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Advertising dollars have to do double duty these days. And
that’s why more and more national advertisers are turning to
W-I-T-H in Baltimore. Because on W-I-T-H, advertisers get
MORE for LESS!

You get MORE listeners-per-dollar-—far more!—than from
any other radio or TV station in town. You get this huge, re-
sponsive audience at amazingly low cost. For profitable results,
W-1-T-H is the real bargain buy in Baltimore.

Just call your Headley-Reed man. He'll give you all the facts.

4+TH

TOM TINSLEY, PRESIDENT — REPRESENTED BY HEADLEY-REED

The results station
Baltimore, Md.
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A SPECIALIZED PROGRAM FOR A SELECTIVE MARKET...

ARMWORLD TO

. . . Presenting all the basic, up-to-date information needed in
the business of agriculture, to one of the greatest farm radic
audiences in the Midwest.

FARM WORLD TODAY, broadcast Monday through Saturday, 11:30-
11:55 A.M,, is an example of WLS specialized programming for a large
and important selective market— those people, men and women, whose
basic economy is dependent upon agriculture. Conducted by Al Tiffany,
WLS Agricultural Specialist, FARM WORLD TODAY boasts one of
the greatest farm raclio audiences in the Midwest. They listen for infor-
mation essential to the business of agriculture . . .

» New Crop Possibilities!

e Forecast of important crop and livestock potentials!

Labor saving devices — weather — markets!

Local, National and International news affecting agriculture!

Projects of leading agricultural organizations —
including farm women groups!

.. all important to all members of Midwest farm families because of the
growing significance of possible war economy; heightened interest in
market reports; ever present concern over weather condidons, and the
need to keep abreast of the very latest agricultural developmients,

From your point of view, FARM WORLD TODAY offers tremendous
commercial possibilities. Sold on an economical participation basis, this
program’s inherent prestige yields quicker acceptance and firmer belief
in each sales message — begetting instant buyer action.

Through vears of service to the vast agricultural industry, by such
programs as FARM WORLD TODAY, WLS has emerged as the undis-
puted agricultural lcader in the Midwest — the result of planned program-
ming and service by the largest informed agricultural staff in radio.

Your Blair man has complete details on WLS agricultural leadership.
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Al Tiffany—Agricultural Specialist—conductor of FARM WORLD TODAY

F. C. Bisson, Market Specialist,
presents latest market informa-
tion on FARM WORLD TODAY.

The WLS rural market is big
and important, with 1,738,-
370 radio faémilies whose
economy-.is “so. greatly de-
pendent <upon va_garicuvhu_re._

This. market.consists of:

11.5% ‘of the nalion’s cash
farm incdme

8,1:% -of 'the nation's farms
9:1.% of the nation’s cattle
15.6 %. of the nation’s-hogs

9.4% of the nation’$ poultry

The
PRAIRIE
FARMER
L
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Mrs. Jean Dale {center), Secretary, Wilmington Women's
Bowling Association, and Miss Margaret Bader fright),

highest single gome bowler for women in the Stote of
Delaware, discuss bowling techniques with George Frick
who conducts "The Sporting Scene™ on WDEL.TV.

AM
7 Represented by

w D EI- Fm ROBERT MEEKER ASSOCIATES Chicago « San Francisco . New York « Los Angeles

November 5, 1951

. is on WDEL-TV each night at 6:45 conducted
by George Frick. The program is broad and versatile in con-
tent. Typical of these programs is the one shown above
when women bowlers demonstrated bowling techniques.
Another feature has been a series of golf instructions con-
ducted by a local professional. Football coaches have been
called upon to give diagrammatic instruction in plays
and new rules thus increasing the average sports fan's
enjoyment and understanding of the game. Young hope-
fuls have received professional instruction through base-
ball cliniecs. With many such activities on “The Sporting
Scene,” WDEL-TV serves its listeners by planning these
programs so they are not merely reportorial but useful,
informative and constructive. This program for sports
fans is one of many public service features telecast for
WDEL-TV viewers in the many communities it serves.

WDEL-TYVY

WILMINGTON, DELAWARE
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SHORTLY TO BE announced will be sale of
WCOP Boston by Cowles interests (Des Moines
Reagister Tribune, Minneapolis Star Journal,

Look, Quick, KRNT, WNAX) to T. V. Baker"

Jr. and A. G. Beaman, owners of WKDA
Nashville. Amount $150,000, Transaction be-
ing negotiated through brokerage firm of
Howard Stark, New York, Cowles originally
acquired station in 1944 for $225,000.

CBS RADIO station relations and top brass
burning midnight oil evolving sales structure
which will permit network to “remain com-
petitive” with NBC by virtue of that net-
work’s revolutionary basic economic plan
[BeT, Oct, 8, also see pages 23, b4], It's ex-
pected CBS Radio plan, probably due before
Dec. 1, will, like NBC's, eliminate “must” net-
work buys and permit advertisers to pick and
choose markets, taking into account TV, CBS
Radio plan also expected to have dollar floor
(NBC’s is 76% of rate card.)

ALTHOUGH IT hasn’t been mentioned in
news reports, new Democratic Committee
Chairman Frank E. McKinney and FCC Chair-
man Wayne Coy are close personal friends,
dating back to “barefoot” days in their native
Indiana. Mr. McKinney owns interests in four
Indiana stations (see page 28).

CHANGES COMING UP in ABC West Coast
operations. Bill Phillipson, attorney who's
been working in ABC television department,
slated to become West Coast head pending com-
pletion of ABC merger with United Para-
mount Theatres, Phil Hoffman, general man-
ager KOB-AM-TV Albuguerque, to become
manager of ABC’s KECA-TV Los Angeles.
Donn Tatum continues as ABC’s TV head on
Coast. ABC President Robert E. Kintner was
to fly coastward over weekend.

QUAKER OATS, in move to promote rural
markets rather than urban, is moving part of
budget from television to radio. Firm will
drop half-hour TV show Sundays on NBC-TV
but will put its Gabby Hayes program (Martin
Stone package) on radio, Sundays, 6-6:30 p.m.
on MBS replacing Challenge of the Yukon.
Quaker will continue to sponsor Hayes five
times a week, 5:15-6:30 p.m. on NBC-TV

ROBERT ELDER, research expert and in-
ventor of Audimeter, formerly with Lever
Bros., now consultant in Boston, to confer this
week with All-Industry Affiliates Committee
on best avenues of approach to research dem-
onstrating radio’s sales punch and position in
media field. Meeting of full committee, under
Paul W. Morency of WTIC Hartford, to be
held in New York starting Wednesday noon
and continuing through Thursday. Subject
of future meetings with representatives of
Assn. of National Advertisers also on 1%
day agenda.

CHANGES IN TOP executives of Canadian
Broadcasting Corp. will be announced soon
(Conlinued on page 6)
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RADIO LISTENING UP
IN HOMES WITH TV

RADIO LISTENING in TV homes, in propor-
tion to listening in homes equipped with radio
only, showed gain during the past year, ac-
cording to index released by A. C. Nielsen Co.
late last week. Listening in both groups showed
normal inerease during the winter months, it
was pointed out, followed by expected seasonal
drop with arrival of warm-weather months.
In connection with total number of homes
reached, it was explained that the 7.4 percent
in column A represents 945,000—or about one
million—radio-listening families.

Following table released by Nielsen research
firm presents figures for an average minute
during period 7-11 p.m., Monday through Fri-

day:

A B C-

Quarterly TV Homes AM-Only Homes Percent of

Period Using Radio Using Radio AtoB
Oct.-Dec., '50 8.2% 34.4% 23.8%
Jan.-Mar., 's1 9.8 36.9 26.6
Apr.-June, '51 1.4 28.8 25.7
July-Sept., '51 6.8 217 31.3

BUSINESS BRIEFLY

BLOCK DRAMA Block Drug (tooth-
paste), to sponsor Du:k Tracy half-hour TV
show on WABD (TV) New York and KSTP-
TV St. Paul starting mid-December, aiming at
jpvenile audience. Agency, Cecil & Presbrey,
N. Y.

GILLETTE CLASSIC @ Gillette Safety Razor
Co. to sponsor broadcast of Army-Navy foot-
ball game Sat., Dec. 1, on MBS, which has
carried game since 1946. Broadcast starts at
1:15 p.m. from Philadelphia. NBC-TV to
carry TV version. Agency, Maxon Inc., N. Y,

AUTO SERIES @ Kaiser-Frazer Dealers
sponsoring TV mystery with Betty Furness
Sun., 7:30-8 p.m. on ABC-TV, Nov. 4 through
Dec. 2; shifts to Adventures of Ellery Queen
starting Dec. 9. Agency, William H. Weintraub
& Co, N. Y

KELLOGG ACQUIRES @ Kellogg Co., Battle
Creek, Mich., has bought Pacific Coast plant of

(Continued on page 114)

Radiation Law Advisory Group Accepted

APPOINTMENT of voluntary broadcast ad-
visory committee to cooperate with FCC in en-
forcing new Radiation law (S-537) accepted
in principle Friday by White House in meeting
with Broadcast Advisory Council. Judge Justin
Miller, NARTB board chairman, is council
chairman.

