box 208G. BROADCASTING. 



Help Wanted 

Salesmen 

$10,000 JOB OPEN 

One e of the country's best radio 
stations is looking for a man 
to understudy its Vice President 
in charge of sales and to direct 
its promotion. Must be under 
36, must have outstanding 
record of selling radio locally 
and nationally. Must prove 
ability to sales manage and 
direct promotion for middlewest 
property that tops million mark 
annually and should surpass 
million and a half in next three 
years. Starting salary is $10,000 
with excellent opportunity for 
advancement. Send complete 
details to 

BOX 10G, 
BROADCASTING 

Situations Wanted ( Cont'd) 

Announcer- writer, strong on news, 
music, sports. Good sell. Creative ideas, 
imagination. Thorough knowledge ra- 
dio. Veteran. Will travel. Disc, photo, 
sample continuity on request. Box 
211G, BROADCASTING. 
Announcer, 334 years experience. 
Strong on news commercials, special 
events. Box 212G, BROADCASTING. 
Announcer -writer. Two years college. 
Thorough knowledge radio. Strong on 
news, commercials. DJ. Knows music, 
operate console. Dependable, hard 
worker, top references. Veteran, will 
travel. Disc, photo, details available. 
Box 213G, BROADCASTING. 
Sportscaster experienced play -by -play 
all sports. Staff, publicity, promotion 
experience, TV production trained, 
veteran, non -reserve, college grad. Box 
217G, BROADCASTING. 
Announcer, network delivery. Thor - 
oughly experienced all phases radio. 
Excellent recommendations. Mark An- 
drews, 3148 Wilson Ave., Chicago, 
Irving 8 -1681. 
Announcer, three years; solid back - 
ground. capable, reliable family man; 
disc and references. George W. Cordell, 
5447 W. Hutchinson, Chicago 41, Illinois. 
Tell your story; sell your story with 
Bob O'Donnell, mail order announcer 
who can really move merchandise. 
Hillbilly and pop DJ. Disc available. 
Veteran. 74 N. Park Rd.. La Grange, 

Plenty of radio school training, news, 
announcing, writing, acting. Excellent 
voice and diction. Steady, reliable 
family man. 30. Disc. picture available. 
Will travel, Ralston Smith, 6502 S. W. 
Vermont St., Portland .19, Oregon. 

Technical 
Engineer, experienced transmitter, re- 
motes, console, maintenance. Married, 
will travel, have car. Box 737F, 
BROADCASTING. 
Engineer, 2 ;4 years, transmitter. re- 
motes, taperecorders, 3 years army ra- 
dio. Graduate leading radio school. 
Willing to travel. Box 904F, BROAD- 
CASTING. 
Chief engineer, 15 years intensive ex- 
perience all phases AM and FM engi- 
neering includes setting up 6 element 
directionals. Ready for TV. Manage- 
ment minded with excellent personnel 
relations. References include top broad- 
cast consultants and executives. Box 
983F, BROADCASTING. 

Chief engineer soon available for con- 
struction or installation. Consider 
remaining as chief if mutually advan- 
tageous, Fifteen years continuous ex- 
perience. Best references. Corres- 

C ndence G. 
invited. Box 2G, BROAD- 

Engineer, 1st class telephone. seeking 
engineer or combination position. in- 
experienced. Box 145G, BROADCAST- 
ING. 

Graduate leading midwest AM -FM -TV 
technical school, 1st phone, 1 year col- 
lege, 20, married, one child, desires 
employment. Box 162G. BROADCAST- 
ING. 

Draft exempt chief engineer. 47 years 
old with 25 years communications and 
research experience. 10 kw FM and AM 
with four element antenna. Studied 
TV. Prefer southern half U. S. Box 
173G, BROADCASTING. 

Experienced engineer, 41 years old, over 
25 years in broadcasting desires chief 
engineer's position of group or regional 
chain. Box 182G, BROADCASTING. 

Experienced radio engineer, presently 
chief 250 network affiliate desires 
change. Will build from ground up or 
work established station. Experienced 
combo man, too. Can build new station 
on minimum amount of equipment as 
am used to restricted budget. Will take 
new station on salary or minimum 
salary and part interest. Box 185G, 
BROADCASTING. 

Engineer. Presently employed 250 w 
station as relief during vacation time. 
Available September 5th. AM trans- 
mitter, remotes, console, taperecord- 
ing experience. Single, reliable, vet- 
eran, 23, references. Have car. will 
travel. Box 186G, BROADCASTING. 
License, degree, 12 years experience 
as engineer. Box 209G, BROADCAST- 
ING. 
Chief engineer available immediately. 
experienced construction, operation. 
maintenance. Veteran, married. wishes 
settle southwest, permanent position. 
Best references. Write Box 214G, 
BROADCASTING. 

Situations Wanted (Cont'd) 

Engineer, 1st phone. Available im- 
mediately. 5 years experience main- 
taining, operating, installing AM xmtr 
to 5 kw, FM to 20 kw, mastercontrol 
room, recording, remotes, etc. l4year 
TV repair. Desires permanent position. 
P. O. Box 5811, Metro Station, Los 
Angeles 55, California. 

Experienced engineer in AM & FM 
transmitter and console operation. 
Young, single, do not smoke or drink. 
Have car. Eugene Brown, Alden, Iowa. 

First phone. Prefer middlewest. Howard 
G. Fullmer, 215 Dunham Ave., Des 
Moines, Iowa. 

First phone license experienced trans. 
operator, remotes, tape. 250 and 1000 w. 
J. Herman, 338 Lincoln Pl., Brooklyn 
17, N. Y. 

Experienced, 250 w to 50 kw, first 
phone. Operation and maintenance 
transmitters, studio, remotes, tape - 
recorders. Car, 23. single, sober, never 
fired will travel. Presently employed. 
Available after 8th September. Earl 
Ladendorf, Route 1, Box 39, Des Plaines, 
Illinois. Phone VA 4 -5292. 

1st phone (1950) -No broadcast experi 
ence. 18 years Coast Guard radio. Draft 
exempt. Good voice for combo. W. E. 
Waddell, Box 232, Jacksonville Beach, 
Florida. 

Production -Programming, others 
Young, thoroughly experienced radio 
man with excellent qualifications, de- 
sires small market program director's 
position. Presently doing announcing- 
production BASTIIN large city. Box 89G, 

Newsman -25, married, BA, employed, 
also some experience newspaper, public 
relations, radio continuity. Seeks posi- 
tion eastern station. Asks only living 
wage, job with future. Box 105G, 
BROADCASTING. 

News editor -program director. 7 years 
experience. Available for personal in- 
terview, Box 126G. BROADCASTING. 

Livewire young personable college 
graduate, executive secretary, radio 
background seeks position production 

TV. Available 
September. Write Box 128G, BROAD- 
CASTING. 

Program - production, manager - writer 
with showmanship. AM or AM -TV 
setup with future. 12 years same sta- 
tion. Best references. Draft exempt. 
Write result - getting commercials. 
Scripts sold to nets. Successful director 
Little Theaters 4 years. Know staging, 
camera angles, lighting, direction. 
Available September. Details, personal 
interview arranged. Box 142G. BROAD- 
CASTING, 

PD, announcer, DJ. original imagina- 
tive programs. Now large indie; desire 
tougher, competitive market. Box 164G, 
BROADCASTING. 

Newsman three years. Journalism grad- 
uate. Present news editor station where 
organized successful news operation. 
Desire same opportunity with another 
station seeking top news coverage or 
starting news department. Know spe- 
cial events. Box 172G, BROADCAST- 
ING. 

Let me send you several pieces of my 
copy, and you'll agree I'm the right 
man for your continuity department. 
Seek betterment in progressive station, 
western community preferred. Thor- 
oughly experienced. Age 32, unlikely 
to be 
on request. Bx Samples 78, aBROADCAST- 

Consistent copy that sells day after 
day. Experienced copy, continuity 
writer; thorough knowledge produc- 
tion; former announcer, actor; wants to 
locate with station that offers a future. 
Age 26, married, veteran. Box 188G, 
BROADCASTING. 

Continuity writer with creative pro- 
gramming background, five years ex- 
perience, able to do disc work and 
interviews, etc. Married and looking 
fforrs plat to settle. Box 193G, BROAD- 

News and special events man with PD 
experience available October first. Now 
employed in Minneapolis. Prefer news 
but also do personable disc show. Best 
references. Draft exempt. Box 195G, 
BROADCASTING. 

Situations Wanted (Cont'd) 

Program director available immedi- 
ately. Eight years experience pro- 
gramming, promotion, sports news and 
music. 33 years old, married. Reliable, 
industrious and ambitious. Good refer- 
ences. Will consider any good oppor- 
tunity. Box 200G, BROADCASTING. 

Young lady Master's Degree. experi- 
enced script, public rela- 
tions, available September. Box 206G, 
BROADCASTING. 

For Sale 

Stations 
Southwest daytimer, exclusive, good 
market, good equipment. Now grossing 
$50,000 

eymoreOthan $16,000. Pricedyfor 
quick sale at $35,000., down payment, 
$15,000. Box 170G. BROADCASTING. 

Equipment, etc. 

5 kw W. E. Co. AM transmitter re- 
moved from service August 1, 1950. Also 
frequency and modulation monitors, 
spares, etc. Box 197G, BROADCAST- 
ING. 

Make offer FM WE 506B -2 complete, 
spares, 10 kw transmitter. New, never 
uncrated. H. Edwin Kennedy, WILM. 
Wilmington, Delaware. 

4 RMC transcription arms complete 
with pickups; 1 portable Brush sound - 
mirror; 2 chrome plated mike stands; 
1 RCA wall cabinet with jack strip and 
audio block; 1 BCS lA switching unit; 
1 RCA banquet stand; 2 Gates pre amps 
with power supply; 2 32 lOwx Thor - 
darson amps; 2 RCA 73B recorders 
complete with switching console, amps, 
heaters, vacuum pump, microscopes, 
etc.; 3 Shure #55 multipedance micro- 
phones; make offer for any or all 
equipment, all offers considered. Con- 
tact E. G. Thoms, General Manager, 
WKJG, Fort Wayne, Indiana. 
Ten -250 feet.; nine -220 feet; five -500 
feet; six -350 feet; seven -375 feet. All 
above towers are new uniformed cross 
section, guyed type with all necessary 
equipment. Will deliver and erect any- 
where in the United States. Call 3348, 
wire or write Consolidated Tower Co.. 
Petersburg, Virginia. 

