UYERS!

Here’s probably one of the mos"important

collection of facts that you've ever
glanced at. It concerns the somes that you
and your clients get into for the dollars
you spend in New York.

Are you getting your money’s worth?

Study this table carefully . . . .

note- Al.l. TV

COST PER 1000 HOMES
DELIVERED BY RADIO AND TV
STATIONS IN METROPOLITAN

NEW YORK

(Vs.hour nighttime comparison—0October 1950)

10 New York
Radio
Stations

All New York
Television
Stations

6:00-8:00 PM

¥3.30

*8.84

8:00-10:00 PM

3.03

2.13

In other words, on a cost-per-1000 basis, New York television station rates are 153% higher than
those for New York’s AM stations during the early evening, 6:00 to §:00 PM, and 70% higher
during the 8:00 to 10:00 PM period. These facts are based on actual listening and viewing,.

TV’s good, but you need the AM too to thoroughly and

profitably cover the greatest group of markets in

America! That means buying

WOR

—the station that sells more people, more goods,
more often than any other station in the United States.

NOTE: Ask us for a special and very informative study we have just made.

It’s called “An Appraisal of Radio Rates in New York.”



D thousands of students in classrooms throughout the
Midwest put down their books and pencils and listen
to WLS SCHOOL TIME.

For the past fourteen years WLS has broadcast this daily
educational program of in-school listening for the enrich-
ment of our country’s future citizens. For, in the classrooms
of today are the builders of tomorrow. These students, in a
few short years, will be the bankers and farmers, the scien-
tists and statesmen, the homemakers and business leaders
who will determine the future of our nation. WLS, aware
of this responsibility, has consistantly emphasized the value
of radio in filling this educational need.

Thus, WLS SCHOOL TIME, with its support and
cooperation from local, regional and national educational
leaders, is inspiring in the youth of today a pride in our

American heritage of freedom and an awareness of indivi-
dual responsibility toward preserving the American way
of life.

Filling educational needs, as well as religious, business
and entertainment requirements, has built a kinship be-
tween WLS and its vast audience of listeners —a kinship
which has prompted a unique loyalty and acceptance . . .
two good reasons why WLS achicves such outstanding
advertising results.
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890 KILOCYCLES, 50,000 WAVTS, ABC NETWORK—REPRESENTED BY

JOHN BLAIR & COMPANY



YANKEE is the answer-...
with 29 Home-Town Stations

Coverage is a continuous study, market by the large, ready-made local audience of Yankee
market, state by state — but not in New Eng- and Mutual listeners. Every sales message has local
land. In this six-state area complete coverage is impact—penetrates the entire trading area in the
a one-network buy — The Yankee Network. way that means sales results for local merchants.

For years these Yankee home-town stations — The Yankee Network is New England's largest
now reaching 29 markets — have answered the regional network — the only one-package buy
coverage question for hundreds of advertisers. that gives you complete coverage, with thorough
They do this because in every market they deliver local coverage of individual markets.

sPeceprtance ca THE YANKEE NETWORK'S “Pacsudation

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System

21 BROOKLINE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO., INC.

blished every Monday, 53rd issue (Year Book Number) published in February by BroapcastiNg PubticaTrons, Inc., 870 National Press Bulld.lnx Washington 4, D. C,
Fu i i Entered as second class matterpMarch 14, 1933, at Post Office at Washington, D. C.. under act of March 3, 1
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Closed Circuit

THERE'S better than even chance that agree-
ment among TV networks will develop to avert
FCC’s investigation of AT&T allocation of
coaxial cable and microwave relay time, sched-
ied to start next Monday. Pre-hearing con-

rence today may kick off renewed efforts
tbward voluntary pact. FCC reportedly has no
appetite for hearing, called after networks’
failure to agree forced AT&T to make arbi-
trary time allocations, which DuMont and ABC-
TV protested. Stratford Smith, assigned as
FCC counsel for case, was in New York last
week querying AT&T and networks in prepara-
tion for today’s conference.

FIRST peeks into typical broadeast operations
point to healthy 1950 increase in all business
categories except network, with year’s total to
be well ahead of $429 million net in 1949. TV
-bgom, of course, will leave 194%9’s $25 million
f4r behind,

THOUGH nothing definite yet, transit and re-
lated FM services seemingly weathered all-day,
all-FM FCC session Friday, one of several to
be held to survey FM problems. Suggestions
that transitcasting, storecasting, ete. be cur-
tajled or banned reportedly received little en-
thpsiasm at Commission level.

LL.OYD YODER, veteran general manager of
NBC-owned KOA Denver, slated for appoint-
ment as general manager of KNBC San Fran-
cisco and northern California operations of
NBC. He'll succeed John Elwood, recently
retired. No successor as yet named at KOA.

TOP CBS executives make no secret of dis-
satisfaction with date on which network rep-
resentatives are invited to see RCA color
demonstrations in Washington—Deec. 15, 10
days after demonstrations begin. Adrian Mur-
phy, CBS vice president, telephoned request
to| RCA to move date ahead but was told
acgommodations unavailable for CBS before
then.

FCC CHAIRMAN Wayne Coy this week will
start month's leave on doctor’s orders. Nothing
organically wrong, it’s reported. Doctor called
it fatigue. It's presumed Vice Chairman Paul
A. Walker will function as acting head.

STANDARD BRANDS through Compton Adv.,
New York, will use spot announcement cam-
paign in radio and television in eastern and
soithern markets starting in spring of 1951
for its instant tea.

EDWIN W. CRAIG, WSM Nashville, chair-
man of Clear Channel Broadcasting Service,
has called special meeting of 16 member sta-
tidns in Chicago for today. Meeting will devise
plgns for opposition to Senate confirmation of
NARBA treaty, which CCBS contends will en-
danger rural service to substantial portion of
nation,

DESPITE worsening of international situation,
there’s little talk about reestablishment of De-
fense Communications Board to coordinate com-
munications policy matters, Evidently situation

is being handled adequately through informal

| (Continued on page 118)
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Dec. 6: Tennessee Assn. of Broadcasters, Andrew

" Jackson Hotel, Nashville.

Dec. 6-13: Baseball Major and Minor League
meetings, Hotel S5t. Petersburg, St. Petersburg,
Fla.

Dec. B: Television Broadcasters Assn. Clinic, Wal-
dorf-Astoria Hotel, New York.

Dec. 12-13: School Broadcast Conference, Hotel
Sherman, Chicago.

(Other Upcomings on page 27}

Bulletins

KELLOGG Co. moving Tom Corbett, Space
Cadet from CBS to ABC and picking up spon-
sorship of MBS -Victor Borge Show Jan. 1.
Both shows to be heard Mon., Wed., Fri. Tom
Corbett program moves into 6:30-6:45 p.m.
ABC time slot and Victor Borge Show to ap-
pear 5:55-6 p.m. Kenyon & Eckhardt is agency.

EXCESS tax bill approved Friday by House
Ways & Means Committee. House Rules Com-
mittee gave bill priority for two days debate,
with vote Tuesday. Radio-Television Mfrs.
Assn. has asked to testify before special Senate
committee slated to open hearings today (Mon-
day). Dr. Allen B. DuMont, chairman of Na-
tional Conference of Growth Companies, sdid
Friday House bill is purely partisan.

BALLANTINE EXPANDS
MAJOR LEAGUE BASEBALL

P. BALLANTINE & SONS, Newark (Ballan-
tine ale and beer), will sponsor telecasts and
broadcasts of Boston Braves baseball games
during 1961 season.

Telecasts will be divided between WNAC-TV
and WBZ-TV in Boston, while WIAR-TV Prov-
idence will carry complete schedule. WNAC
Boston and 29 Yankee Network stations will
carry broadecasts of 1951 schedule.

Jim Britt will head three-man announcing
team for play-by-play radio and television.

Ballantine also will sponsor the New York
Yankees and the Philadelphia Phillies and
Athletics games. J. W. Thompson, New York,
is the agency.

NBC ELECTS MRS. HORTON

MRS DOUGLAS HORTON, former Mildred
McAfee, wartime head of WAVES, elected to
board of directors of NBC Friday. As first
woman member of NBC board, Mrs. Horton
succeeds Edward J. Nally, recently retired
because of age. She was also vice president of
Federal Council of Churches of Christ in Amer-
ica and one-time president of Wellesley College.

MITCHELL NAMED V-P

MAURICE B. MITCHELL, general manager
of Associated Program Service, elected vice
president of Muzak Corp., New York, parent
company. Mr. Mitchell, who joined Associated
in September, continues as general manager.

RALPH G. ALLRUD, former sales manager
for WDEM Providence, R. I., has joined staff
of Blair-TV Inc., New York, as account ex-
ecutive, :

Business Briefly

AGENCY NAMED @ Standard Housekeeping,
New York, national mail order and retail
.organization, names William Warren, Jackson
& Delaney, New York, as advertising agency.
Television will be used.

HOLIDAY SPECIAL @ Stanley Home Prod-
ucts, Westfield, Mass., to sponsor Boy's Town
Choir in special program of Christmas music
over ABC Dec. 10, 5-5:30 p.m. Agency, Charles
W. Hoyt Co., New York.

P&G SIGNS @ Procter & Gamble, Cincinnati
{Dreft and Oxydol), to start sponsorship Jan.
1, three times weekly, of Kate Smith on NBC-
TV. Agency, Dancer-Fitzgerald-Sample, New
York.

COSMETIC FIRM PLANS
HEAVY RADIO-TV DRIVE

HAZEL BISHOP LIPSTICK, New York (in-
delible lipstick), will start participation spon-
gorship of three network television shows as
well as heavy spot announcement campaign in
both radio and television, effective first week
in January.

Advertiser originally used spot test cam-
paign in television and is shifting much of its
budget from newspapers into radio and tele-
vision. List of network shows in which Hazel
Bishop Lipstick will participate is as follows:
Kate Smith Show on NBC-TV, Fri. 4:30-5
pm., Cavalcade of Bands and Cavalcade of
Stars, both on DuMont TV network.

Spot announcement schedule will include one-
minute films to be placed on 35 television sta-
tions throughout country. In addition one-
minute radio announcements will be used on
about 60 stations in non-television markets.
Agency, Raymond Spector, New York.

Murray Spitzer, advertising director of
Revlon Inc., joins agency as account executive
on Hazel Bishop Lipstick account.

RCA EXPLAINS COLOR
TV INVITATION LIST

RCA DID NOT invite FCC members to its
latest compatible color TV demonstrations be-
cause color controversy is pending in court,
RCA spokesman said Friday. Statement was
in answer to newspaper assertion that RCA
“snubbed” Commission by failing to extend
invitation to showings, which start in Wash-
ington Tuesday.

Spokesman said that when RCA’s suit
against adoption of CBS color standards has
been finally decided, FCC will be invited to
demonstration that will include all develop-
ments and improvements in RCA system up
to that date, and that Chairman Wayne Coy
and other Commissioners have been informed
accordingly.

DRUG STORE RENEWAL

DRUG STORE Television Productions has
renewed Cavaleade of Stare on 19-station
DuMont TV network, Fri.,, 10-11 p.m. for 52
weeks with 13-week options, and Cavalcade of
Bands on 21-station DuMont TV network,
Tues., 9-10 p.m., also for 52 weeks with 13-week
options. New contracts signed Friday by Ed-
ward Kletter, president, Products Adv. Corp.

BROADCASTING ® Telecasting



22.1% MORE
‘SPOT° ADVERTISERS

BOUGHT TIME ON KSD

IN OCTOBER. 1950
THAN IN OCTOBER. 1949

KSD’s Spot Announcement and
Studio Program Periods Are
" Valuable Advertising Properties!

nd availabilities, eall or write

KSD

THE ST. LOUIS POST-DISPATCH RADIO STATION

5000 WATTS ON 550 KC DAY AND NIGHT
National Advertising Representative: FREE & PETERS. INC.
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THE NEWSWEEKLY OF RADIO AND TELEVISION
Published Weekly by Broadcasting Publications, Inc.

Executive, Editorial, Advertising and Circulation Offices:
870 National Press Bldg.

Washington 4, D. C. Telephone ME 1022
I THIS BROADCASTING |, |, |,
Radio Flexes Biceps Despite TV.,.... verieraies 19
Top Policy Frequency Agency Seen..... veeasane 19
Showerman Joins FAP as TV Sales Manager...... 20
Rescue Officiafls Laud Radio’s S$torm Service...... 21
New York Weathers Big Wind................ 21
In Review-—Peter and Mary Show;
Lucky Commertials .....coceieeennieercnnass 22
AFRA—Transcription Firms Sign Contract........ 23
Herbert Heads NBC Radio Sales.......... eiees 23
‘49 AM-TV Revenues Hit Peak........cc0c.uun. , 25
Road Opens for NAB-TV..........coicveeinnns 26
Balicast Curbs Seen........vcuveevneerennanes 27
Prompt Decision Asked in Richards Case.......... 27
Electronics Industry Speeds Production............ 28
Little Relief Seen in New Excess Profits Proposal.. 30
Civil Defense Agency Asked............c.vuunss 30
So what? Schneider Defines the Role of RFD.......... e, AZ
There isn’t a radio station which can’t claim some TELECASTING Starts on Page 51
sort of first. Maybe first with left-handed defensive DEPARTMENTS
3 . Agency Beat ........ 12 Oon All Accounts .... 12
qtfartertll)acks. or :rst hto use diamond - studded Afreagters™ 111111 30 n Dotied Line || 2
e 5 .. ...103 Open Mike ... . ......
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for those who take advantage of them. " New Business . "3 Toerama lne e
27
Such as: a show called “‘Club 1300”’. WFBR -built
. . . ) WASHINGTON HEADGUARTERS
and produced. FIRST in rating against every kind ket s
of opposition thrown at it for ten years=—from net- SOL TAISHOFE, Editor gnd Publisher
work soap opera: i ! EDITORIAL: ART KING, Managing Editor; J. Frank
s‘o,p peras to giveaways! Another one called Batter Rt G N i red. Fitz.
Shoppin’ Fun. Another called Every Woman's gerald, News Editor; Tyler Nourse, Jo Hailey, Assist-
. . . ants to the Newg Editor. STAFF: David Berlyn,
Hour. Others like Morning in Maryland, the Bob Lawrence Christopher, Ardinelle Duncan, Wilson D.
X McCarthy, John Osbon, EDITORIAL ASSISTANTS:
Landers Show, Homemakers Harmonies and more Estelle Dobschultz, Kathryn Ann Jones, Pat Kewal-
. o . czyk, Doris Lord, Allen Riley, Jean D, Statz, Keith
-« 8 lot more ... rate firsf with advertisers who Trantow; Gladys L. Hall, Secretary to the Publisher.
want results, BUSINESS: MAURY 1.ONG, Business Manager; Win-

-
fleld R. Levi, Assistant Advertising Manager; éeorg’e
L. Dant, Adv. Production Manager; Harry Stevens,

i i ings=— i . Classified  Advertising M ; El Schadi,
All _rlght up thc1:c in the ratmgs‘ all with huge .fo‘l e !‘gme' g i ‘ls’fa'g'?f-famhgg')f'nm:gri;
lowings. All available to advertisers on a partici- Irving v%es Miller, ~ Audifor and Office Manager;

pating basis.
CIRCULATION AND READERS’ SERVICE: JOHN P.
COSGROVE, Manager; Jonah Gitlitz, Elaine Haskell,

Has your curiosity been tickled? Contact a John Grace Motta, Lillian Oliver, Warren Sheets.
. . ,
l":;lau'l man or‘ WFBR direct. You'll be shown very HEWS 'r'lj.tl\: nu nms Madison },}v%_ , Zone 2.
i Plazn 5-8355, TAL: w . James, New
clearly why, in Baltimore, you need * ¥York Editor; Florence Small, A Editor] Pete

L4
Dickerson, Assistant to New York E:a’uof; Gretchen
Groff, Martha Xoppel.

Bruce Robertson, Senior Associate Editor.

i ADVERTISING: S. J. PAUL, Advertising Director;
Eleanor R. Manning.

360 N. Michigan Ave. Zone 1,
- -4115; William L. Thompson, Manager; Jane
Pinkerton.

e S gl AT Taft - Building, ‘Hollywood
and Vine, Zone I3, HEmpstead 8181; David Glick-
man, West Coast Manager; Ann August.

TORONTO: 417 Harbour Commission, ELgin 0775;
James Montagnes.

ABC BASIC NETWORK ® 5000 WATTS IN BALTIMORE, MD. Broadoasting . Publications  Inc, - using fhe  fitle
stmnGg *—The News Magazine of the Fif

REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY N T oadcast AdVeriaing s scquired in 1032
' and Broadcast Reporter in 1833,

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

T

- Subscription Price: $7.00 Per Yeur, 25¢ Per Copy
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MEAT PRICES . . . from steer to steak

1000 Ibs. Steer

i

at 26¢ per |b.
Packer pays

$260%°

For livestock raising to be profitable,
farmer's return must cover mainte-
nance of breeding stock, feed and
labor costs, land use and the grower's
time for the three years it takes to
produce a good-grade steer.

Headgquarters, Chicago .

Cattle are not all beef . . . Beef

600 Ibs. Beef =

at 42'%¢ per lb.
Retailer pays

$25500

*Value of by-products, such as hides, Retail markup must cover such costs as rent,

fots, hair, animal feeds, fertilizer,
etc., typically offsets packers' dress-
ing, handling and selling expenses, so
that the beef from o steer normally
sells at wholesale for less than the
live animal cost.

stores orin high-cost areas, they were higher.

Based on market reports of the USDA for good-grade beef steers and good-grade carcass beef, Chicago style cutting, and on
average retail prices for good-grade meat, as reported by the U. S. Bureau of Labor Statistics, Chicago, during 1949.

A good look at this chart quickly provides answers to a lot of questions people ask about meat.
For example, it shows why sirloin steak from a 26¢-per-pound steer may cost 85¢ over the
counter, and why a meat packer can sell beef for less than he paid for the animal “‘on the hoof.”

Efficiency in saving by-products as well as meat—and not economic legerdemain—makes

this possible. It is one of the big reasons why meat moves from farmer—to packer—to store
at a Jower service cost than almost any other food.

AMERICAN MEAT INSTITUTE

Members throughout the U.S.

is not all steak

. PRICE TOTAL
= 95¢ $38.00
o 85¢ 42.50
5::::‘.‘ 85¢ 68.00
o, e 75¢  52.50
Chuck roast 100 55¢ 35.00
el 50¢ 80.00
Fats 5¢ 2.00

540 63¢ G

540 lbs. Retail Cuts

(including shop fats)
Consumer pays

$3382

labor, depreciation on equipment and fix-
tures, etc., as well as shrinkage in weight of
beef carcass when converted into retail cuts.
Prices are averaged. In some stores they
were lower. In some charge-and-deliver

BROADCASTING ® Telecasting
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TAKE A TIP
FROM THE NATIVES...

Thcy Know Where to
et the Best Returns

Atlanta’s smart businessmen know on a cost per
thousand basis WGST pays the best return on their
advertising dollar. The ABC lineup. top local ac-
ceptance, alert merchandising support means more
local crs:lverlisers buy more time on WGST than
any other Atlanta station. How wise is your At-

lanta investment?

WGST

ABC IN ATLANTA
5000 WATTS AT 920 K.C.

Studios and Offices
FORSYTH BUILDING e ATLANTA, GEORGIA

REPRESENTED NATIONALLY BY JOHN BLAIR,

IN THE SOUTHEAST BY CHARLES C. COLEMAN

Pageb ®  December 4, 1950
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MERICAN SAFETY RAZOR Corp., Brooklyn, names M¢Cann-Erick-
son, N. Y., for Silver Star Razors and Blades. Account formerly
handled by Ruthrauff & Ryan, N. Y., will sponsor, effective Dec. 28,

Robert Q. Lewis The Show Goes On on CBS-TV instead of firm’s ASR
Ascot lighters. Latter product and ASR Foto-disc camera handled by
McCann-Erickson.

KERR GLASS Mfg. Co., L. A, appoints McNeill & McCleery Inc, L. A,
to handle advertising. Charles R. Creamer is account executive. No
media plans announced. Firm heavy user of participations spotted in
various markets throughout country coincident with canning seasons.

FIVE STAR MFG. Co., Grande Forkes, Minn. (Freeman Headbolt Engine
Heaters), using transcribed announcements on 20 stations in cold belt
coast-to-coast. Campaign started in November and will run through end
of January; will also test TV in two markets. Agency: Barney Lavin
Inc., Fargo, N. D. Harold Flint is account executive.

ABITIBI POWER & PAPER Ce., Toronto {newsprint), starts series c§
quarter-hour tramnsecribed institutional programs on 23 Ontario stations;!
program dealing with The People’s Forest. Agency: Albert Jarvis Lid,,
Toronto.

MYSTIC ADHESIVE PRODUCTS Ltd., St. Catherine’s Ont. (Mystic
cloth tape), starts mausical flashes on number of Canadian stations.
Agency: James Fisher Co., Toronto.

THOR CORP., Chicago, in process of developing media plans for 1951
with its new agency, Henri, Hurst & McDonald, same city, which took
over account Dec. 1, Radio and TV contemplated. Thor has used co-0p
film spots. MARTIN ZITZ is account executive.

YARDLEY of LONDON Inc, N. Y. (beauty preparations), to sponsor
Tex and Jinx Mon.-Fri.,, 6:30-6:55 pm. on WNBT (TV) New York
starting Jan. b.

CANADIAN INDUSTRIAL ALCOHOL Co. Ltd., Montreal (anti-freeze},
starts one-minute spot announcements on number of Canadian stations.
Agency: Stevenson & Scott Ltd, Montreal.

BREAKFAST CLUB Coffee, L. A., appoints Davis & Co., L. A, to
handle advertising. Media plans not yet announced.

BEST FOODS (CANADA) Ltd., Hamilton, Ont. (Nucoa margarine),
starts quiz show Whe's Talking, five-minutes, five-times weekly on 6
Ontario and one BritisH Columbia stations. Agency: F. H. Hayhurst
Co., Toronto.

/VG!‘W‘O'C‘ ﬁccoanf.‘! e 0o 0

CHAMBERLAIN SALES CORP. Des Moines, for its lotion, will spon-
sor Eric Severeid and the News on CBS Sun., 6:45-7 p.m. CST from
Jan. 7 for 52 weeks. Agency: BBDO, Chicago.

BURTON DIXIE CORP., Chicago (mattresses), sponsoring commentary
program featuring Paul Harvey on ABC Sun., 10:15-10:30 p.m., started
Dec. 3. Agency: Turner Adv., Chicago.

COLGATE-PALMOLIVE-PEET CO., renews Judy Canove Show, Sat.,
10-10:30 p.m. over NBC. Agency: Ted Bates Co.,, N. Y.

WILLIAM WRIGLEY CO., Chicago, renews Gene Autry, Sat., 8-8:30
p.-m. on CBS for 52 weeks, and Life With Luigz, Tues. 9-9:30 p.m. on
CBS. Agency for Autry show is Ruthrauff & Ryan, Chicago, and
for Luigi, Arthur-Meyerhoff Co., Chicago.

GENERAL MILLS Inc., Minneapolis, to sponsor 15-minute segment of
The FBI In Peace and War, over CBS, Thurs, 8-8:30 p.m, beginning
Jan. 4. Procter & Gamble for Lava Soap is co-sponsor. Ageney: Knox
Reeves Adv., Minneapolis.

A. 0. SMITH Co., Milwaukee (industrial manufacturer), to sponsor 17th
annual broadeast of Lionel Barrymore’s portrayal of “Serooge” in

{Continued on page 117)
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—PEOPLES

DRUG STORES

—one of America’s

; ™ foremost drug companies
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This great drug company knows a great
radio buy when it sees one. And so Peoples
bought news broadcasts on WWDC 24-
hours a day—the only buy of its kind in the
rich Washington market. Every hour on the
half hour, Washington gets all the news
from WWDC, and good, selling messages
from Peoples.

If your business needs a real boost in
Washington, get all the facts about WWDQC
from the Forjoe man.
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WWDC-FM—Washington's Transit Radio Siation
H-R Representatives, Incorporated.
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MONEY'!

WRC’s Bill Herson has
just concluded another suc-
cessful promotion. You
must have heard about
Bill's Confederate money
bidding contest for an RCA
television set. Results, in
a rather specialized promo-
tion, were nontheless TER-
RIFIC. We're just 5000
watts, but the bids, in
wires, letters and ‘phone
calls came from all over
America.

Arthur Edson, Washing-
ton feature writer for As-
sotiated Press, mentioned:
. 4 . "“it may be that Con-
federate money will go
farther here than it did in
the last days of the Civil
War . . . (over 100,000
bills of all denominations
were bid).

May we add . . . your
money, dollar for dollar,
on WRC will go farther to-
day, in spots or programs
for your product.

WRC has a heritage of
results, This is just one
example.

IN THE NATION'S CAPITAL

YOUR BEST BUY I8

Paée 10 ® December 4, 1950
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GREAT names of history are pass-
ing in review in the City of Broth-
erly Love, and, as WCAU-AM-
FM-TV claims, they listen and
watch programs aired by the Phila-
delphia CBS affiliate.

The gimmick is part of WCAU’s
three-tonéd fall promotion cam-
paign, first phase employing teaser
ads in the Philadelphia Bulletin,
the second car cards, and the third
an ad series run twice a week in
the Bulletin.

Promotion runs likes this: “When
he goes home at night, Robert E.
Lee listens to WCAU for the latest
in war news.” A note gives the
Philadelphia address of listener
Lee. The take-off on names in-
cludes prominent figures of litera-
ture, music, the theatre and history,
such as Shakespeare, Caruso, Ru-
dolph Valentino and Marconi. Of
the latter, WCAU says he “dis-
covers the best in radio on WCAU.”

Other contributors to the slogans,
which point up “best in music, best
in drama, best in motion pictures,”
are a Joe Miller (watches WCAU-
TV for the best in comedy) and a

when he goes home at nite . .

CARUSO* listens to
WCAU for the best.

in music
* Ernest Carvia

2860 N. Gornet Siceet
Philadelphia, Pa.

Caruso strikes motes for WCAU
in promotion ad.
* % %
Steve Brody (takes no chances—
he listens to WCATU).

Robert N. Pryor, WCAU’s pro-
motion and public relations direc-
tor, says the eye-catching cam-
paign is evoking wide audience
reaction, with one listener suggest-
ing her six-year-old son’s name as
a - possible adliner. The name?
Glenn Ford.
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DOUGLAS DAVID BALLIN JR.

EEPING an “open mind” on

advertising’s ever - changing

problems and, above all, “lis-
tening to the other guy’s story be-
fore making a decision’ are corner-
stones of philosophy that have
guided the active business career
of Douglas Ballin, radio director
of Whitehall Pharmacal Co., New
York. Added to these convictions
is his “first love’ of radio.

“Right now by far the most in-
teresting problem,” says Mr. Ballin
in looking back over his radio as-
sociations, “is what to do about
television in relation to radio. This,
of course, is a problem facing many
longtime network and spot adver-
tisers.”

If his past performances pose an
accurate indicator, neither Mr.
Ballin nor his enterprising radio-
minded firm need be confused.
Whitehall currently sponsors five
network shows and recently signed
with NBC for its Operation Tan-
dem, which also falls within Mr.
Ballin’s jurisdiction. Additionally,
the drug company sponsors a pro-
gram on the CBS Pacific Coast Net-
work and spot schedules on over
300 stations.

Douglas David Ballin Jr. was
born in New York City April 17,
1916. His early education con-
sisted of four years at the Hill
School beginning in 1934 and, later,
attendance at Princeton U., where
he emerged with an AB degree in
political science. At Princeton Mr.
Ballin was active in interclub sports
and in management of the univer-
sity’s Triangle Club.

Upon graduation in 1938, he went
west “to see as much of the country

(Continued on page 41)
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WEXL you hit 99.6%,
of Motor City listen-
ers—at a low subur-
ban rate. Plus . . .

v/ WEXL reaches over
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the State of Michigan

v/ WEXL is Michigan’s
Firet Independent
Station (26 years)

vV WEXL programs
Music - News - Sports
when you want them

R
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er side” for High-Class
Low-Cost Sell . . . on
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KPRC * KPRC-TV

Lamar Hotel, Houston

Affiliated with NBC and TQN

W. P, HOBBY, President ® JACK HARRIS, Genera! Manager
Represented Nationally by:

EDWARD PETRY & CO.
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This is my first and best and true and only station,
thought William Quarton-as he cast an appreciative
eye along neat rows of high readership ratings. She
is a little heavy with Godfrey, thought Bill, but she
delivers an audience good.

A pair of Cadillacs honked at each other across the
Cedar Rapids street, their radios set at 600. “A lovely
mused Bill. He shuffled through program
records, lookirig for an availability. His secretary
came in, flushed with the burden of the morning mail.

market,”

“Shall T open this package which probably contains
orders from our sales representative, the Katz Agency,
first, which is merely exciting, or shall I shuck this
ear of corn sent in by an admiring listener?”

“Let’s open the package,” said Bill. He reached for
the string, slit it sharp and hard and clean with a
pocket knife which read Souvenir of WMT, Cedar
Rapids. “lowa is a good place, Daughter, and we
have a capital per capita, and half of the state’s income

is industrial and half comes from the fat of the land.”

“] am going to give you my portable,”
swered, ¢

the girl an-
so that when you walk from the car to your
office you can hear the Columbia Broadcasting Sys-
tem’s exclusive outlet in Eastern Iowa. Tell me what
the Katz Agency sent, but leave out the rough parts.”
She raised a window and the Iowa air, clean as your
grandmother’s bobby pin, floated in.

Thank G--!

Now we can make room for all this other business.”

“They have sent us a new time stretcher.

5000 WATTS
600 KC

DAY AND NIGHT

BASIC COLUMBIA NETWORK

Page 12 ® December 4, 1950
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to Cunningham & Walsh, N. Y., in executive capac1ty, dealing w1th

J Y. TARLETON, partner and president J. Sterling Getchell, N, Y.,

Liggett & Myers Tobacco Co.

-

ROBERT E. BRETHAUER, to J. Walter Thompson, Chicago, Jan. 1
as assistant to timebuyer ED FITZGERALD. Mr. Brethauer was AM-TV
network account executive at ABC Chicago, handling the Minneapolis
area. Other JWT buying additions are ANNA JEAN PRIDMORE, who
returns to the agency, and MARGARET HOTIRA, formerly of the

Shell Qil Co.

STAN SCHENDEL, copy supervisor Federal Adv. Inc., N. Y., to copy
department Kudner Agency Inc., same city.

WILLIAM M. MILLS, McKim Adv. Ltd., Montreal, to manager McGu1re

Adv. Ltd., Montreal.

REDERICK (Ted) LONG, di-
Frector of radio and television

for Geyer, Newell & Ganger,
New York, began his professional
career selling tubes and other in-
dispensable radic parts in Boston.
Today, he has himself become an
indispensable part of radio.

A potent force in television be-
sides, Mr. Long brings one of the
most versatile of backgrounds to
his present job as overseer of the
impressive Nash-
Kelvinator accounts,
among many others.

In the latter days
of his job as parts
salesman he took
over the supple-
mentary job of an-
nouncer on WLOE
Boston, remaining
with the station un-
ti} it closed its doors
in bankruptey.

He then joined
WNAC Boston full-
time as announcer
and program super-
visor. One year later
he moved to WEAN
Providence as com-
mercial manager,
shortly, advancing to
the post of general manager of the
station.

Four years later Mr. Long joined
CBS in New York as a producer.
He built and produced the Kosta-
lanetz show, produced The Hit Pa-
rade for the first year-and-a-half
as well as the Flying Red Horse
program.

In 1936, he was named an as-

% |

MR. LONG

on all accounts

sistant to Harry Butcher as pro-
gram manager for CBS at WJSV
(now WTOP) Washington. In 1939
he returned to New York to free-
lance, producing such shows as the
Ripley program and The Hit Pa-
rade Party. In addition he was
selected to supervise broadcasting
activities for the New York 1939 -
World's Fair. In 1940 he served
as assistant radio director of the
Republican National Committee.

One year later he
moved to Chicago to
join Lord & Thomas
as head of radio. In
1941 he became ad-
ministrative execu-
tive for the Coordi-
nator of Inter-
American Affairs.

In 1944 he joined
BBDO New York, as
radio account execu-
tive and head of the
television and mo-
tion picture division.
And two years later
he went to Geyer
Newell & Ganger as
production manager,
later to be named
assistant director of
radio and television,
and ultlmately attaining his pres-
ent job in 1949 as head of the de-
‘partment.

Besides the Nash-Kelvinator ac-
count, Mr. Long supervises the
radio and TV advertising for Em-
bassy cigarettes, Continental Oil,
Krueger beer and Zippo lighters.

The Longs, she is the former

(Continued on page 40)

BROADCASTING ® Telecasting



P e N N S L L S S L LSS LSRN SN LN NN

bt 27

(S S S S N S S S N N L L R S S e R

WILLIAM F. WALSH, Buchanan & Co., N. Y., to Lennen & Mitchell,
N. Y., as account executive. *

STEWART GARNER, HollWood account executive, transfers to televi-
sion department of agency’s N. Y. office sometime next month.

JACK BROOKS, producer CFCF Montreal, to radio department Cock-
field, Brown & Co., Montreal.

RALPH G. TUCHMAN, assistant to general manager KTTV(TV) Los
Angeles, to Walter K. McCreery Inc., Beverly Hills, Calif,, as radio-TV
director. Replaces KEN BARTON, resigned to do freelance radio-TV
production and announcing.

BENJAMIN GOLDBERG, Stuart Bart Agency, N. Y., to Franklin &
Gladney Inc., same city, as art director.

KATHERINE ‘M. NEUMANN, director of home economics department
KMBC Kansas City, Mo., to radio-TV department Ketchum, MacLeod &
Grove Inec., Pittsburgh. She will be featured on Kay’s Kitchen, Mon-Fri.
over WDTV(TV) Pittsburgh.

MAX E. FIRETOG, art director S. R. Leon Co. Inc., N. Y. appointed
vice president. ‘

FRANK E. DUFFY, copywriter Geare-Marston Inec., Phila.,, to copy
staff A. E, Aldridge Assoc. Adv., Phila.

CHANGE of address: BERNARD B. SCHNITZER Inc. moves to 347
Stockton St., S. F., BRISACHER, WHEELER & STAFF moves to new
building at 1660 Bush St., S. F.

KENNETH R. McMATH, N. W. Ayer & Son, N. Y., to Lennen & Mitchell,
N. Y., as account executive.

MARK FORBES, John Irving Shoe Corp., Boston, to The Biow Co,
N. Y., as copywriter.

GOFF ASSOC., new advertising agency in Wilmington, Del., has been
organized by ALAN GOFF, former graphic presentation director
MBS. The agency will serve both manufacturing and retail accounts in
Delaware and on nation-wide basis. Offices are located at 830 Orange
Street, Wilmington.

Porsonals « « «

CORWALL JACKSON, vice president in charge Hollywood office J. Wal-
ter Thompson Co., in New York for 14 days attending conferences . . .
PAUL D. KRANZBERG, president Padco Adv. Co, St. Louis, elected
national chairman of Affiliated Advertising Agencies Network .. . ED-
WARD J. BRECK, vice president and general manager John-H. Breck
Inc., Springfield, Mass,, appointed to board of trustees of American
Fair Trade Council.

=
ELON BORTON, president and general manager Advertising Federation
of America, elected director-at-large of Advertising Council , . . JOHN
MATHER LUPTON, president of advertising agency bearing his name,
was inducted as professional member into William H. Johng Chapter,
Alpha Delta Sigma, the national honorary advertising fraternity.

BROADCASTING ¢ Telecasting
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George J[a.eﬂnm

GIVES THEM . . .

There’s nothing city-slickerish about George Haefner's “Country Fare’’
show every weekday on WHAM from 5:30 to 6:30 a.m.

Just dawn-to-earth facts and chit-chat about running the farm; news
bulletins; cro;:\ reports; and lots of good old-time music always as

welcome os ham and eggs to stort the day off right.

An hour thot's Iuyull)'v listened to all thru Western New York by the

prosperous farmers in WHAM:-lond,

Normally ““Country Fare” is sold out. It does that good a job for

advertisers. But avcilabilities do open up from time to time.
If you want to sell to the Western New York farmer, see HOLLING-

BERY about WHAM's “Country Fare.”

WHAM

‘.: 7k T — . - T Tk

The Stromberg-Carlson
Station

ks ymm—————

Basic NBC—50,000 watts—clear channel—1180 kc
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LOCAL PRESTIGE IS
IMPORTANT IN PACIFIC COAST
NETWORK RADIO, TOO!

DON LEE’s NETWORK PRESTICE is “home-town” prestige in 45
important Pacific Coast marketing areas—and in 24 of these markets, Don Lee has the only network radio outlet.
That, above all else, explains why Don Lee is the only network designed for complete local Pacific Coast radio

coverage.

With Don Lee, there is consistently good reception by Pacific Coast listeners because Don Lee—and only Don
Lee—was built to meet the special Pacific Coast reception problems. Great distances between markets, mountain
ranges (5,000 to 14,495 feet high) and low ground conductivity made it advisable to locate network stations
within each of the many vital marketing areas. That’s why the best, most economical coverage for the Pacific
Coast is obtained with Don Lee’s 43 local network radio outlets.

Only Don Lee offers advertisers all the advantages of local selling, local influence and local prestige. That’s
important in selling and it’s an exclusive Don Lee network selling advantage.

With Don Lee you get local product acceptance where you want it—to meet your specialized marketing prob-

LEWIS ALLEN WEISS, Chairman of the Board « WILLET H. BROWN, President - WARD D. INGRIM, Vice-President in Charge of Sales

1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA - Represented Nationally by JOHN BLAIR & COMPANY

Of 45 Major Pacific Coast Cities

- ONLY 10 3 8 24
- i -
o -m&:ﬂ“ o have stations have Don Lee have Don Lee have Don Lee
i ‘ N of all 4 and 2 other and 1 other and NO other
. networks network stations network station network station

AT
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lems. You buy coverage to fit your distribution. No waste. You buy only what you need.
Only Don Lee can broadcast your sales message to all the Pacific Coast radio families from a local network
station located where they live and where they spend their money..It’s the most logical, the most economical, the

“best received” coverage you can get for the Pacific Coast.
That’s why Don Lee consistently broadcasts more regionally sponsored programs than any other Pacific Coast

network.

Don Lee Stations on farade: KVOE—SANTA ANA, CALIFORNIA

Orange County has a population of over 200,000 and annual retail sales are nearly $200,000,000—and KVOE is
the only radio station within the county. Only via this 24-year-old Don Lee station can you cover this market from
the inside—LocarLy—where the people live and spend their money. The Don Lee network covers the wHOLE
Pacific Coast market with 45 such strategieally located stations.

The Nation’s Greatest Regional Network

BROADCASTING ® Telecasting
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FWB Hollywood Nov. 28 can-

celled all commercial time
for 24-hour marathon to aid Com-
munity Chest in closing days of
fund raising campaign. Station and
‘SBouthern  California Chapter,
AAAA, cooperated in bringing
radio, television, film and recording
artists before microphone to stim-
ulate volunteer solicitors in field to
bring in required quotas. Solicitors
reported via telephone with con-
vergations with talent on broadcast.

& £ *
Generous Listeners

WITHIN minutes after a plea
wasg made for donations for a farm
family whose baby had died away
from home, KNOE Monroe, La.,
began receiving pledges from lis-
teners. Irving Zeidman, program
director for the station, had made
the request on Happiness Ex-
change, when he heard that the
baby had died in New Orleans and
the family could not afford to trans-
pori the body home nor provide a

=
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proper burial. The expenses were
set at $75, but before Mr. Zeidman
could halt the calls the station had
received $110.
* * *®
Gets Fast Results

A DOCTOR in Cleveland, Ohio,
called WERE that city and asked
that a message be read over the
air, urging anyone with O type

. blood to call the Huron Road Hos-

pital at once in order to save the
iife of a patient who needed 10
pints of blood. WERE put the an-
nouncement on immediately and re-

3

peEo

The BIG PLUS in Little Rock can be yours. .. if you
advertise on —

R NBC's Arkansas Powerhouse-KARK

read it several times during its
broadcast of the Cleveland Barons’
hockey game. The doctor called
the station again, some half-hour
after the first appeal was made,
and reported the hospital had been
flooded with calls from listeners
and had obtained the necessary
blood.

® ok %

Boost for History Teachers
USE of a daily newsreel covering
world events will be one of the
methods of teaching history in San
Antonio classrooms. WOAI-TV

Send today for the illustrated brochure that gives the FACTS,
and shows how you can put this PLUS to work for you in the
sales oasis of fast-growing Arkansas. Just write us or ask your

nearest Petry Representative for your copy!

National
Rapresentative

EDWARD PETRY
AND €O., INC.

T. K. BARTON
Gen'l Mgr.

JULEIAN F. HAAS
Comm'l Mgr.
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San Antonio is donating used films
of its daily Telenews program,
along with the script, to the audio-
visual department of the San An-
tonio Independent School District.
The films and seripts are compiled
and edited by International News
Service and International News
Photos. They are to be delivered
to the school film library in weekly
installments.
® %

Cousins Found

WHEN Sam Peskin decided to go
to Cleveland to join the Marines he
intended to spend his last civilian
hours with his cousins, Alice and
Ruth Peskin. Since he had not had
contact with them for 20 years, and
had forgotten their married names,
he asked WDOK Cleveland to help
him. He personally aired his story
over Symphony Sid, afternoon dise
show. Ten minutes later, a listener
phoned in a lead, and within half
an hour, Mr. Peskin was visiting
with Mrs. Alice Peskin Warming-

ton.
L

BERGEN VISIT
KCBQ Records Events

WHEN a five-year-old polic pa-
tient at San Diego County Hospital
recently asked her parents for a
photograph o6¢f Edgar Bergen’s
precocious pal, Charlie McCarthy,
she really sparked a chain of events.
And Charlie, no woodenhead, rose
to the occasion.

The appeal was passed on by
Kathleen Howell’s parents to the
National Foundation for Infantile
Paralysis, whose county chairman
forwarded the request to UP
Writer Virginia MePherson. She
appealed, in turn, to Mr. Bergen,
who consented to make the trip.

KCBQ San Diego's special events
section setup a two-way public
address system at the hospital so
Charlie could chat with the girl
through a glass panel in the isola-
tion ward.

The Regan tape recording made
at the airport and hospital was
played back that evening on KCBQ.
Listeners heard Charlie question
the girl about her gifts and chuckle
at his own gags, while a baby in
the polio isolation ward wailed
softly in the background.

® E

Charlie
course, by Mr. Bergen—chats with
polio victim, Kathleen Howell.

McCarthy — aided, of

Telecasting
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You get a lot for a little*

*MORE LISTENERS-PER-DOLLAR THAN ANY OTHER TV OR RADIO STATION IN BALTIMORE
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New York Analysis
Refutes Rate Cut

ANSWERING advertisers and agencies who have been clam-
oring for a reduction of evening radio rates in New York on
the presumption that television viewing has severely cut into
radio listening in that city during the evening hours, the

research department of WOR New
York last week unveiled an analy-
sis of homes reached by each me-
dium which showed radio to have
an appreciable edge over TV on
a cost-per-1,000-homes basis.

The WOR report also noted that
while New York radio stations are
delivering more listening families
at less cost than they did 10 years
ago, the city’s newspapers and na-
tional magazines in the same period
have instituted rate increases far
in excess of their circulation gains.

The radio-TV éomparison was
obtained by applying the 15-minute
evening rates of the city’s seven
TV stations and the 10 radio sta-
tions whose nighttime audiences
were measured throughout the
week by The Pulse Inc., against the
actual listening and viewing audi-
ence as obtained by projecting
Pulse radio and TV ratings for
October 1850. This comparison
showed, according to the WOR
analysis, that, on a cost-per-1,000-
homes basis:

“Nighttime radie rates in New
York were 609% lower than com-
parable television rates in New
York during the early evening
(6-8 p.m.) and 41% lower in the
8-10 p.m. period as of October.”

Cost-Per-Thousand

Radio delivered 1,000 listening
New York homes for $3.50 in the
6-8 p.m. period, and for $3.03 in the
8-10 p.m. period, contrasted with
TV costs of $8.84 per 1,000 homes
in the early evening hours between
6 and 8 p.m. and $5.15 for the fol-
lowing two hours between 8 and 10
p-m., WOR stated.

The report also pointed out that
the margin of radio over TV is
even more pronounced than these
figures indicate, since the compari-
son is based on New York’s 17-
county metropolitan area and
makes no allowance for the “very
sizable audience edge that radio

A R L e e L L L N

Also in This Issue
Agenda, Registration,
and Special
Features in Connection
With TBA Annual Clinic
See Page 53
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Radio Flexes Biceps

* -
has over television in the area be-
yond metropolitan New York,” and
since no account was taken of tal-
ent costs “which bulk so large in
TV as contrasted with radio.”
Avoiding direct cost-per-1,000
comparisons between radio and
printed media as “difficult to estab-
lish because of the controversial
problems involved -in comparing
rates and circulation for the dif-
ferent media,” the analysis is lim-
(Continued on page 352)
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D. C. Shows Gain
Despite TV

RADIO LISTENING shows an impressive increase over the
past 12 months for the important Washington market. In the
periods before 7 p.m. radio had a bigger audience than it had
a year ago in spite of the city’s four television stations which,

at the same time, claim a set cir-
culation increase of 175%.

While the total evening radio au-
dience is off slightly, many of the
network nighttime periods show an
increase for the year.

Just how healthy radio is may be
seen by an analysis of the October
1949 and October 1950 reports on
the Washington radio audience
by the American Research Bureau.

Of the 13 one-hour periods be-
tween 6 a.m. and 7 p.m., increases
in total audience have been regis-

NEW YORK, the world’s number one market, and Washington,
the white collar capital of the globe, have answers for those

who see ‘‘ear radio” yielding all to “eye radio.”

New York

with seven TV stations and TV circulation approaching the
two million mark, has been cited as Exhibit “A’’ in the capitu-
lation of radio to TV. In the adjacent column, there's verified
proof that radio furnishes the biggest bargain for advertisers
of any medium extant. Simultaneously, Washington, with its
four TV stations, produced reports based on reliable research,
proving that radio listening between 6 a.m. and 7 p.m. has
shown a considerable increase over the last 12-month period.

*

tered by 61.6% of them, Monday
through Friday. On Saturday,
38.5% of the daytime hours show
gains in cumulative audience on
comparison of OQctober 1949 and
October 19560. There were 23% of
the Sunday daytime hours which
had more listeners in 1950 than in
1949.

In the period before noon, Mon-

.day through Friday, 83.3% of the

hours made an increase in total
audience between the two years.
This growth in circulation is cred-
ited partly to the increased interest
in news broadecasts since the out-
break of the Korean conflict.

Although the Washington sta-
tions do carry heavy news schedules
before 9 a.m., and the audience
flow may be somewhat static, the
total morning audience certainly
has not been *“forced” by news
alone.

Before 4 p.m., 80% of the ones
hour periods show a gain in total

(Continued on page 84)

FREQUENCY USE

CREATION of a permanent top-
level frequency allocations and
communications policy agency
which would draw the broad blue-
prints for FCC and the Interde-
partment Radio Advisory Com-
mittee moved closer on the gov-
ernmental horizon last week.

President Truman’s Temiporary
Communications Policy Board,
which has been considering the
plan for several months [CrLosEp
Circurr, Sept. 11], devoted most
of its 2l-day November meeting
to the subject and heard the over-
all idea endorsed by FCC Chair-
man Wayne Coy.

Authorities speculated that the
temporary board in its report to
the President, due Feb. 17, will
recommend that such an agency be
created within government to work
at a sub-Presidential level in the
interests of frequency economy and
more efficient communications
policies.

Meanwhile, Sen. E. W. McFar-

BROADCASTING .,®¢ Telecasting

Top

Policy Agency Seen

land (D-Ariz.), chairman of the
Senate Interstate and Foreign
Commerce Radio Subcommittee,
who may become Senate majority
leader in the next Congress, urged
the temporary board to recom-
mend appointment of “an Assist-
ant Secretary of State for Com-
munications.”
McFarland’'s Views

Sen. McFarland, who had ini-
tiated a Senate subcommittee study
similar to the Presidential board’s
just prior to the latter’s creation,
made his suggestion in a letter
sent. Friday to Board -Chairman
Irvin Stewart, former FCC Com-
missioner and now president of
the U. of West Virginia. A copy
of Sen. McFarland’s letter was
sent to Secretary of State Dean
Acheson.

The seriousness with which Dr.
Stewart’s board is pursuing the
idea of a permanent policy agency
was indicated by the fact that rep-
resentatives of the Budget Bureau

were called in for conferences fol-
lowing the sessions with FCC
Chairman Coy.

Although final thinking has not
yet crystallized, it was understood
the five-man temporary board feels
that frequency and communica-
tions efficiency would be improved
through the operation of an agency
to set broad, overall policies.

It would be the present board’s
hope, on the basis of current dis-
cussions, that the permanent
agency would function with a mini-
mum of disturbance to the opera-
tions of the FCC and the Interde-
partment Radio Advisory Commit-
tee (IRAC).

It was conceded, however, that
improvements might result if there
were an overall agency which
would, for instance, pass upon the
respective frequency requirements
of government and non-governs
ment users. IRAC’s present opera-
tions in this regard have been an

(Continued on page 118)
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I. E! (Chick) SHOWERMAN, who
has |just resigned as NBC Central
DiviIsion vice president, ending 22
yeans with the network (see story
page 23), on Dec. 11 will join Free
& j:ters Inc., station representa-

tive organization, as television sales
manager. He will spend several
weeks in the Chicago office before
moving to New York after the first
of the year to supervise TV sales
representation of all seven F&P of-
fices| from headquarters there.
Jaining NBC'’s Chicago sales staff
in 1928 when the network first es-
tnblqshed offices in that city, Mr.
Showerman remained there until
1936, when NBC transferred him
to New York as assistant sales
manager of its Eastern Division.
He became sales manager of the
divigion in 1940 and in April 1948,

after a decade in New York, he’

returned to Chicago as general
sales manager of the NBC Central
Division. In August 1947 he was
made vice president of the division,
holding that title until his resig-
nation from NBC last week.

As manager of NBC's Chicago
operations Mr. Showerman has di-
rected the operations of the net-
work’s TV station there, WNBQ,
from its blue print days to the
present, when it is in its second
year of telecasting as one of the
city’s major TV stations.

In announcing Mr. Showerman's
appointment, Free & Peters hailed
it as another important step in the
firm's TV development, which be-
gan nearly four years ago—in Jan-
uary 1947—when F&P sold a spot
campaign for KSD-TV St. Louis.
A separate TV sales staff was es-
tablished in September 1948, F&P

TINE SALES "3z
GR

0SS TIME sales of the four nationwide radio networks in October
totaled $16,308,325, only 0.7% below the $16,423,385 grossed in the same
mont?x of 1949, according to Publishers Information Bureau.

PI
Octoher as compared to last, an in-
e¢rease of 16.09%, while the other
three| networks all sustained losses
i copparison to their grosses in
the ?'revious October.

FO{' the 10-month period, Jan-
uary ghrough October, the 1950 to-

report shows CBS the only network with a larger gross for this

*
from the $155,636,283 gross net-
work time sales in the same period
of 1949.

Again, CBS is the only network
to show a gain, up 10.9% over last
year.

tal $152,025,610 is down 2.2% Table prepared by PIB follows:
Oct. 50 Oct. 49 10 Mos. 50 10 Mos. 49

ABC $3,165,016 $3,404,683 $29,583,013 $35,279,373
CBS ......ccneininn.. 6,674,657 5,754,037 57,743,321 52,055,629
MBS| imiiimeds 1,534,526 1,667,482 13,422,055 15,377,823
NBC 4,929,126 5,597,183 51,277,221 52,823,458
TOTAL 16,303,325 16,423,385 152,025,610 155,536,283

Drawn for Broancastize by Sid Hix

“That's not & hula, Bert . . . That's FM oscillator radiation!”
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SHOWERMAN TO F&P s TV soles Monoger

now represents eight TV stations:
WOC-TV Davenport, WBAP-TV
Fort Worth-Dallas, WAVE-TV
Louisville, WTVJ (TV) Miami,
WTCN-TV Minneapolis-St. Paul,
WPIX (TV) New York, KSD-TV
St. Louis and KRON-TV San Fran-
cisco.

Kraft Buys Two

KRAFT FOODS, Chicago, will
sponsor'two 15-minute segments of
Queen for @ Day Tuesday and
Thursday beginning Jan. 2 and two
five-minute Bobby Benson shows

Tuesday and Thursday on the -

full Mutual network beginning the
same date. Shows will advertise
caramels, malted milk and Kraft
Dinner. J. Walter Thompson, Chi-
cago is the agency.

BANKRUPTCY:

Papers Filed by Dana Jones

VOLUNTARY bankruptcy papers
were filed last Wednesday in U. S.
District Court, Los Angeles, by
Dana Joneg Co., Los Angeles, 25-
year-old pioneer advertising agen-
cy. Agency, which also has offices
in Chicago, is said to be in debt
$100,000 on the West Coast alone.

Among local accounts serviced
were Helms Bakeries, Studebaker
Metropolitan Dealers, and Bullock’s
Department Store, all of whom
used radio and television on local
stations.

Mr. SHOWERMAN

REISS FORMS

New Representative Firm

0. J. REISS last week announced
the opening of a national repre-
sentative office at 904 Maritime
Bldg., New Orleans, La. A veteran
radioman, Mr. Reiss also has served
agencies in consumer research and
market analysis in the New Or-
leans area. '

A long-time resident of New
Orleans, Mr. Reist¢ owned Reiss
Coffee Co. from 1934 to 1942. He
also has been Tennessee state man-
ager for Brown-Froman Distillery
and Louisiana manager for Chris-
tian Bros. Wines.

In the radio field, Mr. Reiss has
been with WHHM and WMPS, both
Memphis. At present he represents
14 Louisiana and Mississippi sta-
tions in the New Orleans market.

PANGBORN

APPOINTMENT of Arden X.
Pangborn, business manager of the
Portland Oregonian (KGW), as
general manager
of Southland In-
dustries Inc.,
owner and oper-
ator of WAOI-
AM-TV San An-
tonio, was an-
nounced last
week by Hugh A.
L. Halff, presi-
dent and treas-
urer. Mr. Pang-
born joins the or-
ganization, which also includes oil,
ranching and real estate properties,
on Jan. 15.

Mr. Pangborn has been business
manager of the Portland news-
paper since 1946, when he suc-
ceeded E. Palmer Hoyt, now editor
and publisher of the Denver Post.
For the preceding five years, he
had been general manager of
KGW and was succeeded in that
post by H. Quenton Cox, its pres-
ent head.

Mr. Halff, president and general
manager of WOAI, recently as-

Mr. Pangborn

Is Named General Manager
Southland (WOAI-AM-FM)

sumed the presidency of Southland
Industries following the death of
his uncle, G. A. C. Halff, last Sep-
tember. Mr. Pangborn will report
directly to Mr. Halff.

One of the West's best known
newspaper eXecutives and broad-
casters, Mr. Pangborn, now 43,
started on the Oregonian a quarter
of a century ago. He served suc-
cessively as a cub sports reporter,
general reporter, city editor, exec-
utive news editor, managing editor
and, in 1941 became general man-
ager of KGW and also of KEX
Portland. The latter station was
subsequently sold, under the dual
ownership regulations, to Westing-
house.

He graduated from the U. of
Oregon in 1929. Among his many
achievements in the newspaper field
was the winning of the coveted U.
of Missouri’s School of Journalism
honor award for 1940.

Mrs. Pangborn is the former
Marie Mathison of Portland. They
were married in 1932 and have two
children, Kim and Mary Alice, not
yet in their teens.
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UPERATIUN EMERGENBY Rescue Officials Laud Radio’s Role

PUBLIGC and civie officials joined
last week in recognition of radio’s
life-saving role on behalf of mil-
lions living in the storm-struck
area from Illinois to the Atlantic.

Residents of the nation’s most
populous region were guided by ra-
dio through one of the most serious
emergencies in history, a service
at which broadcasters have long
gxperience. Wlth every other me-
dium crippled or impotent, radio
stepped into its familiar disaster
role and demonstrated that it can
instantly and effectively contact the
bulk of the population.

The blizzards and gales that
swept the region provided an un-
expected disaster drill, a reminder
that the industry is prepared to
serve its role as No. 1 information
source in case of a national defense
emergency. ’

Laud Efforts

No possible estimate could be
made of the number of lives saved
and the suffering spared millions of
persons, to say nothing of property
damage that was avoided, but ev-
erywhere mayors, governors, Red
Cross officials, civic leaders and
others paid tribute to radio as an
information medium with the wid-
est circulation, fastest action and
greatest resistance to breakdown
in time of ecrisis. Commercial
schedules were tossed out the win-
dow to clear time for disaster serv-
ice.

In many cases stations were tem-
porarily stunned by blown-down
towers or power failures but alert
staffs quickly put emergency trans-
mitters and power facilities in ac-
tion. Power failures silenced many
receivers, but portable and auto

* * *®

OHIO’s high drifts didn’t deter John
Baker, assistant news editor of WHBC

Canton. He simply donned snow-
shoes for the trek to work.

WINDS of hurricane velocity that whipped through New England levelled
two 380-ft. towers of WPRO Providence. This one was toppled shortly before
10 p.m. Nov. 25.

*®
sets filled much of the gap.

Radio station crews, ignoring
weekend leaves, fought their way
through snow-bound streets and
roads to man transmitters and han-
dle the heavy load of work at stu-
dios and-offices. They operated in
the finest radio tradition as the
industry became the only contact

*

*

home-bound people had with their
communities and the outside
world.

Everyone became a reporter,
from executives to typists, as facts
were gathered by utilizing every
operating means of transportation
or old-fashioned foot-power. A
saga of heroic public service per-

formances could be, but never will
be written because radio personnel
were too busy with disaster relief
to bother recording their individual
contributions.

With many newspapers unable
to print, and countless others un-
able to circulate papers to sub-
scribers, the public relied for sev-
eral days on radio. Even as late
as Tuesday some cities had only
one medium of intelligence.

Television proved an effective

‘medium in areas having stations,

but in some areas where winds
reached unprecedented velocities
the damage to home TV antennas
was serious. Even with antennas
blown down, however, a surpris-
ingly high percentage of sets con-
tinued to operate. Built-in anten-
nas and temporary home-made rigs
minimized effects of the storm in
TV areas. When power was off,
however, sets became inoperative.
In some cases reception was
marred by below-normal voltages.

Householders were warned in
some cities to turn off all appli:
ances because of the danger to

(Continued on page 114)

N.Y. WEATHERS WIN

NO INTERRUPTION of major
radio and television network pro-
grams originating in the New
York area was reported during the
recent storm. WNBC New York,
which transmits from Port Wash-
ington, Long Island, where public
service power failed, was off the
air briefly during a local program
Saturday morning (Nov. 25) from
9:05 to 9:20. For the next 18%
hours, the station operated on
power from an auxiliary generator.
The WCBS transmitter on Colum-
bia Island, off New Rochelle, N. Y.,
in Long Island Sound, suffered
minor damage from salt water.
The station had to reduce power
from 50,000 to 5,000 w between
10:3¢ and 10:56 a.m., and 11:33
am. and 12:29 p.m., Saturday.

Major casualties of broadcasting
in the New York area were suffered
on a flat section of the New Jersey
coast which was struck by gale
winds, and inundated by high wa-
ters from the Hackensack River
and ocean. Transmitters in this
area included WMGM at Ruther-
ford, WMGM-FM at Cliffside Park,
WINS at Lindhurst, WMCA at
Kearny, WWRL at Secaucus,
WHOM at Ridgefield Park, and
WBNX on the outskirts of Pater-
son.

‘Saturday morning at 6:32,
flooded power lines at the WINS
transmitter site put that station
off the air until 10:40 a.m. Then,
after transmitting briefly until
11:07 a.m., the station was off the
air until it resumed at 1:30 p.m.
on a share-basis with WMGM over

BROADCASTING ® Telecasting

the auxiliary transmitter of WOR
at Cateret, N, J. From then until
sign-on time Tuesday, when its
repaired facilities became available,
WINS used WOR facilities—Sat-
urday from 1:30 to 8 p.m., Sunday
from 7:30 to 1:15, and 5:30 to 8
p.m.; and all day Monday.