BAC members met with Joseph Short, Presi-
dent Truman’s press-radio secretary, at Mr.
Short's invitation, to review draft of proposed
Executive Order covering enforcement of law,
which amends Communications Act to provide
authority to use or close down broadcast sta-
tions and nonbroadcast devices in case of
emergency or disaster. [BeT, Oct. 29].
Officials of other government agencies attended
Friday session.

Number of changes will be written into
Executive Order, with probability its issuance
will be delayed until late this week. Text had
been approved in principle by government
agencies affected but had not yet cleared Attor-
ney General.

Technical change proposed in order would
provide that rules and regulations covering
shutdown and use of stations be approved by

entire FCC though possibly enforced by one

administrator.

At close of meeting it was agreed any further
changes in draft of order would be submitted
by broadeasters to Judge Miller for submis-
sion to Jack Gorrie, chairman, National Secur-
ity Resources Board.

President delegates to FCC power to prepare
engineering plans for station operation during
attack or threat of attack. These would re-
quire approval of Secretary of Defense and
NSRB.

Mr. Short said FCC and military have been
working long time on radiation problem but

sought legislation to clear up possible legal
difficulties.

Government still working on plans for con-
trol of TV stations in emergencies.

Proposed order contains paragraph specify-
ing that stations must be kept on air as much
as possible and returned to operation at earliest
feasible moment after shutdowns. Mr. Short
made plain the government wants maximum
operation of broadcast stations, but at same
time doesn’t want to provide enemy with hom-
ing signals. He said broadcasters in general
appeared satisfied with proposed order,

Separate section provides that Secretary of
Defense does planning for government station
operation.

Attending White House meeting for broadcasters
were, besides Judge Miller, Ralph W. Hardy, Thad
Brown, Vincent Wasilewski eal McNaughten,
Abiah Church, Robert K. Richards, Oscar Elder,
all of NARTB: Fred W. Albertson, attorney Leon
Brooks, CBS:; Ben Chatfleld, WMAZ Macon, Ga.,
Ted Koop, CBS, and Bill Ray, all for National Assn.
of Radio News Directors; Gustav Margraf, Frank
M. Russell, NBC; Paul O'Bryan, attorney; Ward
Quail, Clear Channel Broadcasting Service; William
Roberts, attorney: Percy Russell, attorney; G. Rich-
ard Shafto WIS Columbia, 8. C.; John P. South-
mayd, attorney; Earl M. Johnson, MBS; Karl Hoff-
man, WGR Buffalo; Robert H. HmckIey 'ABC; Wil-
liam A. Fay, WHAM Rochester; George Sutton‘
attorney; S. A. Cisler, WKYW Louisville; Marcus

Cohn, attorney; William Dempsey, attorney; Frank .-

Falknor, CBS: Howard Lane, Field Enterprises;
William B. Lodge, Howard Meighan, CBS; Joseph
McDonald, ABC; Gilmore N. Nunn, WLAP Lexing-
ton, Ky.; Stephen Tuhy, attorney; J. L. Van Volken-
burg, CBS; Mortimer C. Watters, WCPO-TV Cincin-
nati; Charles Wayland, attorney; Ed Wheeler, Radio-
Television Mfrs. Assn.; Martin H. Wilner, attorney:
Chris Witting, DuMont; Kenneth Gapen, Dept. of
Agriculture; Hugh B. Terry, KLZ Denver; Clair R.
McCollough, WGAL Lancaster, Pa.; Arthur B.
Church, KMBC Kansas City; Philip G. Loucks, at-
torney; Arthur Mosby, KGVO Missoula, Mont.

for more AT DEADLINE turn page .

November 5, 1951 ® Page S5

-



| I

dEITNE

CBS RADIO, OWNED STATIONS
TAKE COVERAGE SERVICE

CBS RADIO and CBS-Owned radio stations
Friday subscribed to audience measurement
and coverage study to be conducted in spring
of 1952 by Standard Audit & Measurement
Services Inc. whose president, Dr. Kenneth H.
Baker, was former research director of
NARTB. Although CBS Radio was first net-
work to subsecribe, Dr. Baker said he had com-
mitments from more than 300 stations. ,

'At time he announced new project, Dr.
Baker set deadline for initial subseriptions as
of last weekend, but Friday he said he had
extended this date to Dec. 1, at CBS Radio’s
request. Study which his firm will conduct
will be along lines of circulation measurement
done by now defunct BMB.

SFORTS PROMOTION GROUP
APPOINTED BY RTMA

S'II‘EPS to promote local radio distributor
activities on behalf of sports events will be
worked out at first meeting of 19-man group
named by Radio-Television Mfrs. Assn. Meet-
i g will be held during Nov. 14-16 RTMA in-
dustry conference at Stevens Hotel, Chicago.
New group will operate as subcommittee of
RTMA Sports Broadeasting Committee, ac-
cording to J. B. Elliott, RCA Victor, chairman
of committee. Series of 22 suggestions for
RTMA member activities on behalf of sports
has been sent out by committee. Manufac-
turers urged to include ideas to boost attend-
ance at sports events in comnection with na-
tional advertising copy. Local distributor
groups being set up to aid local broadcasters,
college athletic directors, sports promoters
ahd others.
Members of new sports subcommittee are
n D."Halpin, RCA Vietor, chairman; Stanley
L. Abrams, Emerson Radio & Phonograph
Corp.; A. A. Brandt, General Electric Co.;
Emerson Dikeman, Capehart- Farnsworth
Corp.; William L. Dunn, Belmont Radio Corp.;
1(zpiﬂ"ord J. Hunt, Stromberg-Carlson Co.; W. H.
elley, Motorola Inc.; W. A. Mara, Bendix Ra-
dio; E. G. May, Sentinel Radio Corp.; J. K.
cDonough, Sylvania Electric Products Tnc.;
R. J. McNeely, Hoffman Radio Corp.; John M.
Otter, Philco Corp.; Stewart Roberts, Magnavox
Co.; R. J. Sherwood, Hallicrafters Co.; R. P.
Spellman, Arvin Industries; Walter L. Stickel,
Allen B. DuMont Labs.; E. L. Taylor, Stewart-
Warner Electric Division; L. C. Truesdell,
Zenith Radio Corp.; J. F. Walsh, Westinghouse
Electric Corp.

IJAB COMMITTEE TO MEET

NOMINATING Committee of Broadecast Ad-
vertising Bureau under John Patt, of Richards
stations, slated to meet in New York today
(Monday) to nominate officers including board
chairman. Edgar Kobak, consultant and sta-
tion owner, who currently holds chairmanship,
nLade clear when he accepted office he would
serve only until bureau operations started to
get off ground. He feels that stage now has
been reached. BAB presidency, held by Wil-
liam B. Ryan, not involved in nominations,
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In this Issue—

NBC uncovers some of the economics in
its new economics plan. Story on
Page 28 and full description of new
network rate formula on Page 54.

Radio-TV get a thorough exploration by
American Assn. of Advertising Agen-
cies at eastern meeting in New York.
Page £8.

There's money in public relations, but
broadcasters haven’t learned yet how
to exploit this field. Page 25.

Wayne Coy says radio and television had
better clean up their own program-
ming, or Congress will do it for them.
Page 27. '

Lawyers are shooting at what they say
are holes in the NARTB television
code. Page 80.

Radio networks are not only “eating
their own young but devouring them-
selves in the process.” Murray Grab-
horn, speaking for station represent-
atives, takes a big swing at current
network practices. Page 24.

There are all kinds of crime on the air.

See In Review. Page £8.

What's the timetable on the lifting of
the FCC freéze and construction of
new TV stations? An up-to-the min-
ute forecast and. situation report.
Page 79.

FCC may relax its five-TV-stations-to-a-
customer rule. Page 85.

A morning radio show makes friends and
sells goods for a St. Paul department
store. Read “The Rooster that Laid
the Golden Egg.” Page 26.

Ford Foundation workshop announces
UN television series. Page 29.

Its color plans may have been knocked
a-glimmering, but CBS-Columbia still
wants more critical materials to build
black-and-white sets. Page $2.

Texas broadcasters demand Sen. Benton
withdraw his bill to establish govern-
ment-sponsored radio-TV  advisory
board. Page 98.

Good Housekeeping surveys the effect of
TV on other family habits. Page 85.

Civil Defense Authorities plan expanded
use of theatre TV to teach local CD
workers. Page 80.