Have several used guyed 
towers will sell erected. Tower Con- 
struction Co.. 107 Fourth St., Sioux 
City, Iowa. Phone 5-6761. 

Wanted to Buy 

Stations 
Experienced manager will buy all or 

Wirte 
of AM 

111G, nBROADCASTIN 
money 

Equipment, etc. 
Two used Magnecorders, portable, 
single channel #PT6 -JA tape recorders. 
Address replies and full information 
to W. H. Carman, Chief Engineer, 
KOAT, P. O. Box 1419, Albuquerque, 
New Mexico. 

Miscellaneous 
Edward Fridgen, contact J in, ICWJJ, 
Portland. Good news. 

Situations Wanted 

Announcers 

MORNING MAN 

SPORTS MAN 

AIR SALESMAN 

Presently employed Wash- 

ington, D. C. Can build and write top- 

flight, saleable show. Desire locate mid - 

west or south. Dependable, married vet. 

Female station managers need not apply. 

Disc, photo, details. 

® BOX 219G 

BROADCASTING 

(Continued on next page) 

AVAILABLE 

SALES EXECUTIVE -SALESMAN 

BROAD EXPERIENCE- CREATIVE PLANNING, MANAGE- 

MENT AND SALES IN RADIO BROADCASTING, GENERAL 

ADVERTISING AND MERCHANDISING. 

Having recently completed the establishment of a network 

of selected franchise holders in forty major markets involving 

an approximate capital investment of two million dollars, 

this executive -salesmen is open for immediate consideration 

of a proposition offering participation in fruits of results 

achieved. He has a highly creditable record in sales and 

management capacities requiring enthusiastic, progressive 

action and mature judgment in the handling of sizable 

operations. Modest compensation will be acceptable to 
close connection with an enterprise of promise. 

ADDRESS BOX 216G, BROADCASTING 



Situations Wanted (Cont'd) 

Managerial 

Manager- Commercial Manager 
Available No 

Eleven rears of successful selling and 
sales promotion . , well established 
In midwest and eastern national markets 

excellent record of organization and 
sensible operation. Top industry refer- 
ences. Interested only in major market 
station. 

BOX 218G, BROADCASTING 

MANAGER -CHIEF ENGINEER 
Have proven formula for low cost oper- 
ation your local or daytimer. Age 90 
with 15 years experience management. 
soles. programming, announcing, engi- 
neering. Construction, maintenance DA, 
AM, FM. will head your engineering one 
to 50 kw. Finest references. Available 
Immediately. wire or write Boa 583, 
Hays, Kansas. 

`SIILENCE' RULE 
FCC Stiffening Attitude 

FCC SIGNIFIED fortnight ago 
that it may be stiffening its atti- 
tude toward the requests of li- 
censees who want to take their 
stations off the air temporarily - 
usually for financial reasons. 

In a public notice the Commis- 
sion Aug. 17 announced the text 
of a letter to KCHE El Reno, 
Okla., granting its request to re-. 
main silent for 60 days but mak- 
ing clear that the station must 
then resume operation or forfeit 
its license. 

If the proposed "reorganization" 
results in a transfer of control, 
FCC asserted, the appropriate 
transfer application should be filed 
within the 60 days' authorized si- 
lence. 

In other actions last week, how- 
ever, the Commission granted sev- 
eral other silence requests. These 
included KPHC Walsenburg, Col., 
"to remain silent for an additional 
period of 60 days from July 28 "; 
WMFM North Adams, Mass., "fur- 
ther extension to remain silent to 
Oct. 1 "; WILA Woodstock, Ill., 
"extension until Sept. 6, to remain 
silent in order to effect a reorgan- 
ization"; WIZZ Wilkes-Barre,. "to 
remain silent for a period of 90 
days, to correct the station's an- 
tenna system and effect a financial 
reorganization of the permittee 

corporation." 
The letter to KCHE asserted: 
The Commission has the responsi- 

bility of administering the Communi- 
cations Act of 1934, as amended, so 
that the available channels of radio 
transmission will be used to serve 
the public interest, convenience and 
necessity. The Commission is re- 
quired to make assignments of li- 
censes, frequencies, hours of opera- 
tion and power so as to provide a 
fair, efficient, and equitable distribu- 
tion of radio service throughout the 
U. S. The grant of authorizations to 
remain silent for prolonged periods 
of time is inconsistent with the effi- 
cient utilization of the radio broad 
cast facilities. 

in view of the foregoing, the Com- 
mission is granting your authoriza- 
tion to keep Station KCHE silent for 
60 days from the date of this letter. 
If your station is not ready to resume 
operations by the expiration of this 
authorization, you will be deemed to 
have abandoned your license and the 
license will then be cancelled. 

In the event that the contemplated 
financial reorganization . . . should 
result in a transfer of control, prior 
Commission approval must be secured 
before Station KCHE resumes opera- 
tions. You are further advised that 
if a transfer application is found to be 
necessary, it should be filed within 
the 60 -day period of authorized 
silence. 

KCHE, established in 1948, is 
licensed to KCHE Inc., owned by 
Ross K. Prescott and C. C. Wood- 
son. It requested the 60 -day silence 
period "in order to procure new 
studios, and for the purpose of 
refinancing and reorganization," 
FCC said. It is a daytinier on 1590 
kc with 500 w. 

The Commission also made plain 
that the authority to remain silent 
"is subject to the continued light- 
ing of the antenna structure ... in 
accordance with ... the Commis- 
sion's rules." 

WWBZ To Fulltime 
WWBZ Vineland, N. J., owned and 
operated by Community Broad- 
casting Service Inc., will begin 
fulltime operation soon, according 
to Fred M. Wood, general manager. 
Appointment of John Serra as 
commercial manager also was an- 
nounced. -WWBZ is licensed for 1 

kw on 1360 kc. 

Southwest Network 
Property - $125,000.00 

This is one of the well known network facilities that has been 
established for more than 20 years. It is located in one of the south- 
west's important and fastest growing markets, is quite profitable and 
billing is increasing. Included in the purchase price is real estate 
having an appraised value in excess of $60,000.00. Price can be 
reduced by that amount if real estate is leased. 

CONTACT THE NEAREST OFFICE OF THE EXCLUSIVE REPRESENTATIVES 

BLACKBURN -HAMILTON COMPANY 
RADIO STATION AND NEWSPAPER BROKERS 

WASHINGTON, D. C. 
James W. Blackburn 

Washington Bldg. 
sterling 4341 -2 

CHICAGO 
Harold R. Murphy 
36 N. Mich. Ave. 
Randolph 6-4550 

aa .ae.a. 

SAN FRANCISCO 
Ray V. Hamilton 

235 Montgomery St. 
Exbrook 2 -5672 

G. I. Network 
THREE- STATION network, 
answering the Communists' 
"Seoul City Sue," has been 
set up in Korea by the U. S. 
Army's First Cavalry Divi- 
sion. Maj. Hal Stewart of 
El Paso, Tex., said world and 
local news, hillbilly and 
swing music will be broadcast 
nightly between 7:30 -8 to 
troops in and around Taegu, 
Pusan and Masan. 

HAGUE MEETING 
Delay Sustained by ITU 

U. S. proposal to postpone next 
month's Radio Conference on fre- 
quency allocations and other points 
has been sustained by the Secre- 
tary- General of the International 
Telecommunication Union in line 
with the American belief that "it 
would be impossible ... to obtain 
substantial agreement on any of 
the agenda items." 

Agenda for the conference, slated 
to be held in The Hague, called for 
approval of an international fre- 
quency list, allocations for special- 
ized services (high frequency 
broadcasting and others), and the 
effective date and procedure for 
the overall allocation list. Fifty - 
six countries, including the USSR, 
approved the U. S. proposal. 

The U. S. further proposed that 
work done at Atlantic City and at 
subsequent conferences should not 
be scrapped and that a new con- 
ference should be convened when 
a "favorable occasion arises," ac- 
cording to the State Dept. Mean- 
while the International Frequency 
Registration Board, created under 
the Atlantic City Telecommunica- 
tion Convention and now function- 
ing in Geneva as part of ITU, 
should conduct studies on problems 
resulting from efforts to prepare 
an international frequency list, the 
U. S. feels. 

CLAIM SETTLED 
WU Refunds $14,464 to LBS 

FCC has announced that Liberty 
Broadcasting System's claim 
against Western Union for $17,972 
(plus interest) in refunds for "un- 
lawful" baseball service charges 
[BROADCASTING, May 29] has been 
settled for $14,464. 

Liberty's claim was the result of 
the FCC decision outlawing the 
special $2- per -game fee which 
Western Union had been levying 
upon subscribers for each station 
to which they had been furnishing 
the WU play -by -play sports re- 
ports [BROADCASTING, May 22]. 
Most of Liberty's claim related to 
baseball service, but some portions 
involved football and basketball 
reports. It covered the period from 
the opening of the baseball season 
in April 1949 to the end of April 
1950. 

WRVA -WRVC CASE 
FCC Hits 'Automatic Outlet' 
FCC NOTIFIED Larus & Bro. Co., 
operator of WRVA -AM -FM Rich- 
mond and WRVC (FM) Norfolk, 
Va., Aug. 17 that it will be ex- 
pected to show "reasonable efforts" 
to comply with promises not to 
make WRVC an "automatic outlet" 
for WRVA programs. 

The notification was given in a 
letter announced by the Commis- 
sion as sent to the WRVC per - 
mittee as result of a 1948 complaint 
by WTAR- AM -FM -TV Norfolk. 
FCC wrote: 

We have given careful considera- 
tion to the complaint and the state- 
ments made by you to the Commission 
with regard to this matter. Upon the 
basis of statements made by the 
complainant, it appeared that at the 
time the original complaint was filed 
on Dec. 1, 1948, WRVC (FM) was 
making practically all of its station 
announcements from Richmond and 
broadcasting comparatively few Nor- 
folk programs. 

Your replies thereto show a ma- 
jority of station announcements are 
made from your main studios in 
Norfolk and that you are now carry- 
ing a considerably larger number of 
local live talent programs than you 
did originally. 

FCC pointed out, however, that 
in connection with its original ap- 
plication for WRVC the company 
said its "ultimate plans" contem- 
plated origination of local pro- 
grams in the Norfolk area plus 
"outstanding network programs" 
which either are not available there 
through other facilities or are of 
sufficient interest to warrant dupli- 
cation on WRVA or WRVA -FM. 