Two 400-ft. steel antenna towers
of the WMGM transmitter snapped
off in the face of high-veloeity
winds at 3:26 p.m. Saturday, put-
ting the station off the air until
8 p.m., when it resumed over the
WOR auxiliary transmitter. Con-
tinuing to use WOR facilities over
Sunday, the station returned to the
air Monday at 6 a.m., operating on
1,000 w over improvised facilities.

Moore Describes Storm

WMCA Transmitter Engineer
Art Moore described the effect of
the storm at its height. Great
waves swept over the marshland
around Kearny, N. J., up to the
tower houses and within six inches
of the transmitter building floor
itself, threatening to wash away
the catwalks carrying the coaxial
cables and carrying away the sur-
face above buried gasoline tanks,
which would then float off.

Meanwhile, he said, the towers
were bending in the wind as if
they were trees. A heavy three-
inch door in the transmitter build-
ing was twisted and almost blown
away. However, WMCA was able
to maintain continuous operation,
except for 10 minutes of silence
Sunday morning, when it was nec-
essary to switch to auxiliary power,
and a generator brush was found

Towers Are Levelled

to need cleaning. .
Daniel Sloane, an engineer at
the WMCA-FM transmitter located
on the B4th floor of the Chanin
Bldg. in midtown Manhattan, be-
came “seasick” from the swaying

(Continued on page 116)
L ] * L]

POWER failures didn’t faze Harold
Behrens (1), engineer of WQXR New
York. Packing 35 pounds of battery-
operated field equipment, he made
his way up 29 floors of the darkened
Whitchall Bldg. for the United Fruit
Co. Weather Roundup on the Rural
Radio Network. He earns the hand-
shake of Clarence W. Moore, assistant
director of advertising for Fruit Dis-
patch Co., a division of United
Fruit Co.
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rogram Facts

The Peter and Mary Show, on
NBC-TV.
Sponsor: Borden’s Instant Cof-

ee,

Agency: Kenyon & Eckhardt;
ccount Executive: William
Wright.

Prod. Cost: $39,000

Cast: Peter Lind Hayes, Mary -
Healy, Mary Wickes, Claude
Stroud, Gloria Swanson, Hal
LeRoy.

Producer: Alan DuCovny.

Director: Theodore B. Sills.

Music: Norman Leydon.

Sets by Al Ostrand.

Writers: Jack Harvey,
Simmons.

Jay

EVERAL people of style
| and taste collaborated to
put on the new Peter and
Mary Show which started
Thanksgiving Day on NBC-
TV 8:30-9 p.m., starring Pe-
teri Lind Hayes and his wife,
Mary Healy They succeeded
in proving, while still putting
together an admirable pro-
gram, that taste and style, com-
mendable qualities in themselves,
are/ not quite the same as honesty.
The thing that was missing in
Peter and Mary was Hayes and
Healy.

Mr. and Mrs. Hayes actually may
be as amiable and comparatively
normal a couple as their script
suggested If s0, it’s a pity. Individ-
ually the two are remembered as
vibrant performers who can draw
electricity from a darkened stage.
That, in the professional sense, is
their honest character. That is
the character that did neot quite
come off in the first program of
their new comedy series.

Effect On Visitors

Perhaps the fault lay in the
vitidting need for them to be hosts
to the guests in their home, while
at the same time deferring to those
guesis. Certainly no fault can be
found with the effect of that tactic
on the visitors themselves.

Glpria Swanson and Claude
Strotid were deftly led into roles
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that allowed them to play to their
strength, ie. their established
stage characters. Their perform-
ances were consequently strong.
Mr. Stroud took over the dom-

* inance that should have been Mr.

Hayes’ and Miss Swanson domi-
nated all in a comic and curiously
subtle extension of her rococco
screen  personality in “Sunset
Boulevard.”

Hal Le Roy emerged only slight-
1y less successfully as a guest while
Mary Wickes, as a cook, suffered
somewhat as did the Hayes from
the restrictions of her role, which
is to say that she has been funnier
__or rather that she previously has
had more opportunity to be funnier.

This is not to suggest that the
show be transformed into a series
of vaudeville turns, but rather that
less concession he made to format
at the cost of comedy. Translated
dramatically it may mean simply
that only one of the principals be
sacrificed to the exposition. Logic,
if not chivalry, would indicate that
Miss Healy be called upon te bear
that sacrifice.

Actually, there was some at-
tempt in the first show to lighten
the role of Mr. Hayes as the hus-
band, but the lightness melted into
haplessness, a stereotype better
suited to a post adolescent Henry
Aldrich.

Situation Comedy

It occurs that the fundamental
error may lie.in the show’s con-
ception—thinking of it as a situa-
tion comedy, which it is not; and
not as a comedy of characters,
which it is.

Still there is much evidence that
the talent and ingenuity necessary
to the correction of this miscon-
ception is amply present on the
program. Nowhere was that in-
genuity and talent better exempli-
fied than in the approach to lines
on this audience-free comedy. The
people in charge have understood
absence of an audience is no excuse
to let down on the dialogue.

They have recognized that the
only way those responses can seem
natural is to have the lines appear
convincingly capable of inspiring
either interest or laughter as the
situation demands. It is a big
thing to know, and a bigger thing
to be able to implement that knowl-
edge. The people on this show
have demonstrated that they have
that knowledge and that ability.

Now they must keep the normally
show-stealing Mr. Hayes from
going straight.

The commercials on the show
were integrated and effective, but
again the suspicion arises that M:.
Hayes’ participation in them in
their present form was at the ex-
pense of his original comic char-
acter, which, in the last analysis
was what the sponsor bought, even
as he expects his audience to go
on buying the original Borden's
Instant Coffee.

Program Facts

Sponsor: American Tobacco Co. (Lucky Strike cigarettes)

Agency: BBDO, New York.
Account Executive: Tax Cumings.

Cast: Snooky Lanson, Dorothy Collins, others on changlNg basis.
Commercials used on following shows: B

8:30-9 P. M. and on NBC-TV Saturday 10:30-11 P. M.; Jack Benny on CBS

Sundays 7-7:30 P.M. and on CBS-TV every eighth week; Robert Mont-

9:30-10:30 P. M. on

M. until close, Spots on 51 televlslon

gomery Show alternate Mondays,
Derby, ABC-TV, Tuesday, 10:30 P.
stations and 64 radio stations.

Cost of One Live Television l;ommercial for Talent: $2,000.

Hit Paracde on L Saturday

NBC- TV; Roller

HE CURRENT crop of Lucky Strike radio and television
commercials is as easy on the ears and eyes as the makers
of Luckies would have you believe their cigarettes are

on your throat.

The implication of all the “Be
Happy, Go Lucky” jingles is that
a puff on a Lucky guarantees entry
into a world of pure sweetness and
light. Marihuana cannot do as
much, and besides it is illegal.

To radio and television audiences
who have been assaulted by the ad-
vertising claims of rival cigarettes,
the Lucky commercials must come
as not only a relief but an invi-
tation. The commercials ought to
sell enough Luckies to choke a to-
bacco auctioneer.

The whole campaign is built
around a jingle composed and ar-
ranged by Raymond Scott. The
chorus, ‘written down, does not seem
an example of inspired lyricism,
but when sung by talented voices
accompanied by a tricky instru-
mental background, it is engaging.
It simply advises listeners to “Be
Happy, Go Lucky, Be Happy, Go
Lucky Strikee Be Happy, Geo
Lucky, Go Lucky Strike Today.”

Ad Infinitum

Verses to the jingle are quite
another matter. They are almost
numberless, and each time a new
batch of recorded or live spots is
produced, the verses are changed.
Practically everybody at BBDO is
said to be making up new verses.
In no time doggerel will be the ac-
cepted conversational style there.

The live television versions of the
commercials take on the dimensions
of a full production, mvolvmg
timely themes and as many as six

*
or eight performers. One element
is present in all of them—the per-
formers all seem to have just
whiffed a Lucky and are hence hav-
ing a wonderful time.

A word must be said for Snooky
Lanson, who delivers the “sell” in
the TV commercials. Mr. Lanson,
recently transplanted out of Nash-
ville, addresses his audience as,

variously, “neighbor,” “pardner,”
or, at more formal moments,
“friend.”

“Golly, neighbor,” Mr. Lanson
says, “if you want deep down
smoking satisfaction, why, golly,
all you got to do is take a really
deep drag off a Lucky.” At that
point he inhales with such obvious
relish as to suggest he is eating
cornpone dripping with sorghum.
“Why, neighbor, everything vyou
want in a cigarette is in a Lucky.”

It is impossible to believe that
Mr. Lanson is bent on commercial
purposes. He seems rather to be
giving friendly and neighborly ad-
vice.

Another asset to the commer-
cials is Dorethy Collins who sings
prettily of the merits of Luckies,
closing usually on the note: “So
buy a carton of Lucky Strikes.”
Miss Collins’ appearance is so

fresh—and there’s no other word
for it—and winsome that it is easy
to assume anything she recom-
mends is not only wholesome but
probably therapeutic.
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INSPECTING group gets close view of FM and TV antenna towers to be
erected atop New York’s Empire State Bldg.

Official party includes (I to r)

Lester J. Wolf and H. E. Gihring engineers, and W, W. Watts, vice president
in charge, all of RCA’s Engineering Products Dept.; C. Williom Lyons Jr,,
executive vice president, and Gen. Hugh A, Drum, president, both of Empire

State Inc.
WIZ-TY and WPIX (TVY) New York.

The group inspects the smaller tower with screens and dipoles for
Shown at left is antenna tower which

mounts the large type screens and dipole for WCBS-TV and WCBS-FM New

York. The four towers tested in RCA's antenna test yard, Camden, N. J.,

were seen by the visting party prior to shipment for hoisting on the new
mast completed on the Empire building’s top.

AFRA PACT Tronscription Firms Grant 175% Raise

SPOT broadcasting suffered a
heavy jolt last week when tran-
séription companies were saddled
with a two-year AFRA contract
calling for performer fee increases
averaging 175%.

The present trend in AFRA de-
mands may point to the death-
knell of transeribed commercial
spot announcements for major ad-
vertisers, a spokesman for adver-
tising agency and transcription in-
terests declared after conclusion of
two months of New York negotia-
tions.

A week of daily conferences and
mounting threat of strike was
closed when the unien and tran-
scription interests wound up nego-
tiations. The contract is subject to
ratification by Chicago and Los
Angeles unions. The New York
AFRA group ratified the contract
Thursday night.

Contract provisions included a
blanket increase of 100% in spot
announcement performer rates; a
comparable overall raise propor-
tioned to an increase in the cate-
gory of nine or more library singers
from $18.50 to $50 for a quarter-
hour performance with one hour of
rehearsal included, and a cutting

ABC MEETINGS

Kintper Heads Series

ROBERT E. KINTNER, president
of ABC, is heading a series of meet-
ings with ABC network affiliates in
the south central and southeastern
states and with network officials.

Group, which attended the first
meeting, Nov 26, in Birmingham,
Ala., includes Ernest Lee Jahncke,
ABC vice president for radio;
James B. Connolly, director of ra-
dio stations for ABC, and William
Wylie, ABC stations department.

Yesterday (Dec. 3) Messrs.
Kintner, Jahncke, Connolly and Al
Beckman, of the ABC stations de-
partment, entrained for Pinehurst,
N. C., for meetings with south-
eastern affiliates.

BROADCASTING

of the permitted-use period for a
commercial transeription from 206
to 13 weeks. After 13 weeks, fur-
ther use requires payment all over
again. A standard cost-of-living
escalator clause also was included.

The contract represents the first
increase in transeription performer
rates since 1946, a company spokes-
man said. At that time a four-year
contract was signed, which expired
Oct. 31." The company spokesman
predicted a sharp drop in the num-
ber of group singers used, and their

replacement with other types of
talent.

Original union demands are un-
derstood to have included abolish-
ment of library service, but this
was compromised for higher fees.

Representing the industry in ne-
gotiations were:

John Sinn, World Broadcasting Sys-
tem and Frederic W. Ziv Co.; Herb
Gordon, World; Milton Blink and
Alex Sherwood, Standard Radio Tran-
scription Services; Walter Rivers,
Capitol Records, Broadeast Division;
Cy Langlois, Lang-Worth Feature

Programs; Bert Woods, RCA Thesau-
rus; Maurice B. Mitchell, John An-
druf and Andrew Wiswell, Asso-
ciated Program Service; Richard
Schiedker, American Assn. of Adver-
tising Agencies; Larry Rudel, of ABC,
representing commereial transeription
companies and agencies. AFRA ne-
gotiators included Ken Groot, Henry
Jaffe and Morton Becker.

Negotiators pointed out that
AFRA representatives appeared to
want commercial transcribing abol-
ished. The union at first demanded
that a transcribed spot announce-
ment be used one week only, after
which the user would pay over and
over for each performance. In
effect the present rate is doubled
for 13 weeks.

Effect of increased production
rates, according to agency spokes-
men, will be to drive advertisers
to other media. At present, for
example, an advertiser with $100,-
000 to spend on spot radio might
use $10,000 for production and
$90,000 for time. But since he
might have to spend $20,000 on
production for the same amount of
advertising, the advertiser will be
driven into other media where pro-
duction costs are not mounting so
rapidly, it was explained.

Besides threatening the whole
future of transcribed spot radio,
some negotiators indicated AFRA
apparently is interested in setting
up a license requirement by whic¢h
subscriber stations would be pol-
icied and forced to pay a fee every
time they play a record. Further-
more, the union was believed to
have its eyes on the phonograph
industry where it would like to
prevent use of its records on radio.

NBG NAME

JOHN K. HERBERT, former
Hearst magazines executive who
joined NBC three months ago as
assistant to the president, last
week became general sales manager
for the NBC radio network.

Harry C. Kopf, NBC veteran
who has headed radio network
sales since NBC was split into
three divisions by the Booz, Allen
& Hamilton reorganization, was
reassigned to Chicago to replace
I. E. (Chick) Showerman, another
NBC veteran, as vice president in
charge of the Central Division. Mr.
Showerman resigned from NBC to
become television sales manager
of Free & Peters, station repre-
sentative {see story page 20).

The appointment of Mr. Herbert,
one of several top executives
brought into NBC during the past
year of reorganization, to the top
radio network sales position had
been anticipated for some time
[Crosep CirculiT, Nov. 13].

The move depended upon Mr.
Kopf’s moving to Chicago and upon
Mr. Showerman’s accepting thae
post of general manager of NBC’s
owned-and-operated KNBC San
Francisco, to succeed John Elwood,
another NBC veteran, who retired
two months ago. Mr. Showerman
elected to join Free & Peters.

Telecasting

HERBERT To Head Radio Sales

Mr. Herbert, who reportedly will
be elected to a vice presidency, is
the fifth executive to be imported
from outside NBC for high as-
signment in the past year.

The first was Joseph H. Mec-

Connell, former executive vice
president of RCA, NBC's parent
company, who was made NBC
president. Others include:

Edward D. Madden, onetime vice

el 1

Mr. KOPF

president and general manager of
the defunct American Newspaper
Advertising Network, now NBC
vice president in charge of tele-
vision sales and operations.

Victor T. Norton, former presi-
dent of American Home Foods, now
NBC vice president in charge of
administration.

John K. West, former RCA vice

(Continved on page 117)
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CLOSING contract for Cleveland Pneumatic Tool Co.’s 11 p.m. News (stressing

company’s war effort and labor needs) on WHK Cleveland are (I to r) Ernest

Molnar of labor relations, and Edward L. Oldham, adv. mgr., both with firm,
ond C. M. Hunter, WHK prog. dir.

THIRTEEN-WEEK contract is inked
by Gen. Mgr. V. Nichols (I} of Kane
Furniture Co., New Haven, for new
gudience participation show Raising
Kane on WAVZ New Haven, 11-
11:30 p.m., Mon.-Sat. Nicholas
Rabiecki, acct. exec., and Daniel W.
Kops (r), v. p. and gen. mgr. WAVZ,
supply details on quiz.

HARNDS clasp on 52-week deal coli-

ing |for exclusive use of Mercury
Long-Playing Recards on WDAS
Philddelphio’s HMHour of Nocturne.

L to r: Lambert Beeuwkes, gen. mgr,,

WDA'S; Harry Rosen, Philadelphia

Mercury distributor, and Max M.
Leon, station’s owner.

ASSURING radio habit started last
summer, John J. Sullivan (¢}, pres.,
Bosworth, Sullivan & Co., Denver
(investment bankers), signs with KLZ
Denver for transcribed Dan Golenpaul
Information Please series. Rev Fox
(1), acect, exec., Arthur G. Rippey &
Co., and Jack Tipton, KLZ solesman,
greet firm’s first program ventuse.

WTIP Charleston, W, Va., signs Gen-
eral Electsic for Morris Harvey Col-
lege complete basketball schedule of
23-'games. L to r: Berton Sonis, WTIP
gen. mgr.; Bernard N. Weiskircher,
GE adv. mgr.; Bob Bower, sports dir.,
and Mel Burka, sales exec.

CEDRIC FOSTER, Mutual-Yankee Network news commentator, is signed by

Craftsmon Insurance Co. in New England radic expansion.

L to r: Myron L.

Silton, pres., Silton Bros., agency; Edward P, Goodnow, pres., Craftsman; Mr.
Walter B. Hennessy,

Fostar;

general
Strickland.

agent, and his assistant, Richard

STATION OWNERS

Huber Urges Ban
On Newspapers

A PROPOSAL to ban future newspaper ownership of broadcast stations,
reminiscent of FCC’s controversial hearings in the early '40s, was being
prepared for the legislative mill on Capitol Hill late Thursday under
the guiding hand of a defeated Ohio Congressman.

The proposal, which Rep. Walter
B. Huber (D-Ohio) said he planned
to introduce momentarily, would
prohibit newspapers from acquir-
ing radio-T'V stations in the future
or aligning under a common own-
ership with any broadcast interest.
It would not apply to affiliations
already in existence.

The plan, which would involve
FCC policies governing transfers,
original grants and, to a lesser ex-
tent, renewals, was given little
hope of passage this session. But
Rep. Huber made plain that he
wanted “to plant the seed” for
future legislation.

In a statement which compli-
mented radio as “the only means
of disseminating unbiased news
reports,” Congressman Huber as-
serted that American freedom
would be in “great danger” if
newspapers “continue to gobble up
radio stations.”

Under his measure, he said, pub-
lic officials who are attacked po-
litically “can demand equal time in
the public interest and, if neces-
sary, take the matter up with
FCC,” while they have no similar
recourse to newspaper attacks at
present.

Plan Blueprinted

According to the tentative draft
now in blueprint stage, FCC would
be asked or required to turn down
requests for transfers involving
stations which may be negotiated
for purchase by newspapers. Simi-
larly, the Commission would be
requested to disapprove original
grants for new stations sought by
newspapers, or renewals when,
during the period between enact-
ment of the bill and the request,
the station had been purchased by
the newspaper. Question of con-
struction permits had not been re-
solved in the early draft.

Details were in the blueprint
stage late Thursday, subject to
possibility of change in technical-
ities and wordings. Rep. Huber,
whose defeat in Ohio’s 14th Con-
gressional District is being con-
tested, made plain that the spirit
of the measure would remain un-
changed. He expressed doubt that
the plan could be made applicable
to current ownerships “for consti-
tutional reasons.”

The broad and sketchy proposal,
which would amend the Communi-
cations Act of 1934 and give FCC
wide discretionary powers, would
add these paragraphs to Sec. 310:

(¢) (1) Station licenses required
hereby shall not (, . . except in cases
of present owners) be granted to, or
held by, any person who, in the opin-
fon of the Commission, controls, is
controlled by, or is under common con-
trol with any person who publishes a
newspaper of general circulation if
the fact of such control might result
in the editorial policy of such a

BROADCASTING *
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newspaper bheing reflected in that of
such station.

(2) (1) of this subsection shall not
apply to station licenses granted prior
to the date of enactment of this sub-
section.

Sec. 2—Sec. 307 (d} of the Com-
munications Act of 1934 as amended,
is amended by inserting before the
period at the end thereof the follow-
ing: *“ .. except that the provisiona
of Sec. 310 (c) (1) shall not apply
with respect to stations licenses
granted prior to the date of enact-
ment of Sec. 301 {c) (1).”

Rep. Huber said he had been
considering such a bill “for a long
time” and cited the recent Lorain-
Journal anti-trust case, in which
the paper was found guilty of “re-
strictive” practices, as an exam-
ple of what he deemed “unfair tac-
tics” by newspapers.

Long History

FCC originally cracked down on
newspaper ownership in March
1941 under spurring of then FCC
Chairman James L. Fly. Hearings
dragged on periodically all that
year, with no decision reached. In
1942 the U. S. Supreme Court
served notice on FCC it must not
diseriminate against newspaper-
station affiliation. Finally, in 1944
the Commission left the way open
for newspapers to own stations
and have their applications consid-
ered on individual merits.

Rep. Huber has served three
terms in Congress, taking office
Jan. 3, 1945. He is a native of
Akron, Ohio, and has served dur-
ing the 81st Congress on the House
Executive Expenditures and Vet-
erans Affairs Committees.

FCC BUDGET
‘Limited Tightening’ Seen

FCC reported last week that no
substantial changes, above “limited
tightening,” are expected from a
Budget Bureau notification two
months ago of a $50,000 “holdout”
in its $6,625,000 appropriation for
the fiscal year beginning last
July 1 [BROADCASTING ® TELECAST-
ING, Oct. 16].

The so-called reserve in funds,
which was cut back 50%, repre-
sented less than a 1% decrease in
overall funds, The FCC said it is
operating on ‘“about what we
planned” when appropriations fi-
nally cleared the 81st Congress
early in the fall.

Meanwhile, the Commission,
which testified at 1951-52 budget
hearings in October, is preparing
estimates which will be included
in President Truman’s overall bud-
get request scheduled to be de-
livered to the 82d Congress shortly
after it convenes next month.

Telecasting



'49 AM-TV REVENUES HIT PEAK

FINAL figures on AM and TV rev-
enues and expenses for 1949,
bleaker than earlier FCC estimates
had indicated but stili showing time
sales and gross income at record
peaks, were released by the Com-
mission last week.

Based on reports filed by net-
works and stations, they placed
total AM revenues at $413,784,633
—a, 1.67% gain over 1948—and put
TV’s total revenues at $34,329,956
compared to 1948°s $8.7 million
(see table below on thig page and
table on page 100).

But the upward spiral of ex-
penses continued, cutting AM’s net
income (before federal income
taxes) to $56,262,9156—a 12.21%
drop from the 1948 total of $64,-
091,684—and leaving TV with a
$25,261,950 loss.

Figures Changed

By comparison, FCC’s earlier
estimate, based in turn on station
and network estimates, had indi-
cated AM net income (before fed-
eral taxes) would be about $62.6
million, or only 2.3% below 1948
[BROADCASTING ® TELECASTING,
April 24]. The earlier figures also
under-estimated TV’s total loss by
almost $1 million.

The final AM report was based
on data covering the four major
networks, three regional networks,
and 2,021 stations (44 less than
the April preliminary estimate).
TV data covered four networks and

98 stations (one more than in
April).

Unlike the preliminary report,
the final data did not include spe-
cific figures on FM finances—ex-
cept that the AM totals included
the FM portions of joint AM-FM
operations, whose financial data
could not be accurately segregated.

The 1949-48 TV figures are not
directly comparable, since the 1948
report—which showed $8.7 mililion
revenues, and $23.6 million ex-
penses, for a loss of almost $15
million—ecovered only 50 stations
n addition to the networks.

Time Sales High

FCC put AM time sales at $425,-
357,133 before deduction of com-
missions paid to agencies, rep-
resentatives, ete, which broad-
casters normally count as an ex-
pense of sale, The commissions
totaled $50,307,683. The time-sale
total, 2.07% above 1948’s, was
divided as follows:

Network time sales, $134,898,-
325, down 4.36% compared to 1948;
time sales to national and regional
advertisers, $108,314,507, a gain of
8.39%; sales to local advertisers,
$182,144,301, a gain of 6.57%.

TV time sales, totaling $27,530,-
133 before deduction of $4,078,727
in commissions to agencies, ete,,
were broken down as follows:

Network Costs

Network time sales, $10,795,512;
time sales to national and regional

advertisers, $7,275,013; local time
sales, $9,459,608.

The AM report showed four na-
tion-wide and three regional net-
works and their 27 owned and
operated ~stations accounted for
26.12% of the industry’s $418 mil-
lion total revenues, with 1,994
other stations accounting for the
remaining 73.88%. Of AM’s $56
million net income, 31.06% went
to the networks and their owned
stations, and 68.94% to the re-
maining stations.

The number of AM stations
showing losses in 1949 was placed
at 684. Of these, 182 began opera-
tions in 1947; 160 in 1948; 130 in
1949; and 129 in 1939 or earlier.

A tabulation comparing the 1949
and 1948 financial operations of
1,428 “identical” stations (not in-
cluding 12 network keys) showed
the “average’ station’s broadcast
revenues dropped 2.18% to $188,548
in 1949 while its expenses gained
0.4% to $159,5610, leaving it with
net income of $29,038, or a 14.29%
decline from the 1948 figure.

Losses Shown

As a class, daytime and part-
time locals suffered the greatest
percentage drop in net income, with
average income falling 51.97%—
from $5,395 in 1948 to $2,681 in
1949. Part-time regionals were the
only class which, on the average,
showed a gain: The average station
in this class boosted net income
from $4,858 to $5,394 (11.03%).

Final FCC Report

The average net incomes for sta-
tions in other classes in 1949 were
shown. as follows (percentage com-
parison with 1949 shown in paren-
theses):

50 kw fulltime clear channel—$276,-
189 {(down 6.75%).

5 to 25 kw fulltime clear channel—
$54,653 (down 9.09%).

5 to 25 kw part-time clear channel—
$17,347 (down 22.87%).

Fulltime regionals — $4,981 (down
14.55%).

Feolltime locals — $8,164 (downm
31.52%).

Stations not serving as outlets
for nation-wide networks averaged
a 7.63% gain in net income, while
national network affiliates on the
average dropped 16.04%.

Broadcast Expenses

Broadcast expenses of four na-
tion-wide networks, three regional
networks, and 1,88 AM stations
reporting time sales of $25,000 or
more, were broken down as follows:

Programming $134,497,120; tech-
nical $54,735,268; selling, $48,789,-
532; general and administrative
$116,860,657; total $354,882,577.
Figures for 132 other stations,
which did not report as much as
$25,000 in time sales and ae-
cordingly were not required to sup-
ply detailed information, brought
the AM expense total to $357,521,-
718 for 2,021 stations and the net-
works. This represents a 4.26%
gain over 1948,

FCC reported the AM networks,

(Continued on page 100)

Comparative Table of Operations for Networks and Stations

1949-1948
Grand Total Networks ond their owned ond operated stations Other stations
Networks including  Other owned and Total
key stations ® operatad stations ota
Percent Percent Percent Percent
Line Percent of of o o
number Item 1949 increase 1949 increase 1949 increase 1949 increase 1949 increase
{decrease) rease) (decrsase) (decrease) (decrease)
Compared Compared Compared Compared Compared
m (2) ta 1948 ta 1948 to 1948 ta 1948 ta 1948
(3 (@) (5) {8) ) @) [¢))] (10) () (12)
Number of netwerks ....cececn erersiinitertinionconnnne 7 7 — y —
NuUmber OF SIGHONE .. .e.oosesrsssssonson. omsaraneenss 2,001 12 15 27 1,994
1 A. Revenues from the sale of time:
g - le':lorl( ﬁm:!oml.‘ 'o: $130,765,349 (4.98) $81,788,642 ( ) $2,359,3 (10.85) $8
a. Nafion-wi networks ......c.ieeiiieiiel e ,766, . 788, 3.40, , 359,342 10.83) 4,147 984 3.63 9 546,618,365 .32)
4 b. Regional networks ...... ....c.o00nnvnnnns 854,197 (20.82) 2,711,881 (21.28) 477,429 (38.85) 3,189,290 (;4.53; 664,907 (z.ﬂ)
s c. Miscelloneous networks ond stations 2,140,661 a3o04) ..., mbes eeeemass easess aeeesres hieaas 3 2,140,661 (13.04
r TOM weepnnsnrennnanonnssonsrusnoicsenens 136,761,207  (5.65) 84,500,503  (4.70) 2,836,771 (17.23) 87337774  (a.60) 49,423,933 (7,4;;
7 Deduct—Payments ta foreign and el o
miscellansous duplicafions ..............c00u0n0e 1,862,882 (52.18) (1,044,190) ...... 21192 (54.25) (1.022,998) ...... 2,885,880 (13.02
8 Revenues from network time sales .......... 134,898,325 (4.38) 85,544,493 (2.33) 2,815,579 (16.73) 88,360,272 (2.86) 46,538,053 (7.08;
9 2. Non-network time sales to—
10 a. Netional and regional odvertisers and sponsors 108,314,507 3.39 12,044,170 12.76 5,988,845 5.1 18,033,015 10.10 90,281,492 213
n b. Locol odvertisers and sponsors ............e... 182,144,301 6.57 4,070,029 9.79 400,462 {1 29; 6,470.491 0.89 3175,673,810 §.80
12 Total from work time soles.. 290,458,808 537 16,114,199 11.99 8,389,307 (017 24,503,506 7.51 265,955,302 517
13 Total revenves from time sales ............ 425,357,133 2.07 101,658,892 (0.31) 11,204,886 (4.92) 112,863,778 (0.79) 312,493,355 338
14 3. Deduct—Commissions to regularly established ogencies, .
representatives, brokers ond others ....... 50,307,683 .03 ¢ 22,455,642 (3.27) 1,281,074 (3.31) 23,736,716 (3.27) 26,570,967 3.18
15 Net revenues from time sales ............... 375,049,450 2.35 79,203,250 0.56 9.923,812 (512) 89,127,062 (0.10) 285,922,388 .14
14 B. R from incid | broadcast activities: .
17 U0 600000060000000000000 0805G0BEE 000990 600 (0.89) 9,922,775 6.22 708,345  (10.54) 10,631,120 4.91 11,367,149 (5.
18 Sundry broadcast revenues .......... (8-90; 7,833,601 (14.75) 487,91 (0.38) 8,321,522 (14.03) 8,415,392 3-{3
19 Total from incid (4.52 17,756,376 {4.18) 1,196,266 {6.66) 18,952,642 (4.34) 19,782, 541 (4.69)
20 Total broadcast revenues 1.67 96,959,626 (0.34) 11,120,078 {5.29) 108,079,704 (0.87) 305,704,929 2.60
21 C. Total broadcast sxpesnses of networks and stations ... 357,521,718 4.26 82,182,972 022 8,422,976 (5.78) 90,605,948 (0.37) 266,915,770 594
22 D. Broadcast income or (loss) before Federal income tax. .. 56,262,915 (12.21) 14,776,658 (3.32) 2,697,102 (3.72) 17,473,758 (3.38) 38,789,159 (15.69)
1Since the reports filed by the network key stations (i.e., stotions originating most of the network prog ) do not in adequate segreg of exp between and network
aperations, financial data for networks and their key stations have been combined. :
! Includes some mati ide, regional and other network time sales reported by licensees of stations with total time sales of less than $25,000.
5 Since stations with time soles of less than $25,000 for the year ore not required ts report details, this figure may include some ts for national and ional
$ Of these amounts 320,677,156 for 1948 and $19,648,551 for 1949 is applicable to the sule of network time, column 3, line 6, while the r inder and ts shown in 7 and 11,

line 14, are applicable ta amounts reported on [line 12, in respective columns.
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y J. FRANK BEATTY
INTRODUCING NAB and NAB-
TW!

ROAD OPEN

Two separate but related asso-
ciatigns are expected to emerge in
late February when the NARB board
acts pn a plan launched at the No-
vember meeting [BROADCASTING @
TELECASTING, Nov. 20]. The plan
is part of a long-range streamlining
program approved by the board on
recommendation of the NAB-TV
Committee and General Manager
William B. Ryan.

A good idea of what NAB-TV
will look like will be apparent by
nightfall Jan. 19, when the first in-

- dustrywide TV convention under
NAB] auspices is scheduled at the
Hotel Stevens, Chicago.

By|NAB convention time in mid-
April—assuming the critical war
situation doesn’t prevent the meet-
ing—gthe industry will see its trade
association in a new_ dress, or

S FOR NAB-TV

rather in two new dresses.

At that time, also, Broadcast
Advertising Bureaun will break loose
from the main NAB structure and
go into business as a separate op-
eration.

And effective Jan, 1 the Assn. of
Women Broadeasters will be sep-
arated from NAB. AWB members
are preparing to form their own as-
sociation, with possibly a sort of
parental working arrangement
with NAB headquarters.

Formative Plans S

Still in the formative stage is the
plan to get NAB-TV in operation
before the winter ends. The board
launched this project at its mid-
November meeting. TV stations
will work out many of the details
at their Chicago convention.

Industry attitude at that conven-
tion will decide the trade associa-
tion future of video broadcasting.

tcH'

CK CAMMACK' FOR SUCCESS

Small Businessman Wins National Honor With Radio

WHEN a businessman from a com-
munity of 30,000 matches ingenuity
and $sourcefulness with advertis-

ing executives of firms in larger
cities|and walks off with & much-
prized trophy, that qualifies as an
accomrplishment in any quarter.
Allen B. (Check) Cammack,
owner of Cammack Office Supply,
Burlipgton, N. C., who won such a

trophy at the National Stationers-

Assn.| in Chicago last September,

singles out two explosive words—
“Ch Cammack”—with which he
has saturated the airwaves of

WFNS Burlington since Oectober
1949, |and offers his own formula
for sfles success—radio spot an-
nouncements.

Spot announcements now com-
mand| about 80% of Mr. Cam-
mack’s advertising budget, a fact
which) prompts him to offer this
slogan to anyone who wishes to in-
crease his business: “Good radio
adveriising will :catch up with
every|one in the shopping area.”

Receives Trophy

‘Thel National Stationers Assn.
evideqtly thought so, too, because
it gaye him the Clegg trophy as
the .businessman with the most
effective advertising campaign in
national competition for 1949. The
association is a select, recommended
organization of owners of office
supply concerns in the U. S.

In taking top honors, Mr. Cam-
mack,|who i3 his own advertising
department, was not merely com-
petingl with small business but with
larger|concerns in the trade—many

- of them chain houses in the natien’s
largest metropolitan areas with
their gwn advertising departments,

Mr. {Cammack’s approach to the
public| through radio advertising
involves a personal appeal that
‘his company be allowed to solve
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problems in the office and home. He
initially became interested in per-
sonalized advertising in April 1949
when he won division honors at a
southern states meeting. Since that
time “Check Cammack” has taken
its place as a household by-word in
the Burlington area.

Firm’s schedule on WFNS aver-

- ages about 10 spots per day, six

days a week with half on station
breaks and the remainder on parti-

cipating programs. Mr. Cammack.

uses the morning, noontime (12-
2 p.m.) and early evening (6-8 p.m.)
hours to put across his alliterative
message.,

Transecribe Spots

To assure perfection, the spots
are transcribed in advance and en-
tail use of two.announcers who
spiel off snappy store items in
rapid cadence.

!“For several years I used as my
advertising  medium local news-
papers, some radio, and printed ads
in programs and school annuals, all
without favorable results,” Mr.
Cammack told John C. Hanner,
general manager of WFNS. “I re-
duced my newspaper advertising to
one or two inch column display
inserts and went to ten spots a
day, six days a week on WFNS.

“The results have been amazing.
The ‘Check Cammack’ theme now
is accepted as a forceful and per-
suasive sales stimulant.”

‘The direct results, according to
Mr. Cammack, are reflected in a
60% increase of floor traffic over
a 10-month period, and a 40%
boost in sales for the period Nov. 1
to June 30, end of the last fiscal
year. Additionally, the “Check

Cammack” theme is sure to greet

the company's salesmen wherever
they confront the public.

Debut Set for Late February

Stations were asked for their con-
vention ideas in a letter sent out
Thanksgiving Week by Mr. Ryan
[CLosep CirculT, Nov. 27].
Response to the letter has been
enthusiastie, it was indicated at
NAB headquarters. Some 40-odd
TV stations now belonging to NAB
through the memberships of their
AM affiliates are solidly behind the
separation project. The remaining
60-plus stations, not now connected
with NAB, are showing interest in
the convention and in the idea of
a new and autonomous NAB-TV.
With Television Broadcasters
Assn. scheduled to hold its annual

.clinic Dec. 8 in New York (see sep-

arate story), NAB officials indi-
cated large numbers of video out-
lets belonging to TBA and not NAB
are favorably inclined toward the
new NAB-TV.

No Absorption

There is no NAB intention of in-
terfering with TBA or absorbing
it. Instead NAB feels it is the only
organization that can provide full
trade association service, with all
the necessary governmental, techni-
cal and other activities.

Already the plans for NAB-TV
are starting to take shape. At the
NAB District 4 convention at Wil-
liamsburg, Va., in early November
[BROADCASTING ® TELECASTING,
Nov. 6], Campbell Arnoux, WTAR-
TV Norfolk, ex-NAB board mem-
ber, pointed to the need for a TV
association. Mr. Ryan then dis-
closed that he had been working on
the draft of a special TV organiza-
tion in the NAB family.

The NAB board approved the

KSD-TV S8t. Louis.

project Nov. 15 when it adopted a
resolution introduced by Robert D.
Swezey, WDSU-TV New Orleans.
The plan envisions a separate NAB-
TV board with relative autonomy.
This TV board would set up its own
dues structure and suggest an al-
location of dues between NAB and
NAB-TV.

A special TV Convention Com-
mittee is working on the plans and
will report to the Chicago conven-
tion. Committee members are
Harold Hough, WBAP-TV Fort
Worth, chairman; Mr., Swezey; Eu-
gene S. Thomas, WOR-TV New
York; William A. Fay, WHAM
Rochester; George M. Burbach,
Mr. Swezey is
chairman of the NAB-TV Commit-
tee, which is cooperating with the
convention group. In addition he -
heads the board’s BAB Committee
handling the separation of BAB.

One of the main jobs facing the
TV committees will be to roynd up
non-NAB stations for the Jan. 19
convention in Chicago. Right now
TV stations pdy only a fraction of
1% of total NAB dues. A new
dues schedule will be considered by
which television stations, now
working their way into the profit
column, can pay for the trade asso-
ciation service they need.

What the TV project amounts to
is a federating of aural and video
stations. But NAB is steering

away from the federation or con-

gress idea in all its other stream-
lining. This is apparent in the di-
vorcement of BAB and the Assn.
of Women Broadecasters.

Roughly NAB wants to keep all

(Continued on page 100)

BROAD smiles in evidence here resulted from effective use of radio adver-
tising by Commack Office Supply Co., Burlington, N. C., on WENS Burling-
‘ton. Congratulating Allen B. {Check}) Cammack {r), owner, for winning the
National Stationers Assn. trophy is John C. Hanner, WFNS general manager.
Trophy is presented annually by the association to the businessman with the

most effective: advertising campaign.

Mr. Cammack maintains heavy spot

schedule on WFNS exclusively.
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BALLCASTS

STORM clouds which threaten a
substantial portion of major league
baseball broadcast and TV cover-
age during 1951 hung heavily over
the industry last week as the na-
tion’s major-minor league moguls
prepared to meet in St. Petersburg,
Fla., starting this Wednesday.

Firmly resolved to take some ac-
tion to curb broadcasts of major
league contests as one means of
“saving” minor league operations,
but obviously confused as to how
far to proceed, baseball officialdom
is expected to hear the broadcast
industry VIewpomt direct from
NAB.

The radio-TV aspect will com-
mand high priority on the agenda
mapped out by baseball executives
for the week-long meeting. Robert
K. Richards, NAB public affairs di-
rector, is slated to give the indus-
try slant Dee. 13, last day of the
gessions [BROADCASTING @ TELE-
CASTING, Nov. 27].

The drop in 1950 baseball re-
ceipts generally has revived senti-
ment for stringent curtailment of
radio broadcasts, and at least a
partial ban on baseball telecasts.
At stake for broadcasters is an
estimated $20 million-plus in adver-
tiser contracts,

Asks Complete Ban

Blanket abolition of all broad-
casts and telecasts — major and
minor—will be asked by the Ports-
mouth Club of the Piedmont League
in one of a host of amendments
which will be offered at the joint
major-minor meeting. The club re-
portedly has proposed an addition
to a joint major-minor ruling call-
ing for a complete ban on broad-
casts and telecasts of all profes-
sional baseball games, except the
All-Star and the World Series con-
tests. This amendment, along with
other proposals, was shelved at
meetings of major and minor league
Executive Council held in Cinecin-
nati last month.

Concern of baseball interests
over so-called injurious effects of
broadcast coverage was under-

RICHARDS CITED

By Detroit City Council

DETROIT’s City Council has
placed itself on record as favoring
the license renewal of WJR De-
troit by adopting a resolution citing
the station’s chief owner, G. A.
Richards, and praising the “distin-
guished service performed in this
community” by both Mr. Richards
and the station.

The resolution was introduced by
City Councilman Charles G. Oak-
man at an evening session Nov. 28
and was adopted by a vote of 9 to
0. The licenses of Mr. Richards’
three stations, WJR, KMPC Los
Angeles and WGAR Cleveland, are
now in hearing before the FCC
which is questioning Mr. Richards’
news policies (see adjoining story).

BROADCASTING ¢

CURB?

Leagues Meet Dec. 6-13

scored recently by the Sporting
News, which presumably refiects
the philosophy of many high eche-
lon executives of baseballdom.

The publication noted that no
subject on the agenda is “as im-
portant as the necessity of control-
ing the growing threat of radio
and television to the attendance of
the minor leagues.”

.An editorial explained:

(We) recognize that radio has done
a tremendous job for baseball through
broadcasts of the games of individual
elubs. . . . Television and baseball
can prove mutually beneficial through
a judicious policy of telecasting se-
lected games. But the growing satura-
tion of minor league territory by the
broadcasts of major league games is
seriously damaging attendance in the
lower leagues and threatening some
of them with extinction. This cannot
fail to have & harmful effect on the
majors, too—and it may come sooner
than many think.

The publication also felt that, if
necessary, the Justice Dept. should
be consulted with respect to pos-
sibility of amending present base-
‘ball rules, which now provide that
major or minor league clubs may
object to broadcast or telecast of a
game of another club by a station
within its b50-mile territory only
during the period the local club is
playing a home game. A major or
minor league also may object to

any telecast of & game by another
club from a station within its 50-
mile territory only at the period
when it (the local club) is telecast-
ing one of its road games.

The Justice Dept. originally laid
down this rule in the “hope” that
it would “eliminate past restrictive
practices and greatly broaden the
opportunity for radio and tele-
vision stations to carry games of
major league clubs in territories
outside their respective home ter-
ritories’” [BROADCASTING ® TELE-
CASTING, Oct. 31, 1949].

One of the issues at stake in
the forthcoming meeting involves
network broadcasts (in minor terri-
tory) by Liberty Broadcasting
System and MBS, which have drawn
the protests of National Assn.
President George Trautman and
Public Relations Director Bob
Finch [BROADCASTING ® TELECAST-
ING, Nov. 6]. Mr. Finch named
LBS for its widespread recreated
major league broadcasts and Mu-
tual for  extensive coverage
throughout the country as part of
its Game of the Day.

Gordon McLendon, LBS presi-
dent, and Mutual promptly chal-
lenged the charges, contending that
nationwide broadcasts of major
league baseball helped the gate of
minor league teams.
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Dec. 6-10: Big Ten College Conference,
LaSalle Hotel, Chicago-

Dec. 7-9: Academy of Radio Artists
{Canada), Royal York Hotel, Toronto.

Dec. 7-9: Canadian TV Clinic, Royal
York I-Iotel Toronto.

Jan, 19: B TV Convention, Hotel
Stevens Chica

April 11: Brand Nemes Day 1951, Hotel
Commodore, New York

April 20-21: Southwestern IRE Con-
fDerlelnce, Southern Methodist 1.,
allas.

Mr. Trautman reportedly told
executives at the Cincinnati meet-
mg that baseball fans could tune
in a station beyond the 50-mile
radius airing a major league game,
and that fans who tune in after-
noon broadcasts permitted under
Justice Dept. rules may be inclined
to pass up a night home team at-
traction.

Another amendment slated for
airing at the Dec. 6-13 meeting
concerns & proposal by President
William DeWitt of the St. Louis
Browns American League club
which would amend major league
rules to permit broadcasting and
telecasting of road games in two-
club cities “only with the consent
of the other club.” The Executive
Council voted to refer his amend-

(Continued on page 112)

RICHARDS'

COUNSEL for G. A. {(Dick) Rich-
ards in the hearing on his news
policies last week renewed their
insistence that FCC issue a decision
promptly, while the examiner con-
ducting the hearing ruled that he
and the Commission—not outside
experts—would pass upon the im-
partiality of the news carried on
the Richards stations.

Examiner James D. Cunning-
ham’s ruling, which barred de-
tailed testimony of Defense Wit-
ness E. Z. Dimitman, prompted
Hugh Fulton, chief trial attorney
for Mr. Richards, to request sub-
penas for FCC Commissiners in an
effort to establish “that they have -
no unusual experience that would
enable them to be experts in this
field.”

Examiner Cunningham denied
Mr. Fulton’s request, calling it
“somewhat fantastie.”

Earlier, Examiner Cunningham
gimilarly ruled against acceptance
of defense testirhony by Laurence
Sullivan, a Washington consultant
on public information and research.

In the meantime FCC Comr. E.
M. Webster, sitting as motions
commissioner, on Friday refused
to grant the FCC Law Bureau addi-
tional time to reply to the pend-
ing Richards petition for an early
decision in the case without further
hearings [BROADCASTING ® TELE-
CASTING, Nov. 27]. FCC legal au-

Telecasting

REU“EST Prompt Decision Asked

thorities planned to appeal the rul-
ing to the full Commission early
this week.

The hearings, in which the li-
censes of Mr. Richards’ KMPC Los
Angeles, WJR Detroit and WGAR
Cleveland are at stake, have dealt
thus far with Mr. Richards’ news
policies at KMPC. This phase of
the proceeding is currently near-
ing completion in Detroit, with
hearings relating to WJR and
WGAR slated to follow. Mr. Rich-
ards’ petition seeks a decision on
the basis of the KMPC hearing
before going into the other phases.

Seeks Deadline Extension

Deadline for the FCC General
Counsel to reply to the petition
was Nov. 30, but Acting General
Counsel Harry M. Plotkin sought
at least 20 days' additional time
on grounds that FCC personnel
familiar with the case are cur-
rently engaged in other duties “of
a very pressing nature.”
for Mr. Richards did not oppose
the request, but insisted that if it
were granted Examiner Cunning-
ham should be instructed to recess
the Detroit proceedings pending
action on their petition for a
prompt decision.

Examiner Cunningham's ruling
against acceptance of testimony on
partiality or impartiality of news-
casts came after Mr. Dimitman,
executive editor of the Newark

Counsel -

Star Ledger, who analyzed news-
casts carried by Mr. Richards’
KMPC Los Angeles, had taken the
witness stand to testify that in his
opinion the news was not distorted.

Examiner Cunningham did not
challenge testimony designed to
qualify him as an expert, but heid
that one of the fundamental issues
of the case is whether Mr. Richards
actually instructed newsmen to
slant news, not “whether the in-
structions were carried out.”

The latter, Examiner Cunning-
ham said, “is not too material.”

He said:

. I am going to rule now that
I will not permit any expert testimony
by that witness [Mr. Dimitman] or
any other witness as to whether the
news as presented by any of the three
stations was fair and impartial and
not distorted.

I think from such factual matters
as you wish to present, I am fully
capable of determining that, and
gimilarly the Commission; but I
don’t think it is proper for a witness,
disinterested as he may be and aF
experienced as he may be in the
newspaper game, to testify to an
opinion in this regard . . .

Mr. Fulton told the examiner
that “I would like it to appear on
the record that you do not yourself
ciaim any background or experience
in news, other than that of the or-

{Continued on page 102)
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'ELECTRONICS SPEEDUP et

THE ELECTRONICS industry,
sorely beset with material short-
ages and scarcities, set its collec-
tive sights on accelerated produc-
tion schedules last week as official
Washington seethed with reports
of imhminent mobilization of all re-
sources.

In| a week strongly reminiscent
of pre-Pear] Harbor days, with talk
of fnll-seale controls, revision of
the draft law and speedup of re-
armament preparation, the nation’s
capitial bristled at a critical hour
with these developments:

@® NSRB Chairman W. Stuart
Symington, mobilization coordina-
tor, disclosed that the U. 8. econ-
omy is shifting from a “light” to a
“dark gray’” mobilization, with im-
minent possibility of price-wage
controls.

@ President Truman was pre-
paring a defense supplemental bill
to meet the military’s demands for
more electronics - communications
and | other equipment, atomic
weapons, and a larger armed
forces. ’

@ National Production Author-
ity ordered 16% curtailment in the
civilian consumption of copper for
Janugry and February, and 20% in
March; eased limitations on com-
mercial use of cobalt from 70%
for Npvember to 50% for Decem-
ber; tlabbed nickel for cutback.

@® President Truman asked Con-
gress to establish a Civil Defense
Agency and authorize appointment
of an |administrator who would be
primarily responsible for communi-
cations and other planning {see
separate story).

Communications Outlay

It was not known how much the
Chief Executive would seek in ad-
ditional expenditures for defense,
though some estimates had placed
the figure at about $18 billion. In
any event, electronics-communica-
tions were expected to derive a
substantial share—probably 10%-—
of the new outlay once Congress
approved. Chairmar.  Clarence
Cannon (D-Mo.) of the House Ap-
propriations Committee said his
group was prepared to grant what-
ever the President requested.

The revelation that wage-price
controls may be the prelude to all-
out mgobilization came from Sen.
Burneti R. Maybank (D-8. C.) and
Coordinator Symington. Sen. May-
bank said he had been informed
the government is giving “active
consideration” to such controls.
Mr. Symington made similar dis-
closure at a closed meeting of in-
dustry and labor leaders, and be-
fore the Senate Banking Commit-
tee, which is headed by Sen. May-
bank.

Whils set-makers and component
parts manufacturers were weigh-
ing the import of the government'’s

new copper directive and problem
of substitute materials to tide in-
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dustry over the hump, NPA au-
thorities felt that Korean war de-
velopments, and the President’s
announcement that production must
be speeded up at a greater tempo
in months ahead, served to counter
criticisms that NPA has been press-
ing allocation of basic metals too
stringently in recent weeks. If
mobilization comes now, they rea-
soned, much of the slack will now
be taken up between government
planning and actual placement of
orders for electronics equipment.

Copper Situation

Manufacturers, on the other
hand, were inclined to regard the
copper order as not too drastic, and
expressed conviction that with the
aid of substitutes, on which they
are working, the industry will be
able to keep its head above water.
Copper is used in AC transformers,
and to plate the steel chassis. Other
uses include wire coils and filter
chokes., Cadmium is an acceptable
substitute.

James Secrest, general manager
of Radio-Television Mfrs. Assn.,
pointed out, however, that while
the government may be cutting
back civilian consumption to only
85%, such an allocation would not
necessarily guarantee a compar-
able proportion of the available
supply. .

NPA’s order limits non-defense
production and use of brass mill
and copper wire, in terms of
weight, to 8% in January and
February of the average quarterly
output and us- during the first six
months of this year. During De-
cember users may consume up to
1009 of the average use during

October and November.

Holding out little hope for any
increase in the copper supply dur-
ing coming months, NPA Adminis-
trator William H. Harrison said
the order is designed to fulfill de-
fense needs and assure equitable
distribution for civilian needs. Gen-
eral Harrison added:

“As the defense program ex-
pands, and more copper is required
for military purposes, the conserva-
tion of copper for those functional
uses where substitute materials
cannot be employed becomes in-
creasingly important. A variety
of uses may have to be limited and
studies looking to an order to
achieve this necessary conserva-
tion are underway.”

The directive covers all unalloyed
copper and copper-base alloy, in-
cluding scrap, brass mill, copper
wire mill and foundry products and
applies to all producers and users
of the products. Producers would
be limited to a 45-day supply,
while inventories of users would
be restricted to 60 days.

Defense Orders

At the same time, NPA gave
copper manufacturers and fabri-
cators authority to reject defense
orders absorbing more than 5% to
259% of pre-Korean deliveries.

The relaxation of the drain on
civilian consumption of cobalt, used
for magnet speakers in radio-TV
receivers, was announced by NPA
last Wednesday. Simultaneous with
the order, which modified cobalt
cutbacks from 70% for November
to 50% for December, NPA alsp
ordered a 40% decrease in the ful-
fillment of military orders, cutting

CITED as “Pennsylvania Ambassador”’ is William S. Paley (center), chairman
of the board, CBS, receiving the award plaque from Robert H. Remmey Jr.

(r), Qlesident, Northeast Philadelphia Chamber of Commerce, and an accom-
panying scroll from Thomas E. Willis, executive director of the chamber.

The annual award is given to former residents of the state for “outstanding
achievement in the best traditions of the Commonwealth.” )

Henle Takes Action

WHILE speculation ran high
last week regarding a state-
ment credited to Gen. Mac-
Arthur that he would end the
Korean war in time to bring
the boys home for Christmas,
Ray Henle, editor of Three
Star Extre on NBC, took
positive action. Mr. Henle
cabled Gen. MacArthur ask-
ing him to confirm or deny
the statement, and was
promptly rewarded with an
answer from the general, sent
via the Pentagon, giving a
detailed clarification of the
situation. The MacArthur
communication was read on
Three Star Extra last Wed-
nesday and reportedly was
picked up by wire services
and numerous newspapers.

deliveries back to 609%.

Commercial users, limited to 30%
of the average consumed during the
first six months of 1950, will thus
be allowed an additional 209 of
the same base period.

NPA authorities conceded that
the dual actions designed to lessen
the strain on Alnico magnet manu-
facturers, were set forth following
a meeting between General Harri-
son and communications users and
producers last month [BROADCAST-
ING ® TELECASTING, Nov 27, 20].
The administrator promised then
that communications firms would
receive adequate supplies from com-
ponent parts firms for maintenance
purposes.

Cobalt Limitations

The cobalt order provided for
limitation of inventories, begin-
ning last Nov. 30, to a 20-day sup-
ply, and explained to African Me-
tals Corp., sole importer, how to
distribute the supply this month.

The new distribution measure
will be replaced by a longer term
program of conservation and allo-
cation ‘“‘as soon as possible,” NPA
officials said, noting there is little
prospect of any increase in imports.
Meetings with cobalt consuming
industries will be held from time
to time for such a purpose, they
added.

Also in the directive are pro-
visions covering outstanding orders
for cobalt which, if delivered, would
result in quantities exceeding the
20-day limitation. The buyer would
be required, in such cases, to notify
his supplier, and outstanding or-
ders will be adjusted to comply with
the new inventory order.

Meanwhile, the government took
steps to assure itself of additional
supplies of aluminum for defense
needs. Civilian use of the metal al-
ready has been curtailed 35% of
average use for 19560’s first six
months, effective in January.

The General Services Adminis-
tration announced it had completed
agreement with Aluminum Co. of
America for an additional 120,000
tons per year under a plan to ex-
prand the firm’s facilities. ALCOA
also is reactivating other plants.
A similar agreement was reached
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with Reynolds Metal Co. and the
Kaiser Aluminum & Chemical Corp.

These negotiations would affect
civilian users only to the extent
that it would more easily assure
the government of meeting its
needs. But NPA did ease restric-
tions on civilian use for companies
which would suffer “hardship” by
providing for adjustments if they
(1) manufactured a new product
or began new operations this year,
(2) made changes in products re-
quiring more aluminum after the
base period, and (3) encountered
seasonal fluctuations during De-
cember greater than the base period
average.

VOICE STUDIO
Mobile Unit Delivered

IN A ceremony under the flags of
the nations in Rockefeller Plaza,
Radio City, New York, RCA de-
livered a streamlined radio studio-
on-wheels to the State Depart-
ment’'s Voice of America.
Equipped with the latest types
of shortwave transmitting and re-
cording facilities, the mobile unit

will be used on roving assignments -

for Voice of America broadcasts.

Foy D. Kohler, chief of the In-
ternational Broadcasting Division
of the State Department, accepted
the studio-on-wheels for the Voice
and declared, ‘“This beautiful motor
vehicle, so typical of America it-
self, will help us get closer to
America and thus the better to
tell our story.”

In response, Meade Brunet, a
vice president of RCA and man-
aging director of the RCA Inter-
national Division, said “We are
glad to be the instrument of the
radio industry which has helped
the Voice of America in its great
task of world enlightenment.”

HONOR GILLIN

With Hospital Memorial

A MEMORIAL to the late John J.
Gillin Jr. has been presented to
St. Joseph’s Hospital in Omaha,
Nebr., by the Radio Council of that
city. At the time of his death last
summer [BROADCASTING ® TELE-
CASTING, July 24] Mr. Gillin was
president and general manager of
WOW Omaha.

The memorial consisted of two
floor-type blood pressure machines.
St. Joseph’s Hospital had been one
of Mr. Gillin’'s favorite charities
during his lifetime as well as the
place of his birth.

In making the presentation, the
Radio Council cited the late WOW
executive for his aid and assistance
to the organization during its early
days. “He was a man of boundless
hope,” said the citation, which was

read at the presentation. “In the

short time alloted for his career,
he hoped to make a significant
contribution to his chosen profes-
sion. His youth coincided with the
advent of radio, and before he died,
still in his vigorous young man-
hood, both he and the industry with
which he was associated had
reached maturity by every criter-
ion,” the citation noted.

RECOGNITION of “Mr. Average Fan,” aon essential part of the sport’s world,
takes place at WTOP Washington on Arch McDonald’s show, Speaking of

Sports.

Participating are (I to r): John Hayes, WTOP manager; Roger B.

Doulens, Pan American Airways officiol and known in Washington for yeors

as the ‘average’” sportsman, and Mr. McDonald.

Mr. Doulens, featured

on the program when the World Series was discussed, returned to receive
a silver cigarette case presented by WTOP and Sportscaster McDonald.

NAB GOMMENDED

On Political
Time lIssue

REP. MIKE MANSFIELD (D-Mont.) in effect publicly commended NAB
last week for prompt action in rerouting to stations a complaint that
certain broadeasters allegedly overcharged political candidates for broad-
cast time during the last election campaigns [BROADCASTING ® TELE-

CASTING, Nov. 27].

In a statement, Rep. Mansfield,
chairman of the House Special
Campaign Expenditures Commit-
tee, said:

“Recently, the committee called

to the attention of the NAB the
practice prevalent in many radio
stations of charging for political
speeches double the commercial
rate, or at least considerably in
excess of that rate. In other words,
the democratic process of conduct-
ing free elections cost twice as
much as advertising Rye Krispies.

“The committee iz pleased to
note that the NAB has since sent
a directive to all its member sta-
tions to desist in this practice if
they have indulged in it.”

Mansfield Protest

A fortnight ago, Rep. Mansfield
sent Justin Miller, NAB president,
a sharp protest against the alleged
practice, calling it “discrimination
against democrary.” Recalling leg-
islation that has been introduced
in Congress providing for FCC reg-
ulation of political broadcasts, Rep.
Mansfield had pointed out that Con-
gress had the authority to “pre-
vent such a practice [of charging
excessive rates] under the licensing
power which it has delegated to the
FCC.” He asked for Judge Miller’s
views on the subject.

Since the Mansfield letter was
received at the time of a NAB
board of directors’ meeting, the
issue was discussed with subsequent
approval to a resolution dealing
with political broadeast time
charges. The board decided to send
a copy of the resolution, along with
pertinent portions of the Mansfield
letter and Judge Miller's own
views, to stations urging broadcast-
ers not to sell time at rates in
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excess of established card charges.
Coupled with the allegation of
radio stations overcharging candi-
dates was a committee complaint
of newspapers engaging in a simi-
lar practice. Rep. Mansfield noted
that the Congressional group also
sent a protest to the National Assn.
of Publishers and the National
Assn, of Editors. “It is hoped that
the same good result will be
reached,” Rep. Mansfield said.

Rep. Mansfield also revealed that
the committee has been compiling
figures showing expenditures by
candidates in primaries. Hereto-
fore, the tabulation has included
only national elections. “The com-
mittee was impressed by the fact
that approximately as much money
is spent by the candidates in the
primaries as in the general elec-
tions,” he observed. When the fig-
ures are made public, Rep. Mans-
field said he thought they will prove
“startling.”