Frieda B. Hennock will stick with the
FCC. Puage 29.

Upcoming

Nov. 5: BMI Program Clinic, Hote'l
Northern, Billings, Mont. 9
Mov. 7: BMI Program Clinic, Alonzo Ward

Hotel, Aberdeen, S. D.

Nov. 9: Hearing for objections to petition
for reorganization of LeBlanc Corp.
(Hadacol), U. S. Court {Southern New
York District), Foley Square, New York
City. .

Nov. 9: BMI Program Clinic, Radisson
Hotel, Minneapolis, Minn.

Nov. 10: BMI Canada Ltd., Program Clinic,
Royal Alexandria Hotel, Winnipeg.

(Other Upcomings, page 32)

Closed Circuit

(Continued from page 5)

due to continued ill-health of CBC General
Manager Dr. Augustin Frigon, who has held
post since 1936, He was member of 1928-29
Royal Commission which recommended na-
tionalized broadcasting set-up with privately-
owned local outlets as now operating in
Canada.

HAL HOUGH, program director of Fort In-
dustry Co.'s WIBK-AM-FM-TV Detroit, slated
to join ABC's WJZ-TV New York as program
director about mid-November.

FCC SHORTLY will emerge with new lineup
on multiple ownership of stations. There’s
prospect that FCC will retain present limita-
tion of five VHF TV stations in hands of single

" entity, but that it might add two to three

UHF licenses to spur development in newer
TV spectrum (see story page 85). Under
cxisting ruleg also, FM multiple ownership is
limited to six but that figure expected to be
raised to seven which also may be fixed for
AM stations. AM now has had no formal
limit. Provisions also to be made for calcula-
tion of minority holdings in each class of
station so that partial ownership (less than
control) will not be regarded as entire unit
in any station class.

COMPLETION of final arrangements for Mu-
tual-MGM tie-up, with MGM Radio Attractions
furnishing MBS with six hours of “star enter-
tainment” weekly [BeT, Sept. 24], expected
any day. Target date for new programming
still Nov. 19.

INDICATING FCC determination to move
posthaste on TV allocations after freeze is
thawed is current proposal that no hearing,
once set, for contested cities, will be postponed
unless they are overwhelming reasons. Also
being considered is proposal for no appeal from
examiners to Commission as whole on post-
ponements.

FOR FIRST TIME in several years Snow
Crop Frozen Foods, N. Y., returning to radio.
Spot campaign starts Nov. 12 in six markets
through Maxon Inc.,, N. Y. Firm continues to
sponsor part of Saturday Your Show of Shows
on NBC-TV.

EYEBROWS lifted last week with receipt of
complaint on newspaper ownership in TV.
Complainant, who also sent his epistle to
President Truman, was Herbert Levy, Esq.,
Baltimore attorney and minority stockholder
in WAAM (TV). Competitive TV stations in
market, WMAR (TV) and WBAL-TV, are
owned by Baltimore Sunpepers and Baltimore
News Post, respectively.

REPORTS that Congressional Joint Recording
Facility, operated by Robert Coar, ready to
turn out TV film shorts for home consumption
via Congressional  financing regardéd pre-
mature. Fact is Congress hasn't appropriated
single cent—money will come from radio *“re-
serve earnings.” Facility, with help of Sen-
ate-House clerks, double-timing efforts for TV
equipment delivery before Congress returns

Jan. 8 in election year.

KJBS TO H-R REPS

KJBS SAN.FRANCISCO has appoipteq H-R
Reps., N. Y., as exclusive representative in na.
tional field, effective Jan. I.

for more AT DEADLINE see page 114 .
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Bill Hahn

Yankee Home Town
Food Show

Ruth Mugglebee
Woman's Editor

Boston Record-American

and Sunday Advertiser

Yankee Radio
and TV Personality
Moenday thru Friday
1:15 — 1:45 P.M.

With Yankee Home Town Stations, you're assured
of local impact — local acceptance — with a satu-
rating coverage spreading over the entire city
and suburban trading area!

Take, for example, the Yankee Home Town Food
Show, a participating program of proven effec-
tiveness! National advertisers are using this pro-
gram regularly — are finding local impact plus
local acceptance a hard-hitting, hard-selling
team! . . .

Plus @ merchandising plan exclusive and

distinctive in New England.

Go Yankee! Go Home-Town — with the
Yankee Home Town Food Show!

Among the advertisers us-
ing Yankee Home Town
Food Show reguiarly are:
. AMAZO
LOG CABIN SYRUP
SWEECO
LA CHOY PRODUCTS
GERBER’'S POPCORN

LOUIS L. LIBBY
Precooked Frosted
Seafoods

HABITANT SOUPS
AM. SOAP-FILLED PADS
- WHEATENA
BOTANY YARNS
MODENE
GLENWOOD RANGES

THE YANKEE NETWORK

DIVISION OF THOMAS S, LEE ENTERPRISES, INC,

BROADCASTING

21 BROOKLINE AVENUE, BOSTON 15, MASS.
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You'll “Strike 0il” in CHESTER

% 4
soevpen | NOUTHUME uo,-

,,.x.«‘-,(a--""‘%:‘ xpfmnf:‘/

When Is 5,000 wotlts more than 5,000 watls?

When it’s first on the dial! Operating at 360
kilocycles, WFIL's 5,000 watts provide COVel'iﬁC
equal to twenty times the power at double the
frequency . . . 100,000 watts at 1120 kiocycles.

R.L.BURKE, Shipbuilder—He healis MYER_PRESSMAN, Clothier— Ap-
Sun Shipbuilding and Drydock Co., : 19’“81 is 2 $12,000,000 business for
one of 80 Chester industries which 9 Chester clothing stores like Mur-
pay $£27,000,000 in annual wages. my’s. He maoes regularly to WFIL.

Page 10 ® November 5, 1951

ELSIE €. Q. JONES, Housewife— DR. PHILIP GERBER, Optometrist
Hers is one of 19,000 Chester homes —He knows prosperous folks care
where radio is standard equipment, fot their health. Chester’s $1,557 per
where WFIL can sell your product. capita incoms= is far above normal.

BROADCASTING ® Telecasting



... and Riches in ALL of
adelphia
... America’s 3rd Market

Get Ahead in Chester...

“What Chester Makes Makes Chester,” says Pennsylvania’s oldest town.
Today, for all America, Chester makes ships, textiles, paper, steel, refined
oil and a hundred other products. What does this make Chester? A high
income city, with better than 55 per cent owner-occupied homes . .. a
thriving market town of 65,000 with rerail sales of $82 million, family
income 30 per cent above national average. And in Chester, more people
listen regulatly to WFIL than to any other station, says BMB. Make
Chester yours. Schedule WFIL.

... Lead in All 14 Countlies

Chester is just one city but it represents the quality of the entire 14-
County Philadelphia Retail Trading Area . .. where WFIL's signal pene-
tration is strongest. Here, in the nation’s third largest market, are 4,400,000
people . . . $6 billion in purchasing power. Here, two out of three families
are consistent WFIL listeners. And WFIL takes you into a vast bonus

zone, far beyond the 14 counties. Total coverage: an area with 6,800,000 !
people, more than $9 billion in buying power. To capture this market,
schedule WFIL.
Sk ".T'.-'.__"T."‘_ T*:E!Tﬁ‘_.T - 5 5 ¥
e VR o)) |
: 's‘:‘,
L

560 ke.

The Philavelphia
Inquirer Station

An ARC AFiliade
First on the Digl

s Third Morkai

CHARLES J. NOLAN, Contractor— HERMAN S. FELOM AN, Wholesaler

Chester's still a-building, Mt. Nolan —Manager of the Chescer Whole- % - o
can tescify. New industry, new sale Grocery Co., he helps Supgly Raprasantsd by THE KATZI AGENCY
homes . . . new cuscomers for you. 353 city grocers. He is a WFIL fan.

BROADCASTING ® Telecasting November 5, 1951 ©® Page 11



Point of Sale. . .

In addition to regular
covarage of agencies and
time buyers, may we re-
mir{‘d you that WRC Sales
Mahager Mal Glascock has
a busy telephone these
days. Clients. know that

WRC can produce.

An inquiry regarding
. WRC availabilities
conyenient as your tele-

phone. Call either National
Spot Sales or WRC, wher-
eve] you are.

ashington enjoys ex-
cellent position in the first
ten [major markets in the
find
WRC’s results are a telling

counitry . . . you'll

reason in these years of
hard selling.

IN THE NATION'S CAPITAL
FIIUR BEST BUY IS

5000 Watts . 980 K .

Represented by NBC SPOT SALES

Page 12 ® November 5, 1951
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PULLING power of radio was
demonstrated fortnight ago by
KOWH Omaha with & treasure
hunt that drew 10,000 prize-seek-
ers—and, not incidentally, an un-
expected arrest for General Man-
ager Todd Storz.