Additionally, FCC said, the com- 
pany indicated as an applicant that 
the Norfolk station would not be 
"an automatic outlet for WRVA 
programs," but, rather, would be 
"an independent entity available 
for the duplication of such WRVA- 
AM and WRVA -FM programs as 
the Norfolk audience may request 
or desire." 

The Commission's letter con- 
cluded: 

While it is true your original plans 
contemplated the three stations oper- 
ating together, we should like to 
point out that in response to Com- 
mission inquiry you stated that it 
was your plan to operate the Norfolk 
station as "an independent entity "; 
that every effort would be made to 
broadcast programs using local talent 
in Norfolk, and that "when there are 
no local programs available or ac- 
ceptable," that other programs com- 
ing from WRVA in Richmond would 
be used to "round out a satisfactory 
schedule." 

You are advised that in connection 
with future applications which you 
may file in connection with the sta- 
tion you will be expected to show 
that reasonable efforts have and are 
being made to comply with these 
promises. 

PHILCO Corp. board of directors has 
increased regular quarterly dividend 
on firm's common stock to 75c a share, 
payable Sept. 12 to holders of record 
Aug. 29. Regular quarterly dividend 
of 93%c per share on company's pre- 
ferred 3%c Series A, payable Oct. 1 
to holders of record Sept. 16. 
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August 16 Applications ... 
ACCEPTED FOR FILING 

AM -1190 kc 
WSIC Statesville, N. C.-CP AM sta- 

tion to change from 1400 kc 250 w uni. 
to 1190 kc 1 kw uni. 

AM -1010 kc 
WHUN Huntingdon, Pa.-CP AM sta- 

tion to change from 1400 kc 250 w uni. to 
1010 kc 1 kw D. 

License for CP 
KCIM Carroll, Ia.- License for CP 

new AM station. 
Modification of CP 

WGBA -FM Columbus Ga.-Mod. CP 
FM station to change ERP to 15.9 kw, 
ant. to 46 ft. 

WBAB -FM Atlantic City, N. J. -Mod. 
CP new FM station for extension of 
completion date. 

FM -101.1 mc 
WCBS -FM New York -CP to change 

FM station ERP to 2.8 kw, ant. to 874 
ft. 

License for CP 
KVOF -FM El Paso, Tex. -License for 

CP new noncommercial educational 
FM station, 

TENDERED FOR FILING 
AM -1540 kc 

WJMO Cleveland, Ohio -CP AM sta- 
tion to change from 1540 kc 1 kw D to 
1540 kc 5 kw D. 

AM -1450 kc 
WQAN Scranton, Pa.-CP AM station 

to change from 630 kc 500 w D to 1450 
kc 250 w uni. 

AM -1400 kc 
KBRO Bremerton, Wash. -CP AM 

station to change from 1490 kc 250 w 
uni. to 1400 kc. 

APPLICATION RETURNED 
KRCO Prineville, Ore. -RETURNED 

application to change from 690 kc 1 
kw D to 650 kc 1 kw uni. 

August 17 Applications . . . 

ACCEPTED FOR FILING 
Modification of License 

WKRM Columbia, Tenn. -Mod. li- 
cense to change main studio location. 

AM -1540 kc 
WJMO Cleveland, 01110 -CP AM sta- 

tion to change from 1540 kc 1 kw D 
to 1540 kc 5 kw D. 

License for CP 
WSGW Saginaw, Mich.- License for 

CP new AM station. 
Modification of CP 

KFEL -FM Denver, Col. -Mod. CP FM 
station to change ERP to 23 kw, ant. to 
-58 ft. 

FM -92.3 mc 
WNAE -FM Warren, Pa.-CP FM sta- 

tion to change from Class A (92.1 mc) 
to Class B (92.3 mc) and change ERP to 
2.22 kw. 

Modification of CP 
WSYR -TV Syracuse, N. Y. -Mod. CP 

new commercial TV station for exten- 
sion of completion date to 9- 12 -51. 

August 18 Applications . . 

ACCEPTED FOR FILING 

License for CP 
KCLS Flagstaff, Ariz. -License for CP 

new AM station. 
KIEM Eureka, Calif. License for CP 

to increase power, install DA etc. 

AM -1230 kc 
Better Bcstg. Co., Crescent City, Calif. 

-CP new AM station 1230 Ica 250 w 
uni. AMENDED to request 100 w. 

AM -1140 kc 
WSIV Pekin, 111. -Mod. CP AM station 

to change from 1140 kc 1 kw D to 1150 
kc 1 kw -D 500 w -N DA -DN AMENDED 
to request 1140 kc 5 kw D. 

AILA ._A 
1 

/ 

USED BY EFFICIENCY - CONSCIOUS 

BROADCASTERS -THROUGHOUT 
THE WORLD! Andrew phasing and 

tuning equipment 4'l 363 E. 9516 SI. 

CORPORATION Chiroge 19. 111. 

BROADCASTING Tele 

fCC actions 
AUGUST 16 TO AUGUST 24 

CP- construction permit ant.- antenna cond.- conditional 
DA- directional antenna D -day LS -local sunset 
ERP- effective radiated power N -night mod.-modification 
STL- studio- transmitter link aur.-aural trans.-transmitter 
synch. amp.-synchronous amplifier vis: visual unl: unlimited hours 

STA- special temporary authorization CG- conditional grant 
Grants authorizing new stations, changes in facilities, and transfers 

appear at the end of this department, accompanied by a roundup of new 
station and transfer applications. 

AM -1240 kc 
KAVR Havre, Mont. -CP AM station 

to, change from 1240 kc 250 w uni. to 
910 kc 5 kw -D 1 kw -N DA -DN AMEND- 
ED to omit request to change to 910 kc 
5 kw -D 1 kw -N. 

AM -1450 kc 
WQAN Scranton, Pa. -CP AM sta- 

tion to change from 630 kc 500 w D to 
1450 kc 250 w uni. 

AM -1400 kc 
EBRO Bremerton, Wash. -CP AM 

station to change from 1490 kc to 1400 
kc. 

Modification of CP 
WMAY Springfield, Ill. -Mod. CP new 

AM station for extension of com- 
pletion date. 

Mod. CP new FM station for exten- 
sion of completion date: WKMH -FM 
Dearborn; WJHL -FM Johnson City, 
Tenn.; KGKB -FM Tyler, Tex. 

WBRC -TV Birmingham, Ala. - Mod. 
CP new commercial TV station for ex- 
tension of completion date. 

August 21 Decisions . . . 

By Commissioner Hyde 
Easton Pub. Co., Easton, Pa, et al.- 

Further hearing in re applications in 
Dockets 7179 et al, was scheduled for 
Oct. 11 in Washington. 

Atlas Bcstg. Co., Hamtramck, Mich. - 
Granted extension of time to Sept. 11, 
in which to file exceptions to Initial 
Decision in re its application and that 
of Hamtramck Radio Corp, 

So. St. Paul Bcstg. Co., So. St. Paul, 
Minn.- Granted petition for indefinite 
continuance of hearing presently sched- 
uled for Aug. 30, re its application, 
pending action on petition for re- 
consideration and grant without hear- 
ing. 

Door County Radio Co., Sturgeon Bay, 
Wis.- Granted leave to amend appli- 
cation. so as to specify 1050 kc 250 w D 
only, in lieu of 1490 kc 100 w uni. 

WGBF Evansville, Ind.- Granted peti- 
tion to permit late filing of notice of 
intention to appear and participate in 
oral argument on initial decision in re 
application of WMRO. 

ex- 
tension of time 

Erie, 
30 

Pa.-Granted wh c to which to 
file opposition to petition by WBNY 
to designate application for hearing. 

KAVR Havre, Mont. -Granted leave 
to amend application so as to specify 1 
kw uni. DA -N on 910 kc, in lieu of 5 kw 
D, 1 kw N DA -2 on 910 kc; and applica- 
tion was removed from hearing docket. 

By Examiner Leo Resnick 
WPAQ Mount Airy, N. C.- Granted 

continuance of hearing presently sched- 
uled for 

and 
Aug. 

ose of 
Oct. 

BD and WAGA. 
Sun Coast Bcstg. Corp., Miami, Fla. - 

Granted petition requesting that cer- 
tain corrections be made on transcript 
in proceeding re assignment of CP of 
WMIE: said corrections were accepted 
together with two corrections to peti- 
tion requested verbally by petitioner. 

By Examiner Fanney N. Litvin 
KNEB Scottsbluff, Neb. - Granted 

continuance of hearing presently 
scheduled for Aug. 29, to Sept. 28 in 
Washington. 

KID Idaho Falls, Ida. -Ordered fur- 
ther hearing in matter re mod. CP, 
shell commence Oct. 16 in Washington. 

Midwestern Bcstg. Co., Toledo, Ohio 
-Granted continuance of hearing now 
sheduled for Sept. 25 to Oct. 23, in re 
Dockets 8001 et al. 

By Examiner Elizabeth C. Smith 
K W KH Hutchinson, Kan. - Granted 

leave to amend application, in accord - 

casting 

ance with revised engineering pro- 
posal filed with petition. 

KSMI Wewoka, Okla.- Granted Con- 
tinuance of consolidated hearing now 
sheduled for Aug. 22 at Hutchinson 
Kan., to Oct. 23 at Hutchinson and 
Oct. 26 at Wewoka, Okla. 

By Examiner Basil P. Cooper 
KMA Shenandoah, la.- Granted leave 

to take depositions re hearing issue no. 
4 in matter of application of WRFC 
Athens, Ga. 

August 21 Applications . . . 

ACCEPTED FOR FILING 
Modification of License 

KCLW Hamilton Tex. -Mod, license 
to change studio location. 

License Renewal 
Request for license renewal: KGER 

Long Beach, Calif.; KVOE Santa Ana, 
Calif. KGNO Dodge City, Kan.; WLAM 
Lewiston, Me.; WHRV Ann Arbor 
Mich. KTRE Lufkin, Tex.; WBG M 
Richmond, Va. 

Modification of CP 
Mod. CP FM station for extension of 

completion date: WSB -FM Atlanta Ga.; 
WJBC -FM Bloomington, Ill. 1 SLB- 
FM Ogdensburg, N. Y.; WKBN -FM 
Youngstown, Ohio. 

FM -106.1 mc 
WLET -FM Toccoa, Ga.-CP FM sta- 

tion to change ERP 7.26 kw, ant. to 192 
ft. 