Include Breakdown
In its report to the 8lst Con-
gress, which voted the special com-
mittee into existence, the commit-
tee is expected to include a break-
down of all candidate spending in
various media.

Meanwhile, a Senate Rules sub-
committee on Privileges and Elec-
tions, a counterpart of the lower
chamber group, also is compiling
2 similar report on expenditures.
The survey is not expected to be
ready, however, before the 82nd
Congress takes command.

Sen. Guy Gillette (D-Iowa),
chairman of the subcommittee
which is now looking into election
“irregularities,” has expressed con-
cern in recent months over the

high cost of campaigning, partic-
ularly in view of television’s ar-
rival on the political scene.

Appearing Nov. 26 on CBS-TV’s
Capitol Cloakroom, Sen. Gillette
said expenditures, notably for
radio-TV, have gotten so far out
of hand that they ‘“virtually pre-
clude a poor man from running for
political office.” He indicated "his
group will delve further into the
subject in the new Congress pro-
viding he still retains jurisdiction
over the inquiry.

Cites Alternatives

There are two or three alterna-
tives to present regulations which,
Sen. Gillette contends, no longer
adequately govern today’s polit-
ical realities.

He cited the British system of
funneling all expenditures through
a national party committee, thus
corraling funds expended by private
groups on behalf of any candidate.
Another method would be to raise
the maximum $12,600 ceiling im-
posed on expenses by law.

WALLACE NAMED

To Brand Names Day Group

GEORGE WALLACE, advertis-
ing manager of NBC, was one of
11 executives named last Friday

. to serve on the committee planning

Brand Names Day-1951. The 1951
event, scheduled for April 11, will
be held at the Hotel Commodore,
New York. It will be the sixth
such all-day conference on brand
and advertising themes sponsored
by Brand Names Foundation.

E. Huber Ulrich, assistant to the
president, Curtis Publishing Co.,
Philadelphia, is the chairman of the
committee. In addition to Mr. Wal-
lace, those named included:

W. 8. Browh, vice president, Can-
ada Dry Ginger Ale, New York;
George W. Fotis, sales production
manager, Businéss Machines & Sup-
plies Division, Remington Rand, New
York; H. James Gediman, regional
manager, Hearst Advertising Service,
New York, who was chairman of last
year’s Brand Names Day committee;
E. G. Gerbie, director of merchandis-
ing & advertising, Johnson & John-
son, New Brunswick, N. J.; Edward
A. Gumpert, advertiging manager,
National Biscuit Co., New York;
“Walter L. Jeffrey, general sales man-
ager, Nash-Kelvinator Corp., Detroit;
Robert L. Lloyd, advertising manager,
The International Nickel Co., New
York; Oliver M. Presbrey, BEDO,
New York; and Louis C. Stengel Jr.,
vice president, Manhattan Shirt Co.,
New York.

Seifert Named

WALTER R. SEIFERT, former
manager of station relations for
World Broadcasting System, has
been named service supervisor of
RCA’s Thesaurus and Syndicated
Sales. :

‘Bland to WBBM Post

AL BLAND, program director of
KMOX St. Louis, will begin work
Jan. 1 as program director of
WBBM Chicago, another key CBS
station, CBS Central Division Vice
President H. Leslie Atlass an-
nounced Thursday.

December 4, 1950 ® Pgage 29



“EXCESS TAX

THE RADIO-TV industry ecould
find little comfort in the excess
profits tax bill reported out of the
Housze Ways & Means Committee
late last week.

While in a modified form from
that proposed by President Tru-
mamn and Treasury Secretary John
Snyder, the measure would give
only token relief to the broad-
caster or TV manufacturer.

The measure is already marked
for erarly debate in the House this
weel, while on the Senate side the-
Senate Finance Committee is
slatad to go into action, gathering
testimony in anticipation of getting
out a bill in the quickest time
poasible for consideration in the
upper chamber.

Mulded quickly with an eye on
the hour glass as time is running
out for the “lame duck” Congress,
the profits tax meéasure is not the
samg version recommended by the
Admijnistration.

Ag tentatively approved by the
House committee Thursday, the
bill would do the following:

@ The three highest earning
years of 1946-49 inclusive would
be uged as the base period. A cor-
poration would be “credited” with
85% | of this amount.

@ A 67% “ceiling” would be
impoged on the total tax liability
of agy corporation.

@| The profits tax would be ret-
roactive to July 1, 1950.

@ | Minimum credit (or exemp-
tion)| of $25,000 would be provided.
i Points Omitted

The bill—as seen by radio-TV
circles—would not do the following,
as re¢commended by those who testi-
fied before the committee a fort-
night] ago [BROADCASTING @ TELE-
CASTING, Nov. 27, 20]:

-@|Give special treatment to
problems of radio-TV, such as ex-
pansion and “getting started” years
during the base period.

. @ Protect the “small” company
in the industry, except to give it a
minintum “ecredit.”

@ Recognize the lack of ‘nor-
maley” upon which ‘radio-TV can’
average earnings.

@ Consider 1950 earnings—par-
ticularly the first six months of
the year—in computing the base.

- @ [Retain or modify “relief pro-
visiony” of World War II law. (Com-
mittee left out such a provision in
its bill).

In testimony before the House

committee, Robert C. Sprague,
RTM president, recommended
that growth company be one

“whosg 1950 earnings are at least
50% greater than its earnings in
the year 1949.”

Under the committee’s interpre-
tation, a growth- company is one
whostisales for the last half of
the base period is 1560% over that
of the| first half or payroll expen-
diture|is 180% in the last half over
the first half. A growth company,
the committee says, could take the
last year or the last two years of
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Little Reliéf in House Version

the base period as average earn-
ings.

The committee’s version would
permit a new corporation coming
into being during the base period,
or a firm which had a change in
type of service (such as addition of
TV to an AM operation in radio),
to come under a special formula.
This formula would credit the cor-
poration according to an “indus-
try rate of return multiplied by the
sum of the corporation’s net worth
and borrowed capital.”

If applicable to the broadcasting
industry it would be necessary to
determine an “industry rate of re-
turn.” .

The base period “credit” as pro-
posed by the committee differs by
10% with that recommended by the
Treasury which had suggested a
5% “credit.”

The 67% ceiling means that 7o
corporation would have to pay
more than that percentage of its
profits in the combined corporation
income tax and excess profits levy.
The maximum corporate income
tax rate is 45%.

By making the tax retroactive to
July, the committee thereby bases
its plans on the entire fiscal year
ending July 1, 1951.

GOP committee members were
voted down'in their stand that a
100% credit be used for the base
period. At one point in committee
sessions, it looked like Republican
persistence would win out when
two Democrats swung to the GOP.

The committee said that under
its proposal the government could
expect to reap $3.6 billion, some
$400 million below the President’s
request.

Taxing Method

This is the general way the
measure would work if made law:
A corporation with the three best
years’ average at $50,000 would be
credited 85% or $42,600. If it
showed 1950 earnings at $100,000,
the excess ($67,000) would be mul-
tiplied by 75%, thus giving the
amount taxed. However, that fig-
ure when combined with 45% levy
of the normal corporation income
cannot top 67% of its net-income.

In other developments: A resolu-
tion (H. J. Res. §47), introduced
by Rep. Daniel A. Reed (R-N. Y.},
a committee member, to authorize
consideration of an increase in the
regular corporation income tax
rate in addition to the excess profits

tax [ BROADCASTING ® TELECASTING,

Nov. 27] was ruled out of order
by House Speaker Sam Rayburn
(D-Tex.). Rep. Rayburn’s action
sent the resolution hurtling back
to committee where it was defeated
in a party vote.

Rep. Robert Doughton, (D-N.
C.), chairman of the committee,
charged the Republicans with seek-
ing “to obstruct and delay.”

Republican Leader Joseph Mar-
tin, of Massachusetts, on the other
hand said the majority of GOP
Policy Committee members was in
favor of ‘“materially amending” in
Congress the profits tax proposal
as advocated by the President.

Making the road rockier for the
committee was a warning from the
staff of the Joint Committee on
Internal Revenue Taxation that the
Administration’s excess profits tax
might be too tough for corpora-
tions to digest. The report, pre-
pared under the direction of Colin
F. Stam, chief of staff, caused a
temporary “reexamination” by
many members on the House com-
mittee, including the Democrats.

The big test for any excess prof-
its proposal, assuming passage in
the House within the next few days,
will come in the Senate, according
to Capitol authorities. Odds are
being given that lengthy sessions
on the measure and certain bitter
debate on the Senate floor may run
down the clock before Jan. 3 and

the convening of the 81st Congress.

CIVIL DEFENSE

AGAINST a backdrop of critical
international developments, Presi-
dent Truman last week finally
called on Congress to create an
independent Civil Defense Agency
and authorize appointment of an
administrator with virtually un-

Truman Asks Separate Agency

limited authority to supervise the
nation’s communications and other
defense planning.

The “model” plan, prepared by
the National Security Resources
Board under which civil defense

now functions and sent to Congress

WHEN the Dallas Advertising League met early last month, representatives
of Ruthrauff & Ryan took a few moments off for an informal discussion with
one of the agency’s clients, Leonard Green (seated, r), president of Dr. Pepper
Co., Dallas. In on the conversation (1 to r): Carlyle Emery, vice president and
director of R&R, Chicago; Roger Bacon, in charge of R&R’s Dallas office, and

W. Van A. Combs, vice president in charge of R&R’s Houston office.

Mr.

Emery was o speaker at the Ad League meet.

last Thursday, was laid before the
House chamber by Rep. Carl Dur-
ham (D-N. C.), vice chairman of
the Joint Atomic Energy Commit-
tee. ’

While there appeared to be a
jurisdictional question involved
late Thursday as to what commit-
tee would handle the measure,
authorities said Congress would
“push” the-plan through before it
adjourned this year.

The Chief Executive’s action, the

" first taken since he issued his re-

port on “United States Civil De-
fense” last September, signaled
removal of existing roadblocks to
defense planning that have precipi-
tated widespread concern among
state and civil defense planners. It
also put the civil defense of NSRB
on an “operating basis,” with ex-
pectation of adequate funds to mar-
shal the nation’s communications,
transportation, first aid and other
resources.

‘Dress Rehearsal’

At the same time, it also was
learned last week that the nation’s
radio communications system will
be subjected to a “dress rehearsal”
for attack sometime this month,
with FCC and the Continental
Air Command supervising the op-
eration.

Purpose of the test, it was
learned, is to probe further into
the problem, on a practical basis,
of “electronic emissions”—the ques-

(Continued on page 102)
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BRENT GUNTS

// Wil'h
/ JOE CROGHAN

Here’s a show that really has everything.

There’s Brent Gunts . . . a fireball m. c., with
that extra knack of putting over commer-
cials. His ace assistant is Joe Croghan .
fast, funny and fascinating.
There’s a real live audience . . . the better
to hear your commercials and see your prod-
ucts displayed. )
There are TV tie-ups. WBAL is pushing
“Kitchen Karnival” on our own WBAL-TV
with a special program including interviews
with grocers and food dealers.
There’s heavy promotion behind this show
. . including newspaper ads in local papers
in 5 states . . . all covered by WBAL’s power-

S : M’l . ful 50,000 watt voice.
‘.\yﬂr 2 There are on-the-air-plugs . . . constantly
I 2 . 4 5 p M promoting “Kitchen Karnival”.

Monday thru Friday And WBAL s spgc:al me.rcha.ndxjsmgi depart-
ment is *“all-out” to gain distribution and
RADIO BALTIMORE stimulate sales for ‘‘Kitchen Karnival”

advertisers.
Put all this together . . . you have a “can’t-
miss” show.

Nationally represented by Edward Petry & Co.

SR R L
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New York Survey
|(Continued from page 19)

ited *“to an examination of the
changes that have taken place in
rates and circulation over the past
10 years,” measuring New York
stations against major newspapers
and the 10 leading national maga-
zines. Here, WOR found that:

“Despite a 20% gain in homes
reached, nighttime rates charged
by New York radio stations have
actually registered a slight decline
over the past 10 years, On the
other hand, newspaper and maga-
zine rate increases since 1940 have
outsltripped circulation gains. In
the case of newspapers, the rate
increase over the past 10 years has
been almost 1% times greater than
the «circulation gain.”

The supporting data supplied by
WOR show an average quarter-
hour nighttime rate decrease of
1% based on the average rates for
Sunday-through-Saturday, 6 p.m.
to nmidnight, while the stations are

e e

WCOL-FM

T late i e o

B
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reaching 20.1% more homes than
a decade ago. New York news-
papers concurrently have raised
their rates 43.7% while their circu-
lation increase has been only
17.9%. The leading magazines dur-
ing the same 10-year period have
had rate increases of 50% against
circulation gains of 37%. (Daily
line rates were used for news-
papers, black-and-white agate line
rates for magazines in the com-
parison, with ABC circulation data
for both.)

Rates Compared

The WOR study included a sep-
arate analysis of New York’s net-
work radio and TV stations which
showed radio delivering 1,000 lis-
tening homes for $4.07 in the 6-8
p.m. period and for $2.76 in the
8-10 p.m. time segment, against
$9.55 for 1,000 homes for TV be-
tween 6 and 8 p.m. and $4.40 be-
tween 8 and 10 p.m.

Also included are comparisons
between New York radio and radio
in other TV markets, and between

as exclusive national representatives

New York radio and radio in non-
TV markets, for all stations and
for network stations only, showing
New York radio delivering listen-
ing families at a lower cost than
any other major market, either
with or without television.

NPA TUBE ORDERS

Go to GE, Raytheon

TWO electronics manufacturers,
General Electric Co., Schenectady,
N. Y., and Raytheon Mfg. Co,
Newton, Mass., last Thursday were
directed by National Production
Authority to deliver approximately
12,000 electronics tubes for use by
civil air carriers.

The firms were asked to deliver
the tubes to Aeronautical Radio
Ine.,, Washington, by Jan. 31, 1951
“to avoid the grounding of planes
required in the defense effort.”
NPA said the equipment is “neces-
sary” to safe operation of the
carriers under CAA and CAB reg-
ulations.

ot

Columbus, Ohio

announces the appointment of

H-R Representatives

New York « Chicago o

San Francisco

JOB-JUMPING

Walter Proposal Would Ban

A “LAME DUCK” measure to ban
the so-called practice of *“job-
jumping” by government officials
into private industry has been in-
troduced in the House by Rep.
Francis E. Walter (D-Pa.).

Earlier in the second session .of
the 81st Congress a similar meas-
ure was sponsored by Sen. Hugh
Butler {R-Neb.) [BROADCASTING @
TELECASTING, April 10] and follows
the general pattern of a provision
of the McFarland FCC procedural
bill (8 1973), passed by the Senate
and held on the shelf in the House.

The legislation would affect FCC
Commissioners and other govern-
ment officials who have had official
dealings with private firms, by
prohibiting them from taking jobs
with those same firms for two
years after they leave federal
office.

Commission Hit

While Sen. Butler had specifically
referred to the FCC as an agency
where the practice has been prev-
alent, Rep. Walter did not name
the Commission. A current situa-
tion in the Securities Exchange
Commission where an attorney re-
portedly has signified intention to
resign in order to take a job with
a firm with whom he has had deal-
ings as a federal official was cited
by the Congressman as the reason
for his introducing a bill at this
time.

The Walter bill (HR 9811) has
been referred to the House Ju-
diciary Committee. Although there
is little time available for hear-
ings, Rep. Walter, a member of
the Judiciary Committee, said he
would press for public sessions.
The Congressman said he would
urge the committee to call govern-
ment officials, past and present who
have been involved in actual “job-
Jumping” or suspected of it, to
testify.

Differences Cited

Both the Walter Bill and the
Butler proposal, which is pending
in the Senate Judiciary Commit-
tee, differ from the McFarland Bill
in that the latter would prohibit
FCC Commissioners, if they re-
sign, from accepting radio employ-
ment for the remainder of their
terms. (Subsequent revision in the
revamped McFarland Bill would
prohibit such participation for one
year after leaving the Commission
but would not apply to a Commis-
sioner who has served the full
appointed term.) It also would bar
representation of any interest
within FCC jurisdiction by bureau
heads and their assistants and the
Commissioners’ personal legal as-
sistants for one year after leaving
FCC employment. All job-jumping
limitations under the McFarland
Bill would have become effective
one year after the measure would
become law [BROADCASTING ® TgL-
ECASTING, July 317.
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if it's TAPE...it's PRESTO
if it's PRESTO...it's the BEST

PRESTO PORTABLE RECORDER PT-900

Combining the features of machines costing hundreds of dollars more,
the PT-900 answers the need for a recorder of ultra-high fidelity in a
completely portable, compactly designed unit. Equipped with separate
amplifiers for recording and monitoring; individual heads for erase,
record, playback; three microphone input; dual speed (15" and
7145 /sec.}. Freqhiency response from 50 to 15,000 cps.

PRESTO PORTABLE RECORDER RC-10/14

This machine is identical to the RC-10/24, except for panel size and
selector control. With a panel 19"x14", the RC-10/14 is shown mounted
in a durable, leatherette carrying case. Weighing just 68 pounds, this
tape transport mechanism has all the audio quality, speed regulation
and reliability of a fine console type unit, at a cost far below a studio
recorder. PrREsTO amplifier (model 900-A2), as shown with model
PT-900, is recommended.

PRESTO RACK MOUNTED RECORDER RC-10/24

The number one choice of engineers seeking the finest tape machine
for relay rack mounting. Rugged construction and precision engineer-
ing combine to bring almost faultless operation. Push-button control,
three magnetic heads, speeds of 15" and 714" /sec.; fast-forward and re-
wind speed of 250" /sec.; frequency response to 15,000 eps. Accommo-
dates reels up to 10145” in diameter. Panel size: 19”"x2415". Constant
tape tension assured by torque motors. Illustrated with the prResTO
900-A2 amplifier, recommended for use with this g‘ecorder.

AMERICA’'S MOST COMPLETE SELECTION OF FINE TAPE RECORDERS

s ¢ ¥ RECORDING CORPORATION
; p R‘E @ﬁ@ Paramus, New Jersey

In Canada: Wolter P, Downs, Lid., Dominion Square Bidg., Montreal, Conoda

Overseas: M, Simons & Son Compony, Inc., 25 Warren Sireef, New York, N. Y.
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OKLAHOMA™ GREATEST

STATIOM FOR 25 TEARS

EARNINGS
389% HIGHER

In Tulsa!

U. S. Bureau of Labor Sta-
tistics reports 1949 oil pro-
duction workers received
£71.47 and refinery workers
£75.31 weekly, while $54.94
wuas the all - manufacturing
average weekly wage.

There's more money in Tulsa
and the Tulsa Market Areaq,
because the oil industry’s
percentage of total business
is higher in Tulsa than in
any other U. S. city.

There's full coverage of all
this rich market plus bonus
coverage in Kansas, Mis-
souri and Arkansas with
KWOO, Oklahoma's Greatest
Stafion.

Buy the TOP
Southwestern
Market . . .

Cover It With
ONE Station . . .
KYOO, In Tulsa!

Ask any Petry representative
far KVOO's superior Hooper
rating and intensive BMB
rating. Or write KVOO.

NBC AFFILIATE
50,000 Watts

BLAMKETS OKLAHOMA'S

MHO. 1 MARKET

D. C. Shows Gain

(Continued from page 19)

audience, Monday through Friqay.
Between 4 and 7 p.m. the radio
audience tapers off from its 1949
total but follows the same general
trend of dropping between 4 and
6 p.m. and then comes up again
strong in the 6-7 p.m. period.

Total cumulative gain of the day-
time "audience, Monday through
Friday, is found to be approxi-
mately 2.1%.

In the evening hours, 7 p.m. to
midnight, the radio picture also is
interesting in the Washington mar-
ket where television has increased
its circulation by over 176% be-
tween October 1949 and October
1950. .

‘Here 16% of the “one-hour pe-

riods, Monday through Friday,
show an increase in cumulative
audience.

The gains are predominantly
after 11 p.m. although all four of
the local TV stations are in opera-
tion at least until 11:80 p.m. Radio
listeners also appear to be staying
up later since the drop in audience
after 11 p.m. is not as sharp in
1950 as it was in 1949. News,
again, may play a part in this
listening picture.

Audiences Increase

Of the Monday through Friday
evening network programs which
appear on the same station at the
same time in 1950 as in 1949, 25.2%
are found to have increased their
listening audiences. This includes
the programs of ABC (WMAL),
CBS (WTOP) and NBC (WRC).
It was necessary to eliminate the
programs of Mutual in this com-
parison since that network changed
its affiliated station in Washington
between the two report periods.

Comparing the quarter-hour time
segments of these three network
stations shows that between 7-11
pm. Monday through Friday,
27.8% of the time periods has in-

creaged listening audiences. It also ~

is interesting to note that where
radio programs also appeared on
television, the radio audience in
many cases made a pronounced de-
cline.

From the ever increasing number
of radios being sold, and with many
programs showing greater listen-
ing, it would appear that the radio
picture *emains healthy. In Wash-
ington, the East Coast’s third oldest
television market, the entire cu-
mulative radio audience, Monday
through Sunday, 6 a.m.-12 mid-

-night, has dropped only 21.6%.

This is in the face of increased tele-
vision circulation of over 175% in
number of sets.

For the timebuyer and adver-
tiser it poses a problem. For the
station operator and salesman the
figures reveal that the radio audi-
ence is neither a thing of the past
nor a drastically diminishing quan-
tity. The cost-per-thousand circu-
lation is still of vital importance.
For a discussion of this phase of

the problem, see accompanying
story.

Engineer Buys Spots

WEEK Peoria, Ill., announced
last week that one of its em-
ployes, Studio Engineer Har-
lan Baird, had become a
sponsor on the station. Larry
Finley, news director at
WEEK, informed BROADCAST-
ING ® TELECASTING that Mr.
Baird has purchased a num-
ber of spots on the station’s
breakfast show in order to
advertise television sets
which he is selling on the
side.

BIG BROTHER WEEK

Radio-TV Asked To Sypport

RADIO and TV advertisers and
celebrities are being requested to
lend their support in the fight
against juvenile delinquency by the
Big Brothers of America, voluntary
agency in the field of individual
correction and prevention of juve-
nile delinquency, during the second
annual Big Brother Week, Jan.
7-14.

The public service theme, ap- -

proved by the advertising council,
will be recommended in the Jan-
uary-February radio bulletin of the
Couneil. Members of the associa-
tion which are located in U. 8.
cities and in Canada are participat-
ing in the observance of the week.

TWIN CITY TR -
City Seeks To Bar Service

TRANSIT Radio is continuing to
function in the Twin Cities on a
court injunction following adoption
of a resolution Nov. 15 by the
Minneapolis City Council barring
TR because, the council alleged,
certain advertisements carried on
busses and street cars are objee-
tionable.

Broadcasting Services Inc., local
sales organization for TR, filed
suit in Hennepin County District
Court the day after adoption of the
resolution, challenging the coun- -
cil's authority to ban service. The
court issued a temporary injunction
restraining the city from carrying
out provisions of the resolution.
Minneapolis City Attorney John
Bonner interposed a demurrer hold-
ing that the council was within
the law.

Council resolution was adopted
after members of the Women's
Christian Temperance Union and
other advocates of prohibition ap-
peared before the body to protest
that Transit Radio carried beer ad-
vertisements.

Hearings on the case were under
way last week before Judge Levi
Paul in District Court.

TR service in the Twin Cities
now comprises 250 vehicles of
Twincity Rapid Transit Co., with
potential of 800. Operations are
over WMIN-FM. ’

Now,' The Bay Area’s

Most Exciting
Home Economist

"Adventures iﬁn Home-making”

9:05 to 9:30 a. m., Mon. thru Sat.

KL

910

on your dial

AND KLX=-FM
TRIBUNE TOWER + OAKLAND, CALIFORNIA
Radio Listener Surveys Show 151,200 East-
bay people listen to KLX daily! KLX leads
all San Francisco and Oakland indepen-

dents in 11 out of 12 Hooper periods!
{OAKLAND HOOPER, JULY-AUGUST, 1950)

REPRESENTED NATIONALLY BY BURN-SMITH
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WOWOland
E
now equal to..

STH T T T T, T e
Ca) QW N2
.9, O RAARE 27

Any way you look at it, the 49 coun-

ties reached by WOWO’s powerful, ’
popular signal make one of America’s

top ten markets!

In food sales, thi i 1
o the atior's 6th makst, Ta gemeee] w 0 FORT WAYNE

erchandise sales, to the 8th ket.
L ity i < . e NBC AFFILIATE

In drug sales, to the 7th market. In
WESTINGHOUSE RADIO STATIONS Inc

furniture and household goods, to the
KYW + KDKA » KEX « WBZ + WBZA + WOWO +» WBZ-TV

8th market!
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV,
NBC Spot Sales

VEE &

To get your share of Midwest sales,
you can’t afford to overlook WOWO.
For speciﬁc ﬁgures on sales results.. *Among the 200 leading cities of the U.S.A.
and on the surprisingly low cost per

thousand listeners.. ask the man from

Free & Peters.
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SCHOOL RADI

Educational Broadcasters

Meet Dec. 12-14

EDUCATIONAL broadcasters from all parts of the country will meet
in Chicago Dec. 12-14 for the 14th annual School Broadcast Conference.
Radio and television, in addition to all other media of mass communica-
tion, will be covered from numerous angles by speakers during the

three days at the Hotel Sherman.

Tnesday, the first day, will open
with a morning speech on “The
Inflience of Mass Media of Com-
murnication” by Douglas Schneider,
direptor of the mass communica-
tiong division for UNESCO in
Paris. After & luncheon given by the
Rockefeller Foundation and Gen-
eral| Education Board, members of
the group will hear a discussion of
the use of broadecasting techniques
as teaching devices, combined with
a student demonstration. David
Heffernan of Wright Junior College
will |define “Listening—A Commu-
nication Skill,” after which Harold
B. McCarty, director of WHA
Madison and executive director of
the Wisconsin State Radio Council,

THE
BRANHAM
COMPANY

CHICAGO

NEW YORK
DETROIT
DALLAS
ATLANTA
CHARLOTTE

5T. LOULS
MEMPHIS

SAM FRAMCISCO
LOS ANGELES
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*

will appear with a panel on the sub-
ject “Statewide Networks Serve
the Schools.”

Betty Ross, assistant director of
public affairs and education at NBC
Chicago, will outline work of the
Parent-Teacher Assn. on the air,
after which the annual reception
for the conference will take place.
In the evening, William Dow Bout-
well, editor of the Scholastic Teach-
er, will appear with directors of
low-power FM stations operated by
schools. They will talk of “The
Radio Workshop: Operating Our
Own Stations.”

George Jennings, director of ra-
dio and television for the Chicago

Board of Education, will outline
how “Radio Serves a Large Public
School System’ at the opening ses-
sion Wednesday morning. He will
be followed by E. R. Moses Jr., of
Eastern Illinois State College, and
a panel of three, Gertrude Bro-

derick, U. S. Office of Education; -

Richard C. Brower, State Dept. of
Education, St. Paul, and Gloria
Chandler of Chandler Productions,
New York.

Radio in Britain

After a talk on why Illnois par-
ents and teachers believe in radio
and television, John Scupham, di-
rector of school broadcasts for the
British Broadecasting Corp., will
explain how “Radio Serves the
Schools of Great Britain.”

John Crosby, radio and television
editor of the New York Herald-
Tribune, has been asked to address
the Wednesday luncheon group. At
that time the conference will give
the annual awards in classroom use
of radio, station awards and the

BROADCASTING

Florida Compromise

BILL SHEETZ, sports di-
rector for WMIE Miami, has
been covering the Miami U.
football games this season,
and Reggie Martin, general
manager of WJHP Jackson-
ville has been doing the play-
by-plays for Florida U. When
the two teams met, the an-
nouncers compromised. Mr.
Sheetz called the game while
Miami had the ball and Mr.
Martin called while Florida
was on the offensive, for
broadcast of the game on the
Sun Coast Broadcasting Sys-
tem, comprised of 16 Florida
outlets.

annual award of merit.

Afternoon meetings are sched-
uled as follows:

“Indiana U. Serves the Schools of
the State,” George Johnson, Indiana
U.; executive meeting, Illinois Couneil
on Motion Pictures, Radio, Television
and Publications, Mrs. Donald Conn,
president; “Possibilities in Low-Power
Transmitters for School Use,” E. C.
Waggoner, director, WEPS, operated
by the Elgin public schools; “Tech-
niques of Tape Recording,” R. W.
Lowdermilk, U. S. Office of Education,
and E. C. Carrington, Allied Radio
Corp., Chicago; “Taking Stock of
Radio-Television Resources,” with a
parent-teacher work-study group for
radio-TV leaders, Elizabeth E. Mar-
shall, state radie and television chair-
man, Illinois Congress of Parents and
Teachers.

Garrison Talk

In the evening, Garnett Garri-
son, director of television for the
U. of Michigan, will outline “Tele-
vision in Education: Practice and
Potentialities.” He will conduct
demonstrations by video workshops
at South Shore and Lake View
High Schools, Chicago. The entire
show will be telecast via a closed
circuit.

Thursday will begin organizing
“good radio use” in the school, as
outlined by Galeta M. Carr, prin-
cipal of Peabody school, Chicago.
The day’s agenda:

“Must a Program Be Labelled Edu-
cational for Classroom Use?’, A. S.
Moser, Leyden Community High
School, Franklin Park, Ill., and a tele-
vision demonstration of Lois and Looie
by Lois Fisher; “Use of Techniques of
Radio and Television in Parent-Teacher
Meetings,"” Betty Burt, radio-TV chair-
man, Freeport Council, Illincis Con-
grees of Parents and Teachers.

WLS Chicagoe will sponsor the
luncheon, at which Harold Safford,
program director of the station
and president of the Illinois Broad-
casters Assn., will introduce Jose-
phine Wetzler, education director
for WLS. She will explain how a
“Commercial Station Serves Edu-
cation.”

A meeting concerned with activi-
ties of the Illinois Broadcasters
Assn. will be conducted by Mr. Saf-
ford, after which a television panel
will discuss what they have been
watching on video. Final panels are
—*“Radio Serves the Special Schools
and the Exceptional Child” and
“Teacher Training Institutions and
Radio-Television.”

Telecasting
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NLRB ORDERS

Elections at WBIG WFMY

TWO issues—communism and the
jurisdictional disposition of camera-
men-projectionists at television sta-
tions—characterized separate elec-
tion orders handed down by the
National Labor Relations Board
last week. Elections were directed
to determine bargaining represent-
atives for certain employes at
WBIG-AM-FM Philadelphia and
WFMY-FM-TV Greenshoro, N. C.

The first case involves Seaboard
Radio Broadeasting Corp., licensee
of the Philadelphia AM-FM facili-

- ties, and the American Communica-

tions Assn. (Broadecast District
Local No. 1). The union seeks &
bargaining unit of announcers at
the station. Management objected
on the ground they have an inti-
mate relationship in the “formula-
tion, determination and effectuation
of management policies.”

Seaboard zlso protested to NLRB
that ACA has alleged Communist
affiliations which disqualify it from
participating in a hoard election.
ACA previously had been upseated
from membership in CIO on similar
charges. Station also felt the
union would seek to merge an-
nouncers with the technicians’ unit.

The labor board, however, cited
its previous ruling that as long as
any petitioner complies with cer-
tain sections of the labor act,
NLRB has no cause to “investigate
the authenticity or truth of affi-
davits filed . . . as such investiga-
tions are, by the Act, made a func-
tion of the Dept. of Justice.”

Bargaining Unit

All announcers at WBIG-AM-
FM, excluding the program direc-
tor and all other supervisors, con-
stitute an appropriate collective
bargaining unit, the hoard as-
serted in ordering the election.

The second case concerns the
Greensboro News Co.,, licensee of
WFMY-FM-TV, and the National
Assn. of Broadcast Engineers and
Technicians.

Both station management and
NABET agreed that all technical
employes at the television facilities,
excluding program director, chief
engineer, producers and an-
nouncers, constitute a bargaining
unit, and also that engineers and
a camera-technician should be in-
cluded.

Greensboro News Co. felt, how-
ever, that the cameraman-projec-
tionist should be excluded. Station
characterized him as a “film editor”
and contended his work is not tech-
nical. NABET cited eight TV sta-
tions and two network contracts
now existing where the position
was included in the technical group.
The board upheld the union. Par-
tial text of the ruling:

Although the cameraman-projection-
ist is not as highly skilled as the en-
gineers, considerable technical skill is
required to perform his job properly.
In the instant case, the cameraman-
projectionist performs the work of fllm

man, cameraman, and projectionist.
His work is closely integrated with

R VR -

ABC AFFILIATES meeting in Chicago recently included (I to r}: Les C. Johnson,

general manager, WHBF-AM-TV Rock Island, 11l.; Joe Hartenbower, manager,

KCMO Kansas City; Walter Koessler, general manager, WROK Rockford, IIl.;

George Higgins, general manager, WISH Indianapolis, and Glenn Snyder,
general manager, WLS Chicago.

that of the engineers; he enjoys the
same working conditions, and for at
least 2 or 3 hours a day he is under the
supervision of the chief engineer. In
television, the cameraman or projec-
tionist is but one of a group of tech-
nically trained employees working as
a cohesive team toward a common goal.
In an earlier case we included a pro-
Jectionist in a technical unit of broad-
casting employees. In view of these
facts, and the fact that thus far camera-
men and/or projectionists have gen-
erally been included in an overall
technical unit in the television broad-
casting industry, we shall include the
employer's cameraman-projectionist in
the appropriate unit.

ELECTRONIE BUYS

Dept. Reports $368 Million

SUM of $368 million was obligated
by the Dept. of Defense for elec-
tronics and communieations equip-
ment during the July-to-October
1950, period, the department re-
vealed Nov. 21.

The total was part of a $8.1 bil-
lion outlay for procurement of all
types of major materials and sup-
plies during that period. Com-
munications-electronics ranked
fourth in the obligation list, topped
by aircraft, tank-auto, and am-
muntion and guided missiles. Total
obligations covering military pay
and civilian allowance were ap-
proximately $12.4 billion.

ASCAP INCOME

Collins Reviews History

PRINCIPAL sources of - ASCAP
income are radio, TV and other
mechanical means, rather than
sales of music, Jules M. Collins,
ASCAP sales manager, declared
Tuesday at the weekly luncheon of
the Washington Ad Club.

Reviewing the history of ASCAP,
Mr. Collins said the copyright
group decided after the consent de-
cree in the early '40's to “sell
ASCAP on its merits.” Over a
score of regional offices were cre-
ated. Recently the society has
started a publicity campaign among
its subscribers.

Mr. Collins explained ASCAP
is reluctant to talk about its oper-
ations and what happens to its
money. Funds are distributed quar-
terly and at the end of the year
there isn’t a cent in the treasury,
he explained.

Ben Strouse, WWDC Washmg-
ton, a elub member, introduced Mr.
Collins. He recalled briefly the
formation of BMI a decade ago.

WMBG Richmond, Va., made special
recording of presentation of awards
at Annual Pedestrian Protection
Awards luncheon held by Governors
of Highway Safety. Program was
presented as public service.

\\%

Speaking of Coverage

WTTH is the radio station that covers
Michigan’s rich Thumb area!

For news, farm reports and entertain-
ment, people in the “Thumb” listen o

ABC Network
1380 on your dial—Represented by Weed & Co.

PORT HURON, MICHIGAN

TTH
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RUSSIAN JAMMING

Voice, BBC Getting Through Iron Curtain

VOICE of America and BBC broad-
casts are getting through to listeén-
ers in the Soviet Union and Iron
Curtain countries despite a con-
centration of Russian jamming
transmitters, the British Broad-
casting Corp. has reported.

The progress lies in the increase
of BBC-Voice transmissions car-
ried simultanecusly on some 60
shortwave frequencies, BBC said
in its 1951 yearbook tracing the
history of Russian jamming maneu-
vers back to April 1949.

“We can claim with some degree
of certainty that listeners in most
parts of the Soviet Union can hear
the BBC or the Voice if they take
the trouble to search through the
din of jamming for a clear fre-
quency,” Hugh Greene of the BEC
asserted.

Issue of Soviet jamming tactics
also was spotlighted in the United
Nations at Lake Success, N. Y.
The UN Social Committee Nov. 18
condemned the Russian noise block-
ade for the second time in recent
months and appealed for an end
to the interference.

The committee adopted a resolu-
tion claiming that the jamming
constituted a viclation of “freedom
of information” and a denial of
“the right of all persons to be
fully informed concerning news,
opinions, and ideas regardless of
frontiers.”  Resolution embraced
an earlier Chilean proposal passed
in Geneva Aug. 9.

While the BBC report cited exist-
ence of 300 Russian jammers, the
U. 8. charged that the Soviet was

WWOL LABOR
NLRB Orders Election

STUDIO and announcer-techni-
cians should be included along with
transmitter engineers at WWOL
Buffalo, N. Y., in any bargaining
unit represented by the National
Assn. of Broadcast Engineers and
Technicians, the National Labor
Relations Board ruled in an elec-
tion order issued last Friday.

In releasing the election direc-
tive, NLRB overruled objections set
forth by Leon Wryszatycki, presi-
dent of Greater Erie Broadcasting
Co., licensee of WWOL-AM-FM.
He had contended that the unit
should be limited to transmitter
engineers.

One of the points of disagree-
ment over unit placement of em-
ployes involved Ted Wyszatyeki,
general manager and son of the
WWOL president, who sought to
include him in the bargaining
group. NLRB exempted him “in
accordance with the board’s estab-
lished policy of excluding close
relatives of management from bar-
gaining units.” WWOL derives
about $100,000 annually in adver-
tising revenue, of which 109% is
received from national advertisers,
according to NLRB.

BROADCASTING *

employing over 1,000 such trans-
mitters o fill the air with Siberian
wolf calls, cries of seagulls, and
roar of airplane engines to black
out Voice programs.

UN debate was heavily flavored
with mutual accusations that offi-
cial broadcasts were being utilized
to spread lies and slanders for the
purpese of creating dissension.

An appeal to refrain from ‘un-
fair broadeasts” was added to the
Chilean draft in combined amend-
ments offered by the Philippines,
Iran, Mexico, Iraq, Indonesia and
Saudi Arabia. The resolution was
adopted by a vote of 39-5.

CANADA AD MEET

Cite Role in Defense Economy

ADVERTISING in today’s defense
economy was theme of the one-day
fall conference of the Assn. of
Canadian Advertisers at the Royal
York Hotel, Toronto, Nov. 27. Clar-
ence B. Goshorn, chairman of
Benton & Bowles, New York, was
luncheon speaker, and emphasized
the need of continued use of ad-
vertising in all channels to aid
in the maintenance of our system
and in development of the defense
economy.

Closed sessions of the ACA were
held morning and afternoon under
the chairmanship of Lee Trenholm,
president. He reviewed ACA activi-
ties and there were panel sessions
on the future of the ACA and the
future of Canadian business in the
coming year, with leading Canad-
ian economists on the panel.

Mr. Goshorn, after reviewing the
world situation, the growth of ad-
vertising in both Canada and the
United States during the war and
postwar years, forecast that “there
will not be as severe cut-backs in
advertising under any conditions
we now see ahead as we faced dur-
ing the war.” He emphasized the
need of leadership by businessmen
through advertising in all media
to preserve our system,

Afternoon sessions were devoted
to the sales manager and adver-
tising, and agency and advertiser
relations.

New Orleans Club

BEVERLY BROWN, WNOE New
Orleans, is president of the newly
formed New Orleans Radio and TV
Club, with membership confined to
those actively engaged in broad-
casting in that city. Other officers
are: Ray McGuire, WDSU-TV,
vice president; Betty Nestor, WWL,
secretary; Amelie Batson, WSMB,
treasurer. Board of advisors in-
cludes Ken Elliott, WWEZ; Cath-
erine Harriston, WJMR; Ed Pren-
dergast, WJBW; Mike Clark,
WTPS. Carl Cannon, WSMB,
handles public relations of the club.

Telecasting
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He fires customers with enthusiasm
at point-blank range

His ammunition is his voice—-and when he draws a bead,
big shots become small bores. His “radar” is leg-work,
and his penetrating news analyses bracket an enthusiastic
audience.

As Mr. C. Paul Wanstreet, of U. S. Tire & Supply, Inc.
wrote to Station WHAR, both of Clarksburg, W. Va.:

“We try to choose that type of advertisement which
reaches the most people with the best message at
the smallest cost.

“Since subscribing to your ‘Fulton Lewis, Jr.” show,
received comments from both old and new customers,
our customer response has been tremendous. We have
many of whom came in for the first time on hearing
this show. Needless to say, we have been greatly
impressed by the results . . . ”

The Fulton Lewis, Jr., program, currently sponsored on
more than 300 stations, offers local advertisers a ready-
made audience at local time cost. Since there are more
than 500 MBS stations, there may be an opening in your
locality. Check your Mutual outlet—or the Co-operative
Program Department, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11).

December 4, 1950 ©
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IRAN VOICE

Officials Explain Ban

NATIONAL NIELSEN-RATINGS* TOP RADIO PROGRAMS

(TOTAL U. S. AREA, INCLUDING SMALL-TOWN, FARM AND URBAN HOMES—and including TELEPHONE and NON-TELEPHONE HOMES)

! v
VOICE of America programs 'REGULAR WEEK OCTOBER 15-21, 1950
beamed to Iran were stopped be- Clrerit Carrent
cause the U. 8. failed to deliver a ) Rating Rating
number of radio transmitters to Current Previous Homes  Current Previous Homes
that| t db f “publi Rank Renk Program % Rank Rank Program %
atjcountiry and because ol "public  gygN|NG, ONCE-A-WEEK (Average For All Pragrams) ..... (7.9) 6 14 Portie Faces Life (NBC) .. .. ....... 7.4
opinion,” an Iranian propaganda 1 ) Lux Radio Theatre (CBS) .......... 18.7 7 15 Challenge of the Yukon (CBS) ...... 7.3
oﬁicial said in Tehran Nov. 22 2 2 Jack Benny Show (CBS) ............ 181 B & Big Sister (CBS) . _.......... . ...... 7.2
I ; i 3 6 My Friend Irma (CBS) ............ 14.4 9 12 When a Girl Marries (NBC) .,...... 7.2
Sqate Dept. spokesmen in Wash- ; . gh:;he Mc'Colr'rhv sSlmw {Egi; ...... };.2 10 Rosamull;y (CBS), e vty my Phurn s 7.1
; odfrey's Talent Scouts g DAY, SUNDAY A For All Programs) .......... 2.6
ington had no comme_"t on the & 9 Amos "n* Andy (CBS) .. 13.0 1 ( "mg;m?:n.m.':gemm";‘.)m-es (MBS) (5.3
charge involving American trans- ; Ig \ch;u Belh Yluur l.(nfe (NBC) . 12.4 2 z Shadow (MBS) ............. 6.6
: . Padd ife with Luigi (CBS) .............. 12.4 3 q Martin Kone, P te Eye (MBS 5.6
mitters, but said negotiations were 9 19 Fiber McGee and Molly (NBC) . 12.3 DAY, SATURDAY (Average For All P:;vgcrc:\s)ye ........ {4.4)
still in progress looking toward 10 4 Walter Winchell (ABC) ... ...... 12.2 1 2 Grand Central Station*(CBS) ........ 9.4
restoration of part of the Voice EVEINING MUI.TI WEEKBL:\;IS:Ah"(?Bg;) For All Programs) ..... (4'.’32 2 ; Arms_lrong TheuléeBs(CBS) .......... gg
programs. The half-hour Iranian 2 4 Lone Ranger [ABC) ... .. 1l 77 3 ) gD PR )
langhage program was cut to 15 3 Oxydel Show (CBS} . 7.3 Copyright 1950 by A. C. NIELSEN CO.
minites, spokesman said. BBC WEE DAY (Averuge Fuoruflé:lro?::r;;)y (CBS) (4673 NOTE: Numnber of homes is obtained by applying the "P'dlEI.SEN-
and Pakistan broadcasts also were 2 : Ma Perkins (CBS) ... . . ... . Js B el do RARHROO=IN T Cmdine G el OaiFd
blacﬁed out 3 5 Wendy Warren (CBS) ... ....... . 7.6
! o - 4 2 Romance of Helen Trent (CBS) ...... 7.5 (*) Homes reached during all or any part of the program, except far
The Tranian director said it was 5 1 Arthur Godfrey (Lisg. & Myers) (CBS) 7.5 homes listening only 1 to 5 minutes.

“imppssible” for Radic Tehran to -

make rebroadcasts of Voice pro- . . ; . . el 0

grams originating in this country &1 policy, and added that Radio bloc against Soviet Union jamming WTVB_FM 0N AIR
Tehran will continue to receive a tactics.

becalrlse of the lack of transmitters.

he

official, Bahram Shahrohk,

sald the broadeasting policy did not
impl

any change in Iranian for-

daily 15-minute - United Nations
program. Iran was one of a num-
ber of countries which sided in a

Central Obro s

mosr errective
Satesman

Tehran Radio reportedly had
silenced programs aired Nov. 15 by
both the Voice and BBC under an
order cancelling a number of re-
broadcasts of foreign programs.
Tehran Radio is state-owned.

On All Accounts

(Continued from page 12)

Evelyn Baird, have been married
since October 1932. They have one
daughter, Phyllis, 17. The family
live in Douglaston, L. I.

Among his hobbies, Mr. Long
lists golf, ham radio operation (an
avocation that dates back to 1917)
and sailing. He is a member of
the American Radio Relay League,
the Douglaston Yacht Club and is
an associate member of the Insti-
tute of Radio Engineers.

WCFL Joins PBS

WCFL Chicago has been named the
midwest outlet of the new Prog-
ressive Broadcasting System which
started operations Nov. 26 [BroaD-
CASTING ® TELECASTING, Nov. 27].
Deal was set by George Isaac,
general manager of WCFL; Dr.
Miller McClintock, PBS chairman
of the board, and Robert C. White,
vice president of Central Division
of the new network. PBS Chi-
cago offices are headquartered at
WCFL, 666 Lake Shore Drive.

Carries 15-hour Schedule

WTVB-FM Coldwater, Mich., is
now carrying a 15-hour schedule of
broadcasts as a Class A operation
on 98.3 me (Channel 252). The new
FM outlet of Twin Valley Broad-
casters Inc. took the air fortnight
ago, 11 days after receipt of its
final construction permit. Station
operates 6 a.m. to 9 p.m., program-
ming separately after WTVB
leaves the air.

Personnel for FM operation is
the same as that of WTVB, with E.
H. Munn Jr., station director; Jack
Olson, program director, and Ken-
neth  Gallant, sales director.
Manned with RCA equipment; the
station is on interim operation,
awaiting completion of the FM
tower soon after the first of next
year. Joseph Hershey McGillvra
has been appointed national repre-
sentative, according to Mr. Munn.

KWHN Joins Mutual

KWHN Fort Smith, Ark., licensed
to KWHN Broadeasting Co. Inc,
a Skw fulltime ocutlet on 1320 ke,
signed a contract Nov. 22 with
MBS, according to H. 8. Nakdimen,
secretary-treasurer of the firm.
Mutual programs and commercials
will be acquired by KWHN from
the previous affiliate, KFPW, by
Jan. 1, Mr. Nakdimen has an-
nounced.
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showmunshlp That's why. it 5
187,980 families in central Ohio . . . Yes, the
g&; fomilies wnh income of
only

My new morning program

"Breakfastime”

3 The know how of WBNS hus made it the
" top station in the arex and neturally the first
~ choite of advertisers who want to do o hetter
~ selling job ot lower cost.

ASK JOHN BLAIR
NATIONAL REPRESENTATIVES

P R %@5 000 WELD 53,000+ CBS « COLUMBUS, GHIE
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live-talent A.M. show

on the coast-

PlllS WElIJ FM

TOP DOG!
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Strictly Business
(Continued from page 10)

as possible,” Spending several
months on the West Coast ‘“and
having a wonderful time,” Mr.
Ballin handled publicity work for
a number of dance bands, including
Paul Pendarvis and, Griff Williams.
Those arduous ‘“‘one night stands”
and lack of money, however, sent
him back to New York seeking
greener pastures.

Still in pursuit of a radio career
(he had written a senior thesis at
Princeton on “Government Control
of Radio Broadcasting’’), Mr. Ballin
joined the NBC page and guide
staff in November 1988.

Joins Anacin Co.

In March 1940, torn between
aspirations for radio and a grow-
ing interest in television, at that
time “still around the corner,” Mr.
Ballin forsock the outer fringe of
the radio scene and joined the ad-
vertising department of the Anacin
Co., Jersey City, N. J. His main
job was handling continuous de-
tailed analysis of Anacin sales in
relation to media, with particular
emphasis on network radio. Since
Anacin was a small firm at that
time, he got into every phase of
sales and advertising.

In June 1942, Mr. Ballin entered
the Navy, serving for a short time
on the U. 8. S. Vincennes and later
with the Naval Code and Signal
Lab. He left the service as a U. 8.
N. R. licutenant in November 1945.

Mr. Ballin then returned to
Anacin, now part of Whitehall, as
product manager coordinating all
advertising activities on Anacin,
Hills Cold Tablets, and several new
brands. Within a year he headed
all product brands.

Heads Radio Department

When Whitehall reorganized its
advertising department in 1947,
Mr. Ballin returned “to my first
love” as head of the radio depart-
ment. As assistant advertising
manager in charge of radio and
television, he took over activities
relating to Whitehall’'s Monday
through Friday network programs
~—Our Gal Sunday, Romance of
Helen Trent, and Mr. Keen on CBS;
Jugt Plain Bill and Front Page

CHNS
NOVA SCOTIA
A CAPITAL Station
In A CAPITAL City gets
You CAPITAL Results!

Ask
JOS. WEED & CO.
350 Madison Ave., New York

HALIFAX

P.S. We now have our 5000 Watt
Tronsmitter in operationl

Farrell on NBC, and the Harry
Babbitt Show on CBS Pacific Coast
Network., Whitehall sponsors Tues-
day-Thursday segments of the
latter.

Mr. Ballin is liaison man for all
Whitehall contacts with the net-
works, stations, station representa-
tives and Air Features, which pro-
duces the five national network
programs. He also works closely
with the advertising agencies hand-
ling the various Whitehall accounts.
He coordinates all advertising
activities for about half a dozen
brands.

Mr. Ballin has watched with in-
terest and a certain amount of
pride, the sales expansion of
Anacin,. in which he has had a
generous participating hand. This
pnde is reflected also by Whitehall
in its general appraisal of radio.

“For many years radio has
formed the backbone of the ad-
vertising program for Anacin,
Kolynos and our other drug pro-
ducts,” he observes. “This policy
has not changed, in spite of the
fact that we have from time to
time expanded into other media.”

‘Believes Radio Effective’

He adds significantly: *. . . Our
recent buy of the NBC Tandem
Operation is evidence that we still
believe radio to be the most effective
vehicle for reaching the type of
people who buy our products.” On
Nov. 5 Whitehall began -sponsor-
ship of a portion of the network’s
The Big Show on behalf of Anacin.

Mr. Ballin belongs to the Radio
Executives Club of New York and
the Bell Haven Beach Club. He
married the former Jean Brevard
Crump in 1941. They have two
children, Douglas David 3d, 6, and
Diana Linton, 1. The family makes
their home at Greenwich, Conn.,
where Mr. Ballin raises Boxer
dogs. For other hobbies, he also
brushes up on American history
und takes part in all spectator
sports.

PHILCO DIVIDEND
5% Stock To Be Voted

SPECIAL b% stock dividend pay-
able Jan. 10 to stockholders of rec-
ord Dec. 22 is expected to be voted
today (Monday) by Philco Corp.'s
board of directors.

The board has declared a quar-
terly dividend of 80¢ per share on
company’s common Sstock—equiva-
lent to 40¢ per share on the num-
ber of shares to be outstanding
when the 2-1 split becomes effec-
tive. Dividend is payable Dec. 15
to holders of record Dec. 1. Reg-
ular quarterly dividend of 93%¢
per share on the corporation’s pre-
ferred stock, 83%¢ series A, pay-
able Jan. 1 to shareholders of rec-
ord Dec. 15, also has been an-
nounced.

Special dividend, the board said,
taking the form of stock will make
possible the increase of the firm's
working capital to handle the
“present high level of business ef-
ficiently and to conserve funds for
the expansion program that is con-
templated for 1951.”

BROADCASTING ® Telecasting

HERE’S THE
SENSATIONAL

LOW-PRICED
WESTERN

THAT SHOULD BE
ON YOUR STATION!

Ovt of

a7
West Coast
regional
shows

“p “i‘ m‘&ﬂler‘:ﬂ“"?-.
& De.ce!'ri'brbf '9:5'%

% i
ol & a 9 i

i 200 #ourlh position,’
achievad: *g\’
/“ Novemﬁer, 1949)
For the same period, “Cisco

Kid'’' outrated all other
1/2-hour Westerns by 50%! |

*"*Cisco Kid" is aired three times
weekly — Monday, Wednesday
and Friday. It is the highest-
rated show in its time period on
Wednesday ond Friday. .. and
is second only to '‘Bob Hawk"
on Monday! Write, wire or
phone for proof of Cisco Kid's
record-breaking, sales-producing
performance.

SENSATIONAL PROMO-
TION CAMPAIGN — from
buttons to guns—is breck-
ing troffic records]

This amozingly successful
i4-hour Western advenfure
program is avoilable: 1-2-3
times per week. Trans¢ribed
for lacal and regional spon-
sorship.
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No. 1 Qualiy. ROLE OF THE RFD

Market”

*Salps Management Survey for 1950

In the South'’s
No. 1 State

major North
in Per Capita

No, | |—Among
Carolina cities
Retail Sales.

No. [—Among major North
Caroling cities in Per Capita
Food Sales.

No.  |—Among major North
Carolina cities in Per Capita
Drug Sales.

No. | I—Among major North

Caroling cities in Per Capita
General Merchandise Sales,

SELL. this cosmopolitan-metro-
paolitan market with Agheville's
longest established, most-lis-
tened-to radio station WWNC.
It’s the sure, sales-tested way
tol reach this prosperous moun-
tain empire.

5?’“1’(65

wwi
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THE FARM director is the liaison
between the college, the farmer and
industry, and his strength lies in
his promotion of the sale of all
three elements in the economy. This

was the conclusion advanced by
Sam Schneider of KVOO Tulsa at

the close of the two-day annual con- -

vention of the National Assn. of
Radio Farm Directors in Chicago
Nov. 26. Mr. Schneider, commis=
sioned by the group to summarize
proceedings, defined the role of the
radio farm director (RFD) as one
which aids better production, mar-
keting and living for the farmer.
His “selling” involves ideas as well
as tangibles.

The various problems confront-
ing the farm men, outlined by
panelists and individual speakers
Nov. 25 and 26 at Chicago’s Stevens
Hotel, can be solved by creation of
new program ideas, “sale’” of farm
programming to station manage-
ment, learning the farm audience
size, promoting public relations
and sales, gathering ideas from
farmers, rendering service on and
off the air, merchandising the pro-
duct and planning formats which
can compete with television, Mr,
Schneider reported.

“If the RFD serves all these
masters at once—and he can—he’ll
keep his AM station in the black,”
concluded Mr. Schneider. Farm
directors, as “prestige lobbyists,”
create a demand for products, and
for ideas, of colleges, farmers and
industry. A “sincere desire” to
help all three will result in the
final products of better production,
marketing and living on the farm,
he said.

Schneider Elected

Mr. Schneider, who edited the
NARFD Chats during the past
year, has elected secretary-trea-
surer of the group, succeeding
Chris Mack of WNAX Yankton,
S. D. Mr. Mack, newly-elected vice
president, replaces Phil Alampi of
WJZ New York, president for the
next year. Retiring president is
Roy Battles of WLW Cincinnati.

During two full days of discus-
sion, farm directors were concerned
with the sale of their shows and
getting management to allocate
more money to their departments.
In an effort to increase circulation
of the successes of farm broadeasts,
a committee headed by Larry Haeg
of WCCO Minneapolis proposed to
the new officers appointment of two
committees for study and action.

Mr. Haeg's committee vetoed the
suggestion that an executive secre-
tary be hired, suggesting instead
that the two committees study and
act on gathering information on
farm broadcasting and what has
been done by radio farm directors
for distribution to agencies, clients
and timebuyers. This report is ex-
pected to be given to the member-
ship at a three-day June meeting in
St. Louis. .

Thirty-six RFDs were given 10

Defined by Schneider

NEW OFFICERS of the National Assn. of Radio Farm Directors, elected in
Chicago at the dnnual convention are (I to r): Phil Alampi, WJZ New York,
president; Chris Mack, WNAX Yankton, S, D., vice president and Sam

- Schneider, KYOOQO Tulsa, secretary-treasurer..

and 20-year service awards at the
annual banquet Sunday evening.
Twenty-year recipients included:

Phil Evans, KMBC Kansas City,
Mo.; Ken Gapen, U. S. Dept. of Agri-
culture; Wallace Kadderly, KGW
Portland; Lou Kaiser, Cornell U.;
George Kister, KMMJ Grand Island,
Neb.; Bill MecDonald, KFAB Omaha;
John Merrifield, WWJ Detroit;
Everett Mitchell, WMAQ Chicago; Art
Page, WLS Chicage, and Charley
Stookey, KXOK St. Louis.

Ten-year men receiving awards:

Frank Atwcod, WTIC Hartford;
Layne Beaty, WBAP Fort Worth;
Emil Bill, WMBD Peoria; Milton
Bliss, WHA Madison, Wis.; Harry
Campbell, WBBM Chicago; Jim Chap-
man, WTAM Cleveland; Carl Collin,
WEKZO0O Kalamazoo; Ray Heinen, U. S.
Dept. of Agriculture; Amos Kirby,
WCAU Philadelphia; Edd Lemons,
Oklahoma Extension Service; Glenn
C. Lorang, KHQ Spokane; Chris Mack,
WNAX Yankton; Ten Mangner,
KMOX St. Louis; Bill Moshier, KJR
Seattle; Herm Plambeck, WHO Des
Moines; Sam Schneider, KVOO Tulsa;
Gus Swanson, KFEL Denver; Chuck
Worcester, WMT Cedar Rapids; Earl
Britton, KERG Eugene, Ore.; Don

Dean, WLEC Sandusky, Ohio; Paul
Fisher, WMRC Greenville, S. C.;
Mal Hansen WOW Omaha; FErnie

Jorgenson, KXYL Spokane; Cal Karn-
stedt, KSTP Minneapolis; Gordon
Loudon, Louisiana Agricultural Ex-
tension and Lester Weatherwax,
KFBI Wichita.

Public Interest Awards
Earlier that day, six AM stations
earned public interest awards “for
exeeptional service to farm safety”
during 1950 and the preceding 12-
month period from the National
Safety Council at a council lunch-

eon. Stations were KUOM St.
Paul; KUSD Vermillion, 8. D,
WIBX Utiea; WNAX Yankton;

WSJS Winston-Salem and WTIC
Hartford [BrOADCASTING ® TELE-
CASTING, Nov. 27]. Certificates were
presented by Ned Dearborn, presi-
dent of the council, after a welcome
by Paul Jones, director of public
information. Also seated at the
speakers table was Dan Thompson,
council radio and television di-
rector,

The Sunday morning session,
concerned with election of officers
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and committee reports, was fol-
lowed by discussion of the RFD
and farm program from the com-
mercial viewpoints of the farm
director, the station manager, the
station promotion director and the
sponsor.

Representing the last were Gor-
don M. Philpott, vice president and
director of advertising for the
Ralston-Purina Co., St. Louis, and
Ed Cashman, president, Doughboy
Industries, New Richmond, Wis.
Mr. Philpott appeared with Otis O.
MecIntosh, director of public rela-
tions for Ralston; Maurey E. Malin,

. manager of Chow advertising for
the company, and Jack Leach, ac-
count executive at Gardner Adver-
tising, St. Louis, which handles the
Ralston account.

Mr. Philpott said Ralston “has
bought some kind of farm radio”
in all his 31 years with the com-
pany, and pointed out that most
Ralston radio money is spent in the
South. “It’s no coincidence that
the South offers the most profit, is
the fastest-growing market and
shows our best advertising effort,
for our heavy radio is there,” he
said. )

Buying Problems

He cited major problems in buy-
ing radio as (1) determining the
gize of the audience and the hours
for the programs, (2) getting pro-
gram availabilities, “as the na-
tional reps and even station sales-
men are very badly informed,” and
(3) getting stations to offer crea-
tive programming. “Usually the
station makes no attempt to get us
the kind of show we want if none
is available at the time,” Mr. Phil-
pott said.