The station asked participants to
write in for stickers in advance of
the contest and to fasten them to
the back of their cars. KOWH
offered prizes of $50, $100 and $250
for lucky finders.

The contest got underway Oct.
21 at 2 p.m. and continued for
three hours, with the treasures
hidden at various spots in Omaha.
Clues were aired from a KOWH
mobile unit and a loud speaker also
was set up in each treasure hunt
area. The contest was divided into
three parts.

The turnout was so great that,
despite employment of extra police-
men, cars were caught in a huge
traffic jam in downtown Omaha.
Extra police were dispatched to
break up the jam at the Douglas
St. bridge bordering the Nebraska
and lowa sides and at other in-
tersections.

In attempting to clear up the
snarl, one officer directed Mr.

-Storz to leave the caravan. When

the KOWH general manager de-
clined to “cooperate,” he was
hustled off to police headquarters.

Mr. Storz was released on a $10

TWO winners of KOWH Treasure
Hunt—Mr. and Mrs. Jack Sanchez
{(¢)—give listeners their reactions
while Gaylord Avery (1), program

and Announcer Jim
O’Neill look on.

* ® %

bond and asked to reappear. He
forfeited the bond, however, and
presumably charged it up to ex-
perience—and promotion.

Sums of money were planted in
the Playland Park in Council
Bluffs (on the roller coaster
beams), in a tree at Omaha’s Riv-
erview Park and beneath some sod
at the KOWH transmitter at 60th
and Redman in the city.

Despite his arrest, Mr. Storz was
not bitter. “I think that the fact
that well over 10,000 turned out
for this event speaks well for the
pulling power of radio general,”
he declared.

director,

S L. LS. AL LA . AL AL L A LML LA L L AL AL R AR LR LR RR R RRRRR R
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M. ANTHONY MATTES

SK Tony Mattes what his

hobby is and he answers

without hesitation: “Adver-
tising.”

As advertising manager for

Standard 0il Co. of California he
is in an enviable position to pursue
his hobby and make a living at it,
too.

Under his direction is one of the
largest advertising accounts in the
West. The exact amount of the
company’s advertising budget is
confidential. But in addition to
being one of the largest, it also is
one of the most varied, being split
many ways to support campaigns
in numerous media and regions.

One of the largest items of the
budget, about 229, goes to radio.
It supports more than 125 hours
per week on a string of stations
covering the oil company’s market
area from the Mexican border to
Nome, embracing seven western
states, Alaska and Hawali. Next
year, when the company enters
television on a permanent basis
(Standard tested the new medium
in 1947 by sponsoring Los An-
geles baseball games) an additional

{Continued on page 72}

BROADCASTING

and maybe we could con-

tinue the parallel with
“from this day forward.”
Once they’re wooed and
won asa W L AV client,
they live with us happily
ever after.

The truest testimony to
the power of radio and
W L A V is the following
partial list of long-time

clients:
11 YEARS 9 YEARS
Boston Store fconomy Shoes
Mich. Eas Co. Fox Brewing Co.

Sears Roehbuck

Holsum Bread
Texas Company

10 YEARS 8 YEARS
Bennett Fuel Central
Burkholder Re’lrmed Church
Chevrolet Childrea's

Bible Hour
ey J"'el"ls General Mills
terrud Packing Goebel Brewing
Wurzburg Hickok il Co.

“from this day
forward...”

once on WLAYV,
always on WLAYV,

WLAV

Grand Rapids, Mich.

AM-FM
ABC for
Michigan's Second Market

® Telecasting




WORLDS GREATEST
SWORD SWALLOWER,

> 18

Jeeline and
4 S
g g]

vestern Nev-
1da—an larger than Pennsyl
Fanle an ) [1chigan nec ,
with more people an l.os Angeles
St =y Ty

. hlgher
Philadelphia.

Bul
wit]

Angeles s

is an independent market where peo-

ple prefer their own strong stations.
00, that s ar TV is na

SRR

Y
teno (INBC)
day: 1000 wa
630 ke
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Nosegays
EDITOR:

When it first became apparent
that we were headed for sponsor-
ship| of a network television show
1 bejieved it expedient to subsecribe
to all the publications in the tele-
visign field.

You will be interested to know
that{T have now narrowed my read-
ing o your publication alone. It is
‘my |belief that BROADCASTING *
T ASTING gives me the in-
formation I need. Your editorial
exce}lence is unmatched in the field
of magazines devoted to this great
business of television and radio.
Dick Sierk
Adv. & Sales Prom. Mgr.
Ironrite Ine.

Mount Clements, Mich.

EDIFOR’S NOTE: Ironrite sponsors
‘Ho ood Screen Test,”” Monday 7:30-
on ABC-TV‘.]
[ *

8 p.m.
ED:Q'OR:

I congratulate [you] on the
article which-appeared in BROAD-

A ECC A L LA L A AR AL A AR AR L AR AR AR LR Lhhnhanheahahanhwhanww

open mike

A AL A A A AL AL A A L A A A A L A A A N S A A A AR AL AR R AR R RBRRBBRRY

CASTING ® TELECASTING for Qct. 8.
It' was entitled “Radio: Our Prodi-
gal Son.” . ..

The orly thing wrong with your
carrying of this article was that
you didn’t feature it in four colors.

Please accept my congratulations
and, if you wish, convey them to
Mr. [Tom] Hotchkiss [manager of
Viking Network and author of the
article] for this practical exposi-
tion on what is wrong with radio.

J. B. Maurer,

Sales Manager,

WHK Cleveland
- L ] L

Busy Signal
EDITOR:
I tried to get Stan Pulver last

Monday, when the issue came out,
to tell him that I recognized his
picture in the house ad that you
ran on the YEARBOOK.

Mr. Pulver told me that his tele-
phone was tied up all Monday with
calls coming in from persons who
were doing the same thing. It
proves that BROADCASTING ® TELE-
CASTING must be read.

Sylvan Taplinger
Kenyon & Eckhardt
New York

[EDITOR’S NOTE: It also proves that
Mr. Pulver's face is famous. The former
Dancer - Fitzgerald - Sample executive
who last week became director of
radio and TV media for Lever Bros.
was hot identified in the ad.}

In Chicago,
i’s WGN ...

“From time to time, we have used

s Py ‘

In October, 1951, an advertiser wrote:

Forced Draft

EDITOR:

. .. I was interested in the story
on page 62 of the Oct. 15 issue that
WIRO [Eron City, Ohio] had made
a construction record in its recent
building program.

I thought you might be interest-
ed to know that when I started
WMRN [Marion, Ohio] in 1940 we
broke ground Nov. 19 with a horse-
drawn dragline for the start of the
excavating and we were on the air
Dec. 23 at 2 p.m. I might say that
I would never try it again, because
I practically ran around with a
whip in my hand foreing the brick-
layers to lay bricks a little faster
and the carpenters to add that ex-
tra nail. . . .

Robert T. Mason
Pres. & Gen. Mgr.
WMREN Marion, Ohio

® & &

Lost and Found

EDITOR:

Your 1951 “Map of Broadcast-
ing” is one of the most valuable
gources of information around our
shop. You are to be congratulated
on another job well done.

We certainly have occasion to
refer to it and to date have dis-
covered only one omission— WMLT
the Mutual station in Dublin, Ga. I
thought you might want to make
note of this for future reference.

Robert A. O'Connor

Manager of Stlation
Information

MBS, New York

all the basic network stations in
Chicago. WGN has consistently
outpulled these stations, at a '

EDITOR’S NOTE: Apologies from a
ubbing cartiographer and a promise
that Dublin and WMLT will be back
on the map next year.]

ratio of better than five to one.”

&

WGN...Your Basic Buy

« « » reaching more homes per week than any other Chicago station

ADMIRING trophies to be presented

Chicago 11 to winners of the annual awards com-
A Clear Channel Station . .. Illinois petition at the National Assn. of
o . 50,000 Warts Radiec News Directors convention in
Servmg the Middle West 720 Chicago Nov. 12-14 are (I to r) Prof.
MBS On Your Dial Fred Whiting, Radio Div., Medill
School of Journalism, MNorthwestern

Chicago office for Minneapolis-St. Paul, Detroit, Ci ti and Mil

U., and Prof. Baskett Mosse, chair-

man of the NARND Awards Com-

mittee. Medill donated trophies, to

be rotated among winners from year

to year. Awards will be made at

.convention bangquet Nov. 14 at Hotel
Sherman.

BROADCASTING ® Telecasting

Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City. Philadeiphia and Boston
Geo. P. Hollingbery Co,
Advertising Solicitors for All Other Cities
Los Angeles— 41] W. 5th Street * New York— 580 5th Avenue * Atlanta—213 Peach Street
Chicago— 397 N. Michigan Avenue * San F isco — 468 Montgd ry Street
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boasts a big,
audience. A

cesses.