Modification of CP 
WBNS -TV Columbus, Ohlo- License 

for CP new commercial TV station to 
change ERP to 24.30 kw vis., 12.15 kw 
aur. 

TENDERED FOR FILING 
AM -1230 kc 

Flagstaff Bcstg. Co., Flagstaff, Ariz. - 
Mod. CP new AM station to change 
from 1450 kc to 1230 kc. 

August 22 Decisions . . . 

BY THE SECRETARY 
WLYC Williamsport, Pa. - Granted 

license for new FM station; Chan. 286 
(105.1 mc) 3.2 kw; 1,260 ft. ant. 

WHLD -FM Niagara Falls, N. Y. - 
Same, Chan. 253 (98.5 mc) 46 kw, ant. 
420 ft. 

Following granted licenses for new 
remote pickups - KA -7118, WHP Inc., 
Harrisburg, Pa.; KA -7117, WHP Inc.; 
KA -5266 Midland National Life Ins. 
Co., Watertown, S. D.; KA -6900, WCBS 
Inc., Springfield, RI.; KA -6714 Carib- 
bean Bcstg, Corp., Arecibo, P. R.; KA- 
7077, Lake Bcstg. Co. Inc., Gary, Ind. 

WSAZ Inc., Portsmouth Ky.- Grant- 
ed license for new exp. TV relay K@ß- 
77-8. 

WFPL Louisville, Ky. -Granted CP to 

make changes in existing noncommer- 
cial educational FM station, change 
power from 10 w to 250 w and change 
trans.; ERP 63 w, freq. Chan. 207 (89.3 
mc) ant. 360 ft. 

RTEC Oretech, Ore. - Granted mod. 
CP to change trans. and studio sites and 
make changes in ant. system. Chan, 
201 (88.1 mc) 10 w. 

Redwood Bcstg. Co. Inc., Eureka, Cal. 
-Granted CP and license for new re- 
mote pickup KA -3560. 

Cecil W. Roberts, Farmington, Mo.- 
Granted CP for new remote pickup 
KA -7405. 

Paul A. Brandt, Mt. Pleasant, Mich. 
-Granted CP to make changes in ex- 
isting remote pickup KA -7159 to change 
power to 40 w and change emission. 

Alamance Bcstg Co. Inc. Burling- 
ton, N. C.- Granted mod. 

Inc., 
of 

remote pickup KA -5459 to change fre- 
quencies to 26.43 mc. 

WSYR -TV Syracuse, N. Y.- Granted 
extension of completion date to 3- 12 -51. 

KGMO Cape Girardeau, Mo. -Same 
to 2- 14 -51. 

WBAB -FM Atlantic City, N. J. -Same 
to 3- 15 -51. 

WPEN -FM Philadelphia, Pa. -Grant- 
ed license change in existing FM sta- tion; Chan. 275 (102.9 mc) 20 kw, 310 ft. 
ant. 

WQDI Quincy 111.- Granted license 
for new FM station; freq. (Chan. 288) 
105.1 mc 8.9 kw, 280 ft. ant. 

On The Air, Inc., Evansville, Ind. - 
Granted authority to cancel license and 
delete remote pickup KSA -671. 

Minn. Bcstg. Corp., Minneapolis, Minn.- Granted mod. license to change 
freqs. to 153.11, 153.23 mc and to be 
used with WTCN- AM- FM -TV. 

Following granted extension of corn - 
pletlon dates as indicated: WCBM Bal- 
timore to 11- 15 -50; WMFD -FM Wilming- 
ton, N. C. to 12 -1 -50; WCAL -FM North- 
field, Minn. to 11 -1 -50; WCUM -FM 
Cumberland, Md. to 3- 13 -51; WWSW -FM 
Pittsburgh to 2- 22 -51; WDBO -FM Or- 
lando, Fla. to 3- 14 -51; WSPD -FM Toledo 
to 3 -6 -51; WXRC Buffalo to 12 -2 -50; 
WSYR -FM Syracuse to 11 -1 -50. 

KSCJ Sioux City, la.- Granted CP to 
install new trans. 

WFIU Bloomington, Ind. - Granted 
mod. CP to change ERP from 34 to 33 
kw (90.9 mc) 300 ft. ant. and make 
changes in ant. system. 

Cornbelt Bcstg. Corp., Lincoln, Neb. -Granted CP new remote pickup KA- 
7474. 

"Show -Me" Bcstg. Co., Rona. Mo.- 
Same KA -7475. 

Hirsch Bcstg. Co., Cape 
Mo. -Same KA -7476. 

WCFV Clifton Forge, Va.- Granted 
mod. CP for approval of trans. and 
studio locations and ant. 

WJMX Florence, S. C.-Granted li- 
cense change power hours of operation, 
install DA -N and change from one 
guyed and 

yVtwo 
self-supported towers 

to three 
N 

guyed time cond 0 kc, 5 kw -D, 

WSTA Charlotte Amalie., V. I. - 
Granted license for new AM station; 
1340 kc 250 w uni., cond. 

WEVC Evansville, Ind.-Granted CP 
new noncommercial educational FM 
station; Chan. 218 (91.5 mc), 1.9 kw; 
100 ft. ant. 

KWSC Pullman, Wash. -Granted CP 
to install new trans. 

August 22 Applications ... 
ACCEPTED FOR FILING 

License Renewal 
Request for license renewal AM sta- 

tion: WALA Mobile, Ala.; KBUC Coro- 
na, Calif.; KYOS Merced, Calif.; KVLH 
Pauls Valley, Okla.; WMRC Greenville, 
S. C.; WDEF Chattanooga, Tenn.; KULP 
El Campo, Tex.; KSPR Casper, Wyo. 

AM -1400 kc 
William Marvin Bunker, Fircrest, Wash.-CP new AM station on 1450 kc 

100 w uni. AMENDED to request change 
to 1400 kc 250 w uni. and change studio 

(Continued on page 84) 

SERVICE DIRECTORY 

Custom -Built Equipment 

LJ. S. RECORDING CO. 
1121 Vermont Ave., Wash. 5, D. C. 

STerling 3626 

COMMERCIAL RADIO 
Monitoring Company 

PRECISION FREQUENCY MEASUREMENTS 
Engineer On Duty All Night Every Night 

PHONE JACKSON 5302 
P. O. Box 7037 Kansas City, Mo. 
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TRANSIT SALES 
100 Hear D. C. Pitch 

TRANSIT FM sales pitch was 
beamed at over 100 representatives 
of Washington, D. C., retail stores 
and advertising agencies by Tran- 
sit Radio Inc. during a luncheon 
session at the Hotel Statler Aug. 16. 

Advantages of direct point -to- 
point sales derived from riders on 
music -equipped vehicles en route to 
downtown shopping districts and 
stress on special one -day sales 
pitches for selected department 
store merchandise highlighted re- 
marks of Hulbert Taft Jr., chair- 
man of board of Transit Radio Inc. 

Ben Strouse, vice president and 
general manager of WWDC Wash- 
ington and Washington Transit 
Radio Inc., told retailers and agen- 
cy representatives that 435 vehicles 
-twice the present number -would 
be radio -equipped by next month. 
Mr. Strouse presided as chairman. 

Problems relative to the "grow- 
ing pains" of transit FM came in 
for comment by Edgar Kobak, 
owner WTWA Thomson, Ga., and 
consultant to Transit Radio Inc. 
and other firms. He also recalled 
a visit to England and conversa- 
tions with bus drivers attesting the 
value of transit FM service as a 
civil defense aid. 

ANA Directory 
THE ASSN. of National Adver- 
tisers' research steering committee 
announced last week it was pre- 
paring a directory of marketing and 
advertising research services. In- 
cluded in the directory will be 
companies which (1) use stand- 
ardized procedure devised by the 
seller, (2) include "standardized 
questions used in repeated surveys 
usually with a pre -determined fre- 
quency," and (3) offer a service 
which has been bought by two or 
more clients. 

Ray Rice 
RAY RICE, 49, director of public 
relations since 1945 of the Ray- 
theon Mfr. Co., died in New York 
Aug. 18, of a heart ailment. He is 
survived by a brother, Kenneth W. 
Rice of La Grange, Ill. 

PROGRESS report on strides made by Transit Radio Inc. in its two -year exist- 
ence was delivered before 100 Washington retail and advertising agency 
executives who attended a soles meeting there Aug. 16. Principal speakers 
at the session were ll to r): Edgar Kobak, consultant, who discussed problems 
of new service; Ben Strouse, vice president and general manager, WWDC 
Washington and Washington Transit Radio Inc., who presided as chairman; 

and Hulbert Taft Jr., chairman of the TR board. 

LICENSE FEES 
Experts 

Acto 
ork 

EXPERTS most directly concerned with plans to assess fees on radio - 
TV commercial station licensees and on recipients of other "special" 
government services look to possible Congressional action next year. 

That was the consensus last week of those on Capitol Hill and in 
government who are attempting 
to develop an overall policy on 
license fees. This feeling agreed 
with known views of Sen. Ed C. 
Johnson (D. Col.) on the subject. 
He has indicated in a letter to FCC 
Chairman Wayne Coy that a "con- 
crete legislative proposal" could be 
made early in the next Congress 
because he did not believe "there 
is a chance to do anything in this 
session" [BROADCASTING, Aug. 21]. 

Sen. Johnson also has asserted 
that license fees for use of radio 
and TV frequencies, patterned 
after the Canadian system, were un- 
der study by the Senate Commerce 
Committee, which he chairmans. 
While stressing the importance of 
assuring methods which are not 
overly taxing to licensees, par- 
ticularly smaller operators, Sen. 

Gates kg d 
IF IT IS FORA 

BROADCASTING STATION 

GATES RADIO COMPANY 
QUINCY, ILLINOIS WASHINGTON, D. C. 

TELEPHONE 522 TEL. METROPOUTAN 0522 

Page 82 August 28, 1950 

Johnson told Chairman Coy he 
found "considerable merit" in a 
system where service is for the 
benefit of "special interests and 
not the general public." 

Both branches of Congress now 
are very much alive to the issue. 
In the House, which originates 
revenue legislation, the Ways & 
Means Committee has completed 
its first phase in laying the ground- 
work for licensee fee lawmaking. 