Advertisers want two things
from radio farm directors, he said.
First, they want to know that the
RFD “has sold his top manage-
ment on farm programs, the farm
audience and on himself.” Mr.
Philpott pointed out that “some
stations apparently broadcast farm
shows only to comply with FCC
regulations regarding public serv-
ice broadeasting.” “One of the
best” competitors for television is
the farm broadeaster, especially
during early morning hours, Mr.
Philpott said. “Top management
on most stations” doesn’t realize
the potentialities of the farm pro-

b=

PUBLIC INTEREST awards for “‘exceptional service to farm safety’’ went to
six radio stations during the convention of the National Assn. of Radio Farm
Directors in Chicago. Awards were made by Council President Ned Dearborn

(standing r).

Station men receiving the certificates (1 to r): Standing, Ed

Slazarczyk, WIBX Utica, N. Y.; Ray Wolfe, KUOM St. Paul; lrving Merrill,
KUSD Vermillion, S. D.; seated Frank Atwood, WTIC Hartford; Harvey
Dinkins, WSJS Winston-Salem, and Chris Mack, WNAX Yankten, S. D.

gram and audience, the speaker
charged, adding that “all kinds of
inferior products are thrown as
participations into farm shows
when there's no place else for
them.”

Station salesmen “haven’t had
to sell for so long they don’t know
how,” Mr. Philpott said, adding that
none of the radio that Ralston had
ever bought was “sold” to it. “We
sold ourselves,” he said.

Responsibility to Sponsor

Secondarily, the client wants the
RFD to recognize his responsibility
to the sponsor to make the program
sell. Mr. Philpott suggested the
RFD “sponsor” the product per-
sonally, accepting only clients in
whose products he believes. “And
work with the sponsor closely. Re-
write the commercials if you don’t
like the way the agency writes
them, but let the sponsor know
why,” he said.

Mr. Cashman, president of
Doughboy Industries, supervises
production in seven divisions which

FAMILY

WIBW has been a farm station for
almost a quarter - century. We' sell
Kansas and adjoining states because
we've served them well. We're one of

the family.

WiB
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manufacture different products.
Doughboy, a regional account,
spends “less than $1 million a year”
on advertising, 40% of which is for
the feed division. About a third
of the feed money goes to radio, a
half-hour show, several quarter-
hours and occasional spots.

He outlined some results of a
questionnaire sent to 500 selected
feed salesmen and dealers. In an-
swer to the question: ‘“Has the

Doughboy radio program or pro-
grams in your territory sold Dough-
boy feed to any of your customers?”

. 819 of the respondents said ves,

19%, no. “We're worried about
the 19%,” Mr. Cashman said. Half
of those answering said the great-
est sales results come from farm
commentators, 37% said a com-
bination of commentary with hill-
billy bands and 13% believed hill-
billy bands alone did a better job.

Seventy-eight percent of the
dealers “are opposed to spot an-
nouncements as against longer
shows at less frequent intervals,”
Mr. Cashman said.

‘Maintain Prestige’

Calling on the RFDs to “main-
tain prestige and following for the
sponsor’s benefit,”” Mr. Cashman
warned them not to “become Main
Street farmers.” He suggested
that farm directors “continually
press management to give time best
suited to the farmer’s listening
habits,” encourage the spending of
time and money for farm listener
information which helps the spon-
sor know what kind of an audience
he is buying at various times of the
day, and foster merchandising of
the show and product.

“The trouble with radio salesmen
is they promise you the moon in
merchandising assistance, but once
you’ve signed a long-term contraet,
they are inclined to forget all about
the sponsor,” he charged.

The sponsor also wants the farm

(Continued on page 104)

Our listeners have imagination . ..
more than that . ..
they know SPONSOR IDENTIFICATION

May [15th, 1950, WPWA started a new program called "PLAY
RADIO" . . . like Bingo, Playing blanks were made available at any
grocer carrying SUNBEAM BREAD. In ten waeks 45,000 forms were
mailed to WPWA from a radius of 40 to 60 miles of Chester, Pa,
We are about te change the forms, that means some 50,000 people
are going to seurry to grocers carrying Sunbeam bread and

perhaps to

YOUR CLIENT, tool
for “PLAY RADIO" forms.

Call us at Chester 4-2554 if you want "IN” on "PLAY RADIO.”

DELAWARE COUNTY'S FIRST STATION
1590 on the dial, FIRST in the hearts of listeners

CHESTER,

PENNA.
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THE LATEST WCKY STORY

WCKY GIVES YOU ANOTHER BIG PLUS!

WCKY IS #1 IN OUT OF HOME LISTENING

IN THE CINCINNATI AREA.

19.8% of the people in the Cincinnati Area

listen mllt of home once or more a day, and
WCKY has 23.6% of this Out of Home Audience
6 AM to 8 PM Monday thru Friday . . .

MORE THAN ANY OTHER CINCINNATI STATION!

NOW MORE THAN EVER BEFORE,
WCKY IS YOUR BEST BUY IN CINCINNATIL

(*-Pulse Cincinnati Out of Home Survey July-August 1950)

INVEST YOUR AD DOLLAR WcKY's-LY




THE LATEST WCKY STORY ||

A NEW 4350.000 WATT TRBRANSMITTER!

WCKY HAS JUST INSTALLED THE LATEST GENERAL ELECTRIC 50,000
WATT TRANSMITTER, WITH MANY IMPROVEMENTS, WHICH WILL
PROVIDE WCKY’'S LARGE AUDIENCE WITH EVEN BETTER FIDELITY
AND A CLEARER SIGNAL.

NOW, WITH TWIN 50,000 WATT TRANSMITTERS, WCKY WILL PRO-
VIDE CONTINUOUS 24 HOUR, 7 DAY A WEEK SERVICE TO ITS LARGE
LISTENING AREA IN THE EASTERN AND SOUTHERN STATES.

THIS INVESTMENT IN NEW AM EQUIPMENT INDICATES OUR CON-
FIDENCE IN THE FUTURE OF AM BROADCASTING (AND WE THINK
TV IS OKAY TOO).

NOW MORE THAN EVER BEFORE,
WCKY IS YOUR BEST BUY IN CINCINNATI

LENWH, 1.
WCKY

CINCINNATI

FIFTY THOUSAND WATTS OF SELLING POWER




editorial
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No Opposition?

ORGANIZED education, under the very noses
of “the nation’s broadcasters and telecasters,
is making a determined bid for a huge chunk
of the limited TV spectrum. So far, those who
were| responsible for the development of the
broadeast arts as free enterprises, haven’t even
joinef issue. Last week there were these de-
velopments:

(1) The orgamized educators, in hear-
ings before the FCC, asked for a VHF
chgnnel in each big city and educational
center, with 20% of the unallocated UHF
to be reserved for education.

({2) A joint Emergency Committee on
Edpcational Television, headed by the vio-
lently anti-commercial crusader, Chancel-
lor Robert M. Hutchins of the U. of Chi-
cago, put on a mail campaign for a $25,-
000 war-chest to finance the frequency
greb.

(3) Sen. John W. Bricker, (R-0.) in-
troduced a resolution for an FCC study,
looking toward reservation of at least one
frequency in each state for educational
purposes.

All this has happened before in radio. It
occured in 1928, when the original AM reallo-
cation was made. It happened again a decade
ago with FM. But education has always found
it could achieve maximum audience and opti-
mum results by using the allotted sustaining
time pf established commercial stations and
networks—which have the audiences, the know-
how and the wherewithal. The past record
speaks for itself. ’

Corir. Frieda B. Hennock, is quarter-backing
the educational strategy. The FCC proceed-
ings kave been virtually ex parte, since no wit-
nesses have been cross-examined by represent-
atives of the nation’s broadecast interests, who
have invested so heavily in the visual medium.
So Comr. Hennock has been making touch-
downs in every quarter.

To ireach an equitable decision, the FCC
ghould have all the facts, What about the
past experiences of the educators in radio?
What about their financial ability to engage
in TV" Has anythmg been said about the edu-
catlonal programmmg now being done by TV
stations in collaboration with state institutions,
even at this early stage of TV development?
And has anyone recalled that in 1934-35,. the
whole educational-allocations battle was fought
before the FCC, at the behest of Congress, with
the NAB carrying the load, after an exhaustive
survey of radio in education, and which lead
to the formation of the Federal Radio Educa-
tion Committee?

The logistics or intelligence of commercial
broadeasting, so far, appears to have fallen
down badly.

100% Isn't Perfect

SOME| buyers of radio advertising have de-
veloped, no doubt in all sincerity, a rule-of-
thumb | in estimating the radio audience where
TV is|available. They simply deduet 100%
of the number of TV homes from the number
of radio homes in a market.

Wit recollections of the Assn. of National
Advertiser’s autumn effort to slash radio rates
still fresh, the need for authentic coverage
and regearch data becomes more acute.
Whel- agencies and advertisers deduet 1004
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of TV homes from the radio-home count for
a market, broadcasters find themselves in
danger of being mousetrapped. They are
thrown in competition with media that evade
admitting TV has cut down their own audience
by insisting that all ¢f TV's gains have been
made at the expense of radio alone. They
avoid the spectacular rise in radio set sales
—exceeding even those of TV,

The answer must come in the form of statis-
tical proof that will be accepted by the ad-
vertisers. The two BMB studies have satisfied
most of those who hurled the charge that
broadcasters are medicine men. Now the latest
BMB figures are becoming obsolescent. Larger
agencies, however, apply their individual fac-
tors to bring the data up-to-date. That’s why
they're buying more and more national spot.

Fortunately a group of broadcasters is now
working on this very problem, under aegis
of the new Broadcast Audience Measurement
Ine. With Clyde Rembert, KRLD-AM-TV-FM
Dallas, as chairman, a BAM committee is
exploring the history and scope of radio cov-
erage and research.

The answer may lie in an oft - agitated
blanket coverage-research project, supplying
all types of reports under one banner. Or it
may be found in a less costly certification
operation that would inspect and lend its seal
of approval to private research.

The statistical answers are there. It's just
a case of ferretting out.

Talent’s HCL

THE FULL effects of the labor agreements
gigned a fortnight ago with AFRA and Tele-
vision Authority cannot be fully assessed at
this time, but there isn't any doubt that the
new contracts will cause radio’s production
costs to rise and television’s to skyrocket.

The new AFRA contract with the radio net-
works did make a concession to reality. Execept
for one category of announcers, the AFRA
commercial scales remain the same. In con-
sideration of the advertiser clamor against
radio costs, the acceptance by the union of
statug quo in its commercial minimum was wise,

AFRA’s sustaining program scales, how-
ever, were boosted an average of 14.2% in
the new contract. In times of declining profit
margins in network radio, this increase may
be difficult to accommodate.

The new Television Authority contract is
quite a different matter from the AFRA agree-
ment. Estimates by the networks as to how
much the TVA contract will raise production
costs run as high as 100%-—assuming that
present programming continues unchanged.

Present programming, of course, will not
remain unchanged. To bring production costs
somewhere within sight networks and sponsors
will have to shorten rehearsal periods, reduce
the size of casts and exert every economy
possible, to the inevitable detriment of pro-
duction quality.

Take dancing choruses, for example. Shows
with middle-sized budgets could engage chor-
uses of several dancers at fairly low rates
before the TVA contract was made. Now that
chorus members in an hour’s show are to get
$126 each, the number of them to be hired
for any single program is obviously limited.

We recognize the great pressure under
which the networks carried on negotiations in
the face of a rapidly approaching TVA strike,
but we wonder whether they agreed to too
high a price for the first talent contract in

‘television. The scales set by the TVA agree-

ment are the first.
next year?

What will they be

4~ our respects fo:

FRANK VIVIAN WEBB

HE V. in Frank V. Webb’s name should

stand for versatile. However, it stands for

(say it softly, that no one may hear)
Vivian. Mr. Webb, now general manager of
KFH-AM-FM Wichita, Kan., has come a long
way in the growing radio industry.

Back in 1938 he was running KTMS Santa
Barbara, the News-Press station, almost single-
handed. He conducted his own daily Man on
the Street program, putting himself on the air
with the aid of a battery amplifier. After
holding his sidewalk interviews he would re-
turn to the studio, write seripts, compile ques-
tions and answers for the next day’s show,
handle difficult personnel problems, sell time
to Santa Barbara business firms, write con-
tinuity for the time he had sold, put the an-
nouncements on the air, and then take his reg-
ular shift at the studio controls.

The KTMS enterprise taught Mr. Webb the

(Continued on page 49)

Static and Snow

By AWFREY QUINCY

ED PETRY asks: “How many pickets do you
need for a fence?” If he means a fence around
a radio station, why not ask Stan Hubbard?

® * = * * -

If we believed everything we read, we'd
hurry and get rid of our television set. Then,
we'd read aloud te the kiddies from the best
books and magazines, take them to the movies
every night, spend each warm afternoon in the
ballpark, take in all the football games, and
have the family at ringside for all the prize-
fights. Nurtured in such a refined atmosphere,
OUR children would never grow up to feel
socially inferior!

* * * * ® *

When Jimmy Shouse goes to work on the
Voice of America, we'll bet that the soprano
influence will be de-emphasized in faver of
much more baritone.

L L 3 - x * *
We think that the formation of a Broad-
caster's Advisory Council is a great idea, but

we're curious about something. In our govern-
ment, who takes advice?

BROADCASTING ® Telecasting



More Italians® Listen to

In The Vital Selling
Hours of 9 AM to 7 PM
The Fall 1950 Pulse
Shows...

WOV’s average rating is 10.2,
a 6% INCREASE over Fall 1949
~—while the nearest competing

station in the Italian field has
an average rating of only 3.8,

a DECREASE of 29%.

This dominance is firmly
founded onWOV’s unequalied
Italian languvage program
service—providing network
quality entertainment and
news coverage from studios
both in New York and Rome,
Italy...with the showmanship
and drive that sell!

*2100,000

ltalion-Americans Live and Buy in
the Greater New York area.

730 FIFTH AVE., NEW YORK 19

ROME STUDIOS: VIA di PORTA PINCIANA 4

" National Representative: John E. Pearson Co.

BROADCASTING *
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than any other
- New York Station

(Network or Independent)
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DWARD KEMBLE, manager KDB Santa Barbara, Calif., to KFI Los
Angeles sales staff -as account executive about Jan. 1. Was account
executive with Don Lee Network, Hollywood.

BLAYNE BUTCHER, former radic director Newell-Emmett, N. Y., to
KTTV (TV) Los Angeles in executive capacity.

FRANCIS W, TULLY Jr., Washington news corre-
spondent for the Yankee Network, resigns. He will pub-
lish a newspaper in Maine.

BOB DUMM, general manager KNOE Monroe, La., ap-
pointed vice president and general manager Sacramento
Broadcasters Ine.,, (KXOA), Sacramento, Calif. Re-
places HERB FERGUSON, who resigned to go into
business 1n Fresno. .

o -

THOMAS D. SEAY Jr. appointed station manager
KFTV Paris, Tex.

HERB BOOTH, manager KROP Brawley, Calif.; appointed manager
KYOR Blythe, Calif.

NORMAN THOMAS, continuity department- WOTW Nashua, N. H,, ap-
pointed sales director.

SCHEPP-REINER Co., station representative, moves to larger offices at
16 E. 43d St., New York 17.

CKNW New Westminster, B. C., appoints National Broadcast Sales,
Toronto, to handle representation, effective Jan. 1.

GEORGE GLAVIN, commercial department KING Seattle, to TV sales
department. BOB KILPATRICK, commercial manager KXA Seattle, to
KING gales staff.

Mr. Butcher

RADIO STATION

SOUTHWEST VIRGINIA'S /) ‘

How /Wa»u; & How Much?

1943 BMB BMB Radio Prelim. Reports 1949
|Daytime Families 1950 U. S. Census Retail Sales
501007,
19 |Counties 101,680 517,587 279,752
25-100%,
27 ICounties 157,110 814,186 452,784
10-1009%,
36 Counties 216,220 1,115,996 610,207
1948 BMB
Tighuime
50-/100%,
10 Counties 72,050 360,853 232,657
25-1009,
22 Counties 128,350 654,711 373,006
10-1009,
31 Counties 188,540 972,052 538,598

*RETALL SALES FIGURES, '"00¥"' OMITTED ARE FROM SM 1350 "'SURVEY OF BUYING POWER"

YDBJ

CBS + 5000 WATTS « 960 KC

Owned and Operated by the
TIMES-WORLD CORPORATION

|
ROANOKE, VA. o %

FREE & PETERS. INC.. Nationo! Representatives

SGE
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ARTHUR McPHILLIPS, assistant sales manager and traffic manager
WJR Detroit, appointed sales service director.

RICHARD HARRIS, WILMA RICHMOND and MITCHELL DAVIS Jr.
to accounting and auditing departments WRC and WNBW(TV) Wash-
ington. PATRICIA SAWYER to WNBW(TV) as secretary.

ROBERT E. WILLIAMS appointed general manager WFML (FM)
Washington, Ind. Was with WRSW (FM) Warsaw, Ind.

H. BRUCE BAUMEISTER, Wright, Wright, Green & Wright, Beverly
Hills, Calif., law firm, appointed resident counsel KTTV (TV) Los
Angeles.

DON SHIELDS, newsman WAVZ New Haven, transfers to time sales
department.

LOIS LARSON, 8. F. model, to KRON-TV San Francisco accounting
department.

WILLIAM J. LOFBACK rejoins WSAM-AM-FM Saginaw as commercial
manager. Was news editor before he left to join wholesale hardware
firm in Michigan.

RO_BERT W. FERGUSON, station manager WTRF-AM-FM Beilaire,
Ohio, promoted to executive vice president and general manager.

TED WEBBE, sales manager WCTC New Brunswick, N. J., to sales
staff WAAT-AM and WATV (TV) Newark.

BILL YONAN to ABC Chicago AM sales staff after working in promo-
tion department. LOVE DRAPER to ABC Chicago network TV sales
staff from John H. Sampson, Chicago agency.

CHARLES' FERGUSON, formerly with Utah stations, to KBUC Corona,
Calif., as sales representative,

pﬂflondlﬁ e o @

KEI_TH G. DARE, TV account executive Headley-Reed, father of girl,
Robin Gail . . . PAUL GODOFSKY, executive vice president and station
manager WHLI-AM-FM Hempstead, L. 1, father of girl, Barbara Sandra
-. . TOM DAISLEY, sales representative WIS Columbia, S, C., father of
girl, Donna Gail . . . DICK ROTHLIN, KRON-TV San Francisco, father
of girl, Christine.

WILLIAM HENRY SENER, head of radio department, U. of Southern

Califor_nia, L. A., and manager KUSC (FM) Los Angeles, and Frances
Josephine Love were married Nov. 27.

1881 Fames R. Weatherspoon

FUNERAL SERVICES were held
Wednesday for James R. Weather-
spoon, 69, president of WPTF Ra-
dio Co., operator
of WPTF-AM-
FM Raleigh, N,
C., at the First
Baptist Church in
Raleigh, Mr.
Weatherspoon, =

who also was di-
rector of the Dur- In
ance Co., died the

1950

Club in that city and the North
Carolina State Fair. He was a
deacon in the Raleigh First Baptist
Church.

Surviving are his widow, four
daughters, one sister, two brothers
-and six grandchildren. Burial was
at Montlawn.

hant, T8 Plasirs Altoona, Pa
L] ]
afternoon of Nov.

L]
27. He had been If
in ill health for ROY F. THOMPSON

the past seven years.

A native of Durham County, Mr.
Weatherspoon accompanied the
Durham Life Insurance Co. when
it moved its officers to Raleigh in
1920. At that time he was trea-
surer and a hoard member, posi-
tions in which he continued until
his death.

Mr. Weather-
spoon

WIRT

A prize radio combination in
the rich industrial market of

Active in Raleigh civie and reli-
gious life, Mr. Weatherspoon was
a former president of Raleigh
Chamber of Commerce, the Kiwanis

BROADCASTING ®

Central Pennsylvania.

Represented by
ROBERT MEEKER ASSOCIATES
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Respects
{(Continued from page 46)

essentials of the broadeasting busi-
ness. He put the station on a pay-
ing basis and maintained it at a
profit-producing efficiency during
his two years there. ‘A staunch
proponent of self-reliance, he be-
lieves that confidence in one’s own
ability, willingness to perform any
job well, and an open and independ-
ent mind are the essentials for
getting ahead in a fast-changing
world.

Following his experience at Santa
Barbara, Frank Webb went to Fort
‘Wayne, Ind., where after two years
he was made assistant sales man-
ager in charge of advertising and
promotion for six Westinghouse
stations, with headquarters in
Philadelphia, Later he was pro-
moted to sales manager of Westing-
house’s KDKA Pittsburgh, where
he remained two years. His next
step upward came when he accepted
the managership of the Farnsworth
Broadcasting Division, including
television transmission, frequency
modulation and standard broadcast-
ing. In this capacity he became
manager of WGL, one of the two
Westinghouse stations operating in
- Fort Wayne.

Success With WGL

Under his direction, WGL man-
aged to show a small margin of
profit on the first month’s operation
in spite of wartime restrictions and
building limitations. He laid out
new studio plans to include facili-
ties for AM, FM and TV and built
up an organization of 34 employes.

Mr. Webb’s earlier business ca-
reer was almost entirely in the
- advertising field and he is fully
cognizant of the salesman’s prob-
lems. His first job in the fall of
1928 after leaving Kent State Col-
lege, Ohio, was selling monotype
and linotype service to advertising
agencies, book publishers, and
printers for the M & L Typesetting
Co. in Chicago.

After two years with this firm,
he followed the advice of Horace
Greeley and “went West” to seek
his fortune. He took a job with the
Arizona Republican Gazette in

BROADCASTING

Phoenix in 1930, where he began
ag assistant to the national adver-
tising manager. He was given
various promotions on the ad staff
before joining the advertising de-
partment of the Sante Barbara
News-Presg four and a half years
later. In 1937, he organized the
Santa Barbara Advertising Club
and became its first president.

In 1943, Mr. Webb was one of 12
representatives selected from the
industry to make an NAB presen-
tation to launch a campaign selling
retailers of America on the values
of broadcast advertising. He ad-
dressed 12 mass meetings of re-
tailers in the principal cities of
North Carolina, South Carolina
and West Virginia.

In 1944 Frank Webb was made a
member of the NAB Sales Mana-
gers Executives Committee and
served as sub-committee member
for the revision of the NAB-AAAA
standard contract for spot broad-
casting, As a result of his NAB
activities he worked closely with
Lewis’ H, Avery, then NAB di-
rector of broadecast advertising.
From this association grew Mr.
Avery's proposal that Mr. Webb
open and manage the Los Angeles
office of Avery-Knodel, station rep-
resentative,

Frank Webb’s real interest, how-
ever, lay in the direction of active
broadcasting, and in the fall of
1946 he went to Honolulu. He

-served as vice president and gen-

eral manager of KULA Honclulu
until 1948 and then moved to
Wichita in September of that year.
Since his sojourn in the islands,
Mr. Webb has been an expressive
supporter for the Statehood of
Hawaii.

Earned Public Service Laurels

His operation of KFH-AM-FM,
owned by the Wichita FEagle, re-
flects his sense of civic and national
responsibility. In collaboration with
the Wichita Police Dept,, the
station has launched a great num-
ber of safety campaigns, empha-
sized during the return-to-school
months in the fall. As a result of
these campaigns, the station has
won various public service awards.
KFH celebrated its 21st anniver-
sary as a CBS affiliate in October.

Mr. Webb is the first president
and one of the originators of the
Kansas Sales Executives Club, now
in its first year, with 150 members
from six representative Kansas
cities. Under Mr. Webb’s leader-
ship and with the cooperation of
a group of enlightened and ener-
getic businessmen, the club’s aim
is to develop selling into a profes-
sion.

In addition to his work with the
Sales Executives Club, Mr. Webb
has just completed a term as vice
president and program chairman of
the Wichita Ad Club. He has also
served on the board of directors
of the Sedgwick County Infantile
Paralysis Foundation, is a member
of the public relations committee
of the Community Chest and is
active with the Wichita and the
Kansas Chambers of Commerce.

Telecasting

POINTING out details to KFAB Oma-
ha's new women’s program director,
Nancy Condon, is the station’s pro-
gram director, L. A. UJiggs) Miller.
Just appointed to take over duties
formerly held by Mrs. Kay Wilkins,
resigned, Miss Condon has been in
radio for 42 years, joining the sta-
tion’s research unit in 1946 ond
since serving in varioys phoses of
the station operation.

His interest in the Boy Scouts and
4-H Clubs has led to outstanding
KFH programs for these groups.
Born of American parents in
Mexico City in December 1907, Mr.
Webb is still known as “Pancho”
or “Hank” to his family, to avoid
confusion with his father, Frank
Sr. He is married to the former
Rosalie O’Connor. They have one
son, Michael Stewart, 19 months.
Boyhood days spent in Missouri
have left a little of the Tom Saw-
yer and Huck Finn adventurousness
in Frank Webb, He has been learn-
ing to fly and has already made a

FIRST in
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cross-country flight in a Beech
Bonanza. While in Hawaii he in-
dulged his hobby of spearfishing.
He also enjoys knocking around in
old clothes and painting a little for
his own pleasure.

Looking ahead to the expansion
of KFH-AM-FM, Mr. Webb is mak-
ing plans for a KFH-TV when the
FCC freeze is lifted and the inter-
national situation clarified. He is
alert to the potentialities of TV and
is a popular civic club speaker on
TV possibilities for Wichita.

ONTARIO MEETING

May Form Regional Unit

FORMATION of an Ontario re-
gional broadcasters group was to
be main business of the Ontario
regional station meeting at the
Royal York Hotel, Toronto, yester-
day (Dec. 3). With Ontario the
only area in Canada which does not
have a regional association, al-
though it has the most stations, it
was expected that a regional asso-
ciation would be formed and offi-
cers elected at the meeting.

The Canadian Assn. of Broad- -
casters called the meeting, and
William Burgoyne, CKTB &St.
Catherines, representing Ontario
small market stations as a CAB
director, was to report on CAB
activities for 19560. Pat Freeman,
CAB sales director, was to outline
his new system of audience sur-
veys. Agenda for the forthcoming
annual CAB meeting at Quebec
also was to be discussed.

WOC-A

Cities’ sets . .
Basic NB C Affiliate

In Davenport, Rock Island, Moline and East Moline W
is the richest concentration of diversified industry be.
tween Chicago, Minneapolis, St. Louis and Omaha. The Quad
Cities are the trading center for a prosperous two-state agriculrural
area. Reuil sales, toral buying and per capita income rate higher
than the national average, according to Sales Management.

5,000 W. 0 c M 47 Kw.
1420Ke. ® w 'F 103.7 Mc.
WOC delivers this tich marker to NBC Network, national spot

and local advertisers . . , with 70 to 100% BMB penctration in the
two.county Quad City area . . . 10 to 100% in adjacent counties.

woc 'Tv ::.n?n::lr.ilideo * 12.5 Kw. Audio .

On the Quad Cities’ first TV station NBC Network (non-inter-
connected), local and film programs reach over 27,900 Quad
hundreds more in a 75 air-mile radius.

Col. 8.J. Palmer, President
Ernest Sanders, General Manager

i

DAVENPORT, IOWA

FREE & PETERS, Inc,

Exclusive National Reprasentatives
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ODNEY (Bud) COULSON, man-
ager KBUC Corona, Calif., to
KFI-AM-TV Los Angeles in pro-
motion and publicity department to
handle press contacts. Replaced RON
MANDERS, assigned to handle sta-
tion’s grocery merchandising activi-
ties. BILL GORMAN, formerly in lat-

ter |position, named members of
statiqn jobs staff.
ROBERT ©O. EATON, announcer

WLBH Mattoon, HI, to WLWD (TV)
Dayton as preducer, writer, director
and announcer.

GERRY MORRISON to Don McNeill's
TV Club as producer, replacing IVOR
McLAREN, resigned. Was with Wayne
King TV show. ED McKEAN be-
comes writer for show.

ALLAN JEFFERYS, announcer WFPG
Atlantic City, N. J.,, to WTOP Wash-
ington in same capacity.

KEN| ACKERMAN, staff announcer
KCBS San Francisco, father of girl,
Barbara, Nov. 12.

BILL WOLFF, special events and
news editor and announcer WKNK
Muskegon, appointed program direc-
tor. DEA Mc¢CRAE, radio-TV copy-
writéer Young & Rubicam, N. Y, to
station as chief of continuity depart-
ment and production assistant to Mr.
Wolff.

ROBERTS E. EVANS, program direc-
tor WSSB Durham, N. C, to WALD
Walterboro, 8. C. in same capacity.

FORREST H. (Bob) RESPESS, chief
annotncer and promotion director
WHOK Lancaster, Ohio, appointed
program director. BENNY BEE, disc
jockey, appointed music director.

FRED DAVYS, record librarian WJAS
Pittsburgh, father of boy, Bob.
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PAT BUTTRAM, CBS Gene Autry
Show, hospitalized for almost three
months following. injuries .suffered in
explosion during filming of scene for
Autry TV film, returns to cast of radio
show.

HENRY SELIB, new to radio, te con-
tinuity department WOTW Nashua,
N. H., replacing NORMAN THOMAS
(see FroNT OFFICE).

LIB COX to continuity staff WIS
Columbia, S. C. Was with NBC New
York.

JACK BENNY, star of own CBS radio
and TV shows, and his wife, MARY
LIVINGSTON, honored Nov. 26 as
“Mr. and Mrs. American Citizen” by
Los Angeles Lodge, B’nai B’rith,

DAVID MacPHAIL appointed assist-
ant controller NBC Western Division.

MICHAEL JOSEPH, staff announcer
and disc jockey WFRO Freemont,
Ohio, to WMAN Mansfield, Qhio in
same capacity.

WILLIAM HERNDON, literary agent,
to CBS Hollywood editing depart-
ment, replacing HARRY G. STEWART,
resigning to join radio department,
Sam Jaffe, L. A. talent agency.

CLYDE McMILLAN to WFML (FM)
Washington, Ind., as staff announcer.
Was with WXLW Indianapolis.

The stars of
today and
tomorrow

are

recorded °

...with the new era in g/

Johnny Desmond stars on

The Mtieof [t

with Hugo Winterhalter’s Orchestra
The new Thesaurus brings you bigger
and better programming packages with
top sponsor-appeal. . . top name artists!
You get comprehensive programming,
prometion, publicity, tie-ins, cross-
plugs, sound effects . . . a steady flow
of current tunes and material . . . net-

work-quality production. Wire or write
today for full details!

Radio Corporation of America
.RCA Victor Division

120 East 23rd Street
New York 10, N. Y.
Chicago * Hollywood
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LEWIS ALLEN, meteoroligist with
Navy Dept., featured in weather re-
port on Top of the News on WTOP-TV
Washington.

CARL B. SKYETTE, public relations
director Rustless Iron and Steel Corp,,
Baltimore, appointed promotion direc-
tor WBAL-AM-TV Baltimore, replac-
ing FRED 8. HEYWOOD, appointed
TV production manager.

FRANK DELLETT, controller, NBC
Western Division, and CAROL EW-
ING, KNBH (TV) Hollywood control-
ler, are in New York for four-day
NBC controllers meeting starting
today {(Dec. 4).

ELLEN SWITZER, women's commen-
tator who conducts Helle Ladies on
WAVZ New Haven, awarded “Chester”
award for her outstanding year-
around service to Community Chest
of that city.

UNCLE HARVE, cowboy entertainer
WGBS Miami, Fla, to WFEC same
city.

DAVE FULMER, KRON-TV San
Francisco producer-announcer-direc-
tor, father of girl.

DODY SINCLAIR, associate produc-
tion director WJAR-TV Providence,
R. I., appointed preduction director.

JESSE I. MILLER to announcing staff
WNBW (TV) Washington.

LANSING BAILEY, music director
KRON-FM S8San Francisco, appointed
program manager.

LEON LEVINE, producer CBS-TV
People’s Platferm, received plaque
from Veterans of Foreign Wars on
behalf of CBS. Award made for *“con-
tributions of this program to the pub-
lic service.”

DOROTHY MILBANK, KRON-TV San
Francisco accounting department,
transfers to program department.

PETER BARKER to WDTV (TV)
Pittsburgh as executive producer.

STEVE DUNNE, radio-TV, screen
actor, takes over title role in NBC
Adventures of Sam Spade. Signed to
exclusive TV contract with Don Lee
television.

J. C. RIEKBERG, KNBH (TV) Holly-
wood kinescope recorder, father of
boy, Nov. 26.

/Veud. ')

HERB CARROLL, news editor WLBK
DeKalb, Ill., leaves for Army duty at
Ft. Leenard Wood, Me. JANET ELLS-
WORTH, continuity staff, replaces
him.

JOHN WO0OODS, WDEV Waterbury,
Vt., to WTAG Worcester, Mass, as
assistant day news director.

BERT CANNINGS, news director
CKWX Vancouver, is in Korea to
cover war for member stations of
Canadian Assn. of Broadecasters.

CHET LONG, WBNS Columbus, Ohio,
newscaster, received Treasury Dept.s
Award of Merit for his work in Inde-
pendence Bond Drive.

APPOINT MARTIN

Heads Gannett News Bureau

PAUL MARTIN is the new chief
of bureau of Gannett News Service,
‘Washington, D. C, it was an-
nounced last week by Publisher
Frank Gannett. The bureau serves
six radio outlets of the Gannett
Group as well as the 21 members
of the group’s newspapers.,

A native of Fort Worth, Tex.,
Mr. Martin has been with Gannett’s
Washington bureau since 1947. As
a former AP newsman, Mr. Martin
was one of four men selected from
the news association’s bureaus in
the nation to go to New York to
help start the editorial end .of AP’s
venture into the radio field when
it set up its subsidiary Press Assn.
Ine. in 1940. Mr. Martin succeeds
A. Vernon Croop, who was called
to Rochester to become managing-
editor of the Rochester (N. Y.)
Times-Union.

STRIKERS TUNED
KPRC Gives Official News

A PROLONGED Houston bus
strike called into play the news
services of KPRC Houston which
also inaugurated a unique service
for union members. At the sug-
gestion of Pat Flaherty; station’s
news director, the outlet has be-
come the official voice for the local
CIO striking union, it was re-
ported.

Daily announcements, tran-
scribed by C. C. Stone of the local
union, keep members informed of
negotiations between their union
and the Houston Transit Co. Mr.
Stone, in commending the station
for its cooperation, also congratu-
lated KPRC for doing an “accurate
and consistent job of presenting
both sides of the strike question
in a fair and impartial manner.”
Mr. Stone added that Local 260
members of the Transport Work-
ers Union were warned against
unauthorized statements and were
asked “to stay tuned to KPRC for
official news.”

Th strike, which 10 days ago had
gone into its third week, was being
covered completely by KPRC news-
men, it was noted. Remote broad-
casts from Houston's City Hall
kept tabs on negotiations from the
Mayor’s office and the Fact-Find-
ing Committee, while relaying
statements from both labor and
management. City transportation
was seriously disrupted by the
walkout.

CAPITOL Records reports that Holly-
wood sales for the first nine months
of this year have increased $1,163,973.

{ < VANt o S UREEST, Tvarp

The Nation's Richest Farm Market
Local Retail Sales, 1949, 18% ebeve
the Natien's Avor-uo—!’.‘!ﬂ—hl.h«.
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That's the number of hard-selling SPOTV com-
mercials that went winging their way to the
eyes and ears of millions of viewers over these

twelve TV stations last week.

This week the figure will be bigger, the num-

ber of viewers larger, the sales impact heavier.

Each week sees new records in the selling job
which these TV stations perform for national

advertisers.

REPRESENTED BY

9679

WSB-TV .....ccovvvnenns Atlanta
WBAL-TV ............ Baltimore
WNAC-TV .............. Boston
WFAA-TV ... Dallas
KPRC-TV ............. Houston
KFI-TV ............ Los Angeles
WHAS-TV ... Louisville
KSTP-TV......M’p"I's-5t. Paul
WSM-TV ... Nashville
WTAR-TV ............ Norfolk
KPHO-TV .............. Phoenix

WOAI-TV ........ San Antonio

EDWARD PETRY & CO., INC.

NEW YORK » CHICAGO » LOS ANGELES
DETROIT « ST. LOUIS » SAN FRANCISCO « DALLAS
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FRUNTIER
PLAYHUUSE

What's New in Television 2
Take a Look at WPTZ !

The Most Watched Playhouses in Television

Last March, you’ll remember, we introduced
“Hollywood Playhouse” to the Philadelphia
television audience. In a few weeks the program
was the highest rated across-the-board local or
network daytime show in all television. Our
six-for-one advertising plan met with favor
among advertisers and availabilities became
scarcer than halfbacks at Vassar.

Now WPTZ is scheduling a Saturday edition
of “Hollywood Playhouse”.

With “Hollywood Playhouse” being seen on
Saturday, WPTZ can accommodate four more
clients each week. It's the same show, same
time, the same format that made television and
advertising history. The only difference is that
we believe our Saturday audience will be larger
—if such a thing is possible.

WPTZ FIRST IN TELEVISION IN PHILADELPHIA

December 4, 1950

As an added plus we are scheduling a matinee
edition of our famous “*Frontier Playhouse”
program, the most popular across-the-board
western feature in all television, immediately
ahead of Saturday’s ‘‘Hollywood Playhouse”
This tandem scheduling of television’s two most
watched playhouses means increased sales for
participation advertisers in the Philadelphia
market.

Give us a call here at WPTZ—or contact
your nearest NBC Spot Sales Representative—
for full details on this double-barrelled package.
The audience is large, the cost is low. It’s the
best buy in Philadelphia television.

Philco Television Broadcasting Corporation
1800 Architects Building Philadelphia 3, Penna.
Telephone LOcust 4-2244
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(Chronelogy .of Freeze, page 94)

By RUFUS CRATER

TELEVISION has passed one
major barrier on the long road
toward lifting of the freeze—FCC’s
color hearings—but is now con-
fronted by others which may be
equally troublesome and time-con-
. suming and perhaps, like the color
decision, also headed for the courts.

The most formidable roadblock
is the raw materials shortage
growing out of the nation’s defense
efforts, Civilian production cut-
backs of the magnitude foreseen
in some quarters could reduce
FCC’s lifting of the freeze, when-
ever it occurs, to the status of an
academic technicality and leave the
color decision in no better condition.

Whatever the production situa-
tion, there appears little likelihood
that FCC can even nominally re-
move the freeze—already 26 months
old—before about mid-1851.

In addition to the color hearings,
which were completed last May and
“decided” in QOctober, FCC is now
in the home stretch of its sessions
on general TV allocations issues,
and hopes to have them finished
within a week.

Specific Allocations

Then will come— presumably
after an interval permitting the
Commission to make at least in-
formal fundamental decisions—the
final phase of the overall TV pro-
ceeding which was formally in-
itiated on May 26, 1949, This is
the hearing on specific allocations
of VHF and UHF channels, city by
city. In some respects it may be
the most tedious hearing of the lot.

Applicants’ and would-be appli-
cants’ preference for VHF chan-
nels presages a bitter allocations
fight in all the major markets
where FCC proposes to put UHF
channels, particularly if UHF and
VHF are intermixed. . The most
optimistic estimates envision at
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least a month of hearings on spe-
cific allocations,

FCC has not set the starting
date for these sessions, but it prob-
ably will not be until January or
February. Authorities point out
that the Commissioners must first
reach agreement—though not nec-
essarily issue a formal decision im-
mediately—on some of the funda-
mental issues of the current “gen-
eral” hearing.

Co-and adjacent-channel separa-
tions, for instance, which were
among the reasons for the freeze
and the overall proceedings in the
first place, must be determined with
some certainty before any precise
city-by-city allocation can be made
and subjected to hearing. A new
proposed allocation plan may have
to be drawn up, on the basis of
these fundamental decisions, be-
fore the allocations hearings can
start.

Even if all the hearings are com-
pleted and all the decisions made
by spring 1951, the Commission
long ago assured the industry that
there will be a grace period of one
or two months for filing new appli-
cations before regular TV licens-
ing is resumed.

After the grace period, authori-
ties consider it inevitable that in
most major markets the demand

for VHF channels will exceed the
supply—requiring hearings.

In communities where hearings
had been completed but not decided
before the freeze was imposed, ad-
ditional proceedings probably will
be in order—to bring engineering
testimony up to date in the light
of revised standards, and perhaps
to survey other changes occurring
since the pre-freeze hearings.

Added up, all this would indicate
it will be at least 18 to 24 months
before new TV stations begin com-
ing on the air in any substantial
number even if there is optimum
production, which at this point
seems a totally unwarranted as-
sumption.

Long History

The overall TV proceeding actu-
ally dates back to June-July 1948,
when hearings on a then-proposed
new VHF allocation plan raised
questions about the effects of
tropospheric interference and corol-
lary problems. Pending explora-
tion of these problems and possible
revision of engineering standards,
FCC on Sept. 30, 1948, ordered the
current freeze into effect, and
subsequently set up the three-way
hearing on color, “general” issues,
and specific allocations.

A quick run-down of principal

'ROADBLOCKS TO FREEZE LIFTING

Shdrtages Loom

questions to be decided may give
an indication of the amount of
time FCC will need to reach the
freeze-lifting point.

First, of course, is the usability
of the UHF, RCA has challenged
FCC’s original estimates, and in
turn has had 1its own estimates
challenged, while Philco and Du-
Mont feel the UHF can be used

* now, at least to a limited extent.

Tied in with this whole question
is the thinking, evidenced several
times in “hypothetical” questions
posed by FCC Chairman Wayne
Coy, that TV must ultimately
abandon the VHF and operate in
the UHF only.

If the UHF is to be opened now
—and FPCC has been on record
since 1945 as holding that the VHF
cannot accommodate a competitive
nation-wide TV service, so that
television must eventually find its
home in the UH¥F—then a series of
fundamental questions must be
answered. Among these:

Should all 70 UHF channels be
opened now, or only a porticn (42)
as FCC currently proposes? Should
the 70 channels currently allocated
to television in the UHF bé rur-
tailed by giving the 470-500 me
band (b channelg) to common e¢ar-

(Continued on page 94)

JWT TOPS BILLINGS

By FLORENCE SMALL

J. WALTER THOMPSON Co., with
television network billings of ap-
proximately $10 million, including
cost of time, talent and production,
ranked first again in a special year-
end BROADCASTING ® TELECASTING
survey, which showed the 15 major
advertising agencies
gains.

Maxon Inc. made the most spec-
tacular advance to place among the
top three in billing. Figures, all
approximate, are BROADCASTING *
TELECASTING's estimates, based on
an analysis of the video network
business handled by each agency.

JWT leaped from a January-to-
December total of $8 million in
1949 to its present figure of $10
million, while Young & Rubicam
clung to second place with a $3.5
million increase to tally $8.6 mil-
lion for 1950.

Maxon Inc., completely unrep-
resented among the leaders last

BROADCASTING

registering .

Maxon Has Big Gain

year, skyrocketed out of its ob-
scurity to an eminence of $7 mil-
lion in 1960, to place third in TV
network billing.

The Kudner Agency held the
fourth spot this year with an ex-
penditure of $6.5 million. Its 1949
figure was $6 million.

Top $53 Million

Lennen & Mitchell and Foote,
Cone & Belding rounded out the list
of agencies to register $5 million or
more in 1950 billings, each total-
ling precisely that amount. Though
L & M made its advance from a
1949 total of only $2 million, the
accomplishment of FC&B was even
more impressive. Last year that
organization was unlisted in a com-
pilation of agencies which had TV
billings of $1 million or more.

Three agencies followed the lead-
ers in a dead heat with equal out-
lays of $4 million. These included
BBDOC, William Esty Co., and Mc-

Cann-Erickson. BBDO registered
the most significant increase of the
trio, gaining its present height
after an unlisted status in 1949,
similar to that of FC&B. William
Esty had been tabulated last year
at $3 million while McCann-Erick-
son spent $2 million in 1949.

Four agencies totalled more than
$3 million but less than $4 million
in 1950; Cunningham & Walsh,
$3.5 million; Biow Co., $3.5 mil-
lion; Ruthrauff & Ryan, $3 million,
and Benton & Bowles, $3 million.
Of the four, Biow and R & R were
unlisted last year.

Kenyon & Eckhardt spent $2.3
million in 1950, while the William
Weintraub Co. and Sherman &
Marquette filled out the rol! of
those spending $2 million or more
this year. Each totalled $2 million.

The relation between time and
production costs in 1950 appeared
to be heading toward a balance,

(Continued on page 91)
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TBA’s Television Clinic Program @ Waldorf-Astoria, New York @ Dec. 8

A.M 2:30—Reorganization meeting of new board of TBA. Palm Room. »
9:30—Registration of members and guests. Corridor of Starlight Ballroom. 2:45—-TBA TELEVISION CLINIC. Eugene C. Thomas presiding.
—, f Tel i Broadcast A Inc. (open only to official I. TV STATION SALES .
o ?er;)l;légénn:ﬁex\trlgsg& Tgx‘)ungrllm rlggoglas e W i Y A, }I(egpz{lg tlée Sales Volume Ahead of Expenses; Lee B. Wailes, Fort
10:30—TBA TELEVISION CLINIC. Eugene S. Thomas, manager of video opera- DOUSTEY, =0
H;m;;o%?‘i;;lg;w- York, presiding. Starlight Ballroom. B. %gﬂegng‘rﬁftodcédvernser Moved Into TV; Russell Glidden Partridge,
II. POSSIBILITIES OF EDUCATIONAL TELEVISION: Dr, A. G. Ruthven,
g' 1325&,3{“1’3'}3&&?%3%‘3&? LC (lggatgt%vmea%CrP%gg S inclanads prfsigent lg URo{hMlchlgan Harry Bannister, WWJ-TV Detroit, will
3 ! Cities; Donald Thornburgh, WCAU~TV Sntroducel DI Ruthyen
¢ %%l:loardtglx;)%?: A NIOEG-Swtion, F1es: ona - III. WHAT'S HAPPENING WITH ASCAP PEB-PROGRAM NEGOTIATIONS;
D. Opportunities in Single-Station Cities; Donald Stewart, WDTV (TV} Dwight 8. Martin, WLWT (TV) Cincinnati, chairman, TV Industry
Pittsburgh. Per-Program Committee
E. Steps Toward Reducing Expenses; . Bennett Larson, WPIX (TV} IV. WHAT AN EXCESS PROFITS TAX WOULD MEAN TO TV BROAD-
New York. CASTERS; John A. Kennedy, WSAZ-TV Huntington, W, Va., chair-
F. Catering to the Local Audience; John M. Qutler Jr.. WSB-TV Atlanta. man; TBA-Industry Excess Profits Tax Committee.
II. RESEARCH V. FILMS FOR TELEVISION
A. Recent Developments in Measuring the Television Audience and Its A. Why We Use Films on WATV; Irving R. Rosenhaus, WATV (TV)
Response; E. Lawrence Deckinger. Biow Co. Newark.
B. Demonstration of new automatic, instantaneous audience measurement B. Do Stations Want Films Tailored for TV?; Ralph Cohn, Columbia
device by C. E. Hooper, C. E. Hooper Inc. Pictures Corp.
IFL. QUESTION AND ANSWER PERIOD C. Role of Films in TV Network Programming; George Shupert, Para-

(Adjournment at 12:30 p.m. for luncheon.)

mount Television Productions.

VI. COLOR TELEVISION. Panel discussion—E. K. Jett, WMAR-TV Balti-

P.M. more, representing broadcasters, Jack Barry, program producer, rep-
1:00—ANNUAL TBA LUNCHEON: J. R. Poppele, TBA president, toastmaster. resenting producers;, Jimmy Jema:l inquiring reporier of New York
Starlight Ballroom. Guest speaker: Ed Wynn—"Television as I See It."” - News, representing the audience; Fay Emersen, representing talent.

Also program of entertainment. 5:30—Adjournment.

Advance TBA Clinic Registration

Abel, Jeffrey A., Henry J. Kaufman_& Paramount TV N. Y., Heuser, Curt H., Cohn & Marks, Washington; Mor-
Assoc. Washmgton. Akerberg, H. V., and Handy, g}mour WOR-TV New gan, Harold, ABC; Morris, Miss M.,
CBS, Y., Balaban, Bert, Paramount York; Halpern, L.. Fabian Theatres WOR-TV New York.

TV Procluctmns. N. Y.; Bear Frank, Cor N. Y., Harvey, Miss Gwen, (_)%le, George L. TV Programs Inc,
DuMont Télevision, N. Y.; Becker, Har- WT N-TV, Minneapohs Harvey, W. S., 5 ;. Paskow, Nevin, Paramount TV;
old, Radio & Television News, N. Y.; Harvey & Howe Productions, N. Y., Poppele, J. R, WOR-TV N. Y.; Rai-
Brett, George W, The Katz Agen% Hodgson, Rlchard Paramount TV, bourn, Paul, Paramount TV, Rash-
N. Y.; Bryant, Howard, Paramount Hocper, C. E. Hooper Inc, N. Y.; baum, Chris, Paramount TV; Reese, E.
Productions, N. Y.; Codel, Edward, The Hynes, Edward G. Jr., rendex, N. ¥.. G. CBS: Richard, A. J., Paramount TV
Katz Agency, N. Y.; Cohn, Marcus, Hutton, Robert L. Jr., Edward Petry& Roberts, Edward, Jr., TV Programs
Cohn & Marks, Washington; Cramer, Co. Inc., N. Y. Inc.. N. Y., Rockefellow, Ralph, Para-
Leonard F., Allen B. uMont Lab, Jett, E. K., WMAR-TV Baltimore; mount TV; Rogers, Robert B., Trendex.
Clifton, N. J.; Crotty, Burke, ABC, Jamleson. Robert, DuMont Network; N. Y., Ross, allace A.. Ross Reports
N. Y., Daly, Arthur J., Peck Adv, Jackson, Hugh, N. Y. Better Business ~ On Television, N. Y.; Sauer, Miss S.,
N. Y.; 'DuMont, Dr. Allen B., DuMont Bureau; Kane, James, CBS, N. Y.; Katz, Gale, Bernays, Falk & Eisner, N. Y.;
Network, N. Y.; Emery, Kay, DuMont Eugene and Kearney, Don L. The Katz Schmidt ITI, Dan, George P Hollingbery
Television, N. Y., Emery, Bob, DuMont Apgency, Y., Kellett, Donald S., Co. N.Y.; Schoole‘? Loné Lines
Television, N. Y WFILTV PhlladeIphia. Kenkel, Fred Dept., AT&T, N Shupert eorge,

Falk,[Edwin A., Gale Bernays, Falk & H., C. E. Hooper Inc N. Y., Lowman, Paramount TV; Smith, Carleton D.,
Eisner, 'N. Y.; Fisher, Alexander, Com- Lawrence W. CBS, N. Y.: MacFarland, NBC, N. Y.; Steck, Jack, WFIL-TV
mercial Radio-Sound Corp., N. Y.; Ford, F. R., Long Lines Dept., AT.&T. N. Philadelphia; Storer. Geo. B. Jr,
Carlton D., E. I. DuPont de Nemours Y.; Madden, Edward D., NBC, N. Y ; WAGA-TV Atlanta; Stowman, Kenheth,
Co., Wilmington; Freedman, Ellis, Gale, Mahoney, Mary, Paramount TV, N. Y ; WPFIL-TV Philadelphia; Streibert, Theo-
Bernays, Falk & Eisner, N. Y.; Genock, Maurer, Robert, Henry J. Kaufman & dore C., General Teleradio Inc.,'N. ¥ ;
Ted, Paramount TV, Goodwin, Bernard,  Assoc., Washington; Marks, Leonard  Strieby, M. E, AT&T Co., N. Y.! Stron-

TBA's Officers & Directors

J. R. Poppele Ernest B, Loveman Paul Raibourn will Baltin Dr. Allen B. DuMont
Presid‘_‘nt. and Director V.P. and Director Asst. Sec.-Treas., Dir. Secretary-Treasurer Director

Richard A. Borel George B-t Storer Joseph A. McDonald Frank M. Russell Lawrence W. Lowman

irector . Director Director Director Director

ach, Alexander, ABC; Stewart, Donald,
WDTV Pittsburgh; Thomas, Eugene S,
General Teleradio Inc.,, N. Y.; Wallace,

. G., Long Lines Dept.. AT&T Co.,
N. Y.; Wheeler, Clinton Jr., BBDO Inc.,
N. Y.; Wilder, H. C., WSYR-TV Syra-
cuse, N. Y., Weaver, Sylvester, NBC;
Wood, Robert, CBS.

BRICKER PLAN

Wants Educational TV Probe

SEN. JOHN W. BRICKER (R-
Ohio) asked Congress last Thurs-
day to direct the FCC to make a
study and investigation of the prob-

\lem of setting aside TV channels in

each state for “nonprofit educa-
tional programming” by educa-
tional institutions and report its
findings to Congress.

Sen. Bricker’s proposal was
made in the form of a joint resolu-
tion in the Senate (S. J. Res. 208).
The Senate Interstate & Foreign
Commerce Committee, of which he
is a member and to which the
resolution was referred, has not
scheduled hearings on the measure.
A joint resolution must pass bhoth
the Senate and the House and must
be signed by the President before
it takes effect.

FCC In Hearing

FCC already has begun con-
sideration of proposals for reserva-
tion of channels for noncommercial,
educational purposes as part of its
general VHF-UHF allocation hear-
ing (see story page 55).

It has been pointed out by Cap-
itol Hill observers that the Bricker
resolution would have to be con-
sidered in the light of what the
Commission is already doing in the
way of making a “study and in-
vestigation.” The resolution fol-
lows:

Resolved by the Senate and House
of Representatives . .. That the FCC
is authorized and directed to make a
full and complete study and investi-
gation with respect to the problem of
allocating at least one television fre-
quency within each state for use by
educational institutions fer the pur-
pos¢ of nonprofit educational pro-
gramming. The Commission iz fur-
ther directed to report to the Con-
gress as soon as practicable the re-
sults of such study and investigation,
together with its recommendations,
if any, for necessary legislation.”
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EDUCATORS TAKE UP TORCH

By LARRY CHRISTOPHER

EDUCATORS struck firm blows on
two fronts last week—Capitol Hill
and FCC—in their efforts to win
reservation of TV channels for
noncommercial, educational pur-
poses “in the public necessity.”

The vigor of their attack, on
battlefields where commercial
broadcasting’s defense. was con-
spicuous by its absence, indicated
educators did not intend to be left
out in the shuffle as they were in
the history of AM.

@ DBefore Congress—Sen. John
W. Bricker (R-Ohio) introduced a
Senate resolution calling for FCC
_ to investigate reservation of TV
channels for education and to re-
port its findings to Congress (see
story page 54). Under similar
orders in 1985, it was pointed out,
FCC recommended Congress not
put into law a proposal that sta-
tions devote specific time to edu-
cation and nonprofit causes.

Educators’ Cause

@® Before FCC — Commercial
broadecasting, the Commission it-
self and the FCC staff were virtu-
ally taken to the woodshed as
Comr, Frieda B. Hennock cham-
pioned the educators’ cause. It was
judgment day for everyone. Judg-
ment day concerning FCC’s 1935
AM recommendation and things
promised that hadn’t transpired.
But even education invited itself
into the shed for a few lickings
for not more aggressively pressing
its claims through the years.

Meanwhile, outside the Commis-
sion’s general TV allocation pro-
ceeding which now is considering
whether to reserve TV channels
for education, these developments
occurred:

@® An emergency education
committee urgently solicited pub-
lic contributions to build up a
$25,000 war chest to fight the cause

MERLIN H. (Deac) AYLESWORTH
(1), first president of NBC and now
radio-TV consultant, shares views on
educational TY with Brig. Gen. Tel-
ford Taylor, onetime FCC general
counsel and counsel for the Joint
Committee on Educational Television
at FCC’s current allocation proceed-
ing. Mr. Aylesworth, oppearing on
his own behalf, favored reservation
of TV channels for education if
they would be effectively used.

before FCC, “to protect one of our
greatest cultural resources from
almost total debasement.”’

® National Assembly for the
Advancement of Public Relations,
new noncommercial group, com-
mended Comr. Hennock “for her
stand in opposition to the revolting
stupidity of most present com-
mercial television programs’” and
hoped FCC “will give most sym-
pathetic consideration to applica-
tions” for TV filed by “labor and
education.”

@ Comr. Hennock took the edu-
cational TV problem to a national
AM audience Tuesday night on
ABC’s Town Meeting of the Air
(see story page 56).

The educators’ plea for support-

ing funds was contained in a letter
circulated Nov. 21 by the Joint
Emergency Committee on Educa-
tional Television and the National
Assn, of Educational Broadcasters.
It was signed by Robert M. Hutch-
ins, U. of Chicago chancellor; R.
G. Gustavson, U. of Nebraska
chancellor, and Homer P. Rainey,

Stephens College president. It
stated:
This emergency commitice was

formed in greatest haste to protect the
nationsal interest in securing the alloca-
tion of a fair proportion of television
frequencies for educational purposes.

We are confronted by a crisis, The
FCC has called hearings on these allo-
cations beginning Nov. 27 instead of, as
originally expected, some time in Feb-
ruary or March 1951. If we do not act
now, television will go the way of radio
and this magnificent educational and
cultural medium will be lost to the
people irrevocably.

The facts are set forth in the enclosed
memorandum. We have not a penny
available at this writing, We urge
you to read this memorandum and to
respond as generously and as quickly
as you can, remembering that we have
only a few weeks in which to protect
one of our greatest cultural resources
from almost total debasement. (In a
postscript checks were asked to bhe
made payable to W, 1, Griffith, NAEB
treasurer. 25th floor, Municipal Bldg.,
New York.)

JCET Memorandum

The attached memorandum was
under the name of the Joint Com-
mittee on Educational Television
and outlined the issue before FCC.
The memo pointed out the “basic
purpose of traditional American
preferential treatment of education
is at stake.” It said in part:

It is regrettable that the heads of our
universities must now go hat In hand
to a government agency to plead to
have our cultural values recognized in

the utilization of perhaps the most
potent educational medium of our day.

"Over a period of nearly three decades,

the FCC has shown extreme reluctance
to make any decisions contrary to the
immediate interests of the large com-
mercial networks.

We have allowed radio to be de-
spoiled, A large part of the present
television service is used to show Grade
B, C and Z moving pictures, with
occasional interludes for commercials.
We do not suggest any unfair restric-

v

For TV Channels

tion of free competition for produmet
merchandising. We merely insist that
universities and public service agencies
devoted to the physical, mental and
moral well-being of the population have
?a gﬁht to operate their own television

Singly. even the greatest universities
are powerless before the legal on-
slaught of several billion dollars repre-
sented by NBC, CBS, MBS, ABC—the
major manufacturers and merchan-
disers of our business economy. There
need be no such conflict if all con-
cerned will come to a temperate agree-
ment. There is considerable danger
that the commercial interests will de-
mand and get the whole hog.

Long Witness List

Twenty-one witnesses were pre-
sented by the Joint Committee be-
fore FCC last week in addition to
a comprehensive summary of the
issue by Brig. Gen. Telford Taylor,
JCET counsel and former FCC
general counsel, The testimony was
heard in part by all seven Commis-
sioners with Chairman Wayne Coy
presiding only Tuesday and Comrs.
Rosel H. Hyde and Paul A. Walker
acting as chairman at other times.
Chairman Coy was absent Monday
to meet with President Truman’s
Communications Policy Board (see
story page 19).

All of the witnesses substantially
supported JCET’s earlier an-
nounced proposal on channel reser-
vation, namely that one VHF chan-
nel be set aside in each metropol-
itan area and major educational
center; where all VHFs already
are assigned in such an area that
FCC require existing stations to
share an unspecified amount of time
with educators; that approximately
20% of the UHF channels, yet to
be allocated, be reserved for educa-
tion [BROADCASTING ® TELECAST-
ING, Nov. 27].

The hearing continues this week,
beginning Tuesday, with JCET ex-
pected to present another dozen
witnesses plus “eight or ten” visual
presentations. It’s hoped the hear-
ing will be concluded this week, but,

(Continued om page 96)

Cutting TV’s

Pattern . . . . .. ..

AN EDITORIAL

IGNORING, for the nonce, the possible effect
of the war-time economy upon TV’s future, the
FCC now is in the throes of shaping the
destiny of the visual radio art for us and our
progeny.