A DON CORDRAY — Former
NBC network announcer. New
York personality for five
years. Popular skipper “Port
of Missing Hits.”

O. L. TAYLOR

5000 WATTS + 1300 KC

CLEVELAND, OHIO

BROADCASTING ® Telecasting

EP STEVENS—His noon »
program “‘Lunch with Stevens’
is beamed to adults, both at
home and in the office, and

effective radio salesman, with
a fine record of sponsor suc-

BILL RANDLE—Referred to by Cleveland papers as
the “King of Disc Jockeys.”” Was first in the annual
Cleveland Plain Dealer poli. Exclusive personal ap-
pearances of the stars on “The Bill Randle Show.”

<« TOM EDWARDS—A new-
comer to the staff, this Mil-
waukee carrot-top has already
become a recognized voice in
Cleveland radio. His friendly
personalized delivery has spon
sors asking for him.

b

PHIL McLEAN — A deep,
pleasant voice, informal man-
ner, and a smart sefection of
music make Mclean popu-
lar with Cleveland listeners.
His personal appearances at
group meetings, have. pro-
moted both himself and his
sponsors. A radio salesman
of the highest type.

His late night show

¥ tion.

VITAL NORTHEASTERN OHIO

November 5, 1951 ®

JERRY CROCKER—One of the
city’s cleverest personalities.

“never-know-what-t c-expect”
type program, attracting lis-
teners of all categories. Jerry's
underwater Interview with a
nightclub entertainer recently
brought him, national atten-
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TOPPERS Ine., N. Y. (Stoppers for breath), Nov. 5 (today) starts
additional radio eampaign using early morning spot announcements
for four weeks. Agency: Donahue & Coe, N. Y.

INTERSTATE BAKERIES Corp., L. A. (Weber's Bread}, today (Nov. 5)
starts intensive four week spot campaign on 15 radio and two TV sta-
tiond in Southern California area. Spots totalling approximately 3000
over entire period running on seven Los Angeles stations. Agency: Dan
B. Miner Co., L. A.

LAKE OF THE wWOODS MILLING Co., Montreal (Five Roses Flour),
starts local five-minute quiz shows on eastern Canadian stations. Agency:
Walsh Adv. Ltd., Montreal.

/Vtgwotl )

CARINATION MILK Co., Toronto (Carnation milk), starts Sters QOver

Hollywood on 34 Dominion network stations, Sat. 12:30-1 p.m. Ageney:
Baker Adv., Toronto.

ALUMINUM Co. of AMERICA, Pittsburgh, to sponsor See [t Now
on CBS-TV starting Dec. 2 (Sun. 3:30-4 p.m. EST). Produced by Edward
R. Murrow and Fred W. Friendly as TV successor to their radio Hear
It Now, program starts Nov. 18. Ageney: Fuller & Smith & Ross, N. Y.

CANADIAN INDUSTRIES Ltd., Montreal (chemicals & paints), starts
for 26 weeks Le Cure de Village on 8 French network stations, Thurs.
7:30-8 p.m. Agency: Cockfield, Brown & Co., Montreal.

PROCTER & GAMBLE (Tide, Camay, Drene) to sponsor Those Two,
starring Vivian Blaine and Pinky Lee, over NBC-TV Mon.,, Wed. and
Fri. (7:30-45 p.m.) EST beginning Nov. 26. Agency: Benton & Bowles,
N. Y.

McCOLL-FRONTENAC OIL Co., Montreal (Texaco products), Dec. 1
starts Metropolitan Opera from ABC on 39 Trans-Canada stations, Sat.
2-5 p.m. Agency: Erwin, Wasey of Canada Ltd., Montreal.

CANADIAN INDUSTRIES Ltd.,, Montreal (chemicals and paints), Oct.
28 starts for 26 weeks Singing Stars of Tomorrow on 38 Dominion net-
work stations Sun. 9-9:30 p.m. Agency: Cockfield, Brown & Co., Montreal.

-ﬂyency -ﬂppointmentﬁ e e e

PERFUME IMPORT CO. announces appointment of Fradkin Adv, N. Y.,

THE
BRANHAM
COMPANY

CHICAGO

NEW YORK
DETROIT
DALLAS
ATLANTA
CHARLOTTE

ST. LOUIS
MEMPHIS

SAN FRANCISCO
LOS ANGELES
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to handle its radio advertising. Spot
radio schedules for national cam-
paign now being placed.

R. B. SEMLER, Inc., New Canaan,
Conn. (Kreml Hair Tonic, Kreml
Kreme, and Kreml Shampoo), ap-
points Monroe F. Dreher Inc, N. Y.,
to handle mnational advertising
effective Jan. 1, 1952.

DRUG DISTRIBUTORS Inc, 8. F.,
subsidiary of Drug Services Corp.
of Texas, appoints Umland & Co.,
S. F., to handle advertising. Radio
will be used. Ted Slade is account
executive.

-ﬂc[peop[e " 00

SELMA MADRIN ANDREWS,
manager of Hotpoint Institute,
Home Economics Dept., Hotpoint
Ine., Chicago, appointed director of
consumer services for Nesco Inec.,
Chicago.

service

OUTSTANDING community
during summer floods was the basis
for a Veterans of Foreign Wars aword
to KLWN Lawrence, Kan. Accepting

plaque on behalf of statf Ffrom
Charles Coffman (r), VFW Post 852
commander, is Arden Booth, KLWN
managzr. Citation lauded KLWN for
flood coverage through 67 consecu-
tive hours of broadcasting, despite
fact KLWN is daytime-only station.
It had been on the gir less than six
months—since Feb, 22, 1951—when
facilities were pressed into emergency
action.

BROADCASTING o
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George W, Harvey, for many years
with WGN-AM and TV, Chicago, has
been named General Manager of WFLA-
AM and FM, the Tribune Company’s
radio properties in Tampa, Florida. Mr.
Harvey took over his new duties oni=

November 5th.

George W. Harvey has had wide experi-
ence in radio and television. He served
as Lastern Sales Manager of WGN for
five ycars, 1944-48, with offices in New
York. For the last three years, he has

been. Sales Manager of WGN-TV.

WFLA is a §000 watt regional station,
operating on 970 kilocycles. It was es-
tablished in 1925, and has been the NBC

Network outlet for the Florida West
Coast for over 20 years. WFLA-FM was

started in 1948. Application for a TV

station was made several years ago.

The Tribune Company also publishes

the Tampa Tribune, the largest daily

and Sunday newspaper on the Florida
West Coast.

NATIONAL REPRESENTATIVE
JOHN BLAIR & CO.

SOUTHEASTERN REPRESENTATIVE
HARRY E. CUMMINGS, JACKSONVILLE, FLA.

BROADCASTING ® Telecasting November 5, 1951 ® Page 17
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A QUARTER-CENTURY

of FARM BROADCASTING

“Listener loyalty” is the phrase most appli-
cable to Pioneer Station WGY’s 25 years
of farm broadcasting.

During this period of WGY’s 29-year

history, the 603,660 rural radio families,

in addition to the thousands of city-dwellers

who have gardens in the 17th State*,

have relied on WGY’s farm broadcasts for

valuable advice and information.

WGY is writing history every day with its farm

| programming; adding more remote broadcasts to the
600 already conducted; receiving more mail to add
to the staggering 1,000,000 pieces already received:
and visiting farms and 17th State farmers to gather
material for more transcribed broadcasts.

WGY’s first farm broadcast was “The Farm Paper
’ of the Air,” which has “‘gone to press” 8000 times
since November, 1926. (This Spring the last
15 minutes of “The Farm Paper of the Air’* was
opened commercially). Soon after this inaugural
farm broadcast, “The Farm Forum,’? a public service
[ program heard every Friday evening at 8:30 P.M.,
and featuring leaders in agriculture, industry and
government, was started. Both these programs have
since become a cornerstone of WGY programming.

*The population of the WGY area exceéds the popula-
tion of 32 states.

Typical of WGY's listener loyalty is this crowd which watched a Farm
Paper of the Air broadcast from the station's Farm Broodcasting Exhibit
Booth ¢t one of New York State’s county fairs this summer.

WEY THE CAPITAL OF THE 17th STATE

A GENERAL ELECTRIC STATION —Represented Notionally by NBC Spot Sales

B
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AVID J. MAHONEY, vice president Ruthrauff & Ryan, N. Y., re-
signed to form his own agency, David J. Mahoney Inc., same city,
effective Jan. 1. At that time, the new agency will handle advertis-

ing for Garrett & Co. Inc., Brooklyn (Virginia Dare and Garrett wines),

presently represented by Ruthrauff & Ryan with Mr.

account executive.