The committee has received re- 
ports from the Treasury Dept. and 
the Bureau of the Budget on the 
feasibility of legislation as sup- 
ported by Rep. Cecil R. King (D. 
Calif.) which would direct a Treas- 
ury study on the method of col- 
lecting fees and charges not now 
assessed. While both agencies 
favor such a study, the Treasury 
suggested the President direct the 
study, thereby giving it wider 
latitude. 

This suggestion already has ap- 
proval of Rep. King, who reportedly 
will head up a Ways & Means sub- 
committee when the proposals 
gather momentum. A difference 
in philosophy has been marked be- 
tween the Senate and the House 
finance experts on the licensee fee 
proposal. As expounded by Rep. 
King, license fees would be assessed 
as a "direct revenue" measure. 
However, Sen John L. McClellan 
(D. Ark.), Senate Executive Ex- 
penditures Committee chairman, 
regards the proposed fees only as 
methods of charging for govern- 
ment services rendered "special in- 
terests" as differing from "the 
public." 

FLORIDA GAMES 
Rule Out Exclusive Rights 

EXCLUSIVE contract for football 
broadcasts may be a thing of the 
past in Florida as a result of action 
taken by the State of Florida 
Board of Control at its August 
meeting. The board, striking a 
new precedent in the state, ruled 
out exclusive contracts affecting 
the broadcast of U. of Florida foot- 
ball games. 

Under this new action, one or 
more networks throughout the state 
may broadcast the games. Previ- 
ously, the games were broadcast 
exclusively by university -owned 
WRUF Gainesville and fed to a 20 
station network via the Florida 
Broadcasting Co. A bulletin to 
Florida Assn. of Broadcasters 
members outlined the conditions 
as: (1) One or more networks may 
broadcast the games on a non -ex- 
clusive basis; (2) a network must 
pay $3,000 to the U. of Florida 
Athletic Assn.; (3) not more than 
15 stations can be included in this 
price, $100 must be paid to WRUF 
for the Athletic Assn. for every 
station over 15; (4) WRUF will 
act as agent; (5) each network will 
be limited to one station in a com- 
munity and may originate its own 
broadcasts if desired. 

Fight to open up broadcast pri- 
vileges was led by Robert Venn, 
WMIE Miami; Dolph Chamberlin, 
WGGG Gainesville; Robert Feagin, 
WPDQ Jacksonville; Reggie Mar- 
tin, WJHP Jacksonville and Clar- 
ence Bracey, WHO() Orlando. 
These broadcasters already have 
expressed their intention to form a 
network, Mr. Venn adding that two 
or possibly three networks would 
be formed. It was claimed that the 
controls board action opens the 
way to local sponsorship as pre- 
viously the games had been spon- 
sored by Coca -Cola Bottling Co. 
over the Florida Broadcasting Co. 

NEW YORK Academy of Medicine 
presenting Post Graduate Radio Pro - 
gram, series of lectures concerning 
latest medical developments, for bene- 
fit of N. Y. medical profession, over 
WNYC -FM New York, Thurs., 9:00 
p.m. 

WK B S 
Oyster Bay, N.Y. USES 

Used By More Radio Stations Thon All 
Other Professional Tape Recorders 

NEW PT63-A 
Unit Construction permits portable or rock 
mount operation. 3 separate heads to 
monitor from the tape! Prevents record 
ing errors! New 3 head unit osso avail. 
able to convert present PT6 Magnetorder. 

WRITE 

INC. 
360 N. Michigan Ave. 

Chicago I, III. 
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CONSULTING RADIO ENGINEF. 

JANSKY & BAILEY 
Executive Offices 

National Press Building 
Offices and Laboratories 

1339 Wisconsin Ave., N. W. 

Washington, D. C. ADams 2414 
Member AFCCE 

Commercial Radio Equip. Co. 

Everett L. Dillard, Gen. Mgr. 
INTERNATIONAL BLDG. DI. 1319 

WASHINGTON, D. C. 

PORTER BLDG. LO. 8821 

KANSAS CITY, MO. 

RAYMOND M. WILMOTTE 

1469 CHURCH ST., N. W. DE. 1232 

WASHINGTON 5, D. C. 

RUSSELL P. MAY 
1422 F St., N. W. Kellogg Bldg. 

Washington, D. C. REpublic 3984 

Jtnnbrr AFCCE 

CHAMBERS & GARRISON 

1519 Connecticut Avenue 

WASHINGTON 6, D. C. 

MICHIGAN 2261 

Member AFCCE 

JOHN CREUTZ 
319 BOND BLDG. REPUBLIC 2151 

WASHINGTON, D. C. 

Sieber . 1FCCE 

LYNNE C. SMEBY 
"Registered Professional Engineer" 

820 13th St., N. W. EX. 8073 

Washington 5, D. C. 

McNARY & WRATHALL 

RADIO ENGINEERS 

906 Natl. Press Bldg. 1407 Pacific Ave. 

Washington 4, D.C. Santa Cruz, Cal. 

Member AFCCE 

A. D. RING & CO. 
26 Years' Experience in Radio 

Engineering 

MUNSEY BLDG. REPUBLIC 2347 

WASHINGTON 4, D. C. 

Member AFCCE 

JOHN J. KEEL 

Warner Bldg., Wash., D. C. 

National 6513 

Dixie B. McKey & Assoc. 
1820 Jefferson Place, N. W. 

Washington 6, D. C. 

REpublic 7236 

KEAR & KENNEDY 
1703 K ST., N. W. STERLING 7932 

WASHINGTON, D. C. 

Member AI CCE 

GUY C. HUT'CHESON 

1100 W. ABRAM ST. AR 4-8721 

ARLINGTON, TEXAS 

GEORGE P. ADAIR 

Radio Engineering Consultant 

EXecutive 5851 1833 M STREET, N. W. 

EXecutive 1230 WASHINGTON 6, D. C. 

A 43 -year background 
-Established 1926 - 
PAUL GODLEY CO. 

Upper Montclair, N. J. 

MOntclair 3 -3000 

Laboratories Great Notch, N. J. 

There is no substitute for experience 

GLENN D. GILLETT 
AND ASSOCIATES 

982 NATL. PRESS BLDG. NA. 3373 

WASHINGTON, D. C. 

Member .1FC'C E 

Craven, Lohnes & Culver 

MUNSEY BUILDING DISTRICT 8215 

WASHINGTON 4, D. C. 

.lfrmber .1 ECCE 

WELDON & CARR 
WASHINGTON, D. C. 

1605 Connecticut Ave. 

Dallas, Texas 

1728 Wood St 

Seattle, Wash. 

4742 W. Ruffner 
Member .1 FCCES 

A. EARL CULLUM, JR. 
CONSULTING RADIO ENGINEERS 

HIGHLAND PARK VILLAGE 

DALLAS 5, TEXAS 

JUSTIN 8 -6108 

61. T. Bífisr 
CONSULTING RADIO ENGINEER 

4125 Monroe Street 
TOLEDO 13, OHIO 

Telephone-- Kingswood 7631 

WALTER F. KEAN 
AM -TV BROADCAST ALLOCATION, 

FCC & FIELD ENGINEERING 

1 Riverside Rood - Riverside 7 -2153 
Riverside, Ill. 

(A Chicago suburb) 

GEORGE C. DAVIS 

501 -514 Munsey Bldg. -STerling 0111 

Washington 4, D. C. 

Member AFCC'F 

GAUTNEY & RAY 

CONSULTING RADIO ENGINEERS 

1052 Warner Bldg. 

Washington 4, D. C. 

National 7757 

McIntosh & Inglis 

710 14th St., N.W. -Metropolitan 4477 

WASHINGTON, D. C. 

Member AFCCE' 

E. C. PAGE 
CONSULTING RADIO 

ENGINEERS 

BOND BLDG. EXECUTIVE 5670 

WASHINGTON 5, D. C. 

Member AFCCE 

WILLIAM L. FOSS, Inc. 

Formerly Colton I. Foss, Inc. 

927 15th St., N. W. REpublic 3883 

WASHINGTON, D. C. 

SILLIMAN & BARCLAY 

1011 New Hampshire Ave. RE. 6646 

Washington, D. C. 

2915 Red River 2 -5055 

Austin, Texas 

ADLER ENGINEERING CO. 

TELEVISION AND BROADCAST FACILITIES 

DESIGN AND CONSTRUCTION 

18 Grand St., New Rochelle, N. Y. 

New Rochelle 6 -1620 

.Member AFCCE* 
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FCC Actions 
(Continued from page 81) 

Applications Cont.: 
location to Tacoma, Wash. 

Modification of CP 
Mod. CP new AM station for exten- 

sion of completion date: KFMA Daven- 
port, Ia.; KCHN Chanute, Kan. 

WSAP Portsmouth, Va. -Mod. CP AM 
station to change frequency, power, 
etc. for extension of completion date. 

WELS Kinston, N. C. -Mod. CP new 
AM station to change studio location to 
1400 Vernon Ave., Kinston, N. C. 

Modification of License 
KOGT Orange, Tex.-Mod. license to 

change studio location Highway 87 N. 
of Orange. 

CP to Replace CP 
WKAT -FM Miami Beach, Fla. -CP to 

replace expired CP new FM station. 
WAND -FM Canton, Ohio-Same. 

August 23 Decisions ... 
BY COMMISSION EN BANC 

Hearing Ordered 
WXLT Ely, Minn. and KFMA Daven- 

port, Ia. - Ordered that consolidated 
hearing on matter of revocation of li- 
censes of WXLT and KFMA, be held at 
St. Paul, Minn., on Sept. 27, before 
Commissioner Sterling. 

Hearing Designated 
KENE Belen, N. M.- Designated for 

hearing at Belen, application for license 
to cover CP. on questions relating to 
permittee's ownership record, its finan- 
cial status. etc. 

August 23 Applications . . . 

ACCEPTED FOR FILING 
AM -1230 kc 

Flagstaff Bcstg. Co., Flagstaff, Ariz. 
-Mod. CP new AM station to change 
from 1450 kc to 1230 kc. 

License Renewal 
Request for license renewal AM sta- 

tion: WMBD Peoria, Ill.; KASI Ames, 
Ia.; KWBG Boone, Ia.; KPLC Lake 
Charles, La.; WING Dayton, Ohio; 
KFDA Amarillo, Tex.; O. Long- 
view, Tex. 

Modification of CP 
WTTS Bloomington, Ind. -Mod. CP 

to increase power etc. for extension of 
completion date. 

Mod. CP new FM station for exten- 
sion of completion date: KTSA -FM San 
Antonio; WPAR -FM Parkersburg. 
W. Va. 