It is winding up two years of study and
hearings on allocations. Color was a detour,
sinee color will be accommodated on those chan-
nels which are ultimately and finally allocated
for black-and-white. The basic problem sur-
rounds allocations and the standards that will
be set to govern them.

As always, the underlying problem is the
excruciating shortage of spectrum space. There
are 12 VHF channels, which the FCC repeat-
edly has said are insufficient for competitive
nationwide service. And there are the 42 UHF
channels FCC proposes to open up and which,
at this writing, are in suspended animation
as to value and utility. They are inferior, it
is said, to VHF both as to coverage and
economy.

From the start it has been said that if more
VHF channels, adjacent to the present band,

Telecasting ® BROADCASTING

could be opened, a more efficient and competi-
tive service could be provided. Those channels
are assigned to government—mainly the mili-
tary. They have been assigned by a super-
government board known as the Interdepart-
ment Radio Advisory Committee. The
assignments are made by the President, upon
the committee’s recommendation. The FCC—
except for one vote—has had no voice in those
allocations. It is a star chamber, rubber-
stamp job.

Presumably because of security, it isn’t made
known the extent to which these channels
actually are used by government, or whether
they’re simply “reserved.” We’re told reliably
that they are being used militarily and that
more of them may be needed. -

There arises the question whether TV ulti-
mately will have to move altogether from
VHF to UHF. FCC Chairman Coy has re-
peatedly posed the question of eventual as-
signment of TV in a solid UHF band, all in
one block. Presumably he has had in mind
this move on a long-range basis—perhaps eight

or ten years hence.

Before a national policy for TV is shaped,
a basic allocations decision should be reached.
Would it be possible to divert to TV another
half-dozen or dozen VHF channels now as-
signed to government? If so, would there be
sufficient space for a nation-wide competitive
service, without undue interference?

If that isn’t possible, should plans be made
now for use of UHF as the TV haven, with a
gradual transition involved?

There’s too much involved to risk further
allocations mistakes. Public and industry are
entitled to the facts. A Communications Policy
Board was named by the President more than
a year ago to study government policy on
communications. We assume that within its
purview is the IRAC procedure of allocation
by pre-emption. The board reports early
next year.

War conditions, of course, may retard TV
progress. But the allocatmns pattern-is to be
cut. Once that’s done, it can’t be re-cut without
an upheaval in the fastest-moving art extant.
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"COLOR COURT CASE

A THREE-JUDGE federal distriet
court| in Chicago last week com-
menced its deliberations on the
RCA |suit against FCC’s adoption
of CBS color television standards.

The judges began their study
after the last of a series of sup-
plementary briefs and affidavits
had been filed by both sides during
a 10-day filing period allowed when
the court issued its temporary re-
straining order against the color
decisipn [BroADCASTING ® TELE-
CASTING, Nov. 20].

Fiszl document was submitted
Tuesday by RCA and its subsid-
iaries and co-plaintiff’s, NBC and
RCA Vietor Distributing Corp., in
answér to a brief filed the week
before by the Commissicn and a
memorandum filed by CBS [BrROAD-
CASTING @ TELECASTING, Nov. 27].

There was no further indication
when the court may hand down a
decision. During the Nov. 14-15
hearix}gs Presiding Judge J. Earl
Major mmade clear that the court
needs time to consider the complex”
case and that a final decision would
not edme “today, or tomorrow, or
in the right near future.”

Pending further action of the
court, the temporary restraining
order halts the effectiveness of the
color | decision, which otherwise
would have gone into effect Nov.
20, Se?en manufacturers and other
groups have joined sides with RCA
in the suit, while CBS has inter-
vened in behalf of the Commission.

RCA’s Final Brief

RCA’s final brief, an 80-page
document filed through the Chicago
law firm of Kirkland, Fleming,
Green, Martin & Ellis, charged that
there was “no policy reason” for
FCC’s| denial of the compatible
RCA color system; that the RCA
color picture was “no reason for
denial'’; and that CBS has exhib-
ited “fear of free public choice”
while RCA has “faith in free pub-
lie choice.,”

The | brief covered these major
points;

(1) A reply to FCC's charge that
RCA iq attempting a trial de novo
or a rehash of all the proceedings
which fook place before the FCC in
its color hearings, rather than simply
a review of FCC’s conclusion; (2)
“A reply to the alleged basic findings,
which are not supported by sub-
stantiall evidence and do not support
the [(FCC] order”; (3) “A reply to
the argiment that the public should
be denied compatible color”; (4) “A
reply tp the attempt to deny the
clear, inreparable injury that will be
suffered if an interlocutory injunc-
tion is not issued.”

RCA described the CBS system
as an '‘unready” one.

It charged FCC’s decision con-
flicts with the report of the Con-
don Committee on color television
and with the RCA progress reports
on its oTvn system.

Although RCA reportedly wants
to bring witnesses into court to
testify against FCC's findings, RCA
said thig should not be construed
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as a trial de novo, but is merely a
means to “compel the Commission
to-take account of those facts which
it had a duty to consider.”

These facts, RCA said, must be
brought to the court’s attention “in
one way or another.”

RCA charged the CBS memo-
randum “ig full of fear of the
judicial review,” and that “the
Commission’s avowed disregard of
pertinent material is by itself
enough to void the order” approv-
ing CBS color.

Cite ‘Experts’

The brief said “CBS has been
able to find only one independent
expert who made any adverse com-
ment on RCA’s color fidelity in
1950,” and that he qgualified his
statement by saying he believed
the difference was “temporary and
not fundamental.”

Donald Fink, identified as an
independent expert and a member
of the Condon Committee, was
reported to have said in April 1850,
after he was shown the tri-color
tube of RCA, that the “complexity”
of the RCA system, to which he
had referred in 1949, “had been
eliminated with introduction of re-
ceivers using that tube.”

Further, RCA claimed, “there
is no evidence in the record to
show that RCA" color transmission

Judges Begin Stud y

equipment raised any problem of
complexity in actual operation and
none was cited by the defendants
or by CBS.”

RCA admitted its system, with
its use of a sampling technique, is
“to a very limited extent, sus-
ceptible to certain kinds of inter-
ference.” The brief said there is
nothing other than “a theoretical
objection” on the record, and
pointed out that the RCA system,
contrary to the FCC claim, “can
and has been networked success-
fully.”

Regarding FCC’s assertion that
insufficient field testing was con-
ducted on the system, RCA con-
tended “the record is replete with
testimony and exhibits with re-
spect to extensive field tests.”

Compatibility Problem

RCA said it “held to its goal of
compatibility because compatibility
is of first importance to color it-
self.”” RCA balieves the problems
of color ‘“are those which should
be solved in the laboratory,” the
brief asserted.

Reiterating its protest against
adoption of an incompatible sys-
tem, RCA claimed “the Commis-
sion . . . has neither the right nor
the power to deprive the public
9Y] JO §)S¥IPWOIQ [RIIISWWOD JO

RCA Showings

RCA WILL DEMONSTRATE
its compatible color TV sys-
tem in approximately two
weeks of showings—largely
to its licensees — starting
Tuesday {Dec. 5). Featuring
improved equipment, includ-
ing advanced models of the
RCA tri-color picture tube,
the demonstrations will be
held at the NBC studios in
Washington and will consist
of three showings a day.

RCA system.” The “real” meaning
of the argument against approval
of the RCA system is that “neither
the defendants (FCC) nor CBS
have confidence in the CBS sys-
tem.”

CBS wants “sufficient public in-
vestment in its inferior, incom-
patible color television system .
to set up a roadblock against the
adoption of superior, compatible,
high definition, all-electronic color
television system, such as that of
RCA,” the brief charged.

“Even if the court does not hold
the (FCC) order invalid in its en-
tirety,” RCA suggested, “the court
should . . . hold . .. it invalid inso-
far as it denies the public the
right to receive the RCA color
television system as well as the
CBS system.”

EDUCATION ISSUE

PROPOSAL that advertisers and
educators form an “overall organi-
zation to exert moral control” and
“improve those TV programs al-
ready reaching the publie,” made
by Dr. Ernest Ditcher, business
and advertising consultant for ra-
dio and TV sponsors, was met with
adamant disapproval by Frieda B.
Hennock, FCC Commissioner, last
week on ABC’s Town Hall Meeting
of the Air (9-9:30 p.m. Tuesday).
Subject under discussion at the
meeting was “Who Should Be Re-
sponsible for Education on Tele-
vision.”

Replying to Dr. Dichter’s sugges-
tion, Miss Hennock emphasized that
the “educators don’t want ecrumbs”;
that “they want their own TV sta-
tions” and they don’t want “a good
swift kicking around” by the ad-
vertisers.

Miss Hennock left no doubt in
the listeners’ minds as to whose
cause she was championing in the
debate. She insisted: “Television
can be put to better use as an elec-
tronic blackboard rather than an
electronic billboard bringing road-
side advertising messages into the
home.” .

“I do not think our commercial
broadcasters ever have-accepted, or
ever will accept the fulltime re-
sponsibility for edueating our lis-
tening and viewing public,” she
said.

Explaining why comedians are

Hennock, Dichter Debaté

so popular, she told the audience
that the degree of choice today in
radio and television between edu-
cation and entertainment is negli-
gible, But her answer to the gques-
tion, “Could the FCC require com-
mercial stations to turn over a
number of hours to education?”
was “Yes, I suppose they could, but
we haven't considered that yet.”
Miss Hennock concluded: “Qur
educators hold the key to the fu-
ture of America. They are qualified
to determine whether we will be a
better informed, better educated
society in an expanding democracy,
or whether we will be a nation of
household gadgets, $50,000 jack-
pots, and home libraries stacked
with comic books. Making televi-
sion channels available for colleges,
universities, municipalities, and
publie school systems is putting the
responsibility for education on tele-
vision in the hands it belongs . , .”

Dichter’s Views

Dr. Dichter, taking his position
on the side of the commercial
broadcasters, challenged “the right
of educators to usurp this title ex-
clusively” and accused them of
failing to build up a sizable audi-
ence” because of four major kinks
in their professional armour’—
arrogance, autocracy, superficial-
ity, and isolationism.

He said that education is. sur-
rounded by puritanical duty con-
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cepts and that most educators in-
sist that their messages be accepted
on their terms. He asserted further
that educational methods are con-
centrated on interesting but useless
information, rather than “realistic
techniques of living and insight.”
Because educators draw “sharp di-
viding lines between education and
fun” education has become an as-
signment rather than a choice for
the publie.

Urging the educators and the
advertising people to join forces,
Dr. Dichter said: “Education
through mass media has to be
brought to people in a format which
is psychologically accessible and
comprehensive to them.” He cited
The Goldbergs, Hopalong Cassidy,
and others like them, as programs
which fulfill some basic needs of
their listeners. He said, “it is time
for the educator to shed his dignity
and arrogance, and for the TV
practitioner to rid himself of his
fear and his ridicule of the imprac-
tical long hairs.”

Dr. Dichter said it is necessary
for both parties to get together “to
give people the help in adjusting
to the chaos of modern life, which
all of us so sorely need.” If this
happens, “they will have made TV
a commercially profitable and cul-
turally beneficial medium — two
values which have to go together
in a socially conscious free enter-
prise system.”

BROADCASTING
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for Television Programming

@ provides top TV programs on film

at low cost

@ works with stations to sell sponsors

-

" @ helps stations build bigger audiences
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A policy of profit to the station.... gL

This new NBC TV Film Program Plan is based on the belief that its success is closely tied in
with the success of stations in using its Films. These 12 Points of the Plan tell the whole

story — an important profit story every TV station manager will want to read.

1. The Plan will include only top quality films—top in subject and story
interest, in direction and production.

2. These TV Programs-on-Film will be selected as carefully as films on
the NBC TV Network and NBC’s own TV stations.

3. The Programs will provide stations the widest possible range of pro-
gramming—cartoons, musicals, situation comedies, personalities.

4,  They will enable stations to appeal to all audience groups—women,
children, men, family units.

5.  The Programs are especially selected for their appeal to sponsors
and their ability to do a selling job for the sponsor.

6.  The Programs will be priced for ready sale by stations—and for profit
to stations. :

| 7. The Programs, being readily saleable, will helb sell station facilities.




ides the NBC TV FILM PROGRAM PLAN

SALES CO-OPERATION FROM NBC

3.  The NBC Film Department will provide stations with hard-hitting sales ma-
terial to help sell the programs—{fast. Included will he descriptive, illustrated
folders of the shows — direct mail letters — pictures — publicity — ad mats
—and a Sales Bulletin.

9.  NBC will put the full power of trade paper advertising behind these Programs.

10. In special instances, NBC will send a sales representative to the station eity,
to work with station salesmen in making the sales.

11. NBC stations will build audiences for its TV Film Programs. Each program
will be provided with its own complete, specially written audience building kit.

12.  Each kit will comprise slides, balop prints, ad mats, publicity stories, pictures
and merchandising ideas.

It adds up to this: The NBC TV Film Program Plan not only delivers the Programs — but
helps actively to sell them and to build audiences for them. It is the first and only Program-

to-Profit Plan in Television.

: - e " . - .
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and here are the other two programs now available

in the NBC PLAN
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VARIETY MUSICALES. A unique series of 100 e N e B 7T N

musical interludes—running about 3 minutes )
each—ranging the entire gamut of musical en-
tertainment. From popular to classical—from
Latin to Hawaitan—from harp and piano duets

to vocals.

Produced in England and featuring unusually
gifted talent, these 100 program spots were
selected from among nearly 1000 subjects and
are tops for tunefulness, showmanship, pro-

duction and general appeal.

The series may be leased on a yearly basis and
used as desired for maximum programming

value,

GOING PLACES WITH UNCLE GEORGE.
Ghost towns of the Golden West—Switzerland
and skiing — Africa of the headhunters — the
Lands of Columbus—Uncle George goes every-
where and takes the kids (and grown-ups)
with him.

Here’s a series of 26 programs — 10 minutes
each — built on an adventure-explorer format
which is educational in an entertaining and ex-
citing way. And Uncle George (Hollywood’s
Dick Elliott) is just the man to do it.

Produced for the younger audience, this pro-
gram series will have wider appeal—including

a4 sponsor.

write, wire or phone n

NBC-TV
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NE TWORK SALES Gross Tops $20 Million in 1950

TABLE 1

NATIONAL advertisers during the
first nine months of 1960 purchased

more than $20 million worth of time TV ADVERTISERS IN SEPTEMBER 1948, 1949 AND 1950*

No. of Advertisers

COMMONWEALTH

(at gross rates) on three TV net- Reporting oca

works—ABC, CBS and NBC—ac- ' Markets  Stotions Network Spot Retail Total Currently Sorving Lhe

cording to figures compiled by Pub- ;:::: 3 pe a2 n AL ‘.ﬁf e "Mation's Leading TV Stations

lishers Information Bureau. Sept. ‘50 59 100 126 801 2,903 3,830 Oiters the Following
Although the freeze on the con- * SOURCE: Rorahaugh Report on 1V Advertising

struction of new video stations con- . . . T'H' F I LM PA'E HAE E 5

tinued through the year, these ex-
penditures, were more than three
times the $6,461,492 spent for net-
work time on all four TV networks
—DuMont figures were reported in

$1,388,5609 (before discounts) for
time, according to BROADCASTING ®
TELECASTING’s calculations from
the PIB reports on time expendi-

TABLE 2

TOP TEN TV NETWORK®* ADVERTISERS
IN SEPTEMBER 1950

R

=

26 company

1949 but not this year—during the tures for individual programs. R. 1, ford Motor Co................ $189,790 §
same period of last year, represent- J. Reynolds Tobacco Co, ranked 2. P. torillord Co. ............. 147,277 ¢ FEﬁTu RE PHDGHAM 5
ing an inecrease of 221.5%, to be second with network time purchases 3. National Dairy Produets Co. ... 134232 with such stors o
exact. For September alone, the of $1,069,925, only other video net- 4. Anchor-Hocking Glass Corp. ... 125720 Paulette
1950 month's gross’ TV network work account to top the million- % ﬁ:,'ls"‘"i“""°"""'"" Co...nn ':;'75’ E Barbaro GS‘I'?DNW
time sales totaled $3,616,897, up dollar mark for the nine-month ' ! J“Roy:rc'!’l.(!l.‘l.‘;;;;;-é; """ 96:‘1,:: 3 STANWYCK e
225.6% from the $991,262 gross Qeriod. Top 10 TV network adver- g pen” . "7 94,094 Robert STEWART
for September 1949. tisers .for Septembe:: 1950 and for 9. American Tobacco Co. ....... 92,758 YOUNG Merle

Comparable increases in the use the mxge-month pe.nod_, and their 10. General Foods Corp. ....... 91,090 Jimmy OBERON
of television for advertising pur- ¢xpenditures for time, are shown . DURANTE

8 . g P in Table 2 TOP TEN TV NETWORK* ADVERTISERS Claudette Melvyn
poses occurred in the spot and loca]l 1 180l = T AT T - ERT DOUGLAS
use of this medium, according to JWT Leads rord MA Ac i ” 1,388,509 CC:::“ Raymond
- Tat 3 + FOF otor Co. ....... favans » -

data collected by N. C. Rorabaugh Leading advertising agency in "R, J. Reynolds Tobacis Con .. 1069925 BENNY MASSEY

Co. from the nation's TV stations.

standpoint of TV network time pur-

1
2
These compilations do not report chases for the January-Seplember o uiowt bairy Freduch Cor.. 930047 &
on the expenditures of advertisers period of this year is J. Walter 5. General Motors Corp. ..... 551:054 F TGP
for video time but they do show Thompson Co., which bought $2,- 6. Liggstt & Myers Tobacco Co... 647,490 WESTERNQ
that the number of advertisers 327,972 worth of network time at 7. REA .. ....... 9000000000008 630,015 a
sponsoring spot video campaigns gross rates for its video clients, 8- ghn:omlcFoodl Corp. vvvnnnn. 59:,2:; featuring I
increased from 337 in September according to BROADCASTING ® TELE- ¥ Phiko Com. .............. 558.5
1949 to 801 in that month of 1950, CASTING’s compilation of PIB data, '® American Tobacca Co. ... gl THE RANGE BUSTERS

a gain of 183.2%.

Local Gains

Local video advertisers during
the same year interval increased

Three other agencies also showed
expenditures for TV network time
in excess of $1 million during this
nine-month period: Young & Rubi-
cam, with gross time purchases of

* ABC, CBS and NBC TV networks, DuMont
not reporting. '

SOURCE: Publishers Information Bureav.

from 1,141 to 2,903, a gain of $1,619,106; William Est . * . *
; y Co., with

154.4%. Ngtwork TV sponsors $1:252:085, and Kudner Agency

numbered 59 in September 1949 and Ay $1,051,704. Top 10 video net- TABLE 3

‘126 in the same month of 1950, an
inecrease of 113.6%.
How spectacularly TV advertis-

work time users among agencies
are listed in Table 3.
Smoking Materials — cigarettes,

TOP TEN AGENCIES IN TV NETWORK* TIME
PURCHASES DURING JANUARY-SEPTEMBER

ing has grown is shown even more |[ighters, pipe tobaccos—was the 1950

clearly when the September ﬁgur:es leading class of product advertised 1. J. Walter Thompson Co...... $2,327.972

for this year are contrasted with on the three TV networks during 2. Young & Rubicam ........ 1,649,106

those for September 1948, when the first three-quarters of 1950, . 3 William Esty Co. ........... 1.:252,085 f 3

there were 21 network advertisers, with gross time purchases of 4 Kudner Agency ........... 1,051,704

119 spot and 236 local users of TV §3,704,056. Foods ranked second, & feen & Mt i sovore MRV 0

time. Percentage increases over psing $3,232,607 worth of video 7. Kenyon & Eckhardt ... . 760,819 VARIET

the two-year span were 500.0% for petwork time and Automotive Prod- 3. gap0 . o 743,692 ETIES

network, 573.1% for spot and yets third, with $2,986,938. Full 9. Maxen .................... (ALEEW 1210 min coch = featuring SO““D
1,130.1% for local TV advertisers product class breakdown, with Sep-  10. Cunningham & Walsh ....... 647,490 MOREY

(see Table 1).

Ford Motor Co. is the top pur-
chaser of TV network time for the
first nine months of 1950, spending

tember 1950 and the nine-month
period of this year compared to
the same month and period of 1949,
is shown in Table 4.

* ABC, CBS and NBC TV networks, DuMont

not reperting.
SOURCE: Publishers Information Bureow.

AMSTERDAM (e

» * - » *
TABLE 4
GROSS TV NET WORK TIME SALES FOR SEPTEMBER AND JANUARY-SEPTEMBER 1950*, COMPARED TO 1949 BY PRODUCT GROUPS

Sept. Jan.-Sept. Sept. Jan.-Sept. Sept. Jan.-Sept. Sept. Jan.-Sept.
Product Group 1950 1950 1949 1949 Product Group 1950 1950 1949 1949
Apparel $107.353 § 514,244 $9,020 $171,579 Publishing & Media  ....... 152,401 24,998 110,267
Automotive & Accass. 386,552 2,986,938 69,988 539,948 Radios, TV sefs,
Beer, Wine & Lliquor 66,031 798,384 6,326 108,144  Phonographs, Musical
Bldg. Munriul.: o 29,180 43830 ...... ...l anm-im;m I‘Acuu. 317,650 1,943,618 178,582 1,260,669
Confections etail Stores :
S e I A e s mmlL AR e e
< er Sarvices & 183 ..l J moking terials 5 794,056 8 1,344,810
Brogs & Remedies 30885 165,495 31,950 96,600 . Soups, Cleansers & ;
Food & Food Praducts 639,303 3,232,607 90,184 598,056  Polishes 66,075 276,945 14,520 53,000 [T
Gosoline, lubricants & Sporting Goods & Toys 14,670 14,870 680 35,345
Other Fuels 149,248 787,438 35479 341797 Toiletries & Toilet Goods 348,082 1,942,395 21,950 95,600
Ivlcwm:»lmroE PO 1146 ... el Miscellanecus 1,080 804 ... ...,

ip.
o tngd Eauip 249078 1,183,836 33910  217.8%0
Household Fumishings 128,175 1,279,551 69,350 2,800  Total $3,516,897 $20,880,815 $991,262 56,461,492
. Industrial Materials 130,520 ‘3.757 SRR aonca

JCW"’\E in. Statione 42,395 ,691 1 ' * ABC, CBS ond NBC TV network figures, DuMont not reporting. .
s Suppiies T 13230 1323% 3040 3040  SOURCE: Publishers Informatien Bureou. T ————
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Rorabaugh Reports
On October

(Report 140)
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NUMBER OF ADVERTISERS BY PRODUCT GROUPS

TELEVISION advertising in Octo-
ber fell into the swing of fall busi-
ness with a rush, increasing 17.7%
in total advertisers over September
and hitting new all-time highs in
the number of network, spot and’
local users of the medium. There
were 4,509 firms placing TV busi-
ness during Oectober, according to
the latest Rorebaugh Report om
Television Advertising.

Largest percentage gain was
made in the network field which
had 158 advertisers in October.
This was a gain of 25.4% over
September’s 126. Spot gained
12.69% in total advertisers and re-
corded 902 in October. Locally
there were 3,449 firms placing bus-
iness, up 18.8% from September.

Network figures in the Rora-
baugh reports cover the entire
month and are reported by the
networks’ headquarters. Spot and
local figures are furnished by the
various stations and cover the week
Oct. 1-7. There are six stations
which are not included in the spot
and local figures.

From October 1949 the total
number of television advertisers
has increased 138.4%, going from
1,891 to its present 4,509. Network
advertisers over the period gained
107.9% while spot increased 166.1%
and local business jumped 143.6%.

With 158 network advertisers
during October, there were 197
accounts. {(The sponsor of any
given program is considered an

. Agriculture & Forming

pparel, Fostwear & Atcess.

Avuts ive, A ive Equip. & A

. Beor & Wine

. Building Material, Equip. & Fixtures

Confectionery & Soft Drinks

Consumer Service

Construction & Conftractors

Drugs & Remediss

. Entertoinment & Amusements

. Food & Food Products

. Gasoline, Lubricants & Other Fusls

. Horliculture

. Housshold Furnishings, Equip. & Supplies

. Industrial Materials

Insurence, Banking & Rea! Estate

Jewelry, Optical Goods & Comeras

18. Office Equipment & Supplies

19. Publishing & Media

20, Radios, TV Sets, Phonogrophs, Musical
Instruments & Access.

21, Retail Stores & Shops

22. Smoking Materials

23. Saaps, Cleansers & Polishes

24, Sporting Goods & Toys

25. Toiletries -

26, Transportation, Travel & Resorts

27. Mharlun-o\u

TOTAL

PPN N AW

[N
AW ON

NS

Network  Spot Lacal Total
2 10 12
9 37 210 256
17 18 396 431
7 133 &5 205
ba 3 120 123
7 as &6 171
1 12 227 240
oo 14 14
4 26 31 61
Q0 oo 62 62
28 259 562 849
7 22 48 77
1 12 13
18 g4 614 716
1 5 24 30
2 [] 165 173
4 18 79 101
3 21 24
15 1] 45
10 13 230 253
.. 2 247 M8
9 24 9 42
7 43 7 57
2 5 38 45
14 44 17 75
0o 22 13
3 17 145 185
158* 902 3,449 4,509

*Excludes two network occounts which appear in both classification 6 and 11.

*

“account.” An advertiser sponsor-
ing more than one show is counted
for each one.}) In the number of
accounts shown CBS-TV took top
honors with 71. NBC-TV had 68,
ABC-TV 39 and DuMont 19. )
In number of stations used,
Philco Corp. was shown as the
largest network advertiser during
October. The firm bought 60 NBC-
TV stations for its hour-long
Philco TV Playhouse every Sunday
night. In second place for number
of stations bought was RCA which
placed Kukla, Fran & Ollie on 57
NBC-TV stations for a half-hour

]

on Monday and Friday evenings.
There were 18 accounts which re-
portedly bought 50 or more stations
for their network programs.

In the spot field, the largest ad-
vertiser in number of stations pur-
chased was 0'Cedar Corp. which
placed its schedule on 79 outlets,
Second place account was Pontiac
Motor Div. of General Motors. The
firm had spot business on 74 sta-
tions. Bulova Watch Co. had the
third largest number of stations
on its schedule—72. There were
15 accounts which reportedly

(Continued on page 90)
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City Qutlets On Air Sets in Arso  City Outlets On Air Seots in Area
Albuquerque KOB-TV 5,700 I.ouisvi!!- WAVE.TV, WHAS-TV o~ 60,250
Ames WOLTV 26,258 Memphis WMCT 60,176
Atlanta WAGA-TV, WSB-TV 67,800 Miami WTV) 42,500
Baftimore WAAM, WBAL-TV, WMAR-TV 240,476 Milwavkes WIMI-TV 176,989
Binghamion WNBF-TV 27,154 Minn.-St. Paul KSTP-TV, WTCN-TV 163,400
Birmingham WAFM-TV, WBRC-TV . 27.500 Nashville WSM-TV 2,600
Bloomington WTITV 11,340 New Haven WNHC-TV 109,700
Boston WBZ-TV. WNAC-TV 580.295 New Orleans WDSU-TV 41,053
Buffalo WREN-TV 149,331 New Yo WABD. WCBS-TV, WIJZ-TV, WNBT
Chariotte WBTV 43,504 WOR-TV, WPIX 1.720,000
Chicago WEKB, WENR-TV, WGN-TV, WNBQ 479 417 Newark ATV Inc. in N. Y, Estimate
Cincinnati WCPRO-TV, WKRC-TV, WLWT 20%,000 Norfolk WTAR-TV 39,950
Cleveland WEWS, WNBK. WXEL 349,319 Oklahoma City WKY-TV 54,633
Celumbus WBNS-TV, WLWC, WTVN 114,000 Omaha KMTV, WOW.TV 48,509
Dallas, Philadalphia WCAU-TV, WFIL-TV, WPTZ 695,000
Ft. Worth KRLD-TV, WFAA-TV, WBAP-TV 82,544 Phoenix KPHO-TV 17,400
Davenport wocC-Tv 27,962 Pit'sburgh WDTV 150,000
Quod Cities Include Davenport, Moline, Rock Ise., E. Moline Providence WJAR-TV 95,560
Dayton WHIO-TV, WLWD 140,000 Richmond WTVR 47,363
Deiroit WJIBK-TV, WWJI-TV, WXYZ-TV 355,504 Rochester . WHAM-TV 56,205
Erie wicvu 41.350 Rock Island WHBF-TV 27,952
Ft. Forth- 82,544 Quad Cities Include Davenport, Moline, Rock Ise., E. Moline
Da'las WBAP-TV, KRLD-TV, WFAA-TV Salt Loke City KDYL-TV, KSL-TV 31,500
Grand Rapids WLAV-TV 82,972 San Anionic KEYL, WOAI-TV 33,659
Greensboro WFMY-TV 20,598 - San Diego KFMB-TV 64,000
Houston KPRC-TV 52,103 Son Franciseo KGO-TV, KPIX, KRON-TV 114,686
Huntington= Schenectady WRGE - 116,100
Charleston WSAZ-TV 29,000  Albuny-Trey
Indionapolis WFBM-TV 102,000 Seattls KING-TY 50,100
Jacksonville WMBR-TV 22,000 S$t. Louis KS$D-TV - ,300
Johnstawn WiAC-TV 45,025 Syrocuse WHEN, WSYR-TV 80,923
Kalsmozoo- Taledo WSPD-TV 57,000
Battle Cresk WKZO-TV 53,589 Tulsa Koty 48,150
Kansas City WDAF-TV 73,545 Utica-Rome WKTV . 27,900
Lancaster WGAL-TV €8,474 Washington WMAL-TV, WNBW, WTOP-TV, WTIG 188,585
Lonsing Wilm.Tv . 32,500 Wilmington WDEL-TV 50,855
Los Angeles KECA-TV, KFI-TV, KLAC.TV, KNBH
KTLA, KTSL, KTTV 796,865

Tota! Markets on Aijr 63

Editor's Nota: . Totals for each market represent estimoted sets within televiewing area.

Stations on Air 107

Estimated total Sets in Use 9,155,000

Where coverage oreas overlap set counts may be

partially duplicated. Sources of set estimates are hased on data from dealers, distributors, TV Circulation committees, eleciric companies and
manufacturers, Since many uare compiled manthly, some.may remain h din ive i

approximate.

ies. Yotal sets in ail areas is necessarily
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Based on latest authentic measurements,
—~ WSB-TV delivers a greater audience

at materially less cost per thousand set-homes
than any other television station

in the South!

Ask your Petry man
to show you the
latest ratings

hN

¢
AN / ’
Affiliated with The Atlanta Journal and The Atlanta Constitution

NSNS ;
PN
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IF YOU'RE telecasting a five-star
general and the yellow in one of
his decarations shows up as if illu-
minated by a small electric bulb,
his presence may well cast a hu-
morous reflection on an otherwise
austere occasion to the embarrass-
ment of all. s

Not so amusing is the lighted
matceh which looks like an atomic
explosicn on television.

The industry may take heart,
however, in the knowledge that,
while wvideo lighting wrobably has
not kent pece with other facets of
the hurgeoning electronics giant,
the Dent. of Army is conducting
gsome basie research into these trou-
b'esoms problems.

The Army’s Program Review &
Analyseis Division has been looking
into the reproduction of various
colors in black-and-white trans-
mission—the problems, methods
and materials, and personnel re-
quirements and show techniques—
and hak come up with a Graphies
Report which throws considerable
light on a “gray” subject.

Whils the report is designed pri-
marily as. a training aid, it may
well have widespread applications
throughout the industry. The re-
port was compiled by Charles de
M. Barmes, civilian chief of the
Presentntion Section, with reserve
rank of major, at the request of
the Army’s Training Aid Section
G-3.. NBC-WNBW (TV) Wash-
ington and New York personnel
furnished assistance and data, as
did other groups.

“Television cameras today are
trained on persons, backgrounds
and objects that are colored,” the
report motes after dismissing the
early possibility of commercial
color television. “The first prob-
lem is to establish what can be ex-
pected from the colors of everyday
life when they are submitted to
the camera for telecast. Like pho-
tozraphy, television has a few idio-
syncrasies of its own. . .. It should
be understood that all colors do not
reproduce on television in tones of
gray wilh the same tonal value to
which the eye is accustomed.”

* * *

URING graphics experiments

at Sands Point, Long Island,
N. Y., Kr. Barnes noted that pure
black lenves a “ghost,” or a lighter
duplicate: of the image alongside,
and recemmended that black and
white in [their pure form be avoided
in the preparation of graphics for
telecastihz. The most satisfactory
tones have been grays, he "adds,
advocatizg what he calls “con-
trolled gray.”

Using| black and white water

Page 64 | ® December 4, 1950

- -What Are Best Colors, Materials

TABLE |

No. 1 Gray (very light)
No. 2 Gray (graduclly darker)

....33 parts white to 3 parts black
....35 " "

No. 3 Gray ( - ¢ ) L 20 ” "

No, 4 Gray ( * Y 10 " "

No. 5 Gray (very dark) ............. . 6 ! ”
e

colors, the report takes five shades
of gray, ranging between ‘“very
light” and “very dark,” mixed
from set proportions (see table I).

In further tests, it was noted the
grays appear lighter if surrounded
by black and white. There was no
indication of a “ghost” after any
of the tones.

Transmission of color for mono-
chrome reception—another phase
of the Barnes study—presents
numerous problems, the report
concedes, as it delves into the rela-
tionsghip of colors to the five basic
grays based on extensive work by

RCA in New York.

Taking six colors—red, orange,
chrome yellow, green, blue and
purple—and tracing the tints in
five steps with use of cold water
paints, the report concludes that
colors have better gray values than
grays achieved from straight black
and white mixtures.

Some specific conclusions drawn:

@ Red becomes black when
photographed. On television it
turns a dark gray.

@® Blue generally goes pale or
washes out completely in photog-
raphy, assuming no filters are
used. When telecast it is as dark
as red in the first step and becomes
gradually lighter until it becomes
a No. 2 gray (two steps from be-
coming & white).

@ Chrome yellow evolves as a
No. 3 gray, and following steps
blend all the way out into No. 2
grays.

@ Green prior to mixing with
white is a No. 5 or very dark gray
and gradually goes through the
scale to a No. 2 gray. Tones
achieved with green are very soft
and “seem much more satisfactory
than just grays mixed from black
and white.”

@ Purple has “wonderful qual-

ities” of black in the No. 5 gray,
and gives “nice” No. 1 and 2 grays.

The report adds the reservation
that conclusions are subject to
change when these colors are mixed
from pigments put out by different
manufacturers, and different TV
cameras will have their “correc-
tive” effects, too.

NBC uses a soft olive green
background on many advertising
and announcement cards. “Yellow
can look very brilliant . , . purple
very black and it can be deduced
that better gray effects can be
achieved from colors rather than
straight mixtures of black and
white grays.”

A portion of the text also is de-
voted to lettering with four sugges-
tions put forth. Lettering should
be (1) appropriate to the subject;
(2) good type; (3) not too small,
too crowded or too open faced; (4)
and complicated background de-
signs should be avoided.

* * *

R. BARNES suggests that for

a telecast of early American

battles against the British, a “nice

clean Old English would be good,”

while, on the other hand, Gothic

lettering would be better for a tele-
cast on modern weapons.

“Care should be taken to use
nothing but the best lettering on a
card to be telecast,” -he emphasizes.
“Amateurish lettering is quickly
recognized and seldom achieves its
objective.”

A title can be reproduced on a
2" by 2" slide for super imposition
on a picture or a moving picture
going out over another cameéra
(table II).

With respect to use of models or
miniatures, RCA recommends that
a ratio of three to four times larger
than an average screen (121% inch

e e
TABLE 1l

Art Work Dimensions work. Small margins will generally

Type Size  Copy Area result in possible “shooting over’” or,
Flip Cards = ..11x14 7 x 9V in other words, showing the edge of
Display Cards . .20 x 30 15x20 the card. Text can be made with a
Display Cards ..30x 40 22 x 30 hot press or clear acetate and super-
M'ch'ical Crawl 72 x 10 6x 8 imposed on appropriate background.

Note—It is advisable to leave plenty
of space all around the text or art

Both are recommended for clean

appedarance.

tube) be adhered to “for more ef-
fective shots.”

The best size for use of slides on
television is 2” by 2” embracing
33mm inserted between two pieces
of glass which are bound together.
Actual aparture is 23mm by 33mm.
Slides 3%” by 13%” with a usable
space of 2% ” by 314" are “not very

-satisfactory, because they show too

much contrast at the reception,”
according to Mr. Ba¥nes.

A section on “mechanical de-
vices” touches on such items as
the drum or crawl, turntable, me-
chanical books, slotted box, and
flip boards—all usable to display
articles or text. -

* ¥

HE Army Dept. feels that the

application of information de-
tailed in the report could be ex-
tended to cover such subjects as
aircraft identification, air-raid
warden training, security, evacua-
tion of cities, riot duty, first aid,
atomic warfare, radar defense pro-
cedures, and defense against chem-
ical and bacteriological warfare.

Of immediate import, the Army
notes that television screens could
be installed in messhalls, recreation
centers, barracks, study rooms and
other quarters.

“Close teamwork and cooperation
must exist between the engineers
responsible for putting (training)
shows on the air and the program
director who plans and directs the
program if any degree of quality
is to be achieved,” Mr. Barnes feels.

Meanwhile, the Army is prepar-
ing some 35mm film slides which
will serve as division insignia.
They will be distributed to televi-
sion stations throughout the coun-
try. The slides are expected to in-
corporate some of the improve-
ments over cards used originally
by the service during its 26-week
experimental video version of the
Armed Forces Hour on NBC-TV
earlier this year.

In preparing the report Mr.
Barnes had the assistance of Maj.
Robert Keim, USAF, Defense.
Dept.’s Radio-TV branch, and Lt.
Benjamin Greenberg, USN. Con-
tacts were made with NBC New
York's Art Dept. and NBC Wash-
ington, as well as with officers of
the Naval Photographic Center, the
Navy's television unit and the
Army ‘Signal Corps.

DON GOOD Inc., S. Pasadens, Calif.,
produces five new TV products: Tele-
pass (TV high pass filter), two variable
Teletraps and two variable TVI traps
(one high and one low band).
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NEW YORK

" ONE OF A SERIES FEATURING THE MEN WHO MAKE FREE & PETERS TELEVISION SERVICE

From AM
to TV!—

RopERT J. McNavanA!

(Another F& P TELEVISION Specialist)

After a man has graduated from college
and put'in two years doing surveys of large
commercial institutions, then worked up to
assistant sales manager of a great “in-
dustrial,” then had two years in F& P’s
radio sales — after all that, we figured he
ought to make a darned good man for our
television department. And Bob McNamara
has done just that, since 1948. . . .

As a matter of fact, Bob is pretty typical
of all our good men, here in the television

ATLANTA

CHICAGO

end of F&P. Some of us got our earliest
training in radio stations, newspapers and
other media — some of us in networks.
But all of us had successful records even
before joining F & P's TV sales . . . knew
what it takes to do a job for our customers
and ourselves.

That’s another reason, we suppose, why
we’re continuing to break our records, year
after )}ear, here in this group of pioneer
radio and television station representatives.

2B & PETERS, INC.

Pioneer Radio and Television Station Representatives Since 1932

DETROIT FT. WORTH

HOLLYWOOD

Four years, Cornell University

Two years, Fidelity & Casualty
Co. of N.Y.

Three years, Phelps Dodge Copper
Products Cerp.

Three years, U. S. Navy I
Free & Peters (New York Office)

since June, 1946

EXCLUSIVE NATIONAL
TELEVISION
REPRESENTATIVES
DAVENPORT WOC.TV»

{Central Broadcasting Co.—
WHO-WOC)

FORT WORTH-DALLAS WBAP-TY*
(STAR-TELEGRAM)
LOUISYILLE WAVE-TY*
(WAVE, Inc.)

MIAMI WwWTVS

(Wometco Theatres)

MINNEAPOLIS-ST.PAUL WTCN-TY
[DISPATCH-PIONEER PRESS)

NEW YORK WPIX

(THE NEWS)

ST. LOuls
(POST-DISPATCH)

KSD-TY*

SAN FRANCISCO KRON-TY+
{THE CHRONICLE)

*Primary NBC Affiliates

SAN FRANCISCO
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Building

Toast of
The Town’

Audience

THERE’S no werry about competition
amorg this group of executives. Ex-
hibiting pleasure at the consistently
high rating of Toest of the Town are
{l to r):}oseph G. Lewis, eastern re-
gional manager, Lincoln-Mercury Div,,
Ford Motor Co.; Frank Stonton, presi-
dent, CBS; William B. Lewis, viece
presidznt| and accpunt supervisor on
Lincoln-Mercury, Kenyon £ Eckhardt;
‘Ed Sullivan, m.c. of show; R. F. G.
Copeland, advertising and sales pro-

metion manager, Lincoln-Mercury
Div.; Dwight Mills, president,
Kenyan & Eckhard:.

BY ED SULLIVAN

Dear Ed.

The family lilced your show so much that we bought a new 1950
Mercury. We bought it Saturday at the Eastman Motors in
Greenwich, Conn. Mr. Richards sold it to us. Boy.is it neat.
It is Trojan Grey in color. It has everything you advertise in
it. I sure wish I could drive it, but at present I am only nine
and a half. My two sisters drive. One of my sisters, who s
a cheerleader, met you one night at the athletic dinner at Port

Chester High. My mother’s name used to be Bea Smith and -

my uncle Bob both used to go to school with you.

I hope I can meet you some day.
Your faithful televiewer

(Signed) Kenny Whitham

44 Windsor Rd.
Port Chester, N. Y.

HIS is the kind of letter, although few of them from such young
fans, which has made our Lincoln-Mercury Dealers’ Toast of the
Town series such a rewarding experience to myself and all connected

with the show.

Some people still don’t seem to
believe that TV seils products,
From our experience on the show,
there is no other conclusion to be
reached. However, and equally
true, a TV program has to be
merchandised. That’s why my
travel time is piling up with trips
to Lincoln-Mercury sales areas, ap-
pearances in TV cities and promo-
tions wherever promotions make
sense.

They told me when I started for
my current sponsors that aute

*
dealers were tough men for an en-
tertainer. They wanted results the
next day. Well, when the show-
rooms began buzzing on Monday
mornings, the dealers weren't slow
in letting us know their feelings of
delight and appreciation. Dealers
aren’t tough—they’re just realistie.

Some time ago, Bill Lewis of
Kenyon & Eckhardt called a meet-
ing in his office to discuss a new
series scheduled for a competitive
network. Since the battle is on at
present, and everybody in the busi-

TYPICAL merchandising methods
used by Ed Sullivan for Toast of the
Town dare: LEFT PHOTOQ: Mr. Sullivan
takes a day off from show business
te personally run a 1950 Mercury
through the Ford Test Track in Dear-
born, Mich. Decked out in arctic
attire, he examines the car in Ford’s
55° below zero “‘icebox.”” CENTER
PHOTO: With Benson Ford, vice
president of Ford Motor Co. and gen-
eral manager of Lincoln-Mercury Div.,
the TV star takes a look at the 1950
Mercury convertible which was the
official pace car in this year's 500-
mile race at Indianapolis. RIGHT
PHOTO: Meeting local! dealers is a
main feature of the campaign. Here
Mr. Sullivan emcees the first post-
war auto show in Silver Spring, Md.
With him are Maryland’s Gov. Prestan

Lane and Singer Joby Reynolds.

* on %
ness seems interested in the out-
come, it might be wise to tell you
of the strategy of that meeting.

We feil that the hold of Toast of
the Town on viewers was a strong
end potent one. The burden would
be on the opposition to crack and
hold our audience.

Secondly, we knew our talent
lineup for the fall and winter
months was the strongest any show
might offer. Such names as Gloria
Swanson, Lauritz Melchior, Mar-

(Continued om page 88)




BURNS & ALLEN
sponsored by
Carnation Co., a

CBS Package Program
that has scored

the outstanding hit
of the new season.
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LOS ANGELES

TELEVIEWING

IS UP

TelePulse reports for Los Angeles
reveal a consistent increase in the

level of homes using television
since October, 1949,

TV Homes
Using Television

Noon to Midnight

October, 1949 19.9
December, 1949 22.9
February, 1950 26.0
April, 1950 29.0
June, 1950 30.5
August, 1950 28.7
October, 1950 314

For Information and

other Telefacts

ASK THE PULSE

THE PULSE, INC.
15 West 46th Street
New York 19, N. Y.




THE FRANK SINATRA SHOW
one half-hour still
available ... a new

CBS Package Program

with one of the
outstanding figures
in all show business.




DIRECTORY OF TV STATIONS OF THE UNITED STATES

(Data corrected to December 1, 1950)

City
Call Letters
Established

BIRMINGHAM

WAFM-TV
1949

WBRC-TV
1949

PHOENIX
KPHO-TV
1940 -

Channel
Power

Ch. 13
210-216me
13.8kw-aur.;
26kw-vis,

Ch. 4
86-72me
7.2kw-aur.;
14.5kw-vis.

Ch. §
T6-82me
8.Tkw-aur.;
17.5kw-vlis.

LOS ANGELES

KECA-TV
1949

KFI-TV
1948

KLAC-TV
1948

KNBH
1949

KTLA
1942

KTSL
1931

KTTV
1949

SAN DIEGO

KFMB-TV
1949

Ch. 17
174-180me
14.7kw-aur.;
29.4kw-vis.

Ch. 9
186-192mc
15.7kw-aur.;
31kw-vis,

Ch, 13
210-216me
16.22kw-aur.;
30.8kw-vis,

Ch. 4
66-T2me
8kw-aur.;
15kw-vis,

Ch, §
76-82mc
15kw-aur.;
0kw-vis,

54-60mc
1l4kw-aur.;
22.75kw-vis.

16.6kw-aur.;
31.5kw-vis.

Ch. 8
180-186me
20.2kw-aur,;
20kw-vis.

SAN FRANCISCO

KGO-TV
1949

KPIX
1948

KRON-TV
1949

NEW HAVEN
WNHC-TV
1948

Ch. 7
174-180me
13,7kw-aur,;
25.4kw-vis.

Ch. 5
76-82mce
15.4kw-aur.;
29.9kw-vis.

Ch. 4
66-72mc
T.7kw-aur.;
14.5kw-vis.

Ch

-Bamc
95Tk w=aur.;
1.82kw-vis,

Name of Licensee
Headquarters Address
Telephone Number

Voice of Alabama Inc.

701 Protective Life
Bldg.

3-8116

Birmingham Bestg. Co.
WBRC Bldg.
54-6731

KPHO Bl

Phoenix B‘;:gstg. Co. Inc
47367 )

American Bestg, Co.

ne.
ABC Television Center
Normandy 3-3311

Earle C. Anthony Inc
141 N, Vermont Ave.
Dunkirk 2-2121

KMTR Radio Corp.

1000 N. Cahuenga Blvd.
Hollywood

Hudson 2-7311

National Bestg, Co.
500 N. Vine, onywood
Hollywood 9-6161

Paramount Television
Productions Inc.

5451 Marathon St.

Hudson 2-2301

Don Lee Bcstg System
1313 N. V.
Hudson 2-2133

KTTV Inc.

Nassour Studios
9746 Sunset Blvd.

Hudson 2-7111

Jack Gross Bestg.
1375 Pacific Blvd.
Main 2114

Co.

American Bestg. Co.
155 Montgomery St.
Exbrook 2-6544

T}}e Associated Bestrs,

Mark Hopkins Hotel
Exbrook 2-4567

The Chronicle Pub. Co.
901 Mission St.
Garfield 1-1100

Elm City Bestg. Corp.
1110 Chapel St.
6-9826

Telecasting ®* BROADCASTING

Network

ABC

CBS

Radio Sales
DuMont
NBC
Raymer

ABC, CBS
NBC
DuMont
Petry

Executive Abbreviations
Owmner o; Pres. p; Exec. vp evp; Gen. Mgr. gm; Sta, Mgr. sm; Coml. Mgr. Transc. Library

¢m; Sales Mgr. slm; Prog. Dir. pd; Chie
Representative Prod. Mgr. pdm; News, Farm, Sports or

ALABAMA

E%gorton, chmn. of
Thad Holt, p, treas. &
gm

Eloise S. Hanna, p
G, P, Hamann, gm

ARIZONA

John C. Mullins,
Ronald C. Oxfor

pd

, m &

CALIFORNIA

ABC
ABC Spot
Sales

Petry
Katz

NBC

Raymer

DPuMont
Blair TV

CBS
Radlo Sales

ABC, CBS
NEC
Branham

ABC
ABC Spot

CBS, DuMont
Katz

NBC
Free & Peters

Robert E. Kintner, p
{ABC)
Frank Samuels, vp &

WFT{. McDaniel, em
John I. Edwards pd

Earle C. Anthony, p
George A. Whitney,

gm
Haan J. Tyler, m

(Mrs.) Dorothy Schiff,

B o
Don J. Fedderson,
evp. gm
Josepth. McConnell,

(NBC) p
Sidney N. Strotz, vp
Western Div,

Thomas B, McFadden,
gm

Paul Raibourn, p
Klaus Landsberg, gm
Harry Maynard, cm
Gordon Wright, prod.
coordinator

Willet H. Brown, p
C}_R;‘Ies Glett, vp chg

Norman Chandler, p
Harrison M. Dunham
£m

Jack O. Gross, p & gm
W. 0, Edholm, gm

.Robert E. Kintner,
p (ABC)
Gayle V. Grubb, gm

Wesley I. Dumm, p
Philip G. Lasky, vp &
gm

George Cameron._I%
Harold See, d of

CONNECTICUT

ABC, NBC

Patrick J. Goode, p

CBS & DuMont James T, Milne, gm
Katz

C. P. Persons Jr., cm
Lionel F. Baxter, pm
James L. Evans &

Don D, Campbell, ¢m
M. D. Smith, pd

Gil Lee, cm
George L. McClarathon,
ce

P. G. Caldwell, ce

Ernest Felix, asst
treas. & office m

E. Carlton Winckler,

TV pmm

John Bradley, cm
Kenneth Higgins, pd
H. L. Blatterman, &

?avid E. Lundy, gslm R. W. Conner, d of

red Henry, pd
Jack Miller, prom. m

Donald A. Norman,
slm

Robert V. Brown, pd
Robert W. Clark, ce
Richard R. Eisiminger,

adv. & pmm

Gordon Minter Sr., dir.
Raymond M. Moore Sr.,

eng.
Charles Theodore,
studio oper. sup.

Cecil Barker, exec,
prod.

Mar}l: Finley, d of pub,
rel.

Robert Hoag, slm

Frank G. King, cm

Robert M, Purcell, pd
Joseph Conn, ce

Al Flanagan, pd
Thornton Chew, ce

Vincent Francis, em
Maury Baker, adv,
pmm & publ, m

Sanford Spillman, pd
Cogn M. Selph, vp chg.
[

Patrick Crafton, pd
Norman Louvau, cm

Vincent Callanan, slm
Alde De Dominicas,
secy-treas.

Eng. ce;
omen’s

TOM.

Mgr.

bir. nd, fd, sdl,)

H News Service
wd, Transmitter Make

Norman 8. Hurley, INS
ce RCA
Ernest H. Mitchell
r., bus. m
G, P. Hamann, ce INS
DuMont
AREEERc00aE00
DuMont
Edward B. Hullinger, ......c..ccceceene
publ. m AP, UP, INS
Richard A, Moore,
asst. gm TV opers.
Curtis N. Mason, co- e raesee
ce AP, UP
Charles E. Hamilton, RCA
d of pub. ser.
engrg. UP, INS
Robert Pelgram, press ‘Thesaurus
MEr. , UP,
Robert Guggenheim RCA
Jr,, m film opers.
John Silva, remote Telenews
o er. su, EI uP
erald uller, lm  Acme
Harold Jury, ce feesserennannene
Don Hine, rod. AP, INS
Harry R. Lubcke, d RCA
TV research
John Urba, pmm A00006ABA000000600
AP
RCA
Bill Fox, pdm easeaaniiniees
AP, INS
GE
Bloyce Wright & Cesensieeis 000
przxm = AP, UP, INS
A. E. Evans, ce
+
R. A. Isberg, ce Telenews
. AP
RCA -
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DIRECTORY OF TV STATIONS OF THE UNITED STATES

(Date corrected to December 1, 1950)

Ci
Call Letters Channel
Established Power
WILMINGTON

WDEL-TV  Ch. 7

1949 174-180mc
34lkw-aur.;
A76kw-vis.

WASHINGTON
MJP_L =TV Ch. 7

1947 174-180mc
12kw-aur.;
22kw-vis.

WNEW Ch, 4

1947 66-T2mce
10.5kw-aur.;
20.5kw-vis.

WTOP-TV  Ch. 9

1949 14.2kw-aur.
27.3kw-vis.

. WITG Ch. 5

1945 T6-82me
10.5kw-aur.;
17.5kw-vis.

JACKSONVILLE

WMBR-TV Ch. 4

1949 66-72mc
7.4kw-aur.;
14.8kw-vis,

MIAMI

WTVJ Ch. 4

1949 66-72mc
25kw-aur.;
Skw-vis.

ATLANTA

WAGA-TV Ch. §

1949 76-82mc
9.5kw-aur.;
18kw-vis.

WSB-TV Ch. 8

1948 | 180-186mc
12.5kw-aur.;
23.8kw-vis.

CHICAGO

WBKBH Ch. 4

1941 66-72mc
75kw-aur.;
l1kw-vis.

WENR-TV Ch. 7

1948 174-180me
14kw-aur.;
25kw-vis.

WGN-TV Ch. 9

1948 186-192me
1.3kw-aur.;
11.2kw-vis.

WNBQ Ch. §

1949 76-82mc
11.8kw-aur.;
22 8kw-vis.

ROCK ISLAND

WHBF-TV Ch. 4

1950 66-T2mc
T.6-aur.;
13.6kw-vis.

Namie of Licensee
Headquarters Address
Telephon¢ Number

WDEL Inc.

10th & King Sts.
7268

Evening Star Bestg. Co.
724 14th St. Nw
NAtional 5400

National Bestg. Co.
Trans-Lux Bldg.
REpublic 4000

WTOP Inc.
Warner Bldg.
Metropolitan 3200

Alllen B. DuMont Labs.

nc.
12th & E Sts. NW
STerling 5300

Florida Bestg. Co.
302 S. Main St.

Wometco Theatres
17 N. W. 3rd St.
82-6671

Fort Industry Co.
1032 W. Peachtree St.
Emerson 2541

Atlanta Newspapers

Inc.
10 Forsyth St. N.W.
Hemlock 1045

Balaban & Katz Corp.
190 N. State St.
Randelph 6-8210

American Bestg. Co
20 N. Wacker Dr.
Andover 3-7800

WGN Inc.
438 N, Michigan. Dr.
SUperior 7-0100

National Bcestg. Co.
Merchandise Mart
SUperior 7-3300

Rock Island Bestg. Co.
Telco Bldg.
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Owner ©o; Pres. p; Exec. vp evp; Gen. Mgr.
tm; Sates Mgr. slm; Prog. Dir. pd Chie
Representative Prod. Mgr. pdm; News, Farm, Sports or

Network

Executive Abbreviations

DELAWARE

NBC, DuMont Clair R. McCollough,

Meeker

sta. exec.

J. Gorman Walsh, sm

J. Robert Gulick,
natl. slm

DISTRICT OF COLUMBIA

ABC
ABC Spot
NBC
NBC Spot

CBS
Radio Sales

DuMont Net
DuMont

ABC, CBS
DuMont

NBC
Avery-Knodel

ABC, CBS
DuMont

NBC
Free & Peters

CBS, DuMont
Katz

‘NBC
Petry

CBS
Weed

ABC

DuMont
Keenan &
Eckelberg

.

NBC
NBC Spot.

ABC, CBS,
DuMont
Avery-Knodel

s. H. Kauffman, p
K. H. Berkeley, vp &
gm

Joseph H. McConr&gll.
p (NBC)
r(a&lk M. Russell, vp

Philip Graham, p

John S. Hayes, vp & gm
George Hartford, cm
Edwin Halbert, pd

Allen B. DuMont, p
Walter Compton, gm

FLORIDA

Frank M. King,
Glenn Marshall Jr.,
secry.-treas., g & cm

Mitchell Wolfson, p

Lee Ruwitch, vp & gm

Clyde N.. Lucas, pm

Lynn Morrow, pmm,
publ.

GEORGIA

George B. Storer, .)P
George B, Storer Jr.,
€m

James M, Cox Jr.,
chmn. of bd.
J. Leonard Reinsch,
mgng. d

ILLINOIS

John H. Mitchell, gm
E. Jonny Graff, pd
Wm. Ryan, pm

John H, Norton Jr.,
vpin chg Cent. Div.

James L. Stirton, gm

Col Robert R. McCor-

Frank P Schreiber,

Wf]tlr;am A, McGuineas,
cm

Joserh H. McConnell
NBC

P,
‘1. E. Showerman, vp &
m

Jo?m McPartlin sm

Leslie C. Johnson,
vp-Fm
Maurice Corken, cm

Ben R. Baylor Jr., cm
Charles Kelly pd
Frank Harvey, ce

William R. McAndrew,

gm
Ralph Burgin, pd
Tom Geoghegan publ.
& pmm mgr.

Clyde Hunt, ce
Granville Klink Jr.,
asst. ce

Perry P. Walders, cm
Roger M. Coelos, pd

Bernie Adams, pd
E. B. Vordermark, ce
John Sener, pdm

Arthur L. Gray, pm

Earl W. Lewis, ce

John S Allen. bus. &
cm

James E. Bailey, mgng.

John Collins, cm

John M. Outler Jr., gm
Marcus Bartlett, pd

Milton D. Friedland,
office mgr.

M. E. Vieracker,
controller

Roy McLaughlin, cm
Fred Killian, pd
E. C. Horstman, ce

Jay Faraghan, pd

Carl J. Myers, ce

George rvey, slm

Vern Brooks, dir. of
oper.

Edwin S, Mills, exec.
producer

Howard Luttgens. sta.
engr.

Forest W. Cooke,
pm

Eng ce;
omen’s

Prom. Mgr. pmm;

William Niel, nd
Ruth Crane, wd

George H. Sandefer,
controller

Charles de Lozier, slm

Donald Cooper, ce

L. A. Wilkinson,
engr. in chg. TV
opers.

M. M. Burleson, ce

John Shay, prog.-tech.
co -

William Terry, pd
Paul Cram, ce

Frank Gaither, cm
C. F. Daughtery, ce

S. C, Quinlan, pmm,

ub. m
Wflliam P. Kusack, ce
Carl Russell], film d

Robert Hibbard, asst.
dir. of oper.

George Petterson,
newsreel dir.