BENNETT BATES, advertising manager of Anahist Co.,

Mahoney as

Yonkers, to

Dowd, Redfield & Johnstone Inc., N. Y., as vice president and copy
director. Mr. Bates was formerly vice president and creative director

of Erwin, Wasey & Co.

ED PIERCE, director-producer KFI-TV (now KNXT) Los Angeles, to
Geoffrey Wade Adv., Hollywood, as assistant to FORREST OWEN Jr.,

radio-TV director.

RUSH HUGHES, writer-commentator, to Lynn Baker Inc.,, N. Y., as

director of radio and TV.

S. SEWARD (Bud) SPENCER, radio-TV director Walter McCreery Inc.
Beverly Hills, Calif., to advertising staff Western Family magazine,

Hollywood.

f@ on all accounts

XPERIENCED in detonating

advertlsmg bombs, Edward

G. Smith set off the chain
reaction which resulted in forma-
tion of the Advertising Council.

Now director of ABC’s radio net-
work at the Central Division, he
was then radio-television produc-
tion manager for General Mills,
Minneapolis.

Deluged with petitions for free
advertising from various worth-
while groups, he called a meeting
in Washington with
Treasury Dept. offi-
cials shortly before
the outbreak of
World War II and
invited representa-
tives of other major
national advertisers
(Colgate, Procter &
Gamble, et al.).

They incorporated
brains—and adver-
tising media—to ac-
commodate public
service projects and
worked out an al-
location plan so that
the sale of defense
bonds could be han-
dled “like a good
advertising cam-
paign and not con-
tinued in hit-and-miss fashion.”

“We handled war projects as
effectively as we sold Wheaties,”
he recalls.

The group’s function was taken
over later by the Office of Facts
and Figures, enlarged to the Office
of War Information and the War
Advertising Council, and finally

Mr. SMITH

became the Advertmng Council.

Ed Smith is a pioneer broadeast
bomb-dropper, too. In 1946, when
a multitude of broadeast problems
confronted the national advertiser,
he organized—as a rabid member
of the Assn. of National Adver-
tisers—a Radio Council for the
group. Solutions to all-industry
problems besetting major buyers
of time were worked out at con-
ferences. At one session, the seven
firms represented bought 669% of
the total metwork
radio time.

Mr. Smith went
to ABC Chicago in
February after 14
years in broadcast
media &t General
Mills and nine &t ra-
dio stations. Hired
in Minneapolis by
Advertising Man-
ager Sam Gale after
-an introduction by
the president of
Blackett - Sample -
Hummert, Mr. Smith
worked initially as
radio program man-
ager and later as ra-
dio - TV production
director. Valiant
Lady, his first radio
show there, is back in his (radio)
harem again. ABC bought the
program from General Mills two
months ago after it had been off
the air three years. Aired by Gen-
eral Mills 11 years, the daytime
serial was one of 17 AM shows

(Continued on page 48)
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JAMES E. O’'BRYON, public relations director MBS, to Bozell & Jacobs
Inc, N. Y., as an account executive.

LLOYD H. MUIR to public relations director of Stewart-Bowman-Mac-
pherson Ltd., Vancouver.

R. C RONALDS, Ronalds Adv, Agency, Montreal, elected president of
Canadian Assn. of Advertising Agencies at annual ‘neeting at Toronto.
MARK NAPIER, J. Walter Thompson Co., Toronto, and G. C. HAM-
MOND, Cockfield, Brown & Co., Montreal, elected vice-presidents. H. M.
TEDMAN, J. J. Gibbons Ltd., Toronto, elected secretary-treasurer.

THOMAS S. CADDEN named writer and production assistant Smith,
Taylor & Jenkins Inc., Pittsburgh. He was with WIL and KSTL St.
Louis, Mo.

CARL K. TESTER, president Philip J. Meany Co., L. A., elected chair-
man, Pacific Coast Council, American Assn. of Advertising Agencies.
MERLE W. MANLY, Botsford, Constantine & Gardner, Portland, Ore.,
named vice chairman and re-elected to board. GENE DUCKWALL, assis-
tant treasurer, Foote, Cone & Belding, L. A., elected secretary-treasurer.
Others named to board include CHARLES R. DEVINE, Devine & Bras-
sard Inc., Spokane; ANDREW W. NEALLY, vice president and manager,
L. A. office of BBDO; ROSS H. RYDER, Ryder & Ingram Ltd., Oakland;
TREVOR EVANS, Pacific National Adv. GEORGE WEBER, MacWilkins,
Cole & Weber, Seattle, past chairman, named governor in advisory
capacity in place of L. C. COLE, outgoing chairman, who has left agency
business, having sold his interest in L. C. Cole Co., S. F. [B*T, Oct. 29].

E. TAYLOR WERTHEIM, Wertheim & Breig, Phila.,, has formed an
advertising agency under his own name with headquarters in New York.

EDWARD A. GROSSFELD & STAFF, Chicago, moves to larger quarters
in Federal Life Insurance Bldg., 168 N. Michigan Ave.

PHILIP H. REISMAN Jr., RKO-Pathe, television script writer, to Wil-
liam Esty Co., N. Y., as member of creative group and as editor-in-chief
of department.

TED BARKUS, advertising executive Ed Shapiro Adv. Agency, Phila,,
named public relations and publicity officer for Dept. of Pennsylvania
Jewish War Veterans.

ETHICS of employes in soliciting accounts of agencies for which they previ-
ously worked were reviewed by Duane Jones, president of Duane Jones
Agency, at Philadelphia’s Poor Richard Club. Examining a “blarney stone”
at the Poor Richard advertising session are (I to r): William Berry and Mort
Simon, Poor Richard Club directors; Joseph Tinney, vice president, WCAU-
AM-FM-TY Philadelphia; John LaCerda, John LaCerda Agency; Mr. Jones,
who was guest speaker; and ““Ace’” Ebbeson, president, Burton & Gallagher.
Mr. Jones recounted alleged “piracy’’ of his accounts by ex-employes. He
suggested agency employes sign contracts when hired stipulating they will
not solicit clients for two years after leaving a firm. Some agencies now
accept this practice, Mr. Jones explained,

BROADCASTING ® Telecasting

Sock Salesman Surpasses
Great Expectations

His “sock™ salesmanship encompasses just about every
commodity and service currently offered the American
public. In the men’s furnishings field the experience of
one of his sponsors is typical:

“With hardly an exception, whatever we advertise on
the Fulton Lewis, Jr. program brings immediate
results, sometimes far beyond expectations.”

That’s the statement of Mr. R. H. Cooley, manager of
Bishop’s Clothing & Woolen Mills Store, Salem, Oregon,
sponsor of the Fulten Lewis, Jr. program on Station
KSLM. He continues, “Our business is definitely up over
last year, which itself was a very good year.”

The Fulton Lewis, Jr. capacity to influence listeners has
been demonstrated time and again. His zeal {or covering
the important stories of the day and his ability to uncover
stories which subsequently become important are respon-
sible for his large, loyal audience.

1f you want a ready-made audience and a program with
network prestige at local time cost (with pro-rated talent
cost), investigate now. Though currently sponsored on
more than 370 stations, there may be an opening in your
locality. Check your Mutual outlet—or the Cooperative
Program Department, Mutual Broadcasting System,
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11).
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for all owners of

5-kw TV transmitters

Rca Hig

h-Poyg,
TT-2541 delivery 25"} TV~Ampliﬁe,.
eliv,




ampliters for VHF

® An economical method for raising power
to maximum provided by FCC

® saves about 50% as compared to cost of

a complete transmitter of same power—
protects original investment

Requires a minimum of extra floor space

RCA Television Engineering leads
the way with air-cooled 25/20-kw ) )
amplifiers that you can add to your Typical 2b=kow ESniension— ore of niany
o 1o . s T different arrangements showing how RCA
5 kw”—without disturbing present . -

S, . high-power amplifiers can be added to a

facilities. They provide power out- e Loyt
5 kw” set-up.

puts up to 200 kw (ERP) when used
with an RCA high-gain antenna.
And because your "5 kw'" becomes
your driver, your original transmit-
ter investment remains intact! Sav-
ings are substantial —nearly 50 per
cent as compared to a new trans-
mitter of equivalent DOWE

REABO1 mg-Block”amphﬁers
are desngned for use with all RCA
Type TT-5A transmitters — cam

hed=f5F Gperation with other
"5 kw’s” meeting FCC and RTMA
specifications.

For complete details, call your
RCA Sales Representative.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCT; DEPARTMENT CAMDEN.N.J.
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“The local advertiser knows...

... 350 he spends the
bulk of his radio

advertising dollar
with KTSA.

THOMPSON MOTORS

Exclusive MERCURY car dealer in San
Antonio, Thompson Motors uses KTSA
exclusively for radio promotion. With a heavy
spot schedule and three 15-minute news broad-
costs each week, Thompson Motors is racking
up sales and making San Antonians MERCURY
conscious.