License Renewal 
Request for license renewal FM sta- 

tion: WLEY Elmwood Park, nl.; KALW 
San Francisco (NCI; KSUI Iowa City, 
(NC) Ia.; WLSU Baton Rouge, (NC) 
La. 

TENDERED FOR FILING 
AM -1260 kc 

WTJH East Point, Ga.-CP AM sta- 
tion to change from 1260 kc 1 kw D 
to 5 kw D. 

August 24 Decisions . . . 

BY A BOARD 
Hearing Designated 

KSPA Santa Paula, Calif.- Desig- 
nated for hearing application for re- 
newal of license for 1400 kc 250 w 
unl.; hearing to be held at Santa Paula. 

Vermillion Bcstg. Corp., Danville, 

Ill.- Designated for hearing at Wash- 
ington on Feb. 5, 1951, application for 
new station on 980 kc 1 kw uni., DA, 
and made KMBC Kansas City, Mo., 
WSIX Nashville; WONE Dayton and 
WCFL Chicago, parties to proceeding. 

Petition Denied 
WERD Atlanta, Ga.- Denied petition 

requesting waiver of Sec. 3.25(c) of 
Rules to permit operation of station 
WERD between midnight and local sun- 
rise, and dismissed application. 

Waiver Granted 
Door County Bcstg. Co. Inc., Stur- 

geon Bay, Wis. -Granted petition for 
waiver of Sec. 1.363 (a) of Rules, and 
accepted application for CP for a new 
station to operate on 910 kc, 500 watts, 
daytime only. 

Extension Denied 
WPRT, Prestonsburg, Ky.- Denied 

application for extension of completion 
date to Oct. 28, 1950 for new station 
(BMP -5242) and advised permittee if 
a hearing is desired, a request therefor 
should be made within 20 days, upon 
receipt of which the denial will be 
set aside and application designated 
for hearing. 

Hearing Designated 
Scranton Radio Corp., Scranton, Pa.- 

Designated for hearing application for 
new station on 1400 kc, 250 w uni., 
to be held at Washington on Feb. 6, 
1951, and made WEST Easton, Pa., 
party to proceeding. 

August 24 Applications ... 
ACCEPTED FOR FILING 

License Renewal 
Request for license renewal AM sta- 

tion: WBRY Waterbury, Conn.; WMBR 
Jacksonville, Fla.; WEBK Tampa, Fla.; 
WTHI Terre Haute, Ind.; KSO Des 
Moines, Ia.; KEYS Corpus Christi, Tex. 

License for CP 
KAFY Bakersfield, Calif.- License 

for CP change frequency etc. 
WELC Welch, W. Va.- License for 

CP new AM station. 
TENDERED FOR FILING 

SSA -660 kc 
KFAR Fairbanks, Alaska -Extension 

of SSA on 660 kc 10 kw uni. for period 
beginning Sept. 1 to May 1, 1952. 

AM-910 kc 
WESC Greenville, S. C.-CP to 

change from 660 kc 5 kw D to 910 kc 
1 kw uni. DA -2. 

Modification of CP 
WAAA Winston -Salem, N. C. -Mod. 

CP to change studio and trans. loca- 
tions from Winston -Salem, N. C. to 
Kernersville, N. C. 

Justice Clark Named 
TOM C. CLARK, associate justice 
of the U. S. Supreme Court, has 
accepted honorary chairmanship of 
the fourth annual Voice of Democ- 
racy contest, according to Robert 
K. Richards, NAB public affairs 
director and VOD committee chair- 
man. Judge Clark has taken an 
active part in the contest since its 
inception in 1947. Sponsoring the 
contest are NAB, Radio -Television 
Mfrs. Asan. and U. S. Junior Cham- 
ber of Commerce. 

, QQ\ 

N x iets fir. BMI 'ye ? 
Another BMi "Pin Up" Hit -Published by Venice 

PINK CHAMPAGNE 
On Records: Lionel Hampton - Dec. 27164; 

Ralph Flanagan -Vic. 20 -3847; Bill Darnel- 

Coral 60287; Joe Liggins -Spec. 355. 

On Transcription: Alan Holmes -Associated, 

BROADCAST MUSIC INC. 580 FIFTH AVENUE 
11w YOU CHICAGO Hollw000 NEW YORK 19, N. Y. 
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fCC roundup 
New Grants, Transfers, Changes, Applications 

SOX SCO7Q SUMMARY TO AUGUST 2 

Summary of Authorizations, Stations On the Air, Applications 
Appli- 

Total cations 
Class On Air Licensed Pending 

AM stations 2,172 2,143 277 
FM stations 685 503 21 
TV stations 106 51 355 

*One on the air. 

Cond'l 
CPS Grants 

175 
216 1* 
58 

s * s 

Docket Actions .. . 

FINAL DECISIONS 
WRIB Providence, R. I.- Announced 

final decision to grant application of 
WRIB Providence for mod. CP to 
change from 1220 kc 250 w day to 1220 
kc 1 kw day. Decision Aug. 21. 

WCTT Corbin, Ky.- Announced final 
decision to grant application of WCTT 
Corbin CP to change from 1400 kc 
250 w fulltime to 680 kc 1 kw fulltime, 
DA -N. Decision Aug. 21. 

INITIAL DECISION 
KEYY Pocatello, Ida.-Issued initial 

decision by hearing examiner Leo 
Resnick to grant application of KEYY 
for renewal of license. KEYY is as- 
signed 1240 kc, 250 w fulltime. See 
story this issue. Decision Aug. 23. 

OPINIONS AND ORDERS 
Saratoga Bcstg. Co., Saratoga Springs, 

N. Y.- Commission announced opinion 
and order to grant petition of Saratoga 
Bcstg. Co., for review of hearing ex- 
aminer's ruling of July 10 which denied 
petition requesting rehearing in pro- 
ceeding re applications of Saratoga 
Bcstg. Co. and Spa Bcstrs. Inc., Sara- 
toga Springs; examiner's ruling set 
aside and record reopened to permit 
Saratoga Bcstg. Co. to present evidence 
to support its application. Order Aug. 
18. 

WHFC and WEHS (FM) Cicero, nl.- 
Issued opinion and order to deny peti- tion of WHFC Inc., requesting Com- 
mission to amend its statement of 
"general policy regarding assignment 
and use common call letters for AM FM 
and TV stations" so as to permit use 
of identical call letters by AM and FM 
stations under ownership in different 
cities or communities of the same 
metropolitan district; or grant peti- 
tioner exception to general rule and 
permit employment of common call 
letters in AM and FM operations in 
Chicago metropolitan district. Order 
Aug. 23. 

Non - Docket Actions ... 
AM GRANT 

Hartford, Wis.- Kettle- Moraine Bcstg. 
Co., 1540 kc, 500 w daytime. Estimated 
construction cost $8,500. Principals in 
firm include: Sherman C. Carr, engi- 
neer WTMJ Milwaukee, president 
22%%; Leo M. Durvil, employe West 
Bend Aluminum's Co., vice president 
2234 %; Walter G. Zastrow, formerly 
50% owner King Machine Co., secre- 
tary- treasurer 45%; George J. Laskin, 
lawyer and formerly Special Assistant 
to Attorney General in Tax Div. U. S. 
Dept. of Justice, Washington, 10 %. 
Granted Aug. 24. 

EDUCATIONAL FM GRANTS 
WEVC Evansville, Ind. - Evansville 

College, granted CP for noncommercial 
educational FM station, Chan. 218 (91.5 
mc) ERP 1.9 kw, antenna 100 ft. Grant- 
ed Aug. 22. 

Dallas, Tex. - Southern Methodist U., 
granted noncommercial educational FM 
station, Chan. 201 (88.1 mc) ERP 10 w. 
Granted Aug. 22. 

WIUC Urbana, Dl.- Granted switch 
in facilities to Chan. 210 (89.9 mc) ERP 
320 w, antenna 580 ft. 

Deletions ... 
TWO FM authorizations reported de- 
leted last week by FCC. Total deletions 
to date since Jan. 1: AM 30; FM 89; 
TV 3. 

WHEY Bay Shore, N. Y. - Coastal 
Bcstg. Co. Inc. CP Aug. 22. Very few 
FM receivers in area in spite of heavy 
promotion. 

WHYS - FM Canton, Dl. - Fulton 
County Bcstg. _ Co. License Aug. 22. 
Lack of interest in FM. 

In 
Hearini 

262 
13 

182 

TRANSFER GRANTS 
WRNL -AM -FM Richmond, Va. - 

Granted assignment of license fron 
Richmond Radio Corp., licensee, t( 
Richmond Newspapers Inc. Richmont 
Newspapers owns all stock of Richmonf 
Radio, and directors and officers ar* 
same for both. Richmond Radio Corp. 
performs no useful function and merg- 
ing of all outstanding stock will focal- 
tate business operations. WRNL is 
assigned 5 kw fulltime on 910 kc 
Granted Aug. 22. 

WMRY New Orleans and KCI. 
Shreveport, La.- Granted relinquish- 
ment of control In Southland Bcstg 
Co., licensee from Joe Darsky to Les- 
ter Kamin Billy B. Goldberg and Pal 
Koon. WI1RY is assigned 500 w day 
600 kc. KCW is assigned 5 kw day 
980 kc. Granted Aug. 23. 

New Applications . . . 

AM APPLICATIONS 
Taylorville, Ill.-Moyer Bcstg. Co. 

1410 kc 1 kw day. Estimated construc- 
tion cost $20,000. Equal partners in- 
dude: Russell Armentrout, 50% owner 
Clark Theatres Inc., (his wife owns th( 
other 50 %) and Roger L. Moyer, man- 
ager Clark Theatres Inc. Filed Aug. 23 Sparta, DI. - Hirsch Communication 
Engineering Corp., 1230 kc, 250 w full- 
time. Estimated construction cost $11, 
065. Corporation includes Oscar Hirsch 
owner KFVS Cape Girardeau, Mo. 
owner WKRO Cairo, Ill., majorit) 
stockholder KFMO Flat River, Mo., an 
minority stockholder Sikeston Corn munity Bcstg. Co., Sikeston, Mo.; 
James F. Hirsch, stockholder KFM( 
and Geraldine Hirsch. Filed Aug. 24 Tracy, Calif. -West Side Radio, 711 
ke, I kw day. Estimated construction 
cost $20,150. Equal partners include 
Maxon B. Sayre, chief engineer KTUF Turlock, Calif. and George Stevan: Jr., student. Filed Aug. 24. 