Atthur Jacobson,

?r ..m
Jules Herbuveaux,
mgr. TV oper.

m; Sta. Mgr. sm; Coml. Mgr. Transc. Library

News Service

up
RCA

shabaaaad

bir. nd, 1d, sd, wd. Transmitter Make

Srarians

AP, UP, INS

RCA

Teélecasting ® BROADCASTING



receivers sold
in the greater
San Antonio
area in less
than 11
months since
WOALTVY in-
troduced tele-
vision in this
rich market.
Top program-
ming, too, on
San Anto.nio's
FIRST
TELEVISION
STATION

Motorola

Motorola
NBC

P R
Four Siar Revue
Motorola

NBC
" Four Siar Revue

rola
NEC

Beauly-Beast SF 10/22]
10/%8
NE

Teller of Talex
c

Flash Gordon SF 10/22]
10729
e

Teiler of Tales
CES __ Tintalr

Festerday'

—
Sonthw:
Conterence Foolbal
“Game ol
(See Below}

Four Star Revua

Four Slar Revue

s witee
Handy Amly Slom
CF]

[ the Week™|
CF|

30,675

AS OF THURSDAY, OCT. 19, 1950

[ORI-TY

WW

OCT. 22 through

a— NOV. 4; 1950
* SAN ANTONIO. TEXAS '
B ONBA DA A THURSDAY RlIDB RO
i

5:U U | Kuka, Fran & Ollie Rukla, Fran & Ollie Kukls, Fran & Ollie| One Man's_Family
Vespers RCA-Vicior Tree House Ford Maotor Co Tiee House RCA-Victor Manhattan Soap Co.
- LS | Nec LS| NBC NBC ~g NBC NG
E | Kukls, Fran & Ollie | Kukls, Fran & Oflie i Kukla, Fran & Ollle| Dge Mon's Family |
RCA-Viclo Tree House Tres House o RCA-Victor & Manhalun Soap c;c

0 This 1 Show
Business
NBC Lucky Sirkes NC
4 This 15 Show
Business
NBC Lucky Sirikes NC

Fard Maotor Co.
NBC

" Supper Club Conte's Lillls Show Supper Club
Chesterfield Cigs. | Stokeley-Van Camp [ Chesterfield Cias,
| ces 0 IS ficj css NC

Telenews
Joske's of Texas
LC

Conte's Llitle Show
Stokelcy-Van Camp
NBC _N¢|

Supper Club =
Chesterfietd Cits,
cBs N

Trouble with Father
CGeneral Mills

" Telenews
Taske's of Texas
e

Telenews
Joske's of Texas
LC

Telenews
Joske's of Texas
LC

Telenews
Joske's of Texas
. LY

Tnunle with Father
eneral Milis
ABC NC|

“Billy Hose Show |

T-Men 1n Action |

Comedy Hour Milion Berle ichdown
Colgate Hudson Molors lexaco Products TV Dude Ranch Motareia and Chrysler Corp.
NB . nclaec ne| nac NC L8] Krisch-Delavan CF | ABC ng
“Comeny Houe | Blly Rose Show | Wilon Berte = Touchdown ToMen [n Action |  Ken Murray Show
Colgat Hudson Molors Texaco Products TV Dude Ranch Moterola and Chrysler Corp. Budweser Beer
NBC c| aBc Ne| ¥ b= L8] Kriseh-Delavan CF | ABC NG = Ne
0 “Comedy Hour - Milian Berle Arthur Godfrey You Bet Your Life We, The People | Ken Murray Show
Colgate Dance Time Texace Products Chesterfield Cigs. DeScto Corp Gull Oil Corp. Budweiser Beer
NBC wNel 3 ne| ¢Bs NC| NBC NBC el cBS NC
4 u-Comed: il;lur —H j=—= 7Mllwn Br- Arthur Goditey t\’ou Bei Your Llr:_ We, The Peaple T Ken Murray Shnw
Calgale Danee Time Texace Products Chesteriield Cigs. DeSole Corp Gulf 0i] Corp. Budwy
NBC NC LS} ¥BC NC| CBS NC| BC NC] NBC CBS NC
] BN ——— =l —— — -
U I * Televislon Playhouse Studlo One Amateur Hour Wrestling Personaliticd Hayride Nat'l Pro Foolball Pon McNeill
Phileo Corp, Wesnnghouse 1d Gold Cigareites | Mrs. Bohnet's Bread | Hotfman Kadto Corp, Hightights TV Club
NBC s INBC NG ReC LC| Grand Prize Beer CF] ABC _ Philco  NC|
- » i =
Television Playhouse Studip One Amateur Hour 8:20 wmmn. Hayride Nat'l Pro Footbail Don MeNelil
Phiies Corp Westinghouse Qld Cold Cigarettes | Grant's Hom Halfman R‘Am Corg. Highlighta TV Club
S _NC| NBC NC] and Ha!dwlre ReC LC| Grand Pnn Beer CF] ABC Philco NC|
Ll Television Playho Studio One Amaleur Hour Wrestling the Musle ]|  Fenthouse Farty Don MeNeilll |
Phileo Corp. Westinghouse 01d Cold Cigarettes | Grant’'s Home Old Cnld Cigarettes est Foods, Inc. TV Club
c vc| cBs NC | NBC NC| and Hardware _Rec] Al Nc| ABC NC) ‘ABC __ Philca__ Nc}
YW Toievision Ployhouse Siullo One T amateur Hour Wrestling Stop the Muslc Penthouse Fany Don McNelll |
Philce Coep Westinghouse QM Gold Cigarettes | Grant’'s Home Dld Guld Clgareties Best Foods. Inc. TV Club
CBS NC| NBC NC| and Har. Rec} ABC NC| ABC Nc| ABC__ Philes  NC
1 — S
I ‘ Garrowiy-at-Large [BC Boxing Bouls Wrestling Break (he Bahk Show ol Shows
[+ N Winters® Blue Ribbon Beer Gnnls Home Bristol-Mrers Co_ Tip the Scales Snowcrop Foods
NBC RC| Wolff & Marx Co. LC| CBS CF| and Hardware ReC| NBC Nc| 15| NBC NC
Garrowar-st-Largo 5 'Paﬂmlm In Your Lx?c Boxing s;uu Wrestitng Break the Bank F . Show of Shows
ongoleum-Nalrn vin oom 'ue Ribbon Beer Grnnls lome Bristol-Myers Co ip Ihe Scales Snowc| s
NBE N | woltl & Marx Co. LC CF| and Hardware Rec] NSC . NC * Lsf nac
M Whars My Line? |  Morton Downe
- = k 2 (Fights 16 Comncl.) Alrflyte Theatre Pulitzer Prize Show of Shows
Stopette Nash-Kelvihator Uer D Nash Playbouse Crosley Corp.
cBs nc) ess ne| Palonce of sour: - f (pcMOUT P oy Molors ol aBc Scnits peet ne| NBC NC
[SARC e R

4 ‘What's My Line?
Stopette A

Marten Downey

Sports Farade
Bond Streel Tebacca

Airfiyte Thealre

Pulitzer Prize

Show of Shows

Nash-Kelvinator Rollez Derby Nash Moters Playhouse Crosley Corp.
ces e cBs cF| anc ns| cns ABC Schilt; Beer NC| NBC NC|
Showtime US.A. | Winenell & Mlhuncy Stars Over Hollywood Can You Top Th Fulitzer Prize Shew Goes
Dodge Motors Speidel Corp. Armour & Co. Reller Derby Wine Coi Playhouse Ammcan Salety R-znr
ABC NC| NBC NBC Nc| aBC Ns| ABC NC| ABC Schiltz Beer NC| CBS  Companv  NC

| Showtlme US.A.

Winchell & Mahoney

Stars Over Hollywood

Can You Top This?

Fulitzer Prize

Goes On
Ameﬂcan Safety Razor

Gasateria
Fehr Bakery

1hwest
Conference Foolball
Alamo Natienal Banlq

Perry Shankle Co.
Ci

Dod Motors Speidel Ci } Arm & 3 Reller Derb: W, [ . Playhouse
4 ang ¥ we | nac P €t | O % €0y and®MEF P o) ame W™ S wcl aBc Schlits Beer NG| CBS' Gompany NC
VY Berns & Allen  10/22] Nrwsdts—k_ I Newsdesk Ls Newsdesk Newsdesk Ls Newsdesk Mariln Kane. Private
Carnation Cumpar;{ e Seary > Sears LC| I‘.gc Tobarco
CBS iC | Wealher cnan LS| Wealher Chart LS | weather Chart LS | Weather Chart LS | Weather Chart Ls| N Cnmp-ny NC
4 Big Stery lo/2% Qpen House House]| Brosdway Open House| lrouwny [} House] Broadway O Housd Mariln Kane, Privsie
Pail Mall Cigarettes Anrnor-lf:ekin; Anchnr ocld ; Anchor.. o:kiruN Anchor.] xkln' Anehor-Hocking I:gc U. s cCO
NBC NC | NBC Blatz Beer NC | NBC Blatz Beer NEC Blatz Beer NC| NBC Blstz Beer NC| NBC Blalz Beer "NC| N Company NC
NBC =)
. ) louse| House] Broadwa; oase] Broadway jouse] Broadway Houss N
Hi National A nar ocking Atehor Hocking, Anchoe-Hoc e ey B tear-Hockin Screens Bright
o |t i S e | ned BN Beer e | NBE Bl Beer 'Nc NBC Biatz Beer 'NC| NBC Blatz Beer NC
L. e O B oy G B Wegdesy Qpe i Wgkgay Opey v Wy G o EVEY
nehor-Hocking nehor-Hoecklng NChOr- iy or-Hocking nchor-Hoeking -
5 HC b nBC Blate Beer NC | NBC Biats Beer NC | NEC Blaiz Beer NC| NBC Biatz Peer ‘NC| NBC' Blats Beer NG Night
merican
3 0 Ho Open House| Broadway O [ Broadway Open Housel Broad r Tiousd Y
0 Anchnr-l-im:klnl Anchor-Hocking, Anchor-Hocking Anthnr- ucklnl Anehnr- jocking Ch 1
hd NBC Blatz Beer NC| NBC Biatz Beer NC| NBC Biatz Beer NC| NBC Blatz Beer NC| NBC Blatz Beer e anne:
CBS
Columbia KEY: C—Commercial L—Local F—Fim
9 Broadeasling System i & N Rs—Remele

Tutsaar

FRIDAY

Super Clreus ot ar | 2004 o, 3r oz
K H 2 24 oon lroa ul
ABc AN 5:48 Curtoon SF] 5:40 Canoon SF| S:4¢ Cartoon S: S:4p Ca ARI-“_ roa art Co. OF
Super Clreus Bandy Strong Sandy Stron Sandy Strong Sandy Strong Sandy Siroag
i ca':fnda Dry O:llllm Ovaltine ¢ Ovaltine QOvaltine e Cvaillne NE

Represented Nationally By

Edward Petry & Company, Inc.

NEW YORK + CHICAGO = 1O5 ANGELES * ST.LOWUS = DAWAS + SAN FANCISCO » D
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DIRECTORY OF TV STATIONS OF THE UNITED STATES

(Data corrected to Decemben 1, 1950)

City
Call Letters Channel
Established Power
BLOOMINGTON
w13‘rv Ch. 10
194 192-198mc
3.31kw-aur.;
6.38kw-vis.
INDIANAPOLIS
WEEBM-TV Ch. 8
IO 2 DAmCI.

~

Headguarters Address

Name of Licensee
Telephone Number

Sarkes Tarzian Inc.
5356 South Walnut St.
2-3366

WFBM Inc

48 Monument Circle
(RIS - UM R YY)

Executive Abbreviations .

Owner o; Pres. p; Exec. vp e
cm; Sates Mgr. slm; Prog.

Network
Representative Prod. Mgr. pdm; News, Farm, Spo-rts or

INDIANA

? Gen. Mgr. gm; Sta. M%r ; Coml, Mgr. Transc. Library
pd; Chie{”Eng ce; Prom. Mgr. pmm; News Service
omen's Dir. nd, 1d, sd, wd. Transmitter Make

ABC, CBS Sarkes & Mary Tarzian, Robert Lemeon, cm Lyle Hairich, NOO00000600800500
NBC owners Morton L. Weigel, ce prog. asst. AP
DuMont Glenn Van Horn, gm Albert Fiscus, fllm dir.

Robert Petranoff, pd -
ABC, CBS H, M. Bitner, William F. Kiley, cm David F. Milligan = ........ceieeviens
Katz chief owner Frank 0. Sharp, pd pmm AP, INS
Towfans. ATDAL ITauwer KX Ditnan Tre  am. eald falland s A

DIRECTORY OF TV STATIONS OF THE UNITED STATES

{Data corrected to December 1, 1950)

City
Call Letters Channel
Established Power
DETROIT

WJIBK-TV Ch. 2

19£)B 54=60mc
7.5kw-aur.;
14.26kw-vis.

WWI-TV Ch. 4

19 66-72mc
8.5kw-aur.;
17.4kw-vis.

W)gYZ-TV Ch, 7T

194 174-180mc
13.9kw-aur.;
27 9kw-vis.

GRAND RAPIDS
AV-TV Ch. 1

194; 174-180me
10kw-gur.;
20kw-vis.

KALAMAZOO

WHKZO-TV Ch. 3

195 60-66mce
8kw-zaur.;
18kw-vis.

LAN SING

WJIM-TV' Ch. &

1950 82-88me
9.3kw-aur.;
18.7Tkw-vis.

MINNEAPOLIS

KS’I{P-TV Ch. 5

947 76-82me
17.3kweaur.;
24.Tkw-vis.

WTCN-TV Ch. 4

1949 66-72mc
9.2kw-aur.;
17.9kw-vis.

KANSAS CITY
WDAF-TV Ch. 4
1949 | 686-12me

| 11kw-aur.;
22kw-vis,

ST. LOUIS
KSD-TV Ch. §
1947 76-82mc

| Skwe-aur.;
[ 186kw-vis.

OMAHA

KM Ch, 3

1949TW 60-66me
8.0kw-aur.;

11.7kw-vis.

ErsauEY Far .

Name of Licensee
Headquarters Address
Telephone Number

The Fort Industry Co,
500 Temple Ave.
Temple 3-7900

The Evening News Assn.

615 W. Lafayette
Woodward 2-2000

1100 Stroh Bldg.
Woodward 3-8321

Leonard A. Versluis
6 Fountain St. N.E.
Glendale 6-5461

Fetzer Bcstf
124 West M chigan Ave.
3-1223

WIIM I
Bank of Lansmg
Bldg.

KSTP Inc.
3415 University Ave.
Prior 2717

Minnesota Bcstg Corp.
Radio City,
St. Paul Dispatch Bldg.,

Tl‘(:\:e Kansas City Star

-3
31st & Summit St.
Jefferson 3966

The Pulitzer Pub. Co.
1111 Olive St.
Main 1111

g' cstg. Co.
Farnam St.
Harney 9233

Netw

CBS. DuMo:

Executive Abbreviaﬁons

Owner o; Pres. p; Exec. vp evp, Gen
cm; Sgles Mgr. 5lm; Prog.
Reprelentative Prod. Mgr. pdm; News, Farm, Sports or

MICHIGAN

nt George B. Storer, p
Rlchard E Jones, vp.
Em &
E. Hal Hough pd

NBC W J Scripps. dir of
Hollingbery
Harry Barmlster.
Willard E, Walbridge,
m
ABC Robert E. Kintner, p
ABC Spot (ABC)
ABC, CBS Leonard A. Versluis,
NBC owner
DuMont Hy M, Steed, gm & em
Pearson
ABC, CBS, John E. Fetzer, p & gm
NEC, John W. O’'Harrow, gen.
DuMont sm
Avery~ Edward E. McKean, pd
Knodel
NBC, CBS. Harold F. Gross, gm
ABC Howard K. Fineh,
H-R sm-pd
NBC Stanley E. Hubbard,
Petry p, Em
K. M, Hance, evp
ABC, CES F. Van Konynenburg,
DuMont vp-gm
Free & Peters
NBC Roy A. Roberts, p
Harrington, Dean Fitzer, mg d.
Righter & radio-TV
Parsons
NBC, ABC. Joseph Pulitzer, p
CBS George M. Burbach.
DuMont
Free & Peters
ABC, CBS Glenn Harris, gm
DuMont Howard O. Peterson,
Avery-Knodel cm

Wayne Beavers, pd

gm; Sta. Mgr. sm; Coml Mgr. Transe. Library
Eng. ce; Prom g rlp d' News Service
w

T,
pd Cg
omen’s Dir. nd, td, Transmitter Make

>

Lanny Pike, sr. prod. Paul O. Frincke, ce
Joyce M. Chapman,

prom. mgr.

Russell Willlams, ce

James Eberle, gm

Douglas Wright, film
editor

Melvin C Wissman,
gen.
E. J' Love. gen. engrg.

Jake Albert, prom.
megr.

James G. Riddell, gn  John Pival, TV pdm

Len A. Kamins, slm

Hal Kaufman, pd L iiieeee..
Lee G, Stevens, ce

Dane Hoyle, prod. mgr,

Carl E, Lee, ce L. Tait, comptroller
Harry E. Travis, prod. Wllhs F. Dunbar, dir.
sup. of publ. affairs

Federai ™"’

Roger S. Underhill, cm

Miller C. Robertson, vp Joseph C. Cook, sls
chg. sl pmm

R. N. Ekstrum, slm .
Sherman K. Headley,
TV oper. m’

J. A. Flaherty, ce AP N
RCA

E. Manne Russo, cm
William Bates, pd

Edward Hamlin, cm
Harold O. Grams, pd
Edwin Risk, ce

AP
RCA

R. J. Schroeder, ce
Joe H. Baker,
mchdsing. mgr,

J. E, Reich, prod. mgr.
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AS OF THURSDAY, OCT. 19, 1950

-
y |
- LEh)
> - v - OCT. 22 threugh
i fHAauNEL 4 Nov ‘ lsso
_receivers sold * SAN ANTONIO, TEXAS & 267 Laave
in the greater - e k o i L . ;
\
San Antonio 1 | | Kukis. Fran & Ollle Kukis, Fran & Ollie Kukis, Fran & Oflie | One Man's Family
Vespers 'CA-Viclar Tree House Ford Motor Co_ Tree House RCA-Vieto! Manhamn Scap Co.
N NBC wel nd nB _Nq
rea i e,
Q a in Iess Kukla, Fean i Ollle [ Wukis, Fran & Olllt Kukls, Fran & Olie “!
Serenade RCA-Vic Tree House Motor C Tree House g RCA-Viclor lhn.‘nanan Soau Co,
h NEBC Nc_ Ly NBC
than 11 s c T = § - 3 ]
0 This Is Show Supper Club Conte's Litilla Show Supper Club Conle's Liltle Show Supper Club Trouble with Fathyer
. Businest Cheslertield CLES. Stokeley-Van Camﬁ Chestertield Clgs. Stokeley-¥an Camp Cheslerfield Clgs. General Mills
months since NBC Lucky Strikes NC] GBS Nc| NBC c| cas " Nc| NBC N¢| cBs NG ____Nq
g This s Show - Telenews T Telemews | 'l‘aun.;l S B Telenaws Telenews " Trouble with Father
WOAI TV o nes Joske's of Texas Joske's of Texas Joske's 0f Texas Joske's of Texas Joske's of Texas Genaral Mills
d in- NBC Lucky Strikes NC| Lc LC LC LC E. L6] ABC NC]
troduced tele- i1 Comedy Wour | Bily Rose smow | Millon Berle | _‘l:.urhlnwn__ TT-Men In Action |  Ken murray Show
Colgat Hudson Molors Cexnco Producls TV Dude Ranch Motorol Chrysier CoTP. Budweiser Beer
NB -} ABC _NC| NnC N . 1s] Krlwh-Dell\un cF | aABC Ng CBS {e
vision i i — — S — = ——— B P——
n this Comedy Hour Blly Edse Show Millon Berie Touchdown T-Men In Act Ken Murrs¥ Show
4§ olgale Hudson Malters Texacn Products TV Dude Ranch Motorela and Chrysier Co! Budweiser Beer
ich NBC __ NC| ABC Nc| NBC N lhisr 15| Krixch.Delavan ¢F | ABC CBS NC
rich market. = il - = ] ——
. ! Comedy Hour Milion Berle Godlrey You Bet Your Lile We, The People Ken Murray Show
Colgate Dance Time Texaco Preducts Chalﬂlneld Clu eSola Coi Gulf Off Corp. Budweiser Beer
TOp program- LS| Nc| cBS e __Ncj cBS Ne;
4 Comedy Hour - o =N = Mlllm;B;F You Bel \@r Life v:v;"u"c'fl rcea;u- } Ken Hurray show
H olgal ance me txaco Products eSolo Corp ul 11 o ud welser er
ming, too, on NBC NC c 1 BS N
s 5% 0( e ¥;
an Antonjo 3 ] Television Piashouse Studio One Amateur Hour Wrestling Personaliti Nat'l Pm rumn Don McNelli
Philto Corp. Westinghouse Old Gold Cigarettes | Mrs Bohnet's Bread Hoftman bt Cara, Tiignt TV Club
C  Nc]cas sc| B nc ReC] | Grang Prize Beer ci] ABC ~ Philea NC
FIRST Television Flayhouse | Studie One Amateur Hour 4:20 Wreslling Hayride wa) Fro Foutball Den McNelll
Phileo Corp Westinghouse Old Goid Cigareties | Grant's Home Hoffman Radis Corp. Highlights TV Club
TELEVISION C CcBS NC] NBC _~ NCJ and Hardware  ReC| T%| Grana' Prize Beer CF| ABC  Philca  NC]
VI Television Playhouse | Studio One Amateur Hour Wrestling Stop the Music Penthouse Parly Don MeNell |
hilco Corp. Westinghouse AQg Gold Cigarettes | Grangs Home Old Gold Cigarettes Best Foods, Ine. TV Club
STATION Nc| cas NC NC| and Hardware ReC| ABC NC] ABC_ NC| ‘ABC " Philea  NC
4 Television Playhouse Sludio One Amateur Hour Wrestiing Slop the Music Penthousé Party Don McNelll
hilco Corp. Westinghcuse Old Cold Cigaretles | Grant's Home Old Gold Cigarettes Best Foods, Ine, TV Club
S NC) NBC NC| and Hardware  ReC] ABC NC|" ABC NC] ABC _ Philco NC
—
¥ s g
11 {BC Boxing Bouts Wrestling Break the Bank Show of Shaws.
Winters' Blue Ribbon Beer | Grant's Home Brisiol-Myers Co. Tip the Scakes Snowerop Foods
Wollf & Marx Co. 1C] CBS and Hardware  ReC| NBC NC LS| NBC NC
" Faghlons In Your | IBC Boxing Bouts Wrestilng Break the Bank Show of Shows
Livlnﬁ Room Blue Ribbon Beer Geant's Home Bristol-Myers Co. Tip ihe Seales Snowcrop Foods
Wollf & Marx Co LC| CBS CF| and Hardware ReC| NBC NC, NBC NC
) What's m I.Im‘ Morion Downey Ii Prize Sh. f Sh
h > (Fights 1o Comel.) Alrflyre Theatre Pulitzer ow of Shows
Stope’ Hash-Kelvinator Rollet Derb, Nash Motars Playhouse Crosley Corp,
cBs NG Nc| Batance of Hour: - | ,pe 3 NSL cos i ABC Senfz Beer NC| NBC NC
Four Star Revue I e — Sports Parade = ] -
Motorola 4 What's My Line? it Downey Bond Streel Tobacco Rolter Derb “I:'H:I:el;":"l" h#:u':n:::u nglr; zsz'o‘:;'
h- & otars b
eas Stopetie caz“ KelenﬂorNc cBs cF| amc olier rhy N ABC Schiitz Beer NC| NBC NC
Four Slar Revue < B
lotarola s > Goes On
NEC [RIJIE showtime vSA. | Winchell & Manoney [ Stars Over Hollywaod Can You Top This? Pulitzer Prize Show
Dodge Mot Speidel Corp. A Co. Roller Derb: ine Corp. Playhouse American Safety Razor
- asc " Mor el wnc™M C e [ wed™ & e A P g P ne| ABC Schifz Beer NC ompany NC
Fnurlsur Bevue L = =]
i = o e T b poter Dty | O B | Pl ) e B R
ApCoEe Ol N Ne| wed o sco Y ns| aBc NC| ABC Schiitr Beer NC Company  NC
Four Siar Revue
Ll I Burna & Aler o012z Newsae [ newsdess Ls Newsaesk | Newsdesk LS Nepsdesk E»;-reln Kane, Prlmr
3 C ary E
cBs " “UMP e | wemiher Chart LS| Weather Chark LS| Weather Chart LS| Weather Chart LS| Weatner Chare LS| NBC Company >He
s
Brauty-Beast SF 30722
Teller of 10/29 Big Story 10/29 Open House House| Broadway Open House] Brosdway Open House| Broadwsy Open Housd Martin Kane, Private
Ny 1M Cigarettes Anchor-Hoeking Anchor-Hoeking Ancher-Hocklng Anchor-Hocking ‘AncharHocking ] Eve. U, S Tobacco
N | nac B Beer NG | NB&" Biais Beer INC | NBG Brair Beer TNC | NG Bistz heer "NC| NBC Biatz Beer -NC| NBC _Company  NC
Flh Gordan SF 10722 10z
‘eller of alés 10,
C! intair NC NEBC House| House| Broadwa; oupe) Broadway O House| Breadway Housd
l | Natonal Anchor-] oehlnl Anehor-Hocking Anchor‘ Idn Anchor- nck.ln; Anthor-aoclﬂn Screens Bright
g C NBC Bialz Beer NBC Biatz Beer NC| NBE Biait Beer NCJ NEC Biatz Beer 'NC| NBC Biat: Beer NC
Yesterday's Newsreel| o EVERY
Handy Andy Stores | . Bresdway O 'LH“"' Broadway Open House| Brosiway ﬂl nn:iw;y Qpen Housd Brondway Open Hoaed
—_ e A o< Ot n, nchor-Hocking nchar-|
Southwest ABC NBC  Blat: Beer NC | NBCG Biate Be!rn' e | wEC Biate Bee Euc | NEC Btz Peer 'NC| NBC  Blatz Beer NC Night
Contevence Football Amarican
“Game of lhe Wee! Broadeaating Co. |Broadwa: H Broadwa) H. Broad euse} Broad Open Housd lmu-y m Housd -
(See Below) cr‘ q _ |Brea lsuse| Broadway }r- ouse| Brosdway l(m roadway n ll)_r
Anchor-Hoeki Anchor.. An:hor— kl.n: Anchor-Hoeking ng
s NEHC ' Blatz Beer 'NC | NBE Biatz Beer "NC | NEC Biatz Beer N Biar Beer tnc| NBE Binir Beer ne] Channel
Conterente. Footbal C8S =
onference Footbal
; C—Commarcial —.
Alamo Natlonal Banig Columbta EEY: 1 L—Local F—Film
Cassiania Broadcasting Syslam g N - Re—R:
Fehr Bakery
Perry Shankle Co.
<l OND D D BA RSDA RiDA
Super Clreus Cartoon SF 10/21
3 g E E rloon SF Club /3
Anada Dry 5:40 Cartoon SF{ 5:40 Curtoon SF| 5:4¢ Carioon SF | 5:40 Ca e .. BE
Su. Sandy Steon andy Strong Sandy Strong Skndy Strong Sandy Strong
Cansda Dry Ovaitine Ovaltine N Ovaltine Ovaltlne Ovaltine
c

Represented Nationally By

Edward Petry & Company, Inc.

NEW YORK ¢ CHICAGO * LOS ANGELES « ST LOWS +.DALLAS » SAN FRANCISCO * DEIROIT » ATLANTA
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DIRECTORY OF TV STATIONS OF THE UNITED STATES

(Data corrected to December 1, 1950)

N1

City
Call Letters Channel
Established Power
BLOOMINGTON
WTIV Ch. 10
1949 192-198m¢
3.3lkw-aur.;
6.38kw-vis.
INDIANAPOLIS
WFBM-TV  Ch. 6
1948 82-88mc
18.1kw-aur.;
28 2kw-vis.
AMES
WOI-TV Ch, 4
1950 66-72mce
7.5kw-aur.;
13kw-vis.
DAVENPORT
wWOC-TV Ch. 5
1949 76-82mc
229kw-aur.;
13.5kw-vis.
LOUISVILLE
WAVE-TV Ch. 5
1948 76-82me
S5kw-aur.;
Thw-vis.
WHAS-TV Ch. §
1950 186-192me
7.2kw-aur.;
9.6kw-vis.

NEW ORLEANS

WDSU-TV Ch. 6

1948 82-88me
15kw-aur.;
3ikw-vis,

BALTIMORE

WAAM Ch. 13

1933:‘6P 210-216me
13.8kw-gur.;
26.1kw-vis.

WBAL-TV Ch. 11

1948AL 198-204mc
13kw-aur.;
2Tkw-vis.

WMAR-TV Ch. 2

1947 54-60me
10kw-aur.:
17.1kw-vis.

BOSTON

WBZ-TV Ch. 4

1948 66-72me
7.07kw-aur.;
15.61kwe-vis.

WNAC-TV Ch. 7

1948 174-180me
13.3kw-aur.;
26.6kw-vis.

Name of Licensee
Headquarters Address
Telephone Number

Sarkes Tarzian Inec.
535 South Walnut St.
2-3366

WFBM In
48 Monument Circle
Lincoln 8506

Jowa State A&
Service Bldg.,
pus, 2500

ICS Cam-

Central Bestg, Co.
1002 Brady St.
3-3661

WAVE Inc.
334 East Broadway
Wabash 2201

WHAS Inc.
6th & Broadway
Wabash 2211

WDSU Bcestg. Service
520 Royal St.
Tulane 4371

Radio-Television of Bal-
timore Ine.

3725 Malden Ave.

Mohawk 7600

Hearst Radio Inc.
2610 N. Charles St.
Hopkins 3000

The A. S. Abell Co.
Baltimore & Charles Sts.
Mulberry 5670

Westinghouse Radio Sta-
tions Inc.

1170 Seldiers Field Rd.

Algonquin 4-5670

The Yankee Network
21 Brookline Ave.
Commonwealth 6-0800
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Networ,

ABC, CBS
NBC
DuMont

ABC, CBS
Kat

atz
DuMont, NBC

ABC, CES,

NEC, DuMont

Weed

NBC

Free & Peters

ABC, CBS,
NBC
DuMont

Free & Peters

CBS
Petry

ABC, CBS
DuMont
NBC

Blair TV

ABC
DuMont
Harrington,

Righter &

Parsons

NBC
Petry

CBS
Katz

Executive Abbreviations .
Gen. Mgr. gm; Sta. Mgr. sm; Coml. Mgr.

Owner o, Pres. p; Exec. vp evp;
em; Sales Mgr. slm; Prog. Dir. pd; Chtef Eng. cebProm Mgr.

INDIANA

Representative Prod. Mgr. pdm; News, Farm, Sports or' Women's

Sarkes & Mary Tarzian, Robert Letrion, cm

owners
Glenn Van Horn, gm
Robert Petranoff, pd

H. M. Bitner,
chief owner
Harry M. Bitner Jr,, gm

IOWA

Richard B, Hull, gm
Robert C. Mulhall,
oper. m

Col. B. J. Palmer, p
Ernest Sanders, res. m
harles Freburg, pd

KENTUCKY

George W. Norton Jr.,

p
Nathan Lord, gm
Ralph Jackson, vp, cm
John Boyle, dir of TV

Barry Bingham, p
Victor A. Sholis, dir.
Neil Cline, sales dir.
Harold Fair, pd

LOUISIANA

Edgar B. Stern,
partner

MARYLAND

Ben Cohen, p
Norman Kal, evp

vp
Kenneth L. Carter, gm

Charles B. McCabe, p
Tom A. Brooks vp &

gm

Harold C. Burke, vp &
sta. mgr.

Leslie H. Peard Jr., cm

DeLancey Provost, bus.
magr.

Paul Patterson, p
E. dK Jett, vp & radio
ir.

MASSACHUSETTS

NBC
NBC Spot

ABC, CBS
DuMont
Petry

Walter Evans, p
Walter E. Benoit, vp
Edwin R. Borroff, gsm
W. C. Swartley,

sta. mgr.

Linus Travers, evp, gm
George W. Stef‘fy, vp
TV opers.

Morton L. Weigel;, ce
Albert Fiscus, film dir.

William F. Kiley, cm
Frank O. Sharp, pd
Harold Holland, ce

W, D. Donaldson,
rog. m

E ward P. Wegener,
pdm

D. D. Palmer,
vp & treas.
Ralph Evans, exec. vp

Robert Elverman,
prom m

George Paterson, pd

Wilbur Hudson, ce

Richard -W. Hughes,
prom. m

Edgar B. Stern Jr.,
mgng. ptnr.

A. Louis Read, cm

Ray Rich, prog. dir.

Armand Grant, cm

Herbert Cahan, pd

Glenn Lahman, acting
ce

Fred S. Heywood prod.
mgr.
Willis K. Freiert, sm

John T. Wilner, engrg.

dir.

Ernest A. Lang, cm
Rolzlert B. Cochrane,
p

. H. Hauser, ce
. Herbert Masse, sm
. Gordon Swan pm

. A. Davis, publ. m

£E04

Harry Whittimore,
ech. d

T,

Transc. Library

News Service

ir. nd, fd, sdp wd. Transmitter Make

Lyle Hairich,
pProg. asst.

David F. Milligan
pmm

Louie L. Lewis, ce

Wm. D. Wagner, secy.
Paul Arvidson, ce

Burt Blackwell, dir. of
studio prod.

Dick Jackson, spec.
events div.

Orrin W. Towner,
tech. dir.

Ray Liuzza, publ. &
prom. dir.
L1ndsey Riddle, ce

Tony Farrar, prod.

mEgr.
Harriett George, publ.
dir.

Vlctor F. Campbell,
Wll.ham C. Bareham,
Tom White, publ. dir.

Carlton G. Nopper, ce

John G. Stilli Jr.,
prom.
megr.

James C. Richdale Jr.,
sls prom.

AP, UP, INS
RCA

Telecasting ® BROADCASTING



how long

are two years 7o

A short time by the calendar can be long enough to establish leadership. Only two years ago,
Blair-TV began operation as the first and only organization set up for exclusive sales repre-
sentation of TV stations . .. a separate corporation entirely removed from any AM operation
or function.

T he formation of Blair-TV was aradical step based upon our conviction that Television needed
its own exclusive sales organization with trained specialists, and time to study stations’ prob-
lems, to make enough advertiser calls, to know stations intimately and to counsel them wisely.
Today the basic principle established by Blair-TV bas been adopted by almost all major com-
ponents of the industry.

We feel that this kind of leadership has contributed in great measure to the rapid growth of
spot television. And we know that our different approach to the sale of television time has pro-
duced important results for the stations we represent.

On our second anniversary, we pledge ourselves to a continuation of the sound operating prin-
ciples which have already become an industry standard.

New York, Chicago, 5t. Louis,
Dallas, Detroit, Los Angeles, San Francisco
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DIRECTORY OF TV STATIONS OF THE UNITED STATES

(Data corrected to December 1, 1950)

. City Name of Licensee
Call Letters Channel Headquarters Address
E§tablished Power Telephone Number

DETROIT
WJIBK-TV Ch. 2 ¢ The Fort Industry Co,
1949 54-60me 500 Temple Ave,
17.5kw-aur.; Temple 3-7900
14.26kw-vis.
ngl‘l' TV Ch. 4 The Evening News Assn,
1947 66-72mc 815 W. Lafayette
8.5kw-aur.; Woodward 2-2000
17.4kw-vis.
WXYZ-TV Ch. 17 ABC
i9 i74-180me 1700 Stroh Bldg.
13.9kw-aur.; Woodward 3-8321
21.9kw-vis,
GRAND RAPIDS
WLAV-TV Ch. 7 Leonard A, Versluis
194 174-180m¢e 6 Fountain St. N.E.
10kw-aur.; Glendale 6-5461
20kw-vis.
KALAMAZOO
WHZO-TV Ch, 3 Fetzer Bestg. Co.
195 60-68mc 124 West Michigan Ave.
8kw-aur.; 3-1223
16kw-vis.
LANSING
WJJM-TV Ch. 6 WJIIM I
195 82-88mc Bank of Lan.sing
9.3kw-aur.; Bldg.
18.7kw-vis.
MINNEAPOLIS
KSTP-TV Ch, 5 KSTP
1847 76-82mc 3415 Unlversity Ave,
17.3kw-aur.; Prior 2717
24.7kw-vis.
WTCN-TV Ch. 4 Minnesota Bestg. Corp.
1849 66-72mc Radio Clg. nn,
92kw-aur.; St. Paul Dispatch Bldg..
17.9kw-vis. 8. P,

KANSAS CITY

WDAF-TV Ch. The Kansas City Star

1949 —72mc Co.

Il1kw-aur.; 31st & Summit St.
22kw-vis, Jefferson 3966
ST. LOUIS

KSD-TV Ch, § The Pulitzer Pub. Co.

1947 76-82me 1111 Olive St.
8kw.aur.; Main 1111
16kw-vis,

OMAHA

KM Ch. 3 Bestg. Co.

1949 60-66me 2615 Farnam St.
8.0kw-aur.; Harney 9233
11.7kw-vis.

WOW-TV Ch, 6 Radio Station WOW Ine,

1949 82-88me 3509 Farnam St,
85kw-aur.; Webster 3400
16.2kw-vis.

NEWARK

WATY Ch. 13 Bremer Bestg. Corp,

1948 210-218mce 1020 Broad St.
25kw-aur.; Mitchell 2-6400
S50kw-vis.

ALBUQUERQUE

KOB-TV Ch. 4 Albuguerque Bestg. Co.

1948 66-72me Fifth & Silver
25kw-aur.; 4411
Skw-vis,
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Owner o; Pres. p; Exec.

Executive Abhreviations

vp evp; Gen. M 5

. gm; Sta. Mgr. sm; Coml. Mgr. Transc, Library

mm; News Service

Network cm; Sales Mgr. slm; Prog. Dir. pd; C {vEny ce; Prom. Mgr. p
Representative Prod. Mgr. pdm; News, Farm, Sports or Women’s Dir. nd, fd, sd, wd. Transmitter Make
MICHIGAN ‘
CBS, DuMont George B. Storer, p Lanny Pike, sr. prod. Paul O. Frincke, ce
Katz Richard E. Jones, vp, Joyce M. Chapman,
gm & cm prom. mgr.
E. Hal Hough, pd
NBC W. J. Scripps, dir of Melvin C Wissman, Russell Williams, ce 000000005500068600
Hollingbery radio ge James Eberle, UP
Harry Bannister, Love. gen, engrg. Douglas Wright, film DuMont
Willard E, Walbridge. editor
m J‘ake Albert, prom.
mgr.

ABC Robert E, Kintner, p James G. Riddell, gm  John Pival, TV pdm

ABC Spot (ABC) Len A, Kamins, slm

ABC, CBS Leonard A. Versluls, Hal Kaufman, pd =~ =000 i eieeeeeee.
NBC owner Lee G. Stevens, ce vP

DuMont Hy M, Steed, gm & cm Dane Hoyle, prod. mgr. RCA

Pearson .

ABC, CBS, John E. Feizer, p & gm garl E. Lee, E. L. Tait, comptroller ..................
NEC John W, O’'Harrow, gen. Harry E. Travls, prod. Willis F, Dunba.r. dir.  c.iiieeieneae.
DuMont sm sup. of publ affairs Federal

Ave Edward E. McKean, pd ' -

Kno el

NBC, CBS, Harold F. Gross, gm Roger S. Underhill, cm
ABC Howard K, Finch,

H-R sm-pd

NBC Stanley E. Hubbard, Miller C, Robertson, vp Joseph €. Cook, sls

Petry p, Em chg. sl pmm

K. M."Hance, evp

ABC, CBS F. Van Konynenburg, R. N. Ekstrum, slm .
DuMont -gm Sherman K. Headley,

Free & Peters TV oper. m

NBC Roy A. Roberts, p E. Manne Russo, cm J. A. Flaherty, ce AP

Harrington, Dean Fitzer, mg. d William Bates, pd RCA
Righter & radio-TV
Parsons

NBC, ABC, Joseph Pulitzer, Edward Hamlin, em No0006EE00000600 .
CBS George M, Burbach, . Harold O. Grams. pd AP

DuMont Edwin Risk, ce RCA

Free & Peters

ABC, CBS Glenn Harris, gm R. J. Schroeder, ce J. E. Reich, prod. mgr. .......... [T

DuMont Howard O. Peterson, Joe H, Baker, Acme, UP

Avery-Knodel cm mchdsing., mgr, RCA

Wayne Beavers, pd
NBC, DuMont Francis P, Matthews, p Lyle DeMoss, asst. gm Ray Olson, pd . National
lair TV Frank P, Fogarty, gm  Robert M, Dooley, Soren Munkhof, AP, UP, INS
Joseph Herold, mgr. natl, sm prod. mgr, RCA
of TV William J. Kotera, ce
Weed Irving Robert Rosen— George Green, pd Thomas T. Magee, 0008G00060600000 .
haus, JJ Henry L. Dabrowski, chief of studio oper. ....... 00000000050
Edmund S. Lennon. chief trans. oper. Frank V. Bremer, vp RCA
vp chg. nat'l. sales chg. engrg.
ABC, CBS T. M. Pepperday. p & George S, Johnson, Dorothy B, Smith, pd ......... Bao0o60s
NBC, DuMont gm PP v mgr, of TV v P AP
RCA
Telecasting ® BROADCASTING



CHANNEL
5

HOOPER 722£V/S/o/ AUDIENCE INDEX
SEPTEMBER—OCTOBER 1950 SHARE OF TELEVISION AUDIENCE
™v v TV TV v v TV
TIME sevs. || Station | Station | Station | Station | KTLA | Station | Station | OTueR
IN-USE \\AM \\Bu ncu \\Du \\Eu \\Fu
SUNDAY AFTERNOON ‘ .
12:00 NOON-6:00 P, || 2828 || 7.6 | 170 | 20,5 | 15.6 | 36.3 2.9
SATURDAY DAYTIME
8:00 AM.-6:00 P.M. 15.8 2.9 7 6.8 8.4 1.3 56.0 = 23.9 0.6
EVENING
SUN. THRU SAT. 46.7 || 17.3 5.4 0.7 13,7 359 8.3 9.5 0.2
6:00 P.M.-10:00 P.M,

§a - 850,000 TV Receivers in Los Angeles area, December 1 1950

KTLA Studios + 5451 Marathon St,, Los Angeles 38 - HOllywood 9-6363
Eastern Sales Office - 1501 Broadway, New York 18 + BRyant 9-8700

KEY STATION OF THE PARAMOUNT TELEVISION NETWORK

Paul H. Raymer Company, Inc., National Representatives
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(Data corrected to December 1, 1950)

|City
Cal]l Letters Chan, or Freq.
Established Power
BINGHAMTON
WNEF-TV Ch. 12
1 204-210me
11.7kw-aur.;
12kw-vis,
BUFFALO
EN-TV Ch, 4
194 66-72mce
10.2kw-aur.;
18.2kw-vis.
NEW YORK
WABD Ch. 5
194‘?1B 76-82mce
9.45kw-aur.;
14.25kw-vis.
WGBS-TV  Ch. 2
1941 54-60me
10kw-aur.;
13.7kw-vis.
WIZ-TV Ch, 7
194 174-180me
15kw-aur.;
J0kw-vis.
WNBT Ch. 4
19 66-72me
Tkw-aur.;
Tkw-vis.
WOR-TV Ch. 9
19%3 188-192me
1tkw-gur.;
9kw-vis.
WPIX Ch. 11
1948 198-204mc
9.25kw-aur.;
18.5kw-vis,
ROCHESTER
WHAM-TV Ch. 6
1949 72-88me
8.3kw-aur,;
16.7kw-vis
SCHE’;NECTADY
Ch. 4
193 68-72me
9.125kw-aur.;
18.25kw-vis.
SYRACUSE
WHEN Ch, 8
1948, 180~186mc
7.5kw-aur.;
15kw-vis.
WSYR-TV Ch. 5
1850 76-82me
12.5kw-aur.;
23.8kw-
UTICA
WK Ch. 13
1949 210-216me
8.5kw-aur.;
13kw-vis.
CHARLOTTE
WB Ch. 3
1949Tv 80-86me
8.2kw-aur.;
16.3kw-vis.
GREENSBORO
WFMY-TV Ch. 2
1949MY 54-60me
0.84kw-gur.;
1.87Tkw-vis.
CINCINNATI
WCPO-TV  Ch. 1T
1949 174-180me
12kw-aur.;
| 21kw-vis.
WKRC-TV Ch, 11
1945 198-204me
12.3kw-aur.;
| 24.5kw-vis.
WLWT Ch, 4
1948 86.72mc
19.5kw-aur.;
23.5kw-vis.

|

Page 78
l

®  December 4, 1950

Name of Licensee
Headquarters Address
Telephone Number

Clark Associates Inc.
P. O. Box 48
2-3461

WBEN Inc.
Hotel Statler
Mohawk 0930

Allen B, DuMont Labs
Inc

515 Madison Ave.
Murray Hill 8-2600

Columbia Bcestg. System
485 Madison Ave.
Plaza 5-2000

American Bestg. Co.

ne.
7T W, 66th St.
Trafalgar 3-7000

NBC
30 Rockefeller Plaza
Circle 7-8300

General Teleradio Inc.
1440 Broadway
Longacre 4-8000

WPIX In
220 E. 42nd St.
Murray I-Iill 2-1234

Stromberg-Carlson Co.
Rochester Radio City
Culver 7240

General EIectric Co.
1 River R
7-2261

Meredith Syracuse
TV Corp.

101 Court St.

3-1126

Central N. Y, Bestg,

Syracuse Xemper %ldg.
3-7111

Copper City Bestg. Corp.
Smith Hill Rd,
3-0404

Jefferson Standard
Boestg.

wilder Bldg.

3-8833

Greensboro News Co.
212 N. Davie St.
3-8611

Scripps-Howard Radio

Inc,
2345 Symmes St.
Capitol 0771
Radio Cincinnati Inc.
Times-Star Bldg.
Garfield 1331

Crosley Bestg, Corp.
140 W, Ninth St.
Cherry 1822

OQuwner o; Pres. p. Exec, vp evD; Gen,

Network

cm;
Representative Prod. Mgr.

Executive Abbreviations

Sales Mgr. slm

NEW YORK

ABC, CBS
DuMont
NBC
Bolling

ABC, CBS

DuMont, NBC

Harrington,
Righ
Parsons

DuMont

CBS
Radio Sales

ABC
ABC Spot
NBC
NBC Spot

Kettell-Carter

Free & Peters

ABC, CBS
DuMont

C
Hollingbery

NEBC
NBC Spot

ABC, CBS
DuMont
Katz

NBC
Headley-Reed

ABC, CBS
Dulgont

NB
Cooke

NORTH CAROLINA

ABC, CBS
DuMont
NBC

Forjoe

ABC, CBS

DuMont, NBC

Harr! on,
Righ!

Parsons

ABC, DuMont
Branham

CBS
Katz

NBC

Edward W. May, p
John C. Clark Sr., p
Cecil D, Mastin, gm

C. Robert Thompson,
gm

Nicholas J. Malter,
slm

Yortmen W Lok o
gm
Tom Gallery, im
James 1,, Caddigan, pd
Rodney D, Chipp, e

Frank Stanton, p
(CBS

G. Richard Swift,

George Dunham,

Robert E. Kintner, p
(ABC)

Murray B. Grabhorn,
vp of o & o sta.

Joseph H. McConnell,

NBC

p
Ted Cott, gm
Theodore C. Streibert,

P

Eugene S. Thomas, m
of TV opers.

F. M. Flynn, p

G, Bennett Larson, vp

& gm
Walter Duncan, ¢em

Wwilllam Fay, vp &
John W. Kgnnedy
cm

R. S. Peare, vp & m

B. J. Rowan, asst. m

R. B, Hanna Jr., sta. m

R. Welpott Jr., asst.
sta, m

E. T. Meredith Jr o
Paul Adanti,
William H. Be

H. C. wilder, p
E. R. Vadeboncoeur,
vp & gm

Yron J. Keallet, p
hael C. Fusco, gm

Deforest T, Layton
Jr., ce

J. M. Bryan,
Charlgzs H. Crutchﬁeld

gm
Kelth S. Byerly, cm

E. J. Jeffress, p & co
Gaines Kelley, gm
Robert M, Lambe, cm

OHIO

Jack R. Howard, p
M. C. Watters, vp &
gm )

Hulbert Taft Jr., exec.

v

u. R Latham, gm &
cm

James D, Shouse,
chmn. of bhd.

R. E. Dunville, p

John T. Murphy, d of
TV opers.

pdm; News, Farm,

Stanley N. Heslop, slm
Edward M. Scala, pd

George R. Torge, pd
Edward J, Wegman,
asst. pd

Les G. Arrles, sp
events d

Robert Jamieson, m
of sta. rel.

Richard Doan, pd
Paul F, Wittlig, ce
Robt. G. Patt, pmm

Clarence L. Doty, gm
A. Stronach, pd
Earl B. Salmon, cm

John H. Reber, sld
Ivan Reiner, prog. m

Julius tF Seebach Jr.,
of prog.
R.vlg. Maddlfx, vp of
sls

Warren Wade, pmm

Thomas E. Howard, ce

John McClay, d of
opers.

Charles W. Siverson.

d
Jogm Y. Crosby Jr.,
prod. d

A. G. Zink, prog. sup.
W. J. Purcell, ce
R. F. Reid, loc. sls
sup.

Eugene Crow, ce
Ryan, pmm

W. R. Alford Jr., em
Bill Rothrum, p

J. T. MacDavitt, cm
Jack Fredericks, pd

Larry Walker, asst.
& d

gm & TV
J. Robert Covington,
pmm

Gomer R. Lesch, pd
William E. Neill, ce

John Patrick Smith,
TV slm

Edward Weston, pd

Syd Cornell, coml.
pd

m
Roderick Mitchell, pd
George A, Wilson, ce

Wiktiam J. McCluskey,

8
Lin Mason, pd

Calvin Bopp, ¢

David E. artridge g
slm

Telecasting ©

gr. gm; Sta, Mgr, sm; Coml. Mgr.
5 Prog. Dir. pd; Chtef Eng. ce; Prom. i
Sports or Women's Dir. nd,

tdg,r s ,nﬁ

L, L Rogers, treas. &
Louveer H. Stantz, ce

George Faust, m of

net, tr.
Gerald Lyons, pub.
rel. d

William Trevarthen,
ce

J. R. Poppele, vp of e

Ardien Rodner, coml.
pdm

Truman Brizee, asst.
slm

Kenneth J. Gardner,

ce

G W, Givens, sis
prom. Su

E. J. Pudney. prod.
sup.

A, G, Belle Isle, vp &
ce

Edwin Whittaker,
pdm

M. J. Minor, ce
C. K. Spicer, bus. m

Grant Makinson, ce

Joel Storvall, slm
Don Chapin, local slim

Bernie C, Barth,

Transc, Library
News Service

Transmitter

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

Sterling
Flamingo

up
DuMont

Ly eeeaai ey

GE

Official Films
Gen., TV

GE

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

Asst, to Mr. Murphy
RCA

R. J. Rockwell, vp
of e

BROADCASTING



DIRECTORY OF TV STATIONS OF THE UNITED STATES

(Data corrected to December 1, 1950)

City
Call Letters
Established

CLEVELAND

WEWS
1947

WNEK
1948

1949

COLUMBUS

WBNS-TV
1949

WLWC
1949

WTVN
1949

DAYTON

WHIO-TV
1949

WLWD
1948

TOLEDO

WSFD-TV
1948

Chan, or Freq.
Power

Ch. 5
76-82mce
8.15kw-aur.;
16.3kw-vis.
Ch, 4
66-72me
9kw-aur.;
15k w-vis.

Ch. 9
186-192mc
13kw-aur.;
21kw-vis.

Ch. 10
192-198mc
12.15kw-aur.;
24,.3kw-vis.
Ch. 3
80-86mc
12.8kw-aur.;
15.2kw-vis.
Ch. 8
82-88mc
3.5kw-aur.;
6.5kw-vis.

Ch. 13
210-216mc
12,6kw-aur.;
24.6kw-vis.
Ch, 5
76-82mc
8kw-aur.;
18kw-vis.

Ch, 13
210-216mc
12.33kw-aur.;
25kw-vis.

OKLAHOMA CITY

WKY- Ch. 4
1949 86-72mc
1Z2kw-aur.;
8.1kw-vis.,
TULSA
KOTV Ch. 6
1949 82-88me
8.5kw-aur.;
18.5kw-vis,
ERIE .
WICU Ch, 12
1949 204-210mc
1.5kw-aur.;
2kw-vis.
JOHNSTOWN
WIAC-TV Ch. 13
1949 210-216mc
3.Tkw-aur.;
6.5kw-vis.
LANCASTER
WGAL-TV Ch, 4
1949 66-72mce
1kw-erp
PHILADELPHIA
WCAU-TV Ch. 10
1948 192-198mce
14kw-aur.;
25kw-vis,
WFIL-TV Ch. 6
1947 82-88me
13.5kw-aur.;
2Tkw-vis.
WPTZ Ch, 3
1941 60-68me
8kw-aur.;
18kw-vis.

Name of Licensee
Headquarters Address
Telephone Number

ScIr;{pps-Howard Radio

c.
1816 E, 13th St.
Tower 1-5454
National Bestg.
815 Superior
Cherry 1-0942

Co,

Empire Coil Co, Inc.

4501 Pleasané Valley Rd.

Victory 3-8400

WBNS-TV Inc.
33 N, High St.
Fletcher 3538

Crosley Bestg. Corp.

3165 Olentangy River Rd.

Jefferson 5441

Picture Waves Inc.
Fletcher 1520

Miami Valley Bestg.
Corp.

45 South Ludlow St.

Adams 2261

Crosley Bestg, C

459

orp.
5 S. DixiegHighway
Walnut 2101

The Fort Industry Co.
136 Huron
Adams 3175

WKY Radiophone Co.
Skirvin Tower
3-4306

George E. Cameron Jr.
302 So. Frankfort
2-9233

Dispatch Ine.
3514 State St.
4-0174

WJAC Inc.
329 Main St.
9-1965

WGAL Inc.
8 West Wing St.
5261

WCAU Inc.
1625 Chestnut ‘St.
Locust 7-7700

Triangle Pub Inc.
Widener Bl
Evergreen 2: 700

Philce Television Bestg.

Corp.
1800 Architects Bldg.
Locust 4-2244

Telecasting *® BROADCASTING

Owner 0; Pres. p; Exec. vp evp; Gen. M
cm; Sgles Mgr. sim;
Representative Prod. Mgr. pdm; News,

Networlk

Executive Abbrevlatlons

OHIO (Cont'd)

ABC
CBS
Branham

NBC
NBC Spot

ABC, CBS
DuMont
Katz

CBS
Blair TV

NRC

ABC
DuMont
Headley-Reed

ABC, CBS
DuMont
Hollinghery

ABC, CBS
DuMont
NBC
Katz

Jack R, Howard, p
James C. Hanrahan

Joseph H. McConnell,
NBC

Jor},m( McCerick, £m
Harold Gallagher, ¢

H?g:bert Mayer, p

Franklin Snyder, gm
Richard C, Wright, em

Richard A. Borel, d

of TV
Robert D. Thomas,
slm

J .bla. Shouse, chmn. of
Tom'Gleba, pd

Edward Lamb, p & co
John R0551ter. gm
Roger LaReau, cm

James M. Cox Jr.,
Robert H. Moody, gm

James D. Shouse,
chmn. of bd.
H. P. Lasker, gm

George B. Storer, p
co

E, Y, Flanigan, gm
Glenn Jackson, pd

OKLAHOMA

ABC, CBS
DuMont, NBC
Katz

ABC, CBS
NBC, DuMont

E, K. Gaylord, p & co
. A, Sugg, sta.m

Hoyt Andres, adm.
asst,

George E. Cameron
Jr., p & ¢

Maria Helen Alvarez,
gm

PENNSYLVANIA

ABC, CBS
DuMont, NBC
Headley-Reed

ABC, CBS
DuMont

NBC
Headley-Reed

ABC, CBS,
NBC, DuMont
Meeker

CBS
CBS Radio
Sales

ABC, DuMont
Katz

NBC
NBC Spot

(Continued on page 82)‘

Edward Lamb, g_

Paul Albracht eas.

Herbert S. Stewart a
gm & cm

W. W. Krebs, p
A. D. Schrott, m

Clair R. McCollough,
Harrold E. Miller, sm

Donald W. Thorn~
burgh, p & gm

Joseph L. Tinney, vp
& asst. gm,

Roger W. Clipgogm
enneth

Henry Rhea. asst. ce
chg. of TV
Ernest B, Loveman,

& gm
Ro‘ﬁ)and V. Tooke,
asst. gm

Prog.
am, Sports or

Dir, pd; Chi

J. Harrison Hartley,
sta.
Donald E, Pierce, pd

Philip L. Worcester,
pEm & prod
Leonard ce
Albert M. Henderson.
pmd & publ. d

Thomas B. Friedman,

ce
John Safer, prod.
Ccoor.

Jerome R. Reeves, p
pmd
Edward H. Bronson,
sta. d

James Leonard, gm
George Henderson, sld

Colin Male, pd
Joe Gill, ce

Harvey R. Young Jr,,
cm

W. J. Williamson, ¢m
A, Donovan Faust, pd
Howard Lepple, ce

William Stringfel-
low, ce

FElaine Phillips, film d

Chris Montross, rem, d

R. E. Chapman, cm
Robert Olson, pd
Gene Dodson, pmm
H, J. Lovell, ce

John Hill, ¢mn
James M. Orchard, pd
George Jacobs, ce

Don Lick, pd
Michael Csop, ce

Frank Cummins, pd
N. L. Straub, ce

J. Robert Gulick, natl.
slm

Charles Vanda, vp &
™™V d

John 8. deRussy, cm

Robert N. Pryor,
publ. d

Donald S. Kellett,

adm, asst. to gm

Louis E. Littlejohn, ce

John Steck, m of proj
& prod.

John J. Kelly, pmm
& publ. m

Alexander W. Dan-~
nenbaum Jr., cm

Eng. ce;
omen’s

. gm; Sta. Mgr. sm; Coml. Mgr.

Prom. Mgr. pmm;
bir, nd, #d, sd, wd.

Joseph B. Epperson,

ce
F. E, Weidman, adv. m

Edward Wallace, n &
spl. e, d

Albert L, Odeal, fiimd

Andrew L. Hammer-
schmidt, opers. sup.

B%rbara Synder, publ.

Lester H. Nafzger, td

Doroth{ Sanders, pm

Rohert Freeland, d of
pub. rel.

Richard Johnson, tm
Al Swinhart, pdm

Thomas Freebairn-
Smith, opers. d
J ocllth Leitch, vp &

Felix Meyer, m of
opers
Walter Tillman, d of
films

Raymond J, Bowley,

ce
E. Preston Stover, m
of prog. opers.

Transc, Library
‘News Service

Transmitter

Thesaurus
AP, UP
Acme
RCA,

AF, Telenews
RCA

=

-W

UP
Crosley

L-W, Thes,
INS
RCA

up
RCA

UP, INS

RCA

AP
DuMont

AP, Telenews
RCA
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“Have had many letters and-calls
from our dealers, distributors,
and salesmen on fine quality
of this program...inany noting
an increase in sales. Highly
pleased with reports to date”

E.J. BRACH & SONS,
Autry sponsors in 15 markets

“Snappy horse opera” N.¥Y.TiMES

“Looks like we've got ourselves
2 new hero on the television
L western front, and a mighty good

one at that!” RADIO DAILY

yn
aga'n N “If you don’t believe Westerns

filmed specifically for television
are infinitely superior on video
than those made originally

for theater exhibition, catch the
Gene Autry serieson CBS...
very, very £0od” THE FILM DAILY

“New angle...Autry and his
associates have made some long-
needed technical changes)

TIME MAGAZINE

“Should make, Autry one of TV’s
big guns” BILLBOARD

“Typical Autry entertainment, a
compouand of action and good
humor...far better than
pictures originally created for
showing in theatres”

N. Y. DAILY NEWS

“One of the hottest film packages
in TV”  YELEVISION MAGAZINE

“Stripped of all unnecessary frou-
frou and complication...
straight and simple and clean”

THE MORNING TELEGRAPH

“Autry indicates that he can hold
his own on video. He's trans-
planted his screen personality
to this medium in a manner
that will continue to hold a high
degree of favor” VARIETY

. \ [ : . : { “Fonderful news for TV Western
fans!” TV GUIDE

“Don’t be surprised if it lands
high up on any list of television
ratings. If’s a show geared:
precisely for its mass audience”

TODAY'S ADVERTISING




DIRECTORY OF TV STATIONS OF THE UNITED STATES

(Data corrected to December 1, 1950)
{Continued from page 78)

City
Canfhetters Chan, or Freq.
Established Power

PITT i URGH
Ch. 3

1949 60-66me
8.3kw-aur.;
16,6kw-vis,

PROVIDENCE

WIAR-TV Ch, 11

1949 198-204me
15kw-aur.;
30kw-vis.

MEMPHIS

WMCT Ch, 4

1 66-72me
7.12kcw-aur.;
13.6kw-vis.

NASHVILLE

WSM-TV Ch. 4

1950 66-72me
7.2kw-aur.;
14.4kw-vis.

DALLAS

KRLD-TV Ch, 4

1946 66-72me
8kw-aur.;
15.8kw-vis,

WEF{ Ch, 8

1 A 180-186me
13.5kw-aur.;
27.1kw-vis.

FORT WORTH

WB{.P-TV Ch. 5

194 76-82mc
8.2kw-aur.;
16.4kw-vis.

HOUSTON

KPRC-TV Ch, 2

1949 54-60me
17.5kw-aur.;
15kw-vis.