Thanks, Thompson Motors, for adding an-
other successful KTSAles story to our files.

. REPRESENTED
‘ : NATIONALLY BY
5000 WATTS AT 550 | R g

DWNE’D AND DPERATED BY THE EXPRESS PUBLISHING CD PETERS /
AVENUE E AT THIRD ST. *« SAN ANTON!O &, TEXAS = /\

v
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NBC SETS RATE FORMULA

NBC last week laid bare the heart
of its ambitious economic plan
under which it hopes to govern the
network’s future [BeT, Oct. 8].

For the first time, affiliates were
shown the formula by which their
network rates will be adjusted,
providing NBC succeeds in mnego-
tiations with stations, some of
which will be asked to take reduc-
tions.

In brief the formula establishes
radio homes weighted by a relative
retail sales index as the basic fac-
tor in computing rates. For radio
stations in television markets, the
rates are adjusted by a complicated
formula involving the number of
television homes also weighted by a
retail sales index.

What NBC believes these for-
mulas add up to is a realistic re-
appraisal of radio rates on an ob-
jective basis, eliminating inequities
that had cropped up in years of
comparatively hit-or - miss rate-
making and providing a means of
continuing to adjust rates as condi-
tions governing them change.

Full description of the new rate
formula appears on page 54 of this
issue, but here’s a summary of the
steps by which NBC has figured out
its new charges.

EVENING RATES

The network takes the total radio
homes in each station’s nighttime
509% BMB area and weights that
with a percentage index arrived at
as follows: Total 1950 retail sales
in the area are divided by total
population of the counties included
in the station’s 509% BME area to
make a per capita retail sales figure
for the station. (Example: In Sta-
tion X’s area, retail sales are $774,-
900,000, divided by 820,000 popula-
tion to equal $945 per capita retail
sales.)

This per capita figure is next
divided by $921.20, which is the
national average per capita retail
sales, to obtain the station’s retail
sales index. (Example: for Station
X the $945 is divided by $921.20 to
give a 103% retail sales index.}

This retail sales index is then ap-
plied to the total radio homes in the
station’s 509 BMB nighttime area.
(If there are 750,000 radio homes
in Station X’s 50% BMB night-
time area, the station’s weighted
radio homes become 103% of that
figure, or 772,5600.)

With weighted radio homes fig-

BROADCASTING *

ures calculated for every station,
the network then constructed a rate
curve which (1) produged a total
gross hour network rate of $31,030
(as compared to the $27,905 rate
that prevailed before the 109% re-
duction put into effect last July 1
and to the present rate of $25,137) ;
(2) produced for each station a
‘“systematic reduction in cost-per-

D. C.,, NOVEMBER 5, 1951

Plan Bared to Affiliates

thousand as the circulation scale
on the curve increases;” (3) nar-
rowed what is now a very wide
spread among stations in cost-per-
thousand (which ranges from as
low as 20 cents to $3.24 on NBC
stations under present rates},
Aside from these principles, the
curve was not further explained.
Oviously, without details, no station

HERE ARE the new “Primary” stations set up under the NBC
economic plan to replace the old *basic” group. NBC points out
that this list is not inflexible. Additions will be considered if
circumstances warrant, the network says.

WSB Atlanta KSTP Minn-St. Paul
WBAL Baltimore WSM Nashville

WBZ Boston WwWDSU New Orleans
WBEN Buffalo WNBC New York

WMAQ Chicago WKY Oklahoma City
WLW Cincinnati WwWOoOwW Omaha

WTAM Cleveland KYW Philadelphia
WFAA/| KDKA Pittsburgh

wpaAp | Dallas-Fort Worth KGW Portland, Ore.

KOA Denver WIAR Providence

WHO Des Moines WPTF Raleigh

WWwWJ Detroit WHAM Rochester

WTIC Hartford KSD St. Louis

KPRC Houston WOAI San Antonio

WIRE Indianapolis KNBC San Francisco
WDAF Kansas City KOMO Seattle

KFI Los Angeles WGY Schenectady

WAVE Louisville WSYR Syracuse

WMC Memphis WSPD Toledo

wWI1OD Miami KvO0O0 Tulsa

WTMJ Milwaukee WRC Washington

can figure how it came ont on the
curve or what its rate will be under
the new rate schedule. The settling
of these details awaits individual
negotiations between the stations
and the network.

Once the rate curve was drawn,
the next job was to adjust it for
televigion in those markets where
TV exists. That was done this way:

NBC took the number of televi-
sion homes in counties covered by
a station’s 50% nighttime BMB
and weighted that figure by a re-
tail sales index arrived at by cal-
culating retail sales and population
only in TV-covered counties in the
50% BMB area. Another curve
was drawn.

This curve, according to NBC,
makes a ‘“sliding scale of adjust-
ments, whereby as television satu-
ration increases, the percentage
reduction in the reconstructed rate
also increases, but to a lesser ex-
tent, and levels off at a point beyond
which no further reduction in the
base rate is made.”

NBC said that in its figuring
it rejected the contention of the
Assn. of National Advertisers that
when TV enters a home all evening
radio listening ceases, but NBC did
not explain what formula it used
to measure the impact of TV on

(Continued on page 87)

AD

By BILL RUCHTI
(Earlier AAAA story page 52)

CLINICAL inspection of television
revealed major concern about
agency controls over programs
and meeting still-high production
costs, but indicated that the use
of filmed nrograms may offer some
answer when the eastern annual
American Assn. of Advertising
Agencies conference put advertising
under the microscope last week.
Frederic R. Gamble, AAAA

VOLUME UP

Eastern AAAA Reviews

president, reporting on the state
of the industry, said that advertis-
ing volume is up and promises to
continue at a high level. Two out of
three agencies increased their 1949
volume in 1960, with a nearly
proportionate inerease in profits,
he said. .

A review of balance sheets sub-
mitted by 939% of the 255 AAAA
members showed that 689 reported
increases during the past year.
Agencies realized 0.8% profit on
their 1949 billing, which increased

THE BROADCASTING media got a thorough exomiration last week at the
eastern annud| conference of the American Assn. of Advertising Agencies.
For a meeting of this kind an unprecedented amount of time was spent in

discussion of how to use TY and radio and g2t the best out of both.

This

story shows how top agency executives are thinking about radio and its young
but fusty brother, TV.

Telecasting

to “just under 1%” in 1950.

TV costs are somewhat less, he
reported, although incredses in
rates and talent prices have
created problems, so far offset by
better control of production costs.

The third of four regional AAAA
conferences this year, the two-day
session Tuesday and Wednesday,
was attended by some 1,600 per-
sons and featured nine sessions on
various phases of the field.

Speaking at the most heavily at-
tended session—that on TV pro-
duction—Rodney Erickson, man-
ager of the radio-TV department
¢f Young & Rubicam, said:
“There’s nothing magic about tele-
vision. Just because you are in it
doesn’t mean vou're going to sell
the goods. We're still drummers
whose job is to move merchandise

(Continued on page 90)
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READYING plans for the annual con-
ference in Albany of the New York
chapter, American Women in Radio

and Television, Nov. 17-18, are (I
to r) Elaine Droox, WROW Albany;
Chairman Jane Barton, program direc-
tor, New York State Radio-TV Bureau,
Dept. of Commerce, Albany, and
Bieﬂy Parry, WXKW Albany.

AD DOLLAR

Goes Up in Printed Media

RADIO got another piece of ammu-
nition for its battle to convince ad-
vertisers of its superior economy
last week in a study “Your 1952
Advertising dollar,” prepared by
the Market Rescarch Dept. of G. M.
Basford Go., New York agency.
The Basford report showed that
in the printed media “a typical ad-
vertising program in 1952 will cost
at le€st 106% more to execute—

for the same actual space, art and
mechanical—than in 1940.”

Though the study did not con-
sider radio costs, the marked in-
crease in those for printed media
seemed certain to be picked up by
radio-boosters in their continuing
campaign to show radio’s money-
wise superiority. It is further con-
firmation of what the networks in
particular have been saying—that
while magazine and newspaper
rates have been going up consist-
ently, network rates have been re-
duced.

The Basford Company, which
made a similar study in 1946, noted
in its report that a survey of 99
publications showed that a dollar’s
worth' of space in 1940 had risen
in cost to $1.49 in 1946 and is at
$1.92 in 1951. Art costs that were
a dollar in 1940 were $1.90 in 1946
and had reached $2.65 in Septem-
ber this year, while New York scale
prices for engraving went from $1
to $1.31 to $1.80 in the same period;
for electros, from $1 to $1.48 to
$1.86, and typography from $1 to
$1.32 to $1.79.

Timebuyers Feted

AGENCY timebuyers and news-
men were guests at a eocktail party
held ab the Gotham Hotel in New
York last Wednesday by WMCA
New York, WIND Chicago, WLOL
Minneapolis and KIOA Des Moines
to -celebrate the opening of the
stations’ New York sales office,
called AM Radio Sales Co.
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GRABHORN

Hits Network Invasion
Of Spot Radio

NETWORKS in “their encroachment in the field of spot broadcasting”
not only are “eating their own young but devouring themselves in the
process,” Murray Grabhorn, managing director of the National Assn. of
Radio and Television Station Representatives, charged in a speech before

the Michigan Assn. of Broadcast-
ers in Detroit Friday.

He called upon stations to (1)
reject any type of business offered
by the networks if in the stations’
judgment it logically belongs in
the national spot category, and (2)
engage in “objective self-analysis,”
supplying their national sales rep-
resentatives with all possible in-
formation to help in placing na-
tional spot business.

Emphasizing that stations get
70% of the money spent for spot
advertising on their facilities
while affiliates get 30% of the ex-
penditure for network time, Mr.
Grabhorn told his listeners that “as
the networks devise fancy schemes
for converting national spot dol-
lars into network dollars, they are
at the same time converting your
70-cent dollars into 30-cent dollars.

Margin of Profit

“In the radio station business,
the margin of profit is fair and le-
gitimate, but I think you will ques-
tion with me whether one-third of
your income can be that substan-
tially reduced. Not only will the
margin of profit narrow to a di-
minishing, if net vanishing, point,
but it could conceivably put sta-
tions out of business. Let us al-
ways remember this. . . . There
are 2,000 radio stations in the U. 8.,
half of them operating without
benefit of network radio, so it is
conceivable, therefore, that sta-
tions can operate without a net-
work affiliation, but networks can-
not operate without stations.”

He said “a special report’ made
for NARTSR by FCC showed that
among network affiliated stations,
clear channel outlets derive 509% of

*
their total revenues from national
spot and 27.2% from the network;
regionals, 31.4% from national
spot and 19% from network; and
locals, 18.5% from  national spot
and 9.9% from network.

Overall, he said, one-third of the
affiliated station’s revenue comes
from national spot and 19% comes
from the network. In the case of
independents, national spot aec-
counts for more than 20%, he said.

Mr. Grabhorn thought it “singu-
lar” that radio was the only medi-
um which considered TV as “a mor-
tal wound,” with the radic net-
works cutting rates while other
media increased their own. He
warned that the various network
“tandem,” “pyramid” and similar
plans all “have to do with acquir-
ing a larger portion of the $120
million of national spot revenue
which your stations have been re-
ceiving, and in turn giving you 30
cents for an item which you for-
merly sold for 70 cents.”

The independent station, too, will
be hurt, he asserted, because sta-
tions carrying a spot account may
lose it if the account switches to
network.

The mnetworks, Mr. Grabhorn
said, “have a perfect right, under
law, to do what they wish” in de-
vising various sales plans. “But it
is contrary to the basic concept of *
radio broadcasting which originally
influenced the investment of dol-
lars,” he added.

Asserting that “network radio
has coasted along for years on over-
the-transom business,” he said net-
work radio should engage not so
much in selling against other net-
works, but in “creative salesman-

S [

Drawn for BroapcasTinG e TELECcAsTING by Sid Hix
“But, Boss, she violates the TV Code from EVERY angle!”
BROADCASTING ¢

ship” of radio against other media.

More important than rejecting
networks’ spot-type offers as a
means of combatting network “en-
croachments” into spot radio, Mr.
Grabhorn said, is for each station
to provide its sales representative
with as much information as possi-
ble about its operation, its pro-
grams, its market, the type of au-
dience it serves—"all the tools [the
representative] needs with which
to do his job and your job success-
fully.”

HARDESTY TO BAB

Second Step in Bureau Plan

JOHN F. HARDESTY has re-
signed as director of station rela-
tions for National Association of
Radio and TV
Broadcasters to
become director of
local promotion
for Broadcast Ad-
vertising Bureau
Inc, effective
Nov. 12, William
B. Ryan, BAB
President, an-
nounced Thurs-
day.

Appointment
was described by
Mr. Ryan as the second of three
major personnel assignments which
he deemed necessary in order for
BAB to fulfill its purpose—to as-
sist its members in promoting the
wide use of radio as an advertising
medium.

First step, he said, was the ap-
pointment a week earlier of Kevin
Sweeney as general promotion man-
ager [BeT., Oct. 29]. Mr. Sween-
ey's duties are to organize and di-
rect field personnel assigned to
promote radic via direct contact
with advertisers and agencies and
to assist the president in adminis-
trative matters.

The third step—one for immedi-
ate consideration, Mr. Ryan said—
is to appoint a director of National
promotion.

As director of local promotion,
Myr. Hardesty’s duties will include
development of special presenta-
tions, retail studies, sales clinics
for local broadcasters and adver-
tisers. He will also handle station
relations for BAB and assume ex-
tensive speaking assighments at lo-
cal advertising and business meet-
ings.

Mr, Hardesty entered radio in
1939 at WJSV Washington, now
WTOP.

Returning to Washington after
Navy service in the war, he joined
WOL as an account executive in
1946 and shortly thereafter became
director of sales promotion and
publicity. He resigned in 1948 to
become director of special events
and public relations for WOIC
(TV), now WTOP-TV, CBS outlet
in the same city.

Joining NARTB as assistant di-
rector of public affairs in July
1950, Mr. Hardesty was named di-
rector of station relations shortly
thereafter.

w0
7

Mr. Hardesty
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THERE'S MONEY IN PUBLIC RELATIONS

Industrial Field Beckons Radio
Says Timken Executive

“RICH FIELD” ready for radio to exploit lies in industrial
and public relations, according to Robert Wagner, public rela-
tions director of Timken Roller Bearing Co.

Addressing the Ohio Assn. of Broadcasters Sales Clinic

[BeT, Oct, 22], Mr. Wagner sug-
gested salesmen “too often think
of radio only as a means of mer-
chandising a product. [t lies with
radio to approach industry with
the ideas and programs which will
tell industry’s story in a listenable,
palatable manner.

“Whoever can do that will not
only make money for himself and
his organization, but will also have
the privilege of helping to sell
one of the greatest commodities
ever devised by man ... the Ameri-
can private enterprise system. Cer-
tainly no salesman will have a
higher call to duty than that, and
it is worthy of his very best effort.”

The Timken plant is undertaking
an extensive campaign to sell the
message of freedom and free enter-
prise. This includes radio and news-
paper advertising, literature, in-
formation racks in plants, speakers
bureau, house organ, forums, pub-
lic opinion dinners, employe events
and work of the philanthropic Tim-
ken Foundation in the company’s
communities.

Present Use of Radio

Radio activities include sponsor-
ship of Fulton Lewis jr. and George
Sokolsky, daily sports broadcasts
and spot compaigns and a series
titled Message to Americans. The
last - named program presents
stories of prominent figures in
American industry along with
music and discussions.

“There is an absolute dearth of
programs which will function as a
public service tool for industry,’

Broadcasters Aid to Auto Dealers
Sought by NADA

NATIONAL Automobile Dealers Assn. is conducting a drive
among its 34,000 members to use the airwaves, mainly radio,
to build individual good will in each dealer’s respective com-
munity, the association declared last week.

IS RADIO MISSING A BIG BET? Two public relations experts say it is. Little

use is being made of radio as a public relations medium, but if program

managers and salesmen went to work, they could develop this field into o

rich sourcc of revenue. Here are some sound business tips that can make
money for any kind of operation, from network to local station.

Mr. Wagner said. “This in spite
of the fact that industry is starved
for such material and such pro-
grams. Industry wants America to
realize what a wonderful thing we
have in this glorious private enter-
prise system. That story must be
told, for there are too many who
question the value of our system.

“A good salesman doesn’t have
to be told twice once a prospect
has been pointed out to him. I'm
pointing out a sure-fire sale; a
customer that’s been waiting for
you to come around. It's your job
to come up with a program idea
which will dramatically and ef-
fectively communicate to the public
the philosophy of free enterprise.

“Radio advertising is your busi-
ness, and if the ideas for such a
program aren’t forthcoming from
your group, you are missing a tre-
mendously rich source of revenue.
Republic Steel Corp., Youngstown
Sheet & Tube and Warner Swayze,
just to mention a few, are currently
carrying on a c¢ampaign, the pur-
pose of which is to earry the phi-
losophy of free enterprise to the
public.

“It is highly probable that those

companies, like the Timken Roller
Bearing Co., are searching for
ideas from the radio .industry in
their public relations campaign.

“Where are you going to get the
ideas for such a program? Get
out and meet the industrial leaders
in your community. Talk to them.
They have problems the likes of
which yowve never heard