New Applications ... 
AM APPLICATION 

Malvern, Ark. -David M. Segal, 1381 
kc, 1 kw day. Estimated construction 
cost $12,500. Mr. Segal's radio interest 
include 100% ownership KTKS Tex arkana and KDMS El Dorado and 519 interest WGVM Greenville, Miss., an, 
pending application for station a 
Clinton, Mo. Filed Aug. 16. 

TV APPLICATION 
Cincinnati, Ohio -L. B. Wilson Inc. 

new commercial television statio 
Chan. 2 (54 -60 mc) ERP 28.4 kw vis. 
14.2 kw our., ant. 462 ft. above averag. terrain. Estimated construction cos 
$480,485, revenue $250,000. L. B. Wilson applicant, is president and genera manager WCKY AM outlet Cincinnati 
and 96.5% stockholder. Filed Aug. 14 

TRANSFER REQUESTS 
WDAS Philadelphia- Transfer of con trol of WDAS Bcstg. Station Inc., from 

William Goldman Theatres Inc. to Ma: 
M. Leon. Mr. Leon is owner Whole 
Sum Products Co. (candy manufactur 
ers) and operates and conducts affair 
of Philadelphia "Pops" Corporation non -profit corporation. Consideration i 

$495,446.89 and net quick assets totaling about $200,000. Mr. Goldman is retiring Röm rádlo te- devote more time to hi theatre Interests. WDAS Is assigne. 
250 w fulltime, 1400 kc. See star; 
BROADCASTING June 12. Filed Aue 
24. 

KCHE El Reno, Okla.- Assignment o 
license from KCHE Inc., licensee, t 
LeRoy and Dorothy Bremmer. Corpo ration unable to operate station eco 
nominally and profitably due to ab 
sentee ownership. The Bremmer's moil 
assume the debts of KCHE Inc. Mr Bremner was general manager KERI 
Kermit, Tex. until duly. KCHE is as 
signed 1590 kc, 500 w day. Filed Aug. 24 

WKSR Pulaski, Tenn. - Assignmen 
of license from John R. Crowder, Jame 

BROADCASTING Telecasting 



Porter Clark and W. E. Williams d/b 
as Pulaski Bcstg. Co., to John R. Crow- 
der and James Porter Clark. Mr. Wil- 
liams retires and sells his 10% interest 
to Mr. Crowder for $4,000, increasing 
Mr. Crowder's holdings to 80 %. WKSR 
is assigned 250 w day on 730 kc. Flied 
Aug. 24. 

WWSO Springfield, Ohio -Transfer of 
control in Radio Springfield Inc., licen- 
see, from S. A. Sisler Jr., to Eugene 
Pournelle. Mr. Sisler sells his 49'h% 
interest for par value of $37,000. Mr. 
Sisler wishes to devote more time to his 
other interests. For mutual protection 
transaction will take form of Mr. Sister 
first selling his interest to Bradley Kin- 
caid, presently 49ÿ%o stockholder and 
Mr. Kincaid in turn Immediately sells 
to Mr. Pournelle. WWSO operates with 
250 w day on 1210 kc. Filed Aug. 23. 

WETO Gadsden, Ala.- Assignment of 
CP from Cary Lee Graham tr /as 
Gadsden Radio Co. permittee, to Cary 
Lee Graham and Edwin Estes d/b as 
Gadsden Radio Co. Mr. Estes, formerly 
general manager WGWD Gadsden, buys 
50% interest for $5,465. WETO is as- 
signed 1 kw fulltime on 930 kc. Filed 
Aug. 18. 

NAB District 15 
(Continued from page 23) 

discussed after Mr. Hardy's talk. 
Charles Mallory, KSJO San Jose, 
criticized what he called NAB's 
apparent approval of SESAC rates. 
Mr. Hardy said NAB has not and 
does not approve the SESAC rate 
structure. He said NAB had merely 
asked SESAC to submit some sort 
of a rate structure and the society 
presented a card bearing minimum 
and maximum rates charged sta- 
tions. By publishing these rates 
NAB in no manner approved them, 
he said. 

Delegates asked NAB to act on 
the rate structure but Judge Miller 
said NAB under its charter is 
powerless and cannot bargain 
without violating anti -trust laws. 
Philip Lasky, KSFO- KPI %(TV) 
San Francisco, reminded that NAB 
has been helpful through BMI and 
other services in keeping rates 
down. 

Ewing C. Kelly, KCRA Sacra- 
mento, suggested NAB obtain re- 
ports from all delegates on rates 
paid to SESAC, with broadcasters 
unitedly demanding the minimum 
rate. "If NAB has to act like a 
legal group instead of a business 
group," he said, "let's take the 
action here ourselves, now." Di- 
rector Shaw suggested NAB might 
look into the copyright situation 
and seek revision in copyright 
laws. 

NAB staff officials were unani- 
mous in predicting good business 

ALLOCATHONS 
REPORTS that Maj. Gen. William 
national Telephone & Telegraph 
proposed allocations and priorities 
making the rounds in Washington la 
approval of the President's 1950 
Defense Production Bill. 

President Truman said he had 
no knowledge of such reporta, but 
authorities felt it likely that Gen. 
Harrison's appointment would be 
announced momentarily. At the 
same time he complained that the 
Senate had tied his hands in adopt- 

Harrison May Head New 
Commerce Unit 

H. Harrison, president of the Inter - 
Co., may be chosen to head up a 
unit in the Dept. of Commerce were 
st week on the heels of Congressional 

ing an amendment vesting alloca- 
tions power in the Commerce Dept. 
rather than permitting the Chief 
Executive to delegate it. 

The production bill, which would 
set up a system of priorities and 
allocations on critical and scarce 
materials, many of them used in 
manufacture of electronics equip- 
ment, was passed by the Senate 
last Monday. It was being studied 
late last week by conferees, who 
were attempting to resolve differ- 
ences in the Senate and House 
versions. 

General Harrison probably would 
be given the rank of Under Sec- 
retary of Commerce and head a 
so- called National Production Au- 
thority or Defense Production Ad- 
ministration within the Commerce 
Dept., according to reports. He 
would have at his command an ad- 
visory committee comprising some 
members of the department's Busi- 
ness Advisory Council and the 
Labor Dept. 

The IT &T official headed the 
construction division of the Na- 
tional Defense Advisory Commit- 
tee in 1940 and later its successor, 
the Office of Production Manage- 
ment. He was commissioned a 
Signal Corps colonel in 1942. 

for both radio and TV. Charles A. 
Batson, NAB TV director, said 
video prospects were good, with 
advertisers "standing in line." 
Richard P. Doherty, NAB employe - 
employer relations director, offered 
his 10 -point plan for station labor 
relations and submitted the NAB 
analysis of operating costs [BROAD - 
CASTING-TELECASTING, Aug. 14 -21]. 
Lee Hart, assistant director of 
BAB, conducted a sales clinic. Carl 
Haverlin, BMI president, said the 
industry's copyright bureau is ex- 
panding its service. 

Members of the Resolutions 
Committee were Paul Bartlett, 
KFRE Fresno, chairman; Alan L. 
Torbet, KROW Oakland; Jack R. 
Wagner, KSYC Yreka. Besides en- 
dorsing BAB plans the district 
pledged support to civilian and 
military authorities and commended 
Judge Miller and the board for 
offering the industry's services to 
the nation; commended Judge Mil- 
ler "on selection of our old friend 
and fellow broadcaster, Bill Ryan, 
as general manager of the asso- 
ciation and give him our continued 
confidence in the manner in which 
the affairs of NAB are being con- 
ducted." NAB staff members and 
Director Shaw were commended 
for their part in the meeting. 

KCJB Joins CBS 
KCJB Minot, N. D., 1 kw, 910 kc, 
joins CBS as a supplementary sta- 
tion of the Northwest Group effec- 
tive Sept. 1. Station is owned and 
operated by North Dakota Broad- 
casting Co., John Boler is presi- 
dent and general manager. 

ase for 
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New York 366 Madison Avenue 
Executive Office 
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OHIO AD MEET 
Conference Set for Oct. 6 -7 

LEADING Ohio business execu- 
tives will deliver talks at the Ohio 
State U. Advertising and Sales 
Promotion Conference Oct. 6 -7, ac- 
cording to Dr. Kenneth Dameron, 
general conference chairman. 

Speakers and their subjects in- 
clude- 

Benjamin S. Katz, president, Gruen 
Watch Co., Cincinnati, "How Manage- 
ment Can Use Advertising to Sell 
Higher Priced Goods "; Fred P. Stas- 
hower of Lang, Fisher & Stashower 
Inc., Cleveland, on retail advertising 
copy; Richard M. Rairigh, McCann - 
Erickson Inc., Cleveland, on the prob- 
lem of keeping advertising production 
costs down. Other Ohio advertising 
and sales promotion executives also 
are scheduled to take part, Mr. Dam - 
eron said. 

Among these are Franklyn R. Haw- 
kins, advertising director of Libbey- 
Owens -Ford Glass Co., Toledo, pre- 
siding over the session dealing with 
national advertising; Harry M. Nichols 
of Mumm, Muilay & Nichols, Colum- 
bus, as the same session's chairman, 
and Carl E. George, vice president and 
assistant general manager of WGAR 
Cleveland. This year's conference was 
organized in cooperation with AFA's 
Fifth District. 

WJPB (FM) Opens 
OPENING of WJPB (FM) Fair- 
mont, W. Va., was announced last 
week by J. Patrick Beacom, presi- 
dent of Fairmont Broadcasting Co. 
A sister station of W V V W, the 
new outlet operates on Channel 
222 (92.3 mc) with a radiated pow- 
er of 5 kw. Norma Faber is sta- 
tion manager. WJPB will tie into 
the FM network originating 
through WQXR New York, it was 
announced. 
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JULY NETWORK SALES 
EXCEED 1949 LEVEL 
GROSS time sales of four nationwide networks 
in July totaled $12,303,409, according to figures 
furnished BROADCASTING last week by Pub- 
lishers Information Bureau. Sum is 1.8% 
ahead of gross combined network time sales 
of $12,085,240 for July, 1949, first time this 
year that any month has exceeded same month 
last year. 