SAN ANTONIO
Ch. 5

1950 76-82me
9kw-aur.;
17.9kw-vis.

WOAI-TV Ch, 4

1949 B6-72mc
10.8kw-aur.;
21,.6kw-vis.

SALT LAKE CITY

KDYL-TV Ch. 4
1948 66-72me
2kw-aur.;
4kw-vis.
KSL-TV Ch, 5
1949| 76-82mc
9.2kw-aur.;
18.4kw-vis,
NORFQOLK
WTAR-TV .
1 88-72mce
12, -aur.;
24.24kw-vis,
RICHMOND
WTVR Ch. §
1548 82-88me
6.4kw-aur.;
12,16kw-vis,

Execntive Abbreviations

Name of Licenhsee Owner o} Pres. p; Exec, vp evp; Gen. Mgr, gm; Sta. Mgr. sm; Coml. Mgr. Transc. Library
Headquarters Address Network cm; Sales Mgy, slm; Prog. Dir, pd' Chief Eng. ce; Prom. Mgr. pmm; News Service
Telephone Number Representative Prod. Mgr. pdm; News, arm, Sports or Women's Dir. na, fd, sd, wd. Transmitter

PENNSYLVANIA (Cont'd)

Allen B, DuMont Labs. ABC, CBS Allen B, DuMont, p Leslie Arries Jr., prog. Raymond Rodgers, ce i eaieienaenns
Ine., DuMont Donald A. Stewart gm oper. m , INP
Ch, of Commerce Bldg. NBC Larry Israel, sid Harry Munson, film d DuMont
Express 1-1071
The Qutlet Co. ABC, CBS Mortimer L. Burbank, Thomas C. J. Prior,ee e,
176 Weybosset St. DuMont, NBC chmn. of bd. upP
Gaspee 1-1071 John J. Boyle, gm & RCA
Memphis Pub. Co. ABC, CBS H. W, Slavick, gm
3d & Madison Sts. DuMont, NBC J. C. Eggleston, cm .
8-7464 Branham
WSM Inc. Petry H. DeWitt Jr., p Jack Stapg
14th & Compton Ave. Irvmg Waugh, cm anlel, d
publ & prom
KRLD Radio Corp. CBS J. W. Runyon, p Ro&} George, pd A.J. Putnam, Pmm . ......e.eneenean
Herald Sq. Branham C. W. Rembert, Crocker, asst. m UP
Randolph 8811 mgnﬁ d M. Flynn, ce GE
W. A. Roberts, ecm .
Dallas Morning News ABC, DuMont E., M, (Ted)} Dealey, Ralph W Nimmons, Lawrence E, DuPont, UP
1122 Jackson St. NBC p & co natl, nd & sp. events d DuMont
Riverside 9631 Petry Martin B. Campbell, Alex Keese local em E. Ashley Dawes, pdm
gm Bert Mitchell, pd Carlos Dodd, tsup.
J. R. Collins, ce
Carter Publications ABC, NBC Amon Carter, p Rog Bacus, cm R. C. Stinson, d of e AP
3900 Barnett St. Free & Peters Harold Hough, mgng. Gould, pd James A, Byron, RCA
Lockwood 1981 (Fort d Tormmy Thompson, gzm n ed,
‘Worth) George Cranston, Jack Rogers, publ.
Tremont 7-9757 (Dallas)} megng, pmm
The Houston Post ABC, CBS W. P. Hobby, p Terry Lee, ¢ Paul Huhndorf, ce AP
Lamar Hotel DuMont Jack Harris, gm Fra Partin prod, d . GE
Fairfax 7101 NBC
Petry
San Antonio TV Co. ABC, CBS W. D. Rogers Jr., p W. B. Robb, p Mort Dank, publ. &  .................
Transit Tower Bl DuMont Frank Junell, cm William J, jackson, ce pm d UP, Acme
Garfield 8151 Blair TV Tom Maloney, film d DuMont
SOuthland Industries ABC, CBS Hugh A. L. Halff, p Dallas Wyant, pmm Hull Youngblood, film Ziv, Wilton
C & Charles L, Jeffers, ce rling
1031 Navarro St. Petry Jack Keasler, cm Dick Perry, prod. m Imog;ne Stanley, Flamingo
Garfield 4221 J. R. Duncan, pd P, UP, INS
Telenews
RCA
Intermountain Bestg. & NBC 8. S, Fox, p & gm John M, Baldwin, vp-
TV Corp. Blair TV Dan Rainger, pdm tech.
Tribune-Telegram Bldg.
5-2991
Radio Service Corp. of ABC, CBS J. Reuben Clark Jr, p D. Lennox Murdock, d Vincent E. Clayton, INS
Utah DuMont C. Richard Evans, ‘of TV opers ce GE
%42621{«0:- Ave, Ragdio Sales Frank McLatchy, Wayne mchards pd
WTAR Radio Corp. ABC, CBS Campbell Arnoux, p Winston Hope, pd Std.
720 Boush St. DuMont, NBC & gm John C. Peffer, ce AP
56711 Petry John W. New, cm RCA
Havens & Martin Inc. NEBC Wilbur M, Havens, p J. C. Rlanhard, pd L-W
3301 W, Broad St. Blair TV & gm James W, Kyle, ce TP
5-8611 Walter A. Bowry Jr., RCA
cm & prmm DuMont
Telecasting ® BROADCASTING
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* GPL Introduces Fir;i v Cdméra Chain

|

Designed from Start to Finish for

Compactness and Ease of Operation

Compact GPL comera and control unit have been "human engi.
neered"” for easy, efficient use. Comera provides uniform focus
adjustment far oll lenses; iris is motor-conirolled from reor of
comero or from cantrol unit, with lens opening shown on dials
ot both locations. Control unit hos 8% menitor tube.

IMPROVED SYNC GENERATOR

The sync generator, with its power supply,
is o single unit, packaged for field use,
Because binary counting circuits are used,
and pulse width is controlted by delay
lines, it pravides circuit reliobility better
than present studio equipment, With this
circuitry, aoll operator odjusiments are
eliminated,

. £
Built with the compact precision which distinguishes
a quality watch from an alarm clock, GPL's new
image orthicon camera chain is smaller, lighter, easier
to use. It is the first camera chain that has been
“human engineered” — designed from motion studies
of cameramen and control personnel. It is the first
with type and location of controls based on minimum
movement and maximum ease and efficiency.

This simplification, together with size and weight
reduction has been accomplished without any sacrifice or
limitation whatever in performance or accessibility. Supe-
rior GPL circuit design provides a better picture than nor-
mally obtainable with image orthicon equipment. Complete
control is provided for every studio or field requirement.

Logical components have been combined . . |, fewer units
make up a chain. A single chain consists of only 4 units; a
triple chain, 12 including switching unit and master moni-
tor. The camera, with integral view finder, is only 1034 x
124" x 22", weighs 75 Ibs. instead of 100-105 Ibs. The sync
generator is a single portable unit including its own power
supply. It may be easily removed from its case to go into a
standard relay rack.

SIMPLIFIED CONTROL

All controls are at the finger-tips of cameramen and camera
control operators. Focus adjustment of all lenses is uniform;
a given rotation of focus control produces the same shift
in plane of focus for all lenses. The iris is motor-controlled,
either from the rear of the camera or from the camera con-
trol unit. Dials on both camera and contro! unit indicate
the lens opening. Negative feedback is used to stabilize
video frequency response, eliminating an adjustment. Target
and beam are controlled by thumbwheels next to cenven-
ient knobs for pedestal and gain.

READILY ADAPTABLE

GPL Camera Chains completely meet all studio and field
requirements or may be readily adapted to supplement
existing installations. Before you make any camera chain
investment, get all the facts on this new addition to GPL's
outstanding line of TV studio equipment.

Write, Wire or Phone for Details

TV Camera Choins * TV Film Chains
TV Fieid and Studia Equipment
Theatre TV Equipment

Telecasting ® BROADCASTING

PLEASANTVILLE

General Precision Laboratory

INCORPORATED
NEW YORK
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{Data corrected to December 1, 1950)

DIRECTORY OF TV STATIONS OF THE UNITED STATES

Owner o, Pres. p; Exec. vp evp; Gen. M
cm; Sales Mgr. slm; Prog. Dir. pd; Chie
Representative Prod. Mgr. pdm; News, Farm, Sports or

Executive Abbreviations
. gm;

WASHINGTON

nry B. Owen, p
Hugh Feltis, gm
Bob Priebe, opers. m

Al Hunter, cm
Lee Schulman, pd
George Freeman, ce

WEST VIRGINIA

J. H. Long, p
DuMont, NBC Marshall Rosene, gm .
Katz L. H. Rogers, TV

James H. Ferguson, pd
Leroy Kilpatrick, ce

WISCONSIN

|City Name of Licensee
Cal‘ Letters Chan. or Freq. Headquarters Address Network
Established Power Telephone Number
SEATTLE .
KING-TV Ch. 5 KING. Bestg. Co. ABC, CBS He:
1948 76-82mc Smith Tower DuMont
‘ l0kw-aur.; Mutual 1090 NBC
19kw-vis. Blair TV
HUNTINGTON
WSAZ-TV Ch. § WSAZ Inc. ABC, CBS
194 76-82mc W, Va. Bldg.
8.5kw-aur.: 39441
12kw-vis. sta.
MILWAUKEE
WTMJ- Ch. 3 The Journal Co. ABC, CBS
IMTM v 60-66mc 720 E. Capital Dr. NBC, DuMont
10.2kw-aur.; Marguette 8-6000 Harrington,
18.1kw-vis. Righter &
Parsons

Wg:lter J. Damm, vp

gm
L. W, Herzog. asst. gm
R. G. Winnie, sm
Bruce Wallace, pmm m

Philip B. Laesar,
radio-TV eng. m

George Comte, asst. m

George Nicoud, asst.

Eng. ce; Prom. Mgr. pmm;
omen’s

Sta. Mgr. sm; Coml. Mgr. Transc. Library

News Service

ir. nd, fd, sd, wd. Transmitter
uUp
RCA
Naseeb S, Tweel, Flamingo
Elrrod. m AP
zabeth Conaty, td RCA
Neale V. Bakke, local ...... 000D0000000
slm AP
Frank Bignell, tm RCA

SURGERY SHOWN

RCA Cooperates on Series

SURGERY instruction is being
demonstrated to members of four
Ieading Latin American medical
groups, RCA has announced. RCA
is cooperating with E. R. Squibb &
Sons, which started the showings
at the Inter-American Congress of
Surgeny in Lima, Peru, fortnight
ago, and held another last week
before [the Surgical Society of Bo-
gota, Columbia. Other showings
are sﬂ\eduled for the Society of
Clinical Study at Havans, Cuba
{Dec. 11-13) and the Dominican
Medical Assn. at Ciudad Trujille
(Dec. 19-21).

Standard RCA television broad-
casting] equipment was shipped to
South America for use in the pres-
entations. Equipment includes two
image orthicon cameras, control
apparatus and two microwave re-
lay antennas. Two RCA “life size”
vV pr‘Pjection units, capable of
showing images up to six by eight
feet in size, and 15 RCA Victor
16-inch | receivers are being used to
show the demonstrations. Richard
H. Hooper, RCA Victor promotions
manager, heads the production
crew of six technical experts.

New Yideodex Clients

CECIL & PRESBREY, Dancer-
" Fitzgerald - Sample, Duane Jones
and Erwin, Wasey Co. have be-
come subsecribers to the full video-
dex service, comprising a national
-summary project report of all net-
work programming, both commer-
cial and sustaining, in 63 markets,
and individual reports for 17 mar-
kets aceounting for over 92% of

. all sets in the area served by cable-
connected stations, More cities will
be individually reported on be-
ginning next month, according to
Allan V. Jay, president, Jay &
Graham| Research Inc., publisher
of Videadex television reports.

Page 84 ® December 4; 1950
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WHEN WDTV (TV) Pittsburgh opened its new studios Nov. 19, Mayor David
L. Lawrence of Pittsburgh (r) threw the first switch officially opening the

studios.

Also present for the ceremonies (I to ¢): Larry Israel, WDTV sales
‘director; Raymond W, Rodgers, chief engineer, and Donald A. Stewart, general

manager of the DuMont station.

FILM ORDERS
Richert Heads ATS Committee

GENE RICHERT, account execu-
tive and TV manager of G. M.
Basford Co., has been appointed
chairman of "the special committee
formed by American Television So-
ciety to study the problem of se-
curing standardized specification
forms for use by agencies in order-
ing film commercials for television
from film producers.

Committee comprising both agen-
cy and producer members was
aunthorized by the ATS board
[BROADCASTING @ TELECASTING,
Nov. 20] and appointed last week
by David Hale Halpern, ATS presi-
dent.

Other members in addition to
Chairman Richert are:

Thomas J. Dunford, general pro-
duction manager, Transfilm Inc.; John

Freese, technical director of TV films
for Young & Rubicam; G. David
Gudebrod, director of film production,
N. W. Ayer & Son; Leslie Roush,
president, Leslie Roush Productions
Inc,

SCHOOL TV
WICU Sets Plans

FORMAL approval of a plan
whereby classroom instruction and
other school programs are tele-
cast over WICU (TV) Erie, Pa.,

has been approved by the loeal.

school board. The daily programs
started fortnight ago, according
to Dr. Frank Miller, assistant
superintendent of schools and head
of Erie's Television Advisory Com-
mittee.

Initial programs will demon-
strate to the public teaching meth-
ods, types and contents of courses.

ATAS OFFICERS

Nominate Landsberg as Pres.

KLAUS LANDSBERG, vice pres-
ident of Paramount Television
Productions and general . manager
of KTLA(TV) Los Angeles, was
one of a slate of five nominated as
president of the Academy of Tele-
vision Arts & Sciences, Los An-
geles, at its recent meeting. Others
included Robert V. Brown, pro-
gram manager, KNBH(TV);
James T. Vandiveer, manager of
daytime programming, KECA-TV;
Mike Stokey, producer of Panto-
mime Quiz; Freeman Lusk, moder-
ator of Teleforum program.

Others nominated:

For office of first vice president: H.
L. Hoffman, president, Hoffman Radio
& TV Corp., incumbent second vice
president; Frank Wisbar, producer,
Bing Crosby Productions; Hal Roach
Jr., vice president, Hal Roach Studios;
Don Lauritzen, president, Rockett-
Lauritzen (advertising agency). For
gecond vice bpresident: Robert V.
Brown; Harlan Thompson, production
‘supervisor, CBS-TV. Secretary: Betty
Mears, Jon Slott, Dick Lane, Doria
Balli. Treasurer: Fred Henry, as-
sistant general manager, KLAC-TV;
Robert Guggenheim, KNBH film direc-
tor; Mark Finley, public relations
director, KTSL (TV).

Mexico City Workshop

ADVANCED training in television
and radio broadecasting will be
given in Mexico City by Columbia
College, Chicago, at the request of
Mexico’s National Assn. of Broad-
casters, Columbia President Nor-
man Alexandroff said last week.
Two Mexican trainees of the school,
Guillermo. Camarena and Roberto
Espinoza, will teach the courses
under a workshop system. Forty
enrollees were selected by Mexican
broadcasters, and will be instrueted
ir-l all phases of radio and televi-
sion.

Telecasting: ® BROADCASTING



ERASEABLE, RE-USABLE magnetic recordings are ideal for re-
cording extra ‘“‘safety’’ copies of movie sound tracks. If the final
master sound track is satisfactory, the magnetic safety copy
can be erased and re-used again and again. This eliminates the
waste involved in using an optical film sound track.

HIGH FIDELITY is maintained through repeated dub-
bings and re-recordings. The final sound track
retains all the fresh, clear brilliance of the original
recording. No expensive retakes because of scratchy,
objectionable audio sections. And immediate play-
back means the director can check sound while the
cast is still assembled!

S

UV

recording |

COSTS!

-
3

bt

CUtTS |
TV film

¥

LIP SYNCHRONIZATION is accurately controlied by
recording on sprocketed ‘“SCOTCH’ Brand Sound
Recording Film. This results in perfect synchroniza-
tion from beginning to end because the sprocket
holes in magnetic film can be perfectly synchronized
with sprocket holes in motion picture film.

cOTCH

BRAND

Gound Recordin8
Film

FULL DETAILS of how magnetic recording can help
you produce better films at lower cost are yours
for the asking. Just drop.us a card and we will have
a representative call and explain how magnetic
recording fits in with your present plans and equip-
ment. Address Dept. B-T120, Minnesota Mining &
Mfg. Co., St. Paul 6, Minn.

Made in U. 5. A. by MINNESOTA MINING & MFG. CO,, St. Paul 6, Minn., also makers of “Scotch’* Brand Pressure-Sensitive Tapes, “Underseal’’ Rubberized Coating,

“Gcotchlite’” Reflective Sheeting, “Safety-Walk'' Non-Slip Surfacing, '“3M’' Abrasives, “3M"" Adhesives.

Telecasting @ BROA'DCASTING
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COLDR RESEARCH

Lubcke Reviews Don Lee Work

DON| LEE research on color tele-
vision has mainly restricted itself
to the “non-controversial” aspects
of th? subject, Harry R. Lubcke, di-
rector, TV research and colorvi-
, sion for the network, told students
of Los Angeles City College last
Wednesday. Mr. Lubeke spoke
on “The General Aspects of Color
Television.”

“Because accomplishments of col-
or télevision on existing channel
band widths constitute a near mir-
acle | scientifically,” Mr. Lubcke
said, “disagreement on the method
of such an accomplishment can be
readily understood. In our color-
visior? research we have been ex-
ploring those avenues which will
be tnaveled regardless of the ex-
act method utilized for the color
process.”

Anjong the non-controversial
projects worked on by the network
research staff has been the single
direct-view television cathode ray
tube.

ALLUDES COLOR

Syracuse U.’s New Disc

BLACK - AND - WHITE television
became color TV when Syracuse
U.’s TV center put into play in mid-
November its newly-developed dise
attached to regular sets. According
to Dan Lyon, TV program director,
the black-and-white “color” was
not “a gag” but “an experiment in
optical illusion, and approximately
half qf the Central New York view-
ers who saw our Ewzposilion pro-
gram! also saw color.”

The show featured artists’ in-
terpretations of classical and mod-
ern musie¢, which, according to the
TV center, proved ideal for the first
public showing of its experiment.
TV personnel at the center have
been working on the color illusion
disc since last summer. The color
producer is a dise on which various
blackrand-white designs are rotated
at controlled rates of- speed.
Changes in design and speed had
come up with various colors during
several spot visual tests. Prior to
the public demonstration, experi-
ments were on closed circuit in the
studig.

Exposgition’s audience had not
been priefed to expect color, it was
explained, but letters were received
at the campus center following the
telecast, describing what colors
were detected. Not all persons saw
the same color, blue seen most
frequently and also yellow and
green were prominent. Idea of
getting color from black-and-white
was conceived last summer by
Arthu'r F. Weld, production director
at thq center., He has been work-
ing or the project with Howard R.
Sharrott, a student at the univer-
sity’s | College of Applied Science
and engineer on the campus FM
statiop staff, to find right combina-
tions and speeds. Experiments are
being continued in attempts to
eventyally find commercial applica-
tion for the disc discovery, it was
reported,
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WHEN one agency official appedrs
on a show placed by another agency,
that’s news. But this occasion also
marked the TV debut of Lou Maxon
{r), advertising executive. Checking
cues with Mr. Maxon for his ap-
pearance on WXYZ-TVY Detroit's A
Day With Kay is Fred A. Epps, presi-
dent of Rex Advertising Co., which
places the show for Chateau Wines
Corp. Mr. Maxon’s recipe for tomato
cocktail drew 304 requests from lis-
teners. Show was conducted by Bud
Lanker, Detroit Free Press columnist,
for Kay Savage, food editor.

TV-ELECTRONICS

Assets Up to $5,560,000

NET ASSETS of Television-Elec-
troniecs Fund Inc., subsidiary of
Television Shares Management
Corp., Chicago, increased to $5,560,-
000 on Oct. 31 from $2,781,000 a
year earlier, according to the an-
nual shareholders report. Realized
and unrealized appreciation totaled
$947,579, contrasted with $111,000
& year ago.

President Chester D. Tripp told
shareholders total output of the
electronics industry in 1951 at fac-
tory values will be “considerably
above” that of 1950, despite cur-
tailment of commercial production.
He estimated military production
of electronic equipment in the next
12 months at about $1% billion.
The increase in total output “will
help maintain profits at relatively
favorable levels despite increased
taxes,” he said.

VISION' FOR JAPAN

Sen. Mundt Indicates TV Study Planned

FIRST step in projecting “Vision
of America” as a U. S. government
TV counterpart of Voice of Amer-
ica may be a “mission to Japan
to make a detailed study” of what
type of video service can be pro-
vided there.

The revelation is contained in a
nationally circulated Sunday news
feature authored by Sen. Karl E.
Mundt (R-S. D.), a strong advocate
of such a plan.. Referring to ap-
pearances on Capitol Hill by such
leaders as Gen. Dwight Eisenhow-
er, Gen. George Marshall, John
Foster Dulles and Bernard Baruch,
all who testified for expansion of
the U. 8. information program
[BROADCASTING, July 10], Sen.
Mundt wrote:

“State Dept. leaders have been
most impressed -with preliminary
investigation of this TV idea, and
David Sarnoff, head of RCA, has
joined with other industrial leaders
to advance the proposal” Gen.
Sarnoff, who often has predicted
TV globe girdling, also appeared
before Congress in support of the
project.

Pinpointing the .battle of ideas
to two fronts—behind the Iron
Curtain and to countries lying
within its shadow — Sen. Mundt
said the Voice still is the only
effective weapon in combatting
Russian propaganda in Communist
areas, But on the other side of the
curtain, he said, “there is a wide-
open field for television’ as a “medi-
um of truth and education .. .”

According to engineers who have
worked with the idea, Sen. Mundt
revealed, Germany or Japan would
be the most logical place to begin.
A complete TV set up to “effectively
blanket Japan from tip to tip”
would cost $4,600,000, the equiv-
alent cost of two B-36 bombers,
he said. Programs originating in

each country, using both film and
live actors, local talent speaking
local dialects and programs geared
to interests and needs of the people,
are envisioned by the Senator.

Also disclosed in Sen. Mundt’s
thinking is the probable use of
relay stations 60 to 70 miles apart
thus eliminating coaxiable cable
expense. He estimated 22 relay sta-
tions would be needed to cover the
country with each station costing
about $180,000 for a total cost of
$3,960,000. Other figures; $300,000
for engineering and supervision;
$350,000 for equipment of a central
studio, and $300,000 per year for
operation.

Sen. Mundt also pointed up the
fact that each relay point would
contain an FM radio transmitter,
thus permitting broadcast of local
news and educational programs in
addition to entertainment and
music for each local community.
A similar relay set up in Turkey
or Indonesia would require about
the same cost as for Japan, he said.

Method of reducing cost and elim-
inating the TV receiver situation
would be placement of Ilarge
screens, 6-ft. square, in schools,
churches, local government build-
ings or in open air, he said.

Derby Negotiations

DERBY FOODS, Chicago, was
still dickering with NBC and ABC
last week via Needham, Louis &
Brorby, same city, for a network
TV show aimed at a children’s au-
dience, for Peter Pan peanut but-
ter. Plans were indefinite as to
which of several packages would
be accepted, or the frequency with
which the show would be telecast.
Peter Pan formerly sponsored a
half-hour of Super Circus on ABC-
TV, and spots in 20 some markets.

Weather Yane Antenna
WITCHES, increasingly pop-
ular since the entrance of
“Beulah Witch” on Kukla,
Fran & Ollie (NBC-TV), will
now ride high above televi-
sion homes. The broomstick,
modernized in untraditional
form, is a weather vane, sup-
porting an in-line television
antenna. The innovation
comes from Zenith Radio
Corp., whose president,
Comdr. Eugene F. McDonald
Jr., wearied of unsightly TV
antennas above homes., The
Hollywood vane, which re-
tails at $39.95, was developed
to be a point of interest,
rather than a decor detrac-
tor, to houses. The device is
a combination weather vane
and antenna, with the latter
operating on both high and
low TV bands.

INDEX DISPUTE

Nielsen, Hooper Arbitrating
THREE-MAN arbitration board is
being organized to settle the busi-
ness dispute betwen the A. C. Niel-
sen Co. and C. E. Hooper Inc. re-
garding the entry of Hooper into
12 cities with a TV popularity in-
dex. The move, reportedly in vio-
lation of agreements reached be-
tween the two market research .
firms when Hooper services were
sold to Nielsen last March, will be
arbitrated by three industry repre-
sentatives.

Board will be comprised of two
persons, one each selected by
Hooper and Nielsen outside tbeir
own organizations, and a third to
be selected by the first two. Inas-
much ag the problem is termed one
of “business and the radio indus-
try” rather than of ‘research,”
the men probably will be picked
from the radio field, a Nielsen
spokesman said.

Arrangements between the two
companies are ‘proceeding quite
amicably,” the spokesman said, and
will probably be settled “in the
same way.” The arbitration board
is attempting to organize and meet
before the first of the year, but
discussion may be postponed be-
cause of holiday activity. The Niel-
sen executive pointed out that the
“question is not a legal one.”

Big Ten Meet

TELEVISION is slated as a major
topic for disecussion at the annual
winter meeting of the Big Ten col-
lege conference in Chicago Dec. 6-
10 at the LaSalle Hotel. An ex-
pected 80 persons from the schools,
including athletic directors, ticket
managers, publicity chiefs and
coaches, will be on hand to hear
the report of the conference tele-
vision committee, a paper on the
effects of TV on attendance, re-
sults of the Big Ten move to au-
thorize its games for theatre tele-
vigion and post-game showings,
and the entire problem of TV in
movie houses.
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MINIATURE TUBE SOCKETS
7-PIN and 9-PIN...and SUBMINIATURES

Now MYCALEX offers both 7-pin and 9-pin miniature

tube sockets . . . with superior low loss insulating prop-

erties,.at prices that offer ceramic quality for the cost
of phenolics.

MYCALEX miniature tube sockets are injection
mounded with precision that affords uniformity
and extremely close tolerances. MYCALEX in-
sulation has high dielectric strength, very low

dielectric loss, high arc resistance and great di-
mensional stability.

Produced in two grades: MYCALEX 410 con-
forms to Grade L4 specifications, having a loss
factor of only .015 at 1 MC. It is priced com-
parably with mica filled phenolics.

MYCALEX 410X is for applications where
low cost of parts is vital. It has a loss factor
only one-fourth that of “everyday” quality
insulating materials, and a cost no greater.

Prices gladly quoted on your specific requite-
ments. Samples and data sheets by return
mail. Our engineers will cooperate in solving
your problems of design and cost.

Mycalex Tube Socket Corporation

“Under Exclusive License of Mycalex Corporation of America”
30 Rockefeller Plaza, New York 20, N. Y.

MYCALEX CORP OF AMERICA

“Owners of MYCALEX Palents”

" Executive Offices: 30 Rockefeller Plaza. New York 20, N. Y. Plant and General Offices: Cllﬂw. N. J
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Building ‘Toast’
(Continued from page 68)
garet Truman, Pat O’Brien, Mimi
Benzell, Rudy Vallee, Tony & Sally
De Marco, Reginald Gardiner,
Sarah Churchill, Leonard Warren,
Anna Maria Alberghetti, Bert
Lahr, Carol Bruce, Frankie Laine,
Nanette Fabray, Billy Eckstine,
James Barton are dynamite at the

boxoffice.

Thirdly, we had a smoothly
working team, with Marlo Lewis,
Johnny Wray, Allen Ducovny and
all the rest, accustomed to turning
out shows without the troubles
which beset any new series.

Fourthly, our dealers were told
that the competition was going to
be heavy, but that we were con-
fident of our success. They went
along. The factory helped cut-with
extra promotion and talent budgets.
Promotionwise, the agency and
CBS worked out continuing pro-
jects which bulwarked the national
prompotion effort.

Another major help to our efforts
has been the consistent support of
the stations. Each one of them
rallied round the flag with its
best efforts., It’s fair to say that
the strength of our show rests, to
a large extent, upon the efforts of
local stations and their promotion
men.

Rating Improves

All in all, there were no conces-
sions on the part of Toast of the
Town. We had our audience and
we intended building it—not losing
it to another show. While it is
still early at this writing, it’s in-
teresting to note that our rating
has gone up during the first month
of our serious competition. As a
matter of fact, our fourth rating,
based upon a Trendex 10 city
survey, was considerably higher
nan the opposition.

e do not underrate the stars
who are now bucking Teast of the
Town. But it was our feeling that
a strong program content, con-

sistent promotion, and much sweat
would hold the CBS fort against
any comers.

We'll stand on the record!

PHONEVISION

Test Delayed 'Several Days’

THREE-MONTH Chicago test of
Phonevision, Zenith’s dellar-in-the-
slot system of TV, was delayed
“several days” from the FCC ap-
proved Deec. 1 starting date “pend-
ing final selection of feature mo-
tion pictures to be used.” This
was reported by Ted Leitzel, in
charge of public relations for
Zenith, on Friday.

He said final selection of films,
which will total 90 or one a day in
all, is being made now by Zenith
representatives in New York.

Beginning of the Phonevision
test is made possible by “decision
of several of the film producing
companies to provide films for the
experiment,” Mr. Leitzel said.

Put the
“699" thru the

Studio-Test

Test it for lows!
Test it for highs!
Test it for fidelity!
Test it for voice!
Test it for music!
Test it for versatility!
Test it for ruggedness!
Test it for “non-pop”!
Test it for convenience!
Test it indoors, outdoors!

MICROPHONES * SPEAKERS
PHONO PICKUPS * TV BOOSTERS

l':‘
P

—

SLIM-TRIM
TV DYNAMIC

The only Microphone with all these Features!
Slim-Trim Design * Dynamic Performance * Response
40-15,000 c.p.s. = 2.5db * Individually Laboratory
Calibrated * Power Rating -53 * Pop-Proof Head;
built-in Blast Filter stops wind and breath blasts -
Exclusive Acoustalloy Diaphragm withstands severest
service - Omnidirectional; requires no closely asso-
ciated auxiliary equipment + Changeable Low Imped-
ance * Removable Swivel = 2" or %"-27 thread
mounting * Cannon XL-3 Connector = All parts pre-
cision ground « 20 ft. broadcast type cable. Write
today for further facts! Model 655. Price....$200

Send for Catalog Na. 110

EleclhoYbrec =

402 CARROLL STREET ¢ BUCHANAN, MICHIGAN
Export: 13 East 40th St. New York 16, N.Y., U.5.A. Cables: Arfab

’wl Y
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MOVIE ADS

‘Boxoffice’ Surveys TV Use

USE of television by motion pic-
ture exhibitors is reported in the
Nov. 25 issue of Bozeffiee which
says ‘“the high cost of telecasting
time and the tieup of preferred
time by national accounts has to
date limited video as an advertising
channel for motion picture the-
atres.”

A survey was conducted by Box-
office following suggestions made
at a recent convention of the The-
atre Owners of America in Houston
that exhibitors use television for
advertising. In addition to the
cost factor, it also is pointed out
that ‘‘techniques of presentation
had not been developed satisfac-
torily.”

HUBBELL BOOK
Covers Programs, Production

TELEVISION PROGRAMMING & PRO-
DUCTION. (Second Edition.) By Rich-
ard Hubbell. New York: Rinehart &
Co. Inc, 240pp. $3.25 college, $4.50 trade.
IN THIS revised and enlarged edi-
tion of his book, Mr. Hubbell’s pur-
pose is “(1) to analyze and define
the nature of television; (2) to
formulate basic theory for its de-
velopment as an art form; (3) to
demonstrate practical techniques
for program production; (4) to
show how television programs are
created and produced.”

Illustrated with more than 80
photographs, Television Program-
ming & Production is a compre-
hensive survey of the whole field
of television, examining it from
both the artistic and secientific an-
gles. The art of television is com-
pared to the art of the motion pic-
ture, the theatre, and so-called
“blind radio.” The secience of tele-
vigion is discussed in several chap-
ters dealing with the television
camera, camera mobility, camera
techniques, picture composition,
editing, video effects and lighting.

VEHIGLE VIDED

ICC Plans Ban

THE INTERSTATE Commerce
Commerce Commission is of the
opinion that a trueck driver can’t
operate his vehicle: and look at
television at the same time. To
point up its position, the ICC has
proposed -rule making that would
prohibit the location of a video
screen in the driver’s compartment,
unless placed in back of the op-
erator’s seat.

The proposal was made last week
in a lengthy revision recommended
by the ICC on highway safety.
Rules are scheduled to go into
effect early next year if comment,
to be heard through Dec. 29, is
favorable, All vehicles under the
jurisdiction of the commission
would be affected by the rule-
making.
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SIC HALL VARIETIES

THE NATION'S MOST
ENTERTAINING TV
FILM MUSICALS!

STARS!

KERE FOR EXAMPLE ARE
SOME OF THE THOUSANDS
OF DOLLARS WORTH OF
STARS YOU CAN GIVE
YOUR AUDIENCE WITH
MUSIC HALL VARIETIES:

MUSIC HALL VARIETIES
ARE TELECAST TODAY
TO 52% OF THE
NATION'S TV AUDIENCES.

SPIKE JONES

KITTY KALLEN
CONNIE HAINES
MEL TORME
VINCENT LOPEZ
TONY PASTOR
GALE STORM
MAURICE ROCCO
HENNY YOUNGMAN
GERTRUDE NIESEN
LOUIS ARMSTRONG
JERRY BERGEN
CLIFF EDWARDS
TED FIO RITO
ALAN LADD
CHARLIE SPIVAK

MUSIC HALL VARIETIES . ..

¢ Make anideal participation program.

o Can be programmed into telecasts of

from 5 minutes to an hour.

¢ Feature name artists known and

appreciated by millions,

Give TV audiences elaborate

GENE KRUPPA
MILLS BROTHERS

KING SISTERS
production numbers—staged and LOUIS JORDAN
directed by outstanding producers LUBA MALINA
of filmdom. LAWRENCE WELK

EATON BOYS

o Offer variety that entertains the

entire family.

YVONNE DE CARLO
CAB CALLOWAY
MARILYN MAXWELL
NORO MORALES
MABEL SCOTT

OFFICIAL TELEVISION, INC.

{

25 WEST 45TH STREET, N. Y. 19, N. V.

LU 2-1700

A COMPLETE TELEVISION FILM SERVICE . . .

SPORTS . . .
FEATURES . . . CARTOONS . . . MUSIC

PARADE OF EVENTS , . . TRAVEL . ..




Telestatus

{Continued from page 62)

bought schedules on 40 or more
stations.

Advertisers of Food & Food
Produets were the most active
users of TV time during October
in terms of number of accounts
(see table). In- all there were a
total of 849 accounts active in this
classification during the month.
There were reportedly 716 firms
which used TV to promote the sale
of Household Furnishings, Equip-
ment & Supplies. Automotive, Au-
tomotive Equipment & Accessories
were backed by 431 different ad-
vertisers in October.

Food & Food Products lead the
users of network time in the num-
ber of active accounts with 28. In
the Household classification there
were 18 active sponsors, while Au-
tomotive and Confectionery & Soft
Drinks were tied for third place
in the network category with 17
accounts each.

Locally, Household Furnishings,
Equipment & Supplies were the
most active users of the medium
with 614 accounts. There were 516
firms which promoted Food & Food
Products through TV on the local

level,
E

American Research

Gives November Report

MILTON BERLE'S Texaco Star
Theaire was seen in an estimated

5.5 million homes during the first
week in November, according to
the latest report from the Amer-
ican Research Bureau released last
week. The program attained a rat-
ing of 63.3. Top 10 programs by
rating and rank were reported in

the ARB TV-Nationals for the
week Nov. 1-7 as follows:
RANKING BY POPULARITY RATING
1. Star Theatre 60.3
2. Fireside Theatre 43.6
3. Philco TV Playhouse 1.8
4. Godfrey’s Talent Scouts 40.5
5. Your Show of Shows 38.8
6. Toast of the Town 37.5
7. Comedy Hour (Cantor) 371
8. The Lone Ranger 36.4
9. Hopalong Cassidy 36.0
10. Four Star Revue {Dutante) 34.4
RANKING BY HOMES REACHED
(Add 000)
1. Star Theatre 5,500
2. Philco TV Playhouse 3,625
3. Your Show of Shows 3,340
4. Comedy Hour (Cantor) 3,145
5. Toast of the Town 3,100
6. Fireside Theatre 2,960
7. Stop the Music 2,825
8. Godfrey's Talent Scouts 2,800
2. Kraft TV Theatre 2,792
10. Four Star Revue {Durante) 2,780

[ T

TV News Covered
By Two Colleges

STATUS of television news has
been reported in current publica-
tions of two different state univer-
sities. Professor Harry Heath Jr.,
of Iowa State College, reports in
the fall issue of the Journalism
Quarterly that “once television is
firmly established and a money-
making member of the mass com-
munications family, it’s reasonably
certain that remote pickups, well-
edited newsreels and a limited num-

@ 17 TUBES INCLUDING
5" CRT.

@ 10/ MILLIVOLT
SENSITIVITY

® 12 MEGACYCLE
BANDWIDTH

@ DEFLECTION PLATES
AVAILABLE ON
TERMINAL BOARD

@ CONTINUOUSLY
VARIABLE
CALIBRATOR

@ SWEEP MAGNI-
FICATION 5 TIMES
SCREEN SIZE

@® GOOD TRANSIENT
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TELEVISION EQUIPMENT CORP
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SET ADS PROB

FTC Studies Specimens;
RTMA Plans Rules

SPECIMENS of broadeast and published advertisements circulated by
American Television Dealers and Manufacturers as part of the so-called
“child appeal” campaign began pouring into Federal Trade Commission’s
Radio and Periodical Advertising Division last week in compliance with

the commission’s request [BROAD-
CASTING ® TELECASTING, Nov. 27].

The advertisements, which
prompted FTC to. initiate a probe
into the “truth or falsity of state-
ments and representations” after
numerous complaints, came in from
manufacturers and Ruthrauff &
Ryan Inc, New York, the agency
ber of stills will make up virtually
the entire video news fare.” Mo-
tion picture news will largely sup-
plant still pictures on television
newscasts within the next five
years, according to Professor Ed-
ward C. Lambert of the U. of Mis-
souri School of Journalism. His
views were based on statements of
61 television station executives and
were published in a bulletin re-
leased by the university. Profes-
sor Heath’s views were based on
correspondence with TV news ed-
itors, visits to various stations and
his own experience in news work
at WOI-TV Ames, JTowa.

# * *

‘Star Theatre’ Heads
New York Nielsen List

IN the New York area the most
popular TV program during the
four weeks ended Nov. 11 was
Texaco Star Theatre, according to
a report last week by A. C. Nielsen
Co. The top 10 evening, once-a-
week programs were reported as
follows:

NIELSEN

TV-RATING+

RANK PROGRAM HOMES HOMES

%o {000)

1. Texaco Star Theatre 60.3 1,007

2. Philco Playhouse 38.7 646

3. Toast of the Town 37.8 631

4. Godfrey's Talent Scouts 37.7 630

5. Colgate Comedy Hour 37.2 621

6. Man Against Crime 37.0 618

7. Your Show of Shows 345 576
{Snowcrop}

8. Fireside Theatre 34.4 574

9. Your Shaw of Shows 33.6 561
(Participating)

-
[

Mama 30.7 513
Copyright 1950 by A. C. NIELSEN CO.

DuMONT ACCOUNTS

List New Sponsor, Renewals

ONE NEW national advertiser and
four network account renewals
were announced by DuMont TV
Network last week. Eversharp Inc.
(Schick Razors) is sponsoring the
10:15-10:30 p.m. segment of Satur-
day Night at Madison Square Gar-
den from Nov. 18 through March
31. Agency is Biow Co., New York.

Renewals: Food Store Programs
Corp., sponsoring Star Time, Tuesday,
10-11 p.m. for 13 weeks effective Dec.
5, through Franklin Bruck; Bond
Clothing Stores, sponsoring Hands of
Mystery, Friday, 9-9:30 p.m., effective
Dec. 8, through Grey Adv.; Consoli-
dated Cigar Corp., sponsoring The
Plainclothesman, Wednesday, 9:30-10
p.m., for 26 weeks, through Erwin
Wasey & Co.; Tidewater Assoc. Qil Co.,
sponsoring Broadway to Hollywood,
Wednesday, 10-10:30 p.m., from Dec. 6-
to Dec 27, through Lennen & Mitchell.

Telecasting ®
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which has handled the campaign.

FTC authorities felt there would
be no early decision on its probe
until the division has had sufficient
time to study the advertising mat-
ter, which covers a three-months
period, Once it has completed its
inquiry, two courses will be open to
the commission, authorities pointed
out.

If FPTC officially sustains the pro-
tests, it will either (1) evolve a
stipulation agreement for compli-
ances by American Television Deal-
ers and Manufacturers and the
agency or {(2) issue a formal com-
plaint charging “false or mislead-
ing” advertising and invite com-
ments from the group and agency.
In the latter eventuality, hearings
may be held if requested by the
respondents.

The first campaign theme in-
cluded a statement to the effect that
TV is a virtual necessity to chil-
dren’s morale and social standings.
The second advertisement, however,
featured a ‘“positive” theme, play-
ing upon television’s educational
benefits.

The $2 million advertising cam-
paign comprises both published ads
and radio spots, and drew support
of more than a score of top TV set
makers.

Dismissal Possible

In view of the fact that the deal-
ers-manufacturers group modified
its original advertisement after
widespread criticism, authorities
thought it likely that, even if FTC
did find the advertising objection-
able, the case would be dismissed
with a routine “stipulation agree-
ment.” It also was pointed out that
the original advertisement was a
one-time venture, not a “running”
series involving the same controver-
sial theme, and that the question-
able matter had been eliminated.

Meanwhile, a .special Trade
Practice Conference Committee to
handle a proposed drafting of rules
which would expand radio stand-
ards to the television industry has
been named by Robert C. Sprague,
president of Radio-Television Mfrs.
Assn. [CrosEp Circuit, Nov. 27].

Appointment of the committee
was authorized by the RTM A board
at its mid-November meeting on
recommendation of the Set Division
Executive Committee., FTC will
be asked to authorize application
of rules governing claims for radio
receivers to the television industry.
Radio rules were promulgated June
22, 1939.

Committee members are Ben-
jamin Abrams, Emerson Radio &
Phonograph Corp., chairman; H.
C. Bonfig, Zenith Radio Corp.; J.
B. Elliott, RCA Victor; Paul V.
Galvin, Motorola Ine.; Larry F.
Hardy, Philco Corp.; Robert C.
Tait, Stromberg-Carlson Co.

BROADCASTING



JWT Tops Billings
{(Continued from page 53)

with none of the wild dispropor-

tions that characterized some of,

the earlier years in television.
However, the new TVA agreements
and impending music negotiations
tend to invalidate this year’s trend
as any secure guide to the future.

Of its $10 million, J. Walter
Thompson spent approximately $5
million on production costs for the
following shows: Ballantine’s In-
ternational Boxing Club, Believe
It or Not, part of Kukla, Fran &
Ollie, Kay Kyser’s College of Mu-
sical Knowledge, Actor’s Studio,
Front Page, Super Circus, Auction-
Aire, Kraft Televigion Theatre,
Saturday Night Review and Lux
Video Theatre.

Y & R expended $4.5 million out
of its $8 million total for produc-
tion on: Aldrich Family, Bert
Parks Show, Fred Waring Show,
The Goldbergs, Holiday Hotel,
Hopalong Casisdy, Talent Scouts,
We, the People, Paul Whiteman
Goodyear Revue, Silver Theatre,
Pulitzer Prize Playhouse.

Maxon Ine. paid out approxi-
mately $4.5 million for production
out of its overall figure of its $7
million. The agency network shows
include: Hank McCune Show, Show
of Shows, Gillette’s sporting events
ineluding boxing, World Series and
the baseball games, Homemakers
Exchange and DulMont Star Time.

Kudner Allocations

Kudner. Agency allotted $3.5 mil-
lion of its $6.5 million for produe-
tion costs on the following shows:
Martin Kane, Texaco Star Thealre,
Stop the Music and Lights Out.

Lennen & Mitchell spent approxi-
mately $2 million for production of
its overall $5 million for the fol-
lowing shows: Stop the Music, Cav-
alcade of Bands, Old Golds Ama-
teur Hour, and Colgate Theatre.

Foote, Cone & Belding outlayed
approximately $3.5 million of its
$5 million for production costs for
the following shows: The Clock,
Look Your Best, The Bob Hope
Show, Comedy Hour (in part},
Hopalong Cassidy, Arthur Godfrey
& His Friends (part), Stars Over
Hollywood, Toni Twin Time.

BBDO production costs during
1950 were estimated at about $2.3
million of its $4 million billing for
the fallowing shows: The Robert
Montgomery Show, The Hit Parade,
This Is Show Business, Sam Levin-
son Show, Groucho Marx, You Bet
Your Life, Betty Crocker Show,
Celebrity - Time, Circle Theatre,
Jack Benny Program, Roller Derby
(part), Homemakers Exchange,
Saturday Night Revue (part),
John Daly News, Show of Shows
(in part).

William Esty designated an esti-
matéd $1.8 million for production
costs of its ‘$4 million for the
following shows: Camel News Car-

avan, Man Against Crime, Ed
Wynn Show, Super Circus (in
part), The Colgate Theatre,

Vaughn Monroe Show.
McCann-Erickson expended an
estimated $2 million of its $4 mil-

lion in production for the follow-
ing: Garroway at Large, The Show
Goes On, Studio One, T-Men in
Action, Homemakers Ezxchange,
The Wayne King Show, football
games for Standard Oil Co, of New
Jersey.

Production Cost

Cunningham & Walsh spent ap-
proximately $1.7 million on produc-
tion of its $3.5 million for the fol-
lowing: Chesterfield Supper Club,
Arthur Godfrey & His Friends.

Biow Co. allotted $1.7 million of
its $3.6 million for production on
the following shows: Faye Emer-
son Show, Horace Heidt, Truth or
Consequences, Candid Camera,
Herb Shriner, Sports Interview,
Saturday Night Review.

Ruthrauff & Ryan devoted $1.9
million for produttion costs of its
$3 million for the following shows:
Roller Derby, World Series, Show-
time U S A, Zoo Parade, Big Town,
College Bowl, Four Star Revue,
Gene Autry, Party Time.

Benton & Bowles spent approxi-
mately $1.5 in production of its $3
million for the following shows:
Life Begins at 80, I Remember
Mama, Penthouse Party, Robert Q.
Lewiz Show, Faye Emerson Show,
This Is Show Business, Show of
Shows.

Kenyon & Eckhardt, laid out an
estimated $1.2 million for produc-
tion out of its $2.3 million billings
for the following shows: Ford The-
atre, Ed Sullivan’s Toast of the
Town, Peter and Mary Show, and
Magnavox Theatre.

Weintraub Budget

William Weintraub spent an esti-
mated $1 million of its $2 million
budget in production for the fol-
lowing shows: Broadway Open
House, Ellery Queen, and I Cover
Times Square.

Sherman & Marquette similarly
spent approximately $1 million of
'its $2 million budget for its Gabby
Huayes Show, Colgate Comedy Hour
and Howdy Doody.

CANADA CLINIC

U.S. Officials on Agenda
AMERICAN TV and radio person-
alities will take part in the first
Canadian television clinic, to be
held at the Royal York Hotel,
Toronto, Dec. 7-9.

Among those slated to speak or
lead discussions are:

Maurice B. Mitchell, Associated Pro-
gram Services; Charles Holden and
Murray Grabhorn, ABC; James L.
Caddigan, DuMont TV Network; Her-
bert J, Taylor, DuMont Labs; Ernest
Walling, NBC TV Network; C. E.
Hooper, C. E, Hooper Inc.; Paul Rai-
bourn, Paramount Television Produe-
tions; Gilbert Seldes; Lynn Poole,
John Hopkins U.; Rudy Bretz, CBS
TV; Calvin Kukl, J. Walter Thompson
Co.; Thomas A. Wright Jr., BBDO;
Wells Barnett, Blair Television;
George Gill, Kliegl Bros. Latest in
TV production equipment and re-
ceivers will also be on view.

SPUN glass one-inch sheet acousti~
cal treatment to line walls of studio
installed by WDTV (TV) Pittsburgh.

The Z4ay TELOP makes PROFITS GROW for TV Stations
DUAL PROJECTION

EASY, LOW COST
TV COMMERCIALS

The Gray TELOP projects from
FOUR optical openings: photos, art work, transparencies,

strip material or small objects. SOLVED is the problem

of low budget yet visually exciting TV commercials!

News flashes, news photos, temperature and time
announcements, slides for lecture illustration, for station and
sponsor identification...are efficiently composed for

direct televising or with accompanying sound and
commentary. Packs interest and profit into

every minute of your TV schedule!

I‘- THE GRAY TELOP AND ACCESSORIES ARE WIDELY USED BY NETWORKS AND INDEPENDENT TV STATIONS |

CHAIN,

ﬁay_muuwum

Enables operation of pairs of
projectors simultaneously into a
single TV camera or individually
int0 two separate cameras, PRO-
TECTS AGAINST CAMERA
CHAIN FAILURE By QUICK
THROW.:OVER TO STANDBY

ﬁtayw CAMERA TURRETS

Enable a single camera to serve
several projectors. Depending on

size and optical throw, as
many as eight projectors
can be used. Rotate 360°
on heavy precision bear-
ings with exact positioning.
2 models: §556 and f430

Ask for Gray TV Catalog describing above equipment.

R E SE A R c “ and Development Co., H

24 Arbor St., Hartford 1, Conn.

Division of The GRAY MANUFACTURING COMPANY - Originators of the Gray Telephone Pay Station and the Gray Audograph
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MARION RIDDICK PRODUC-
TION, 706 Elgin Ave., Houston,
Tex., has released for television
16mm film in black-and-white or
color titled “Little Girl Who Did
Not Believe in Santa Claus.” Film
was produced with The Modelettes,
a group of teenagers and children
trained under Modelette Visualized
System.

Imperial World Films, Chicago,
has released series of five-minute
open-end films featuring Raymond
Masdey. Series of 65 3%-minute
films show Mr. Massey reading
from Bible and commenting on how
excerpts effect his philosophy of
life. Russ Davis, Chicago TV an-
nouncer and commerntator, is pres-
ident of Imperial and handled pro-
duction and direction. Nationally
known freelance writer, Morton
Wishengrad, seripted series.

L =® *

Harry Zimmerman, musical di-
rector for several Don Lee network
shows, named musical director
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Snader Telescriptions Corp., Bev-
erly Hills, Calif. He retains his
post at Don Lee. . . . Sarra Inc,
Chicago, has completed film com-
mercials for following network TV
shows: Armour & Co., Stars Over
Hollywood, NBC-TV; Best Foods
(Rit and Shinola) Penthouse Party,
ABC-TV; Hudson Motor Co., Billy
Rose Show, NBC-TV; Nash Motors,
Airflyte Theatre, CBS-TV; Pure
0il Co., Who Suid That?, NBC-TV.
* * *

Jack Gibney, freelance television
producer and consultant, is in Chi-
cago working on continuing series
for Canadian Ace Brewing Co. and
Rival Dog Food. He has made

more than dozen animated spots
for Rival in past year, through
Charles A. BSilver agency. Mr.
Gibney is also producer-director of
International Wrestling Films, se-
ries of hour-long, open-end shows
featuring wrestling from Chicago’s
International Amphitheatre. His
offices are at 104 S. Michigan Ave.

Frank McDonald named to direct
“The Joyful Hour” hour-long
Christmas program being produced
by Jerry Fairbanks Productions,
Hollywood, for Family Theatre.
Film scheduled for showing Christ-
mas Day on major TV networks
and independents. Rev. Patrick
Peyton, CSC founder of MBS Fam-
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Complete 380° pan without ragged or
jerky movement is accomplished with ef-
It is impossible to get
anything but perfectly smooth pan and
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
Tripod head mechanism is rust-
proof, completely enclosed, never requires
djustments, cleaning or lubrication.
Telescoping extension pan

Write for further particulars

Cfl:OI/L/ for all TV Cameras

'‘BALANCED" TV TRIPOD

efficiency.

Built-

This tripod was engineered and de-
signed expressly to meet "all video
camera regquirements.

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

Below:

3 wheel portable dolly
with balanced TV Tri-
pod mounted.

{Pat. Pending)
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ily Theatre progrem, will produce
film. Same group produced Easter
film, “The Triumphant Hour.”

Sterling Television Co. Inc., New
York, acquires exclusive rights to
TV distribution of 36 top adven-
ture and sports films, all in both
color and black-and-white, from
Hawley-Lord Ine. Deal adds to
library of color film being built by
Sterling to meet market for com-
mercial color TV. Firm presently
has more than 150 titles in color.

£ * *

Dawson & Jackson, Chicago pack-
age program producer, filming
“television prevues” of its video
shows. Initial presentation films
begun last week with dramatic se-
quences from “Shock,” half-hour
mystery starring James Dennison,
Presentation films are 10-minutes
long.

INS-Telenews is offering half-
hour year-end film review to its
TV stations and advertisers on an
exclusive basis in each market.
Price is based on sets in use in
each TV city, and program already
has been purchased in Los Angeles,
San Francisco, Detroit, Omaha,
and San Antonio.

PUPILS AND TV
Educators Ask ‘Wise’ Use

LOUISVILLE educators apparently
differ as to any “bad” effects tele-
vision may have on school pupils,
but many feel intelligent use offers
4 challenge to harassed parents, ac-
cording to comments compiled 2
fortnight ago by the Louisville
Courier-Journal (WHAS-TV).

The issue was taken up at a re-
cent Parent-Teacher meeting which
heard complaints that pupils (1)
fall asleep at their desks, (2) have
rings. under their eyes, and (3)
get low marks. Some principals
pointed out that bedtime for many
students has been moved up to
about midnight, and that responsi-
bility rests wholly with parents.

Typical reactions from prineipals
and teachers;

Television is an excellent thing in
the home, but it has to be used right
... We went through the same thing
when radio was new . .. It was a long
time before children’s programs were
scheduled earlier in the day . . .

The children gleam a Iot of infor-
mation from television ... I have seen
no bad results so far . . .

Television is one of the things that
would enrich a child’s life . . . It's a
great challenge to parents to plan
wise use . . .

I haven’t heard a serious complaint
about television ... A number of par-
ents think it keeps the children so
nice and quiet . . .

My students are not suffering from
lack of sleep, or red eyes, or hair
standing on end—certainly some of
the programs are that kind.

No teachers have complained . . .
but I'm having trouble myself . . .
working on my thesis . . . I find tele-
vision taking more of my time than
it should . . .

AUTOMATIC line-voltage regulator
for steadier TV pictures offered by
Clarostat Mfg. Co., Dover, N. H. Two
models available: TV-A, 300w, TV-B,
375w.
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‘50 Network Sales Triple
Same Month in ‘49

THREE TV networks in Qctober 1950 reported gross time sales of
$6,374,548, well over three times the gross of $1,825,262 reported by
four TV networks for the same month of 1949, according to totals
compiled by Publishers Information Bureau from individual program

time costs supplied to them by
ABC, CBS, NBC. DuMont reported
in 1949 but mot this year.
Combined gross time sales of the
TV networks for the first 10 months
of the year were $27,262,238 in

* * &

+*
1950, compared with $8,320,608 last
year.

Individual network figures for

the month and year to date for
1949 and 1950 are:

Network Television

Oct. 50 Oct. 49 10 Mos. 50 10 Mos. 49

ABC . .. . . .. $1,190,409 $ 217,199 8 4,076,223 $ 957,994
CBST o' aPdn nAsnus . 2,186,748 590,626 8,355,470 2,200,344
DuMont & 80,143 . 724,340
NEBC 2,997,391 937,294 14,830,545 4,437,930
TOTAL 6,374,548 1,825,262 27,262,238 8,320,608

* Not available

Mr. TAYLOR
*

TAYLOR TO NBC

Is TV Network Executive
DAVIDSON TAYLOR, former CBS
vice president and most recently
special consultant to the State
Dept., will join NBC Jan. 1 as gen-
eral production executive for the
TV network.

Supervision of NBC-TV public
affairs presentations will be among
Mr. Taylor’s immediate duties, with
Franeis C. MecCall, director of TV
news and special events, reporting
to Mr. Taylor.

At the present time, Mr. Taylor
is finishing a three-months State
Dept. assignment as coordinator of
new projects in international com-
munications, His previous radio
experience extends from 1929 when
he started as an announcer for
WHAS Louisville. Going to New
York in 1933, he worked in news
and handled the Philharmonic
broadcasts under Toscanini.

During World War II, he was
chief of radio for the Psychological
Warfare Division, SHAEF, and
later chief of film, theater and
music control for the U, 8. occupied
zone of Germany. From 1945-47
Mr. Taylor was vice president and
director of programs at CBS, and

Telecasting ©

was vice president and director of
publie affairs in charge of fact and
opinion presentation for both TV
and radio until his resignation last
Jan. 1.

This year, Mr. Taylor spent five
months in Italy serving for one
month as counsellor to the Amer-
ican delegation at the UNESCO
general conference in Florence. He
is a member of the U. S. National
Commission for UNESCO.

COVER MAN

‘Time’ Features Stanton

CURRENT issue of Téme (Dec. 4)
devotes its cover and Radio & Tele-
vision section to Frank Stanton,
CBS president, and the color tele-
vision battle. To review the history
of Dr. Stanton and color TV the
section was expanded to 11 eolumns
and includes several pictures and
a diagram of CBS' color system.

Pointing out that in the 30’s RCA
could have had Dr. Stanton and
Dr. Peter Goldmark, CBS color
engineer, “for a total investment
of $100 a week,” the article states
that Dr. Stanton last month turned
down an offer from RCA in which
he could “name his own price.”

Time says “CBS color is good—
in some ways better than Techni-
color,” but quickly points out that
“a poor TV show, of course—taste-
less comedy, tired drama or stale
vaudeville—cannot be freshened by
all the hues in the spectrum.”

In addition to its praise of Dr.
Stanton and CBS color, Time lauds
Dr. Goldmark and his work in the
research field. Just when color TV
will come is not predicted, except
by Dr. Stanton who admits his
vision is clouded by the many “ifs”
of the current sitnation, “but color
of some sort is certainly on its
way.l,

AUSTIN Co,, Cleveland, Ohio, contrac-
tors, to construct new Westinghouse
TV plant in Raritan Township, out-
side Metuchen, N. J. Construction
cost placed et $1.5 million.

BROADCASTING

Low-cost, high-quality

TV Picture Monitfor

—with a dozen wuses

Here is a professional 1214-inch
picture monitor you can set up any
place in your station—control rooms
—announcers’ booths—clients’ view-
ing rooms—offices. It is completely
self-contained with power supply. It
is readily adaptable for portable serv-
ice. Picture quality meets the require-
ments of the most critical director.

In the TM-2B, 6-Mc bandwidth
permits use of closed-circuit signals
—such as the signal from a control
room. High-impedance video input
makes it possible to terminate the
signal in the monitor—or to “loop”

the signal through several monitors.
Vertical scanning can be switched
for “mirror viewing."” Removable
controls make it easy to operate the
unit “remote-control” (from a pro-
gram console, for example).

A special version of the TM-2B. ..
using a 10-inch picture tube . . . is
available for rack-mounting, or as a
monitor in a2 program console.

One of the handiest video units a
station can own. Order yours from
your RCA TV Equipment Represen-
tative. Or from Dept. 19LA, RCA En-
gineering Products, Camden, N. ].

TELEVISION BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J.

In Canada: RCA VICTOR Compony Limited, Montreal
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Roadblocks

fl(}'ontinued from page 53)

rier operations, as proposed by
AT&T? Should the engineering
standards for VHF and UHF be
the same, or different? Should
VHEF and UHF channels be inter-
mixed in the same communities ?

Linked with these are other
questions, some of them equally
or even more controversial.

One which is as likely as any
other to draw mdustry fire—and
might easily wind up in a court
test of FCC’s authority, if the Com-
missjon attempts to exercise it—
involves adoption, or non-adoption,
of mandatory standards for pro-
tectipn against oscillator radiation
integference.

FCC must decide, of course, how
its arllocatlon plan will treat oscil-
latoy interference. If the plan is
devised so that the interference will
fall (in places where there are no
assignments which would be af-
fected, officials noted, then the
number of potential stations is
thergby reduced. On the other
hand, if the goal is to get maximum
number of assignments, authorities
feel that manufacturers must take
steps to suppress oscillator radia-
tions in their sets.

Irj the latter event, there appear
to be two courses open. One is to
let Ehe manufacturers solve the
problem voluntarily, which they
insi:t is the proper course in any
event. The other is for FCC to
prescribe, by rule-making, certain
maximum values of permissible
radiption by receivers; and per-
haps also set a standard inter-
mediate frequency (RTMA has
suggested 41.25 me as a voluntary
stanidard).

Ready to Fight

Industry leaders are sure to op-
pose any attempt by FCC to im-
posg such standards mandatorily, on
grounds that FCC has no authority
oven manufacturers, Observers are
com;mced they would carry this op-
pompon into the courts, if neces-
‘sar

FCC authorities, however, claim
this| opposition fails to recognize
thatt the Commission already has
takeén steps in one field—dia-
thermy, industrial heating, etc.—
whi¢h affects manufacturers. They
point out that FCC's diathermy
rules assign frequencies for dia-
thermy, set limits on spurious
radiations and provide that ma-
chines must operate within those
limits or be licensed. As a practi-
cal matter, no such licenses have
evey been issued (for machines ex-
ceeding the maximum limitations).
The| FCC laboratories issue certi-
ficates of type approval covering
machines made to specifications
conforming with the diathermy
standards.

FCC staff executives feel the
Commission clearly has the same
authority with respect to radia-
tions from TV sets—that is, that
FCC can prescribe limits for oscil-
lato}r radiations and require licens-
ing |of sets which do not conform.

FpC currently has pending a
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May 6, 1948: Broadcast and non-broadcast sharing
of TV channels abolished; Channel 1 deleted; new allo-
cation plan (VHF) proposed.

June-July 1948: Hearing on new allocation plan,
raising questions as to tropospheric interference and
related problems.

Aug. 27, 1948: Because of these questions, FCC
schedules FCC-industry conference to consider desir-
ability of revising engineering standards.

Sept. 13-14, 1948: FCC-industry conference, slating
technical sessions for November-December looking
toward revision of standards.

Sept. 20-23, 1948: UHF hearing.

Sept. 30, 1948: VHF freeze announced.

Nov. 30-Dec. 3, 1948: FCC-industry engineering con-
ference; Ad Hoe Committee is appointed to study VHF
propagation factors.

May 26, 1949: Preliminary plans for far-reaching

_ VHF-UHF hearing announced with color among sub-

jects to be considered.

July 11, 1949: FCC announces formal proposals for
the hearing, including VHF-UHF allocation plan en-
visioning use of 42 UHF channels along with present
12 VHF channels.

Sept. 26, 1949: First phase of hearing, dealing with
color, gets under way.

Nov. 22, 1949: Color sessions recess; field-test notice
issued by FCC.

Feb. 20, 1950: Color hearing resumes.

May 26, 1950: Color hearing ends.

From May 6, 1948
To Nov. 27, 1950

July 11, 1950: FCC begins deliberations on color
case, the participants having submitted final summa-
tions July 10; also on July 11 the so-called Condon
Committee submlts its eolor TV report to the Senate
Interstate and Foreign Commerce Committee.

Sept. 1, 1950: FCC issues its “First Report” on color,
favoring CBS system but advancing plan for manu-
facture of “bracket sets” as means of delaying final
decision to permit further studies.

Sept. 29, 1950: Manufacturers say they cannot meet
FCC’s deadline for manufacture of bracket sets.

Oct. 10, 1950: FCC issues “Second Report,” adopt-
ing CBS color standards effective Nov. 20.

Oct. 16, 1950: Hearings commence on second phase
of overall TV proceedings—“general issues,” includ-
ing VHF, UHF, Stratovision and other questions
except specific city-by-city channel allocations.

Oct. 17, 1950: RCA and two subsidiaries, NBC and
RCA Victor Distributing Corp., file suit against color
decision in federal district court in Chicago.

Nov. 16, 1950: The Chicago court, after two days
of hearings in which seven manufacturers, servicemen
and others took RCA’s side, grants temporary restrain-
ing order delaying effectiveness of color "standards
pending further decision of the court.

Nov. 27, 1950: Hearing on reservation of channels
for noncommerclal educational TV stations, last por-
tion of “general” phase of hearing, gets under way
amid indications that it will be completed by Dec. 8.

proposal, covering oscillator and
other incidental radiations, which
suggests 15 microvolts per meter
at 100 feet as the maximum per-
missible value. Discussions with
industry representatives have been
in progress for some time. By com-
parison with this proposal, FCC
officials said, some sets provide
radiations of about 50 microvolts
at 100 feet on Channels 2-6, and
150 microvolts on Channels 7-13,
but they point out that this is a
marked improvement over earlier
sets.

As a corollary to the oscillator
radiation problem, the Commission
must also decide whether to devise
its allocations table in a manner
that will take care of image inter-
ference and other spurious receiver
responses, or, as the alternative,
look for improved set designing
by the manufacturers to remedy
these problems.

Other basic issues which the
Commission must decide include,
in connection with engineering
standards, the question of whether
changes in mileage separations be-
tween co- and adjacent-channel sta-
tions should affect existing stations
as well as future assignments.

Few Changes

FCC’s present allocation pro-
posal would require only three ex-
isting stations to change frequency,
and in those cases only as a means
of accommodating nearby Canadian
allocations.

There have been some proposals
for reshuffling other VHF assign-
ments, however, on grounds that
better coverage would result even
though the changes would require
substantial outlays by the stations
involved—estimated in some quart-
ers at about $30,000 per station.

The comprehensive, long-range
UHF-VHF allocation plan proposed

by DuMont would go even further,
changing five existing stations to
other VHF channels and moving
some 25 existing outlets into the
UHF.

In any event it is felt that any
major reshuffling of existing as-
signments would inevitably be
taken to court, which presumably
would tie up the entire allocation
plan until the litigation is com-
pleted.

Other questions which FCC must
answer:

What use should be made of

“directional transmitting antennas,

and of offset-carrier or synchroni-
zed operations ? Should channels be
reserved for non-commercial edu-
cational stations, and, if so, to
what extent; also, should the
reservation apply to VHF channels
as well as UHF? Should Strato-
vision and/or Polycasting be au-
thorized, and, if so, under what con-
ditions and regulations?

Stokes to American TY

HAROLD STOKES, formerly pro-
gram director of the ABC Central
Division, has been named general
manager and ex-
ecutive director of
American Televi-
sion Productions
Ine.,, subsidiary
of American Tele-
vision Ine., Chi-
cago., Mr. Stokes
is now handling
two production se-
ries. American
Television Pro-
duction has been
set up as a “service organization
for all TV problems,” Mr. Stokes
said.

Mr. Stokes

L. A. CONTRACTS
Three Await NLRB Decision

TWO more Los Angeles television
stations, KFI-TV and KTTYV, last
week joined KLAC-TV in balking
at contracts covering local per-
formers until the union is certified
as the bargairing agent.

Stations have advised TVA that
they have no objection to the union
representing their employes but in
order to avoid future jurisdictional
disputes at their stations by having
more than one union representative
they will wait until NLRB certi-
fies the official bargaining agent.
NLRB hearings which began last
month are scheduled to resume to-
day (Monday) in Los Angeles.
Don Fedderson, manager of KLAC-
TV, had notified TVA the week
previously of his stand.

Meantime, TVA continued nego-
tiations with the four other local
TV stations KTLA, sole independ-
ent in the group, and three net-
work outlets, KNBH (NBC),
KECA-TV (ABC), and KTSL
(Don Lee). No decisions had heen
reached at press time.

Special Section

IN A special Sunday TV section
yesterday (Sunday) Bgaltimore
Sunpapers, owner of WMAR-TV
that city, featured special articles
on color from FCC Chairman
Wayne Coy and the networks. In
a statistical study carried in the
special section, it was reported that
Baltimore has two television sets
for every three telephones, one of
the highest averages in the nation.

TRANSMITTER used by WPTZ (TV)
Philadelphia from 1941-48 given by
Phileo Corp. to Cornell U.'s school of
electrical engineering.
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SAG-TVA

Settlement Again Fades

REKINDLED hopes for an early
settlement of the Screen Actors
Guild-Television Authority juris-
dictional dispute over actors in tele-
vision films faded again last week
when the SAG board of directors
rejected another TVA proposal for
settlement of the dispute. TVA
representatives met Wednesday
with the SAG board at the request
of TVA which sought to discuss
settlement of the problem.

Another important development
in the dispute occurred Tuesday
when TVA announced it had com-
pleted testimony in NLRB hearings
which were to resume today (Dec.
4) after a week’s recess, to enable
George Heller, TVA national exec-
utive secretary, to appear on behalf
of that union. Unexpected decision
followed the TVA request made the
week before to Daniel Harrington,
NLRB hearing officer, for a time
extension to allow presentation of
important witnesses, principally
Mr. Heller. Postponement had been
granted until today.

SAG Position

Spokesman for SAG said the
latest TVA proposition “amazed”
the guild board because rather than
attempting to find a reasonable
basis for settlement of the dispute,
it reportedly retrogressed from pre-
vious ‘“peace’” proposals by both
TVA and SAG. These visioned
either a clear cut division of juris-
diction between live TV shows and
television motion pictures, or a
limited partnership in a small por-
tion of the TV film field known as
fringe or “grey’” area.

The TVA proposal was said by
the guild to be almost identical
with the proposal rejected by SAG
over a year ago but with broader
demands asked that, in addition to
TVA retaining 100% control over
all live TV shows, SAG would re-
linquish to TVA 50% control over
all motion pictures.

TVA Representatives

Representing TVA at the meet-
ing were Mr. Heller, in Hollywood
for conferences last week, Ken Car-
penter, chairman of TVA Western
Section, Knox Manning and I. B.
Kornblum, TVA attorney.

Guild says it has asked NLRB
to speed up as much as possible the
calling of NLRB elections in order
that motion picture actors them-
selves may once again register
their desire for the guild to con-
tinue as their representative. The
guild further stated its desire to
cooperate with TVA but insists
the new union must “stop trying to
invade the motion picture field.”

Approximately 15 witnesses had
appeared on behalf of SAG and
.about 10 for TVA during two
weeks of NLRB hearings. With
close of the hearings both unions
have approximately two weeks to
file a brief with the board for sub-
mission to NLRB in Washington.
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TVA NETWORK CONTRACTS Ace ratited

TELEVISION Authority member-
ship in New York, Chicago, and
Los Angeles last week ratified the

contract for wages and working
conditions of live and kinescope
performers hired by networks and
agencies agreed upon Nov. 19
[BROADCASTING @ TELECASTING,
Nov. 27], including slight changes
subsequently negotiated. The con-
tract will become effective Dec, 8,
rather than Dec. 1 as previously
planned.

Postponement was necessitated
to allow for agency letters of com-
pliance to be received. The con-
tract, which is deseribed as an
interim contract until some 58
points relating mostly to working
conditions are negotiated, repre-
sents everything agreed upon to
date. Later a final contract, em-
bodying all points, will be issued.

The New York membership rati-
fied by a vote of 4 to 1, after a four-
hour meeting in which dance and
choral group members are under-
stood to have expressed dissatis-

CHICAGO DEMANDS

Management
Studies

CHICAGOQO members of Television Authority submitted their wage de-
mands to management of the city's four video stations last Monday, and
WGN-TV called an exploratory meeting with agency men and program

packagers Wednesday afternoon.

An estimated 2,500 TVA mem-
bers in Chicago, representing all
member unions, submitted their
demands through Ray Jones, ex-
ecutive secretary for TVA'’s Cen-
tral Division, and Jack Irving, as-
sistant secretary. The wage scale
amounts to about 80% of the net-
work demands, which were negoti-
ated a fortnight ago [Broancast-
ING ® TELECASTING, Nov. 27].

The Monday meeting with man-
agement of WGN-TV (Chicago
Tribune), WNBQ (NBC) WENR-
TV (ABC) and WBKB (Balaban
& Katz) was concerned only with
fees for freelance performers. A
lengthy list of working conditions
was proposed Thursday afternoon,
with job security elements remain-
ing to be negotiated in the future.

Tentative wage proposals are
the same for commercial and sus-
taining programs. TVA member-
ship in Chicago includes about 550
members of the American Federa-
tion of Radio Artists, 1,000 in
American Guild of Variety Artists
and 500 in Actors Equity.

Wednesday Session

Management told TVA Monday
it would call a meeting of agency
and package firm personnel to out-
line the union’s wage demands. An
estimated 200 persons gathered in
WGN-TV’s Studic 1 Wednesday
afternoon to hear Manager Frank
Schreiber and Attorney Dave Par-
son outline specifics of the demands

Inasmuch as it has been practice
for agency persons to sit in on
AFRA and TVA network negotia-
tions as observers, the group ap-
pointed a seven-man committee,
representing AAAA agencies, non-
AAAA agencies and package firms,
to appear at all subsequent TVA-
management negotiation meetings.
Committee members:

Jack Scott, president of Schwimmer
& Scott Agency, Walter Schwimmer,
president of the production firm bear-
ing his name; Art Holland, owner of
Maleolm-Howard Agency; J. Hugh E.
executive vice president of
Foote, Cone & Belding; Walter
Rubens, president of the agency of
that name; Norman Heyne, television
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director, Ruthrauff & Ryan, and
Larry Kurtze, head of Service Un-
limited, package firm.

If local negotiations break down,
network TVA contracts are can-
cellable withih 10 days. Hardest
hit among the Chicago stations if
this local scale is adopted as final
would be WGN-TV and WBKB.

Partial demands follow:

Performers speaking more than five
lines will receive $56 for 15 minutes
or less, $100 for 16 to 30 minutes, and
$136 for 31 to 60 minutes, with 5, 12
and 22 hours of rehearsal.

Announcers and performers on dra-
matized commercials, speaking voice
over more than 10 lines, would get
$40 for 15 minutes or less, $72 for
16 to 30 minutes, and $100 for 31 to
60 minutes, Respective rates for 10
lines or less are $40, $50 and $560.

Chorus dancers (soloists get per-
formers scale), with fees listed per
performer if two or more are used,
are $56 each for 15 minutes or less,
$80, 16 to 30 minutes and $100, 31 to
60 minutes, with 12, 24 and 40 hours
of rehearsal, in that order. Extra re-
hearsal is $2.80 an hour.

A quartet, singing on camera, gets
$50.40 each for 15 minutes or less,
$57.60, 16 to 30 minutes and $76.80,
31 to 60 minutes.

The specialty act clause provides
for $160 for one performer, $240 for
two and $300 for three and $380 for
four, with $80 for each additional
performer. Rates include six hours
of rehearsal day of performance.

A Class A sportscaster on football,
baseball or a major boxing event play-
by-play would get $160 per event or
$440 per week of seven events of the
same sport. His assistant would get
$100 per event or $280 per week of
seven events of the same sport. The
weekly fee is for one sport only, and
an event is defined as what a daily
ticket of admission buys.

Walk-ons and extras would earn
$16 for 15 minutes or less, $28 for 16
te 31 minutes and $36 for 31 to 60
minutes.

No kinescope recordings are per-
mitted under terms of the proposals.

faction with scales and rehearsal
hours. Some of the ecriticism re-
portedly subsided, with announce-
ment of the following changes in
the Nov. 19 agreement: Chorus
singers, whether “on camera” or
off, are to receive $45, $60 and $75
for 15, 30 and 60 minutes with 4,
6, and 10 rehearsal hours, respec-
tively.

Chorus dancers are to be pa.ici
according to the following scale:

Rehearsal

Time Hours Fee Per Performer

2 3 4 5 & 7 8
15min. 12 $82 B0 78 76 74 72 70
16 10 30 24 $112 110 108 106 104 102 100

31 to 60 40 $137 135 133 131 129 127 125
Rehearsal Fees

Extra rehearsal hours: $3.50 per
hour. Included rehearsal hours
must be within the following num-

. ber of consecutive days, one day

of which is the day of broadcast:
15-minute program within three
days; 80-minute program within
five days; 60-minute program with-
in six days.

Omitted from BROADCASTING @
TELECASTING'S report in the Nov.
27 issue was the following:

Dramatized commercials per-
formers and announcers with five
lines or less are to receive $50,
$62.50, and $75 for 15, 30, and 60
minutes with 4, 6, and 9 hours re-
hearsal included.

MOBIL TV UNIT

For Sale; Reasonable

Attention TV Stations:
Here’s your chance to
buy an ACF-Brill bus,
completely equipped for
use as a mobil TV unit,
at a reasonable price.
Unit adapted from 1946
32-passenger, air-condi-
tioned, cross-country
bus. Roof platform
reached by trap door.
Excellent tires and me-
chanical condition.
Driven less than 25,000
miles since completed in
April, 1948, by WLW-.
Television. Have two
other mobil units so this
one is no longer needed.
No technical equipment
included. Call or write
J. R. McDonald, WLW,
Cincinnati 2, Ohio. Phone,
CHerry 1822,
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‘'WHEN Bert Parks Show debuted on NBC-TV under General Foods sponser-

ship, occasion was marked by GF cxecutives (I to r) C. H. Gager, operotions

v.p.; €. G. Mortimer, marketing v.p.; Bert Parks, star of show; M. M. Chagin,
director of adv., and NBC Board Chairman Niles Trammeli.

MARKING debut of Stewart’s Show-

caselon WHAS-TY Louisville are Ethel

Nagel, Stewart's fashion director,

ond Sam Gifford, show m.c. Team

demonstrates store’'s merchandise dur-
ing program.

ON BEHALF of WPTZ (TV)} Phil-
adelphia, Roilland Toocke (I}, asst.

gen. mgr,, receives Philadelphia C, -

of C. achievement plaque from Cle-
ment Conole, executive director, local

C. of €

AT Mew York Radio Executives Club [BrOADCASTING ® TELECASTING, Nov. 67 (I
to r) Peter Goldmark, CBS v.p.; Robert Saudek, ABC v.p. and REC president;
Goar Mestre, pres., CMQ Havana, and Adrian Murphy, CBS v.p.

-

EDMUND H. ROGERS, Gray & Rogers, Philadelphia, marks birthday and 20th

anniyersary with agency by tuning in birthday greetings on triple-threat TV

set composed of agency staffers (I to r) Anne Beckwith, Dorothy Bradford and
Eleanore O’'Donnell,

Educators Take Up Torch

(Continued from page 55)

no participant is making any prom-
ise. This is the last phase of the
Commission’s exhaustive general
allocation proceeding (see TV
chronology page 94 and summary
page 53).

Most of the witnesses emphasized
they held no complaint for the way
in which commercial radio has co-
operated in the presentation of edu-
cational programs and many held
high praise for commercial station
cooperation in specific instances.

The consensus appeared to be
that commercial broadcasters can-
not be held responsible for doing
education’s role since they are in
business to make money; education
needs its own fulltime facilities to
reach all audiences at all hours
because education is a continuous
process and must be “regular”;
educational radio cannot compete
with commercial radio on the basis
of popularity polls and should not
be compelled to; channels for edu-
cational purposes must be “con-
served” or set aside in the same
manner our forefathers set aside
land for schools knowing full well
such land might not be used effec-
tively for generations but recogniz-
ing the basic “public necessity” for
such action.

Education’s Plight

Many explained education itself
was equally to blame for its plight,
but pointed out educators are very
slow to adopt new innovations since
they depend on public funds and
have to work long and hard to se-
cure appropriate legislation and
financial support.

Throughout the hearing the high
value of TV as an ideal education
medium was acclaimed. TV was
seen putting the blackboard right
in the home, extending the walls of
school and university to include
hundreds of thousands of those of
all ages who could not afford in
money or time—or who through
physical handicap are prevented,
from attending formal classes.

Comr. Hennock viewed TV as the
greatest educational innovation
since the invention of the printing
press.

JCET presented detailed exhibits
on TV channel allocations and as-
signment in the major cities and
educational centers. Gen. Taylor
explained that of the 168 standard
metropolitan areas there are 61 in
whiech ne VHF channels are allo-
cated and 19 others in which only
one channel each is alloeated. This
leaves only 88 areas where edu-
cators now can practically seek re-
servations, it was pointed out. Be-
sides the metropolitan areas there
exist 46 smaller communities re-
garded as major educational centers
where channels also should be re-
served, FCC was told.

Testifying at Monday’s session
were: Comr. Earl J, MeGrath, U, 8.
Office of Education; Belmont Far-
ley, director of press-radio rela-
tions, National Education Assn.;
Dr. Louis P. Hoyer, superintendent,
Philadelphia public schools; Har-
riet Hester, radio coordinator, Bu-
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reau of Health Education, Amer-
ican Medical Assn.

Comr. McGrath said he appeared
“to encourage the safeguarding of
the access of education to broad-
casting opportunities in the televi-
sion field.” He cited historical pre-
cedent for channel reservation and
outlined in detailed TV’s unique
role for education.

Further historical precedent was
detailed by Mr. Farley who also
urged no definite cut-off date be
fixed to any reservation.

Dr. Hoyer cited excellent cooper-
ation of Philadelphia TV stations
WPTZ, WFIL-TV and WCAU-TV
but indicated education will need
its own exclusive facilities as com-
mercial needs mount.

Miss Hester outlined AMA’s work
in the field, citing $300,000 worth
of free radio time is given annually
for the organization’s health pro-
gramas.

On Tuesday, Richard B. Hull,
chairman of the Television Advi-
sory Committe for NAEB and man-
ager of WOI-TV Ames, Jowa the
only educational TV outlet now
operating and owned by lowa State
College, related details of NAEB’s
five-hour weekly tape network of 36
educational stations and other mat-
ters,

In pressing for good educational
facilities he explained it's “axioma-
tic in radio broadcasting—and by
inference in television—that audi-
ences listen” for three reasons in
this order: (1) Strength of signal,
loudness, ability to get a station;
(2) frequency of program (as
cigarette advertisers prove); (3)
finally the program itself.

Wallen Suggestion

William J. Wallen, chancellor of
U. of New York State, suggested
a state educational TV authority
be set up to sub-allocate and admin-
ister TV channels for education.
Concerned with adult education and
TV’s potentials in this field, he said
he is recommending legislative ac-
tion on setting up a state network.
He engaged in considerable dis- ,
cussion with Chairman Coy on pol-
icy regarding handling of con-
troversy on the stations, the witness
indicating he would prefer all facts
be presented fairly.

Seymour N. Siegel, director of

radio communications for New
York City and its Municipal
Broadeasting System, inecluding

WNYC-AM-F}M, appeared at direc-
tion of Mayor Vineent R. Impellit-
teri to emphasize the city’s need for
educational TV facilities.

Clarence Graham, president of
the American Library Assn. and di-
rector of the Louisville (Ky.) Free
Public Library, related background
of WFPL (FM) Louisville, oper-
ated by the library. All culture
groups there cooperate on WFPL,
he said.

Herbert B. Gooden, assistant pro-
fessor of social studies and chair-
man of the Montelair State Teach-
ers College committee on television
in education, Montclair, N, J,,
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reviewed TV’s impact on teacher
training.

Harold A. Voss, chief psycholo-
gist of the Navy Special Devices
branch of the Office of Naval Re-
search at Port Washington, Long
‘Island, appedring in his own behalf,
related service experiments with
TV as teaching aid. He said a sur-
vey showed 38% of time TV was
found superior to formal in-class
instruction, 50% of the time there
was no apparent difference and
12% of the time TV was found in-
ferior. He showed several kine-
scope films of training programs
used en New York TV stations.

Most of Wednesday was devoted
to testimony by Harold B. Mec-
Carty, in educational radio for 21
years and since 1931 director of
Wisconsin’s educational outlet
WHA Madison, the State Radio
Council and the Wisconsin School
of the Air.

He said the U. of Wisconsin’s
scheduled program service dates
from early 1919, saying “That
comes as a surprise to many peo-
ple who normally accept Novem-
ber 1920 as the starting of broad-
casting.”

1919 Programming

Mr. McCarty related the regu-
larly scheduled programs in early
1919 began with market reports,
weather forecasts and bulletins on
road conditions.

Mr. McCarty outlined in great detail
the full Wisconsin radio educational his-
tory and current work which includes
a state-wide network of six powerful
FM stations on the air 16 hours daily.
Two more stations are in planning stage
to fil in white areas in the extreme
northwest and southwest, he said,

Citing  high set ownership
throughout t.lg-ne state, Mr. McCarty said
smilitant loyalty” to FM was expressed
by listeners when the state’s most
powerful commercial FM station ceased
operations.

Mr. MecCarty related his 1950-51
budget for WHA operations Approx-
jimated $170,000 with operation of all
six FM outlets costing another $95,000
for the year. or a total package cost
of $265,000. For the next two years he
said 81'30.000 has been earmarked for
an expanded total operation and in¢lud-
ing $154,000 for building the two new
FM stations.

Per capita cost of operating the full
network, providing 5,000 hours of pro-
gramming annually, will be only 10¢ to
taxpayers, Mr. McCarty said, less than
the tax onh a gallon of gas.

He testified observers are comins
from all over the U.8. and the worl
to study the Wisconsin operation.

“What do you do to stimulate
the sale of FM sets?” Comr. Hen-
nock asked Mr. McCarty. “Do you
educate the public to buy them?
How do you get them to listen te
your FM stations and get the sets?”

“First of all,” the witness re-
plied, “we try to present a distine-
tive FM program service, which
is the one and the main way of
promoting the sale of FM receivers,
and which because it has been
absent in so many areas of the
country explains why there is such
a low percentage of FM receivers.”

“T was on the Town Meeting of
the Air last night,” Comr. Hennock
observed, “and I was told the pub-
lic doesn’t want good programming
and is not interested in education”
(see story page 56).

“The public doesn’t know what it

- wants until it has had an o&portunlty
to sample a variety of offerings, I am
sure,” the witness replied. “Our ex-
perience in Wisconsin teaches Us that

geople who make the discovery of the
enefits and advantages avallable to
them will willingly make the invest-
ment for the necessary equipment. In
our mail there are countless testimon-
ials and statements to the effect that
‘We bought our FM receiver solely for
the purpose of hearing the programs
from the state FM stations.” ”

Mr. McCarty related that in the
1934 hearings, on the Congressional
proposal that specific portions of
AM broadcast time be set aside by
law for nonprofit and educational
purposes, the Wisconsin educa-
tional representative cited the need
for conservation of radio resources
for educational purposes in the
same manner park areas and other
natural resources have been set
aside. He said he was renewing
the 1934 request.

Comr. Hennock instructed the
witness to read portions of FCC's
1935 report to Congress in which
FCC recommeénded no channels be
set aside. She indicated she imme-
diately wanted 100,000 reprints “‘to
remind us not to do it again.”

The Commission report among
other things proposed a national
conference and committee of FCC-
industry education on the subject,
plus cooperation with the U. S,
Commissioner of Education and
other established agencies to assist
in building programs, The confer-
ence was not held, the witness
stated.

While the witness was reading
from the report Comr. Hennock
suddenly interjected the sharp com-
ment, “Don't hang your head, Mr.
Plotkin.”

FCC’s counsel replied, “I was not
in the Commission at the time,
Madam Commissioner, I am not
hanging my head.”

“I know, but you are our pres-
ent counsel,” she said.

Asks About Interest ‘Lag’

After the witness finished read-
ing the report, Acting Chairman
Hyde asked if interest in the sub-
sequently established Federal Ra-
dio Education Committee had not
“lagged in all camps.”

“] should say that interest has
lagged particularly on the part of
the Commission,” Mr. McCarty
said. “T am reluctant to make that
statement, but the Commission’s
participation in the deliberations
of the Federal Radioc Education
Committee has been purely nom-
inal and frequently we have had
meetings without representation
from the Commission.”

“I do recall that different mem-
bers of the Commisgion, particu-
larly [ex-Comr. Clifford J.] Durr
took a very active interest in it,
and I may say I have not been
aware of any considerable interest
by educators in the committee dur-
ing the time I have been a member
of the Commission,” Comr. Hyde
observed.

“No, I think it is true because it
was recognized early that the com-
mittee was probably one of those
devices so neatly set up for the
purpose of gaining time, which
provides a nice opportunity for
pleasant consideration around the
table,” the witness stated.

“And Mr. MecCarty, instead of
getting radio frequencies for stand-
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ard broadcasting allotted to you by
the FCC when you wanted them
and the Congress wanted you to
have them, you got a committee set
up, is that correct?” Comr. Hen-
nock asked.

“Yes,” the witness replied, “and
the committee has existed at the
sufference of the NAB, which has
financed the activity of the com-
mittee for the past few years. It
is a very untenable arrangement.”

Comr. Webster asked, “Then you
don’t think the then Commission
in 1935 deliberately made an error,
but that maybe their foresight was
not as good asg it should have
been?"

“I think I would say it politely
this way: That the Commission as
a result of the hearings in 1934 did
not take the courageous stand
which the testimony indicated was
necessary for solving the problem,”
Mr. McCarty answered.

Feels Responsibility

He added: “May I say in behalf
of the Commission that it is prob-
ably true that the presentation,
the appearances were not impres-
sive; that the educators, the non-
profit representatives were not
here in sufficient numbers to con-
stitute an overwhelming weight.
But you know, of course, and don't
have to be reminded, that your job
as custodians of the public facilities
goes beyond the job of evaluating
and weighing the present testi-
mony.”

“You mean that if there was no
testimony here on behalf of the
educators it ought to be our duty
as public servants to preserve these
airways that belong to the people
in the public interest regardless of
whether one educator appeared
here in these hearings?' Comr.
Hennock stated.

“Yes,” the witness replied, “I
think you have responsibility as
custodians to take the long-range
statesman-like attitude in the allo-
cation of a public trust and not im-
pose upon us in education the re-
strictions and restrains which you
might feel tempted to do.”

Comr. Hennock proceeded to read
into the record and comment upon
portions of the 1935 report of the
Commission. She noted the letter
of E. 0. Sykes, then Commission
chairman, transmitting to the pres-
ident of the Senate the report “con-
cerning the proposal that Congress,
by statute, allocate fixed percent-
ages of radio broadcasting facili-
ties to partiecular types or times of
nonprofit radio programs.”

“This had gone pretty far evi-
dently in standard broadcasting,”
she observed. “It was pretty repul-
sive even to Congress. They wanted
a definite law passed. Now let’s see
what we said about that. This is
our report back to the Congress
with regard to their wanting this
new law on the books:

Under existing law the FCC is
charged with the responsibility of li-
censing stations if the public interest,

convenienece and necessity will be
served thereby and effecting an equal
allocation of facilities to the zones and
a fair and equitable allocation of facili-
ties to the states according to popula-
tion. As a means of studying the pro-
posal the Broadcast Division, by direc-
tion of the Commission, held public

hearings from Oc¢tober 1-20 and from
November 7-12, 1934, Notices of the
hearings, 1,535 in all, were mailed di-
rectly to all parties of record at the
Commission, to 21 administrations, de-
partments, commissions and offices of
the government and wide newspmr
publicity was given the matter so t
every one interested might be informed
of the hearings.

One hundred thirty-five witnesses
testified at the hearings and approx-
imately 14,000 pages of testimony were
presented for the Commission’s con-
sideration in addition to several thou-
sand pages of exhibits.

The broadcasting industry, including
the licensees of broadcast stations and
the manufacturers of radio equipment
expressed opposition to the propopsal.
Much of the testimony presented to
the Commission by the [ndustey was
directed to the purgose of showing the
service rendered by broadeasters to
particular types or times of non-profit
activities . , . Representatives of the
NAB presented “statistics from 269 sta-
tions representing 779, of the so-called
commercial radio stations. The total
investment of these stations as reported
is $25,041,327. The total cost of oOper-
ating the stations from the period from
Jan. 1, 1934, to June 30, 1934, was
$12,833,502. . . . It is clearly established
by the Commission’s study of the prob-
lem that no allocation of facilities for
sgecial services could be effected by
the authorizing of new stations to make
up the proportion of facilities proposed
to be allocated to special services.

And

“And so forth and so on.
then I come down to the recom-
mendation of this Commission with
regard to passing a law,” Comr.
Hennock continued, reading:

[FCC] respectfully recommends that
at this time no fixed percentages of
radio broadcast facilities be allocated
by statute to particular types or times
of non-profit radio programs or to per-
sons identified with particular types or
times of non-profit activities.

Comr. Hennock then cited the

reasons given by the report:

There is no need for a change in the
existing law to accomplish the helpful
purposes of the proposal.

On this she commented:
{Continued on page 98)
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(Continued from page 97)

other words, here it is. We have
the section in the law. We don’t
need| any more laws from you.”
She cited another reason in the
report:

Flexibility in the provgsion_s of the
law is essential to rcgulation if growth
and development in the art of broad-
casting is to be encouraged and reg-
ulated for the best interest of the
Public as a whote. .

She continued, “And this is an-

other reason that we didn’t do this
for educators, and I underline this.
These reasons appear here daily in

this very auditorium:”

There are insufficient broadcast facil-
ities available in the present develop-
ment|of the art to provide for special-
ized broadcast services consistent with
a fair and equitable distribution of
facilities and services throughout the
country.

No feasible plan for a definite allo-
cation of broadcast facilities to non-
profitiorganizations has becn presented.

“Again the educators are get-
ting the blame,” she concluded.

Comr. Hyde observed the report
in n6 way had cut off education’s
opportunity to apply for AM facil-
ities in any way. He noted the
number of stations on the air has
doubled since that time and stated
FCC does not determine any pro-
ceeding on the basis of pressure
but rather on the basis of the hear-
ing record as done in the recent
color TV case, supported by the
Communications and Administra-
tive Procedure Acts. He said, FCC
makes careful finding of fact in
its rulings.

Comr. Hyde further observed
that radio frequencies are not ex-
actly| like other natural resources
such as coal in that use of radio
frequencies does not exhaust them.
Since stations are licensed for only
three years the opportunity is al-
ways open to education, he said.
Comr. Hyde indicated he was not
debating the issue but merely
wanted to complete the record.

‘Must Net Compete’

Mrn. McCarty emphasized, how-
ever,| that education never will win
popularity polls and ‘“must not be
made to compete” with commercial
interests on this basis.

Coinr. Hennock’s principal con-
cern over the educator’s plight oc-
curred Wednesday as Mr. Plotkin
cross lexamined Mr. McCarty to gain
views considered necessary to help
FCC make its decision.

Mr. Plotkin asked the witness
what| should be done if there were
only one VHF station in a com-
munity. Mr. McCarty indicated the
commercial interest should be re-
quired to share the facility with
the educators.

Where there were only two VHF
stations, Mr. Plotkin asked, “Do
you think there ought to be shar-
ing on both of those or should one
be assigned exclusively for educa-
tional and the other assigned ex-
clusively for commercial?”

“Frankly, T have not arrived at
an answer which is satisfactory to
myself in that case,” the witness
said.

Mr! Plotkin continued:

You recognize in response to the first
question, the way you said where there
is only one there should be sharing,

that there is a legitimate commercial
need a\;s well as a legitimate educational
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need, both of which should be aceom-
modated; and I was trying to find out
whether You in yeur own mind could
state at what point each is accommo-
dated, and 1 gather at the one-station
level You atre satisfied, but beyond that
Point your thinking isn’t clarified.”

“Mr. Plotkin, are you putting
words in this witness’. mouth?”
Comyr, Hennock interrupted. ‘“Arve
you testifying? Or is that a ques-
tion? I don’t want you to answer
that, Mr. McCarty. I just want a
ruling on that. Is that a question?
That there is a need for commaer-
cial and that there is a need for
educational? Is that a question?
Kindly put it in question form.”

Mr. Plotkin said he had asked a
question and Comr. Hennock asked
the reporter to read back the ques-
tion, commenting to the witness:

By the way, perhaps you would like
to leave it up to the Commission to
ditermine what educational needs are.
Perhaps we should 1ook into this whole
thing and make our own survey and
se¢ whether these stations for educators
shouldn’t ¢ome before these commercial
interests.

Perhaps that is our job and not yours
as a witness, who steps in here for a
few hours to testify. You are no expert
at this point on where these television
channels should be placed from an
engineering and an educational view-
point, without having those studies
made by this very Commission.

Question Re-read

The question was re-read and
Comr. Hyde observed it would seem
a question existed “on which the
Commission might ask for the view-
point of the witness.”

Comr. Hennock stated further:
“I don't know what you mean by
accommodation of commercial in-
terests and accoinmodation of edu-
cational interests and a national
television service from each one of
those viewpeints, and I think an all-
inclusive question of that kind, in-
ferring a preference and an ac-
commodation for either one, or
whether it be on a parity, by this
witness, who has taken the trouble
as an educator to come in here in
a general way to support all edu-
cation and the public getting educa-
tion for 150 million people—I think
it is an imposition on this witness
and every other educational wit-
ness.”

She continued:

You haven't had that engineering
study made, have you, Mr. McCarty,
and you don’t have it at your disposal
do you? You don’t know whether any
given community should have one
commercial and one educational or on
a shared-time basis, commercial part
time and educational part time, in any
community . . . and for ydu to be put
In the position of making these answers
by our counsel is unfair.

You haven’t had the evidence in this
record to Jjustify that kind of testi-
mony by you or any other educational
witness. . . . There was an engineering
survey made by this Commission, and
this proposed allocation plan was made
from a commercial and not from an
educational viewpoint. That proposed
allocation in this notice of proposed
rule-making is purely on a commercial
basis, and I charged that repeatedly in
executive session and I am bringing it
now into the open, and I defy you to
show how any educator or any com-
mercial interests can talk about what
this country needs from an educatifonal
viewpoint without the same kind of
an engineering survey that our staf
has made for the commercial interests,
and I am not going to have these
witnesses put in this position without
showing this on the public record.

“Mr. Chairman, is it the purpose
of the Commission that I not ask
these educational witnesses any
questions?” Mr. Plotkin asked. “If

AW - CMON !/
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\_JUST LET THEM
BORROW IT,

n.fl.w fJ\z:-h! e

THIS is a reprint of a cartoon sent

to RCA referring to RCA President

Frank M. Folsom’s answer to FCC last month [TELECASTING, Nov. 13] on the
request it supply CBS with samples of its tri-color picture tube. Mr. Folsom

had said in part:

certainly missed a bet in the last World Series.

“If this kind of thing goes on in America, the Phillies

They should have asked

the Yanks for Joe DiMaggio.” RCA is unable to identify the artist other

than “Mr.

Schady.”

so, I will bow to the ruling of the
Commission.”

“You can ask the questions, but
I don’t think you should ask loaded
questions,” Comr. Hennock inter-
jected, “and if they are loaded, I
want to call the attention of the
Commission and of the public to
that fact.”

“Mr. Chairman, I have been a
member of the Commission staff for
11 years and my conduct during
that time will speak for itself,” Mr.
Plotkin said. “If the Commission
doesn’t desire me to ask questions
of these witnesses, ] am an employe
of the Commission and will of
course bow to its ruling. Otherwise,
I dont think I should be treated
this way.”

“We have a question here which

. we can consult each other on before

we proceed,” Comr. Hyde said, re-
cessing the proceeding for a brief
period while the Commission mem-
bers present went into conference.

Upon resumption, Comr. Hyde
said the Commission counsel
“should examine the witnesses as
usual for the purpose of develop-
ing a satisfactory record. By a
satisfactory record I mean one on
which we get full information,
whether it favors or whether it
tends to oppose the petition that is
before the Cominission. The Com-
mission will expect Commission
counsel to perform his usual func-
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tion along those lines.”

Mr. Plotkin asked if he should
restate his query.

“T would like to register my dis-
sent,”” Comr. Hennock said. “I
would like to state that a satisfac-
tory record should be made, and it
is the duty of counsel to bring out
evidence according to the rules of
evidence. These questions are to be
asked without any assumptions of
evidence in the record, which has
never been produced, without evi-
dence that has been established
with regard to necessity.”

Asking Mr. Plotkin to be specifie
in his questions, she continued:

Furthermore, we of the Commission
have never had an engineering study
made for the benefit of these educators
in their interest. We have not thought
of this allocation plan in terms of the
interests of the public and education;
and- it is our duty as much to get up
an allocation plan for those educators
and their needs as it is to show what
the commercial interests are of this
country and work on their plan week
in and iweek out, a year and a half and
two years; and not five minutes of this
work has been done for these educators
by our engineering staff and by your
very legal staff; and I want that on
the record.

Instructed by Chairman Hyde to
proceed, Mr. Plotkin said, *“Mr.
Chairman, I don’t think it is ap-
propriate for me to challenge the
statement of any Commissioner.”

“I think it is,” Comr. Hennock
retorted. “You can challenge my
statement, and I want it right out
in the open right here. I have said
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it here and I have said it to you
right in my room, and I have said
it in Commission meetings.
have it out.”

Acting Chairman Hyde said:

I bhelieve that I should -make this
statement for the record; that such
allocation plans as have been made
have been drawn up to satisfy engi-
neering grinciples with the objective
of providing service to the publi¢ gen-
erally. I believe that as a matter of
principle we have not undertaken to
provide coverage, to ihject into these
engineering studies the requirements
of particular classes of stations. I
thini that is the general approach to it.

“By ‘particular classes of sta-
tions’ you mean educational, non-
commercial, and the commercial
stations?’ Comr. Hennock asked.
“There are just two classes I am
concerned with.” )

“The point I wanted to make was
that the allocation plan that was
drawn up to give scope and direc-
tion to the hearing was not de-
signed particularly for commercial
stations nor for education,” Comr.
Hyde explained, “but rather to pro-
vide service having regard for the
engineering factors involved.”

“I am very sorry,” Comr. Hen-
nock stated, “but Mr. Plotkin said,
‘Yes, when we get all through, I
will try to get my staff to do some
work on an educational plan'—
when we get all through—not stat-
ing when. He said that right in
my office. You [to Mr. Plotkin]
said that, and don't deny it.”

“This is being extremely unfair,”
Mr. Plotkin said, “and . . ."”

“ . .1 am repeating what you
said,” Comr. Hennock broke in.
“It is just as unfair for these peo-
ple to come in here without the
proper engineering done for their
interests by our staff as for you to
ask questions that couldn’t be an-
swered without that type of study
for our staff.”

Answer Difficult

The witness said he understood
the question but believed it “would
be presumptuous for me to try to
answer it with a mathematical di-
vision of the total facilities avail-
able. As indicated, this would seem
to be a .matter dependent upon the
circumstances."”

Mr. Plotkin asked Mr. McCarty
if he agreed his views on policy
could “certainly be helpful to the
Commission in making up its mind
on the policy determination the
Commission must make?”

“I believe our experience would
offer a guide,” he replied.

“We would be derelict if we
didn't ask the benefit of your ex-
perience, wouldn’t we?” Mr. Plot-
kin continued.

“I believe we have an experience
... the information on which should
be made available generally.”

“Now another recommendation of
your Joint Committee is that only
one VHF station in each commu-
nity be assigned exclusively for edu-
cational purposes; is that your un-
derstanding?” Mr. Plotkin asked
the witness.

Comr. Hennock stated:

1 object to any answer to that until
an engineering survey has been made
to show what these communities are
where they are, from the viewpoint o
educators and educational institutions,
the condition of education in _that vi-
cinity, with a view toward illiteracy,
the necessity of education by e

Let's ~

population in that area, the amount of
money spent by those communities for
education, and the necessity for the use
of the cheapest form of mass education,
which is television, and all these other
studies that must be here before you
can answer that question; and unless
the surveys are put into this record
on a specific-city basis and unless you
include in these gquestions a locality
and all these conditions which deter-
mine where that educational statlon
belongs that you are not entitled to
answer because jt cannot be correct;
and I think I am going to move toO
strike ever¥ answer that has been
made by an educator to these very
questions you have bheen asking right
from. this record. They are not based
on any evidence we can accept as a
Commission.

“Myr. Chairman, I believe Miss
Hennock did not hear my question,”
Mr. Plotkin stated.

“l am hearing your questions,
and [ have been hearing them here
since Monday, and I am tired of
hearing them,” Comr. Hennock
said..

Plotkin’s Views

After further argument Mr. Plot-
kin said to the chairman, “I am
forced to the conclusion that if I
persist in the line of questioning
which I think necessary for this
record, the hearing will be unduly
prolonged; and in view of that fact,
I had better desist.” e

“It is about time you were forced
to that conclusion,” Comr. Hen-
nock said. “I want to point out
that this is the general-portion of
these hearings, and you aren't sup-
posed to go into specific-city re-
quirements, and you wouldn't allow
these educators time to come in
here and prepare and insisted on
not giving them an adjournment,
and you made them start on No-
vember 27. You didn’t give them
a chance to get these surveys on
their own, which they need to an-
swer these questions intelligently
and honestly.”

“Tt was the Commission which
fixed the date,” Comr. Hyde ob-
served.

“And it was you [addressing Mr.
Plotkin] who wanted it, too,” Comr.
Hennock added.

“Mr. Chairman,” Comr. Webster
interposed, “the majority [of Com-
missioners present] a few minutes
ago ruled. And I suggest that we
proceed in accordance with that
ruling and permit the general coun-
sel to continue with his question-
ing.”

“The hearing will proceed,”
Comr. Hyde ruled. “Mr. Plotkin,
you will continue with your ex-
amination. It is understood that
Miss Hennock has an objection,
which of course will be given fur-
ther consideration in connection
with the Commission’s study of the
record. I think on that basis we
can proceed with the hearing.”

“] reserve my right to press my
objection with regard to each in-
dividual gquestion if the questions
are unfavorable,” Comr. Hennock
said, “and I am not taking a blanket
ruling, Mr. Chairman.”

“Well, it is understood that an
objection may be raised at any
time,” Mr. Hyde said.

Comr. Hyde cordially welcomed
Merlin H. (Deac) Aylesworth, first
president of NBC and now radio-
TV consultant, who appeared on his
own behalf to support general res-
ervation of TV channels for edu-
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cation on condition a united show-
ing be made that the channels
would be used effectively. Comr.
Hennock indicated she was ‘“im-
pressed’” to see one of commercial
background appear in the interest
of education.

Mr, Aylesworth reviewed pro-
gram fundamentals learned early
at NBC in both commercial and
educational fields, stating it was
hard in those days to get educators
interested in radio. He outlined
programs, committees and other
efforts in the field.

The former NBC executive saw
possibilities of wealthy persons
endowing eduecational TV stations
like university buildings. He em-
phasized programs must be made
so good people will want to see
them and felt cooperation could
be worked out with commercial
interests.

Mark C. Schinnerer, superintend-
ent of Cleveland public schools, de-
tailed educational TV needs and
potentials in that area and reviewed
successes of WBOE, the board of
education’s outlet.

Edward T. Schofield, president
of Educational Film Library Assn.
and assistant supervisor, depart-
ment of libraries, visual aids and
radio, Newark board of edueation,
related future expanded effective-
ness of film libraries through TV.

Bevis Appearance

On Thursday, Howard L. Bevis,
Ohio State U, president, appeared
in behalf of the Assn. of Land
Grant Colleges and the National
Assn. of State Universities to sup-
port the JCET position. He said
a survey of 72 institutions was
made to learn which planned im-
mediate entry into TV station oper-
ation. Of 49 replies he said 15
planned station establishment now
or in the near future while another
31 do with the next 30 years—
a “realistic” reflection of the slow-
ness with which educational in-
novations are accepted and put into
practice. :

To questioning, Mr. Bevis indi-
cated education had ample warn-
ing of the educational TV issue
since it was announced July 11,
1949, but Comr. Hennock noted only
a month’s notice was given as to the
exact starting date of the hearing.

Others appearing Thursday to
support the JCET proposal in-
cluded: Constance Warren, Na-
tional Education Committee of
American Assn. of University
Women; Grace Rawlings, princi-
pal of Liberty School, Baltimore,
representing the Dept. of Ele-
mentary School Principals, NEA;
Maurice G. Blair, associate super-
intendent, Los Angeles city schools;
M. R. Traube, dean, School of Edu-
cation, Pennsylvania State College,
representing American Assn. of
Colleges for Teacher Education;
Pearl A. Wanamaker, Washington
state superintendent of public in-
struetion and president of National
Council of Chief State School Of-
ficers; George E. Watson, superin-
tendent of public instruction, Wis-
consin; John J. Desmond Jr.,
Massachusetts commissioner.

CLASS. PROJECT

DuMont Co-sponsoring

TO DETERMINE how television
may best be used to supplement
classroom instructions in formal
education is the primary purpose of
a project undertaken jointly by
Allen B. DuMont Labs and the
Montclair State Teachers College,
Upper Montclair, N.J.

Closed circuit transmission of
TV programs to high schools near
the college will be used to find prac-
tical answers to such questions as
what school subjects are best suited
for TV treatment, how television
can be used to improve teaching,
and how a college TV center can
supplement routine studies in high
school classes. If preliminary tests
indicate the need for expanding
the experiment to schools farther
from the college than can be
easily reached with a closed circuit
connection, DuMont will ask the
FCC for permission to use its ex-
perimental UHF transmitter in
these tests.

H. E. Taylor Jr., manager of the
DuMont TV transmitter division,
is representing the company in the
experiment. Dr. Herbert B. Good-
en, assistant professor of social
studies, heads a central committee
‘handling the college’s part of the
program. Three sub-committees
of this central committee are -es-
tablishing a TV workshop, moni-
toring current TV programs to see -
which should be included in the
project and compiling a list of
available TV material. Edward C.
Rasp Jr., director of the col-"'
lege’s Audio Aids Lab, has been
named coordinator of the program
and is now making an overall
study of operations at WABD
(TV} New York, key station of
the DuMont TV Network.

Pet Milk on NBC-TY

PET MILK Sales Corp., St. Louis,
will sponsor Four Star Revue on
NBC-TV Wednesday, 8-9 p.m., be-
ginning Jan. 17. Agency is Gard-
ner Advertising, St. Louis. Pet
Milk will be one of three sponsors
of the show, participating on a
rotating basis. Motorola, which is
currently a sponsor, is the second,
and the third is as yet unannounced.

SHY-TY SRT-TY SRT-TV

SRT-TV

INTENSIVE PROFESSIONAL

M COURSES
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‘49 Revenues
Continued from page 25)

theiy keys, and 2,006 other AM
stations have an original invest-
ment of $230,587,035 in tangible
broafcast property. Depreciated
cost [was shown as $150,074,292. In
television, original investment in
tangible broadcast property was
reported at $55,875,583, with depre-
ciated cost placed at $44,941,469.

Logwi Appointed
COMR. MORTIMER W. LOEWI,

diregtor of the DuMont TV Net-

work, has been appointed chairman
of ttk% National Television Commit-
tee for Brotherhood Week. The
TV Committee has been originated
for the first time this year to enlist
all personnel in the Brotherhood

drive.

CHURCH SERIES
WTMJ-TV Outlines Plans

SERIES of public service religious
telecasts from different churches
in the area is being prepared by
WTMJ-TV Milwaukee. Station
technicians are testing church fa-
ciIitiFs as TV origination points
for the programs, slated to get
underway Dec. 24 with a special
midnight mass from St. Roberts
Roman Catholic Chureh.

El details as to format of each
progI'am will be discussed with offi-

cials|of individual churches, accord-
ing to Bruce Wallace, manager of
public service broadcasts and pro-
motipn for WIMJ-TV. Each pro-
gram will consist of a typieal
church service and run an hour or
more beginning generally at 9:30
a.m. | Series will be telecast through
Feb.[11, according to present plans.
Ord of appearance throughout
the series was determined by num-
ber of members of each denomina-
tion,|covering such churches as the
MISSPurl Synod, Jewish, Lutheran,
Methodist, Evangelical, Presbyte-
rlan}]and Episcopal.

Te-Ve

TV Broadcast Financial Data, 1949

4 networks and
their 13 owned

and operated 85 other Industry
Item stations stations 1 Total
Revenves from network time sales ...... $8,862,399 $1,933,113 $10,795,512
Revenve from sale of time to notional &
regiona! odvertisers and sponsors .... 2,965,594 4,309,419 7,275,003
Revenves from sale of time to local adver-
tisers and SPONSOKs ...........iiiauen 2,295,468 7,164,140 9,459,608
Total revenuss from fime sales ........ 14,123,461 13,406,672 27,530,133
Cammissions paid to representatives, efc. 2,273,333 1,805,394 4,078,727
1, 'y i h o pury
Revenues from sale of talent, etc. .. ... 4,490,492 1,521,237 6,011,729
Fumnishing material or service ....... 2,005,437 1,396,458 3,401,895
Qther incidental revenues ............ 547,933 916,943 1,464,926
Total broodcast revenues 18,894,040 15,435,916 34,329,956
Total broadcast expenses 30,635,895 28,956,011 59.591906
Totnl broadcast losl .................. (11,741,855} (13,520,095) {28,261 950)
t in ible broadcast property
Original €08t ....ccovvveroiianrnnans 19,084,764 356,790,819 55,875,583
Depreciation to date .........cc0p 000 4,350,273 6,583,841 10,934,114
Deprociated cost ........00v.ii0vunee 14,734,491 30,206,978 44,941,469

1Qne station wos an experimental stotion operating commercially.

Road for NAB-TVY

(Continued from poge 26)

specialized activities of interest to
special member classes entirely, or
almost entirely, outside the associa-
tion. It plans to retain only the
services of interest to all members
s0 that these members will not be
required to pay part of their dues

to support activities in which they

have no direct interest.

NAB-TV probably will start out
with its own officers and board, but
NAB President Justin Miller and
General Manager Ryan will exe-
cute the policies and directives of
the NAB-TV board.

The NAB and NAB-TV boards
may meet at the same time, and
at the same place, though this is
one of the problems to be worked
out by the committees and the Jan-
uary convention,

With creation of an NAB-TV
board the NAB by-laws would be
amended to delete the two TV di-
rectors-at-large (Messrs. Swezey
and Thomas). NAB's staff would
be available to NAB-TV and would
provide government and public re-
lations, engineering, labor, re-
search, legal and similar services.

Bette Doolittle, AWB executive
secretary, will become assistant to
Charles A. Batson, director of the
NAB-TV Dept. Presumably the
department pergonnel would pro-
vide the framework for the NAB-
TV staff.

NAB’s Position

NAB hoard members and head-
quarters officials are convinced TV
stations need a free, competitive
operation.” They believe NAB-TV
will provide the answer. The first
year of operation, assuming NAB-
TV is launched early next year, will
be one of trial and error. The
video association will be free to
spend money as it sees fit and prob-
ably will be in a position to do
much of the basic promotion work
the new industry desires.

Members of AWB’s District 2
learned of the AWB separation
plan Saturday when Mr. Fay ad-
dressed the Syracuse convention.
AWB members have contended for
some time they have been the Or-
phan Annie of the NAB, getting
pushed around more and more
through the years.

General Chairman of AWB is

Katherine Fox, WLW Cincinnati. _

Miss Doolittle has directed opera-
tions at NAB headquarters with a
very small budget. Given their
NAB divorce, AWB members be-
lieve they can start a membership
and set up a new feminine trade
association with greatly broadened
scope.

NABR will cooperate by providing
office space and departmental serv-
ices while the project is getting
under way. When AWB designates
an acting director, headquarters
will be at the NAB offices. NAB
will turn over $3,000 in budget
money to AWB. This cevers dues
payments and other funds. The
project has been in the works sev-
eral months.

Board to Act

Next steps in separating Broad-
cast Advertising Bureau from NAB
will be taken when the board’'s
BAB Committee meets. No definite
meeting date has been announced.
Some NAB members have sug-
gested the BAB project be modlﬁed
to keep down costs.

At first backers of BAB separa-
tion spoke in terms of a million-dol-
lar advertising project. A recent
survey showed that if all NAB
members wanted BAB and 30% of
their dues went to the agency in its
first year of separation, it would
be necessary to enro]l perhaps 700
non-NAB members to finance a
$500,000 BAB.

As part of normal NAB oper-
ation NAB Secretary-Treasurer
C. E. Arney Jr. last week mailed
certification forms to NAB mem-
bers in preparation for coming
board nominations and elections.
Stations will list on these forms the
names of those eligible for nomina-
tion. After nominating ballots
have been mailed, the authorized

NAB delegate of each station will
cast the station’s vote or wvotes.
The nominating lists will be sent
out Jan. 10, with the election proc-
ess to be completed March 1.
Thirteen board vacancies are to
be filled. They include the posts
now occupied by these directors:
District 1, Paul W. Morency, WTIC
Hartford; District 3, George D.
Coleman, WGBI Sceranton, Pa.; Dis-

trict 5, Allen M. Woodall, WDAK
Columbus, Ga.; District 7, Gilmore
N. Nunn, WLAP Lexington, Ky.;
District 9, Charles C. Caley, WMBD
Peoria, Ill.; District 11, John F.
Meagher, KYSM Mankato, Minn.;
District 13, Mr. Rembert; District
15, Glenn Shaw, KLX Osakland.
Cox Named

District 17 last August elected
H Quenton Cox, KGW Portland,
Ore., to fill the post to be vacated
in April by Harry R. Spence, KXRO
Aberdeen, Wash.,, who was ineli-
gible to run for another two-year
term because he had served- the
maximum of two consecutive terms.

Five directors-at-large will be
elected. The posts involved are
now occupied by the following di-
rectors who are serving one-year
terms: John H. DeWitt Jr., WSM
Nashville, for large stations; John
Esau, KTUL Tulsa, for medium sta- .
tions: Edgar Kobak, WTWA Thom-
son, Ga., for small stations; ‘Ben
Strouse, WWDC-FM Washington,
for FM stations; Mr. Thomas,
WOR-TV New York, for TV sta-
tions.

NAB President Miller last week
designated Ralph W. Hardy, direc-
tor of government relations, as see-
retary of Broadcasters Advisory
Council, representing the four major
networks, Radio-Television Mfrs.
Assn.,, National Assn. of Educa-
tional Broadecasters and TBA. The
committee advises with the govern-
ment on national defense matters.

ADVISORY UNIT

Ethridge Resigns Post

RESIGNATION of Mark Ethridge,
publisher of the Louisville Courier-
Journal and Louisville Times
(WHAS-AM-TV), as chairman of
the U. 8. Advisory Commission on
Information was accepted by Pres-
ident Truman Nov. 25. Mr. Eth-
ridge attributed his resignation to
“ill health.”

The publisher was appointed to
head the advisory group in August
1948. The five-man commission,
which also includes NAB President
Justin Miller, was .established in
1948 by Congress to study U. S.
information and educational pro-
gram overseas and to make semi-
annual recommendations to Con-
gress on its findings. It has con-
cerned itself largely with problems
relating to Voice of America.

Mr. Ethridge’s resignation was
reluctantly accepted by the Pres--
ident, who praised his work at the
helm of the advisory group. Name
of his successor was not revealed.
Other members of the group, aside
from Judge Miller, are Philip D.
Reed, chairman of the board, Gen-
eral Electric Co.; Erwin D. Can-
ham, editor, Christian Secience

Monitor; and Mark May, director
of Yale U.s Institute of Human
Relations.

NEW all-inclusive antenna book, TV
and Other Receiving Antenna
(Theory and Practice), by Arnold B.
Bailey, announced by John F. Rider
Publisher Inc.,, N. Y.
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HEAD table at the Nov. 16 meeting of the Philadelphia
Television Assn. [BrRoADCASTING ® TELECASTING, Nov. 27]
They are (I to r):
Seated, Allan Trippe, president, Adrian Bauer Advertis-
ing; Ernest B, Loveman, vice president and general man-
ager, WPTZ (TV); Ethyl Foster, Theatre Arts Institute;
Mrs. Billie Farren, Neal D. Ivey Agency; Edward Madden,

finds this group enjoying festivities.

NBC vice president in charge of TV, who spoke on ""The
Economics of Television;”” standing,
Dick Strome Television; James M. Toney, director of
public relations, RCA Victor; Col. Edward Davies, TAP
president and head of agency bearing his name; Al
Bersohn, RCA Victor publicity; H. V. Anderson, NBC-TV
account executive; John Gilligan, vice president in charge

of advertising,

Dick Strome, of

Philco Corp.

Carlson Sworn In

REPUBLICAN Frank Carlson, for-
mer Kansas Governor, was formally
sworn in as a U. 8. Senator last
Wednesday. Elected last Novem-
ber to a Senate term which expires
next year, the Kansan has been
mentioned as a possible GOP addi-
tion to the Senate Interstate &
Foreign Commerce Committee in
the 82d Congress [BROADCASTING ®
TELECASTING, Nov. 13].

Parade Rating

SPECIAL C. E. Hooper rat-
ing reported that half of New
York City's TV homes and
909% of the TV