For seven -month period network gross this 
year totaled $109,293,958, down 3.2% from 
gross of $112,870,545 for same period last year. 
Network -by- network radio tabulation shows: 

July 
1950 

July 
1949 

Seven 
Mos. 1950 

Seven 
Mos. 1949 

ABC $ 2,275,133 $ 2,788,151 $ 21,790,145 $ 26,253,312 
CBS 4,515,645 3,779,469 40,587,495 37,331,254 
MRS 1,057,200 1,133,315 9,550,844 11,412,589 
NBC 4,455,931 4,384,305 37,365,474 37,873,390 
TOTAL 12,303,409 12,085,240 109,293,958 112,870,545 

Gross time sales of three television networks 
-ABC, CBS, NBC with DuMont figure not 
available -in July total $1,450,254, according 
to PIB. Figure is well over twice sum billed 
by all four TV networks in July of last year. 
Three -network total for first seven months of 
1950 is $15,428,049, more than three times 
four -network total of $4,876,505 for July 1949. 
Individual TV network figures: 

July 
1950 

July 
1949 

Seven 
Mos. 1950 

Seven 
Mos. 1949 

ABC 9220,468 $119,674 $2,156,194 $470,313 
CBS 292,784 114,401 4,833,615 1,173,309 
DuM 73,714 - 486,487 
NBC 937,004 317,775 8,438,240 2,746,396 
TOTAL $1,450,254 $625,564 $15,428,049 $4,876,505 

WNBT SALES LINEUP 
SEPARATION of radio and television staffs 
in NBC's New York stations completed Friday 
with appointment of John H. Reber, former 
program manager of WNBT (TV), as sales 
manager of WNBT and Ivan Reiner, former 
production supervisor, as program manager. 
Two salesmen, Francis F. Sanford and James 
C. Hirsch, will report to Mr. Reber. Five 
directors, William Harbach, Dick Schneider, 
John Chapin, Dwight Hemion and Alfred M. 
Scott, will report to Mr. Reiner. All have been 
in NBC employ. Radio counterparts on sales 
and program staffs of WNBC, NBC radio out- 
let in New York, announced several weeks ago. 

WPIX (TV) RAISES RATES 

OVERALL increase in rates of 25% above 
present levels announced by WPIX (TV) New 
York Friday in new rate card No. 3 effective 
Sept. 1. In new card station's Class A time, 
formerly 7 -10 p.m. Sunday through Saturday, 
extended to include 10 -10:30 p.m. period. Pres- 
ent sponsors as well as those renewing con- 
tracts before Sept. 1 will be given rate protec- 
tion of 26 weeks. 

KATZ AGENCY SELECTED 

KATZ AGENCY Inc. appointed national rep- 
resentative by KMTV (TV) Omaha effective 
Sept. 1. KMTV is owned by May Broadcast- 
ing Co., Owen Saddler general manager and 
Howard O. Peterson commercial manager. 
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RADIO TUBE SALES SOAR; 
PARTS SHORTAGE DENIED 
SALES of radio receiving tubes for new sets 
to manufacturers in first seven months of 1950 
totaled 149,276,662 units, passing total of 147; 
298,436 for entire year 1949, according to 
Radio -Television Mfrs. Assn. Overall radio 
tube sales through July totaled 191,503,938 
units compared to 198,753,295 for 12 months 
of 1949. Tube shipments in July totaled 
21,128,017 units of which 14,600,533 were sold 
to manufacturers for new sets. 

RTMA President Robert C. Sprague said 
Friday there is no immediate threat of a seri- 
ous shortage of replacement parts to service 
radio and TV receivers. He made statement 
after spot check in New York where shortage 
had been reported. He said some distributors 
are allocating tubes, resistors, antennas, TV 
tubes and condensers to prevent hoarding by 
small percentage of dealers and servicemen. 

In city -by -city analysis, RTMA found 2,612; 
000 TV sets were shipped to dealers in first 
six months of year, including 38 states. RTMA 
production in same period totaled 3,114,000 
sets, difference of 503,000 sets representing 
inventories and sets in transit. 

WKUL TEST DROPPED 
WKUL Cullman, Ala.'s court test of FCC 
hands -off policy toward possible competitive 
effects of granting "too many" stations in a 
community [BROADCASTING, April 10] was re- 
ported Friday to be in process of withdrawal 
at WKUL's request. Station was seeking dis- 
missal of its appeal which asked U.S. Court of 
Appeals for D.C. to set aside FCC grant for 
new Cullman AM outlet on grounds that Cull- 
man can't support both and that lowered pro- 
gram standards would result. 

HOUSE ADOPTS FUND BILL 
CONFEREES' compromise on omnibus appro- 
priations bill, containing funds for FCC, State 
Dept., Voice of America and other government 
branches (see story page 36), adopted Friday 
by House of Representatives in Washington. 

PETTIT HEADS COMMITTEE 
L. E. PETTIT, manager of advertising divi- 
sion of electronics department, General Elec- 
tric Co., appointed chairman of Advertising 
Committee of Radio -Television Mfrs. Assn. He 
succeeds Stanley H. Manson, Stromberg -Carl- 
son Co., Rochester, who resigned. Mr. Pettit 
has been vice chairman. During his chairman- 
ship Mr. Manson directed RTMA participation 
in Voice of Democracy contest in cooperation 
with NAB and U. S. Jr. Chamber of Commerce 
and before that headed RTMA "Radio -in- 
Every- Room" campaign. 

NBC PROGRAM PROMOTIONS 
PROMOTIONS in NBC Program Dept. of 
Leslie Harris, Robert Wamboldt and Grant 
Tinker announced by Charles C. Barry, vice 
president in charge of programming. Mr. 
Harris becomes eastern program manager; 
Mr. Wamboldt becomes eastern production 
manager and Mr. Tinker supervisor of pro- 
gramming operations. 

Closed Circuit 
(Continued from page 4) 

space in favor of TV. Results expected this 
fall. 

ONE OF nation's cream retail drug accounts - 
Peoples Drug Stores, operating outlets in D.C., 
Maryland, Virginia and Ohio -goes to newly 
formed William D. Murdock Adv. Agency to be 
established in Washington by Sept. 15 by 
former sales manager of WOIC (TV) Wash- 
ington. It's expected company, which hereto- 
fore has placed direct, will buy saturation five - 
minute newscasts on radio starting promptly 
in Washington market. TV later. Agency 
shortly will announce four other accounts. 

PRACTICALLY all large radio -TV manufac- 
turers have from government agencies so- called 
"phantom" orders for electronic gear and 
equipment. These are simply standby, await- 
ing clearance of appropriations and authoriza. 
tions. Then contracts can be released by tele- 
gram rather than through tedious negotiation. 
Meanwhile manufacturers are continuing 
"business as usual" processing, except in cases 
where certain items, such as resistors and TV 
picture tubes, are in short supply. 

WARD BAKING CO., New York, through J. 
Walter Thompson Co., New York, planning 
radio spot campaign for eight weeks starting 
Oct. 1 in its plant cities for Brown -n -Serve 
rolls. 

BEST BET for 1952 NAB convention at this 
point is New York, which lost to Chicago for 
1951 meeting to be held in April (see page 23). 

SIGNS of concern noted among set makers 
over threat of FM operators to start campaign 
branding non -FM receivers obsolete. Board of 
Radio -Television Mfrs. Assn. to discuss subject 
at mid -September meeting. 

LENNEN & MITCHELL, New York, plan- 
ning heavy spot campaign for Lehn & Fink's 
Lysol disinfectant to start Sept. 18 using five 
to 10 spots weekly on each station. 

WORST prophets of year are radio manufac 
turers, whose 6 million TV set forecast fool 
1950 is taking beating as production hits 
fantastic peaks. Last fortnight output is at 
rate of 9 million per year. 

IN WORKS at NBC is ambitious hour -long 
five -a -week radio series tentatively set fox 
10 -11 p.m. Thursdays through Mondays, to be 
sold to six sponsors, each getting one commer . 

cial per night. Different programs for each of 
five nights per week scheduled, with Arturo 
Toscanini and NBC Symphony probably oc- 
cupying one night and musical, variety and 
dramatic shows others. Importance NBC at. 
taches to project seen in fact Niles Trammell. 
NBC board chairman, personally in charge of 
sales campaign. 

CBS LEASES THEATRE 
CBS has leased Mansfield Theatre, New York 
for five years as television studio. When al. 
tered for TV, theatre will seat 850, will b6 
used principally for variety and musical shows. 

NAMED BY TWO STATIONS 
H -R REPRESENTATIVES INC. appointed 
national representative for WONS Hartford 
Conn., effective Sept. 1, and for WFBG AI. 
toona, Pa., effective Sept. 9. 

GREY ADV., New York, preparing fall radio 
campaign using women's participation shows 
for Admiration shampoo. 

BROADCASTING Telecasting 
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Daytime half -millivolt contours shown in black. 

The Spring 1950 Kansas City Primary Trade 
Area Survey- a coincidental survey of over 
146,000 telephone interviews in one week by 
Conlan -just off the press -shows The KMBC- 
KFRM Team even further ahead of its nearest 
competitor than a year ago! 

/fs-aecfa/y/e... 
and Only The KMBC -KFRM Team 

Covers It Effectively 

and Economically! 

It's one of the most comprehensive listener 
studies ever made, and one of the most reveal- 
ing. It provides irrefutable proof of The 
Team's outstanding leadership ... current 
proof ... not moth ball evidence. Contact 
KMBC -KFRM, or any Free & Peters "Colonel" 
for complete substantiating evidence. 



GOING'ROUN ' III CIRCLES ? 

If you're running your feet off trying to keep up with sales conditions in your 

major markets, cheer up. For Radio Sales has already done most of your legwork 

for you. Your Radio Sales Account Executive can tell you (and he'll be talking 

about things he's seen and learned from on -the -spot study) all you want to know 

about 13 of your most important markets. He can provide you, too, with a 

wealth of research on how to sell your customers effectively in each of 

these sales areas. What it amounts to is that you can be in 13 different places 

at the same time (profitably!) without ever leaving your office. Thanks to... 

Radio Sales Radio and Television Stations Representative...CBS 

Representing radio stations 
WCBS, WBBM, KNX, WCAU, 

WCCO, WEEI, KMOX. KCBS, WBT, 

WRVA, WTOP, KSI-, WAPI 

and the Columbia Pacific 
Network; TV stations WCBS -TV, 

WCAC -TV, KTTV, WBTV, 

KSI: TV, W WM -TV, WTOP -TV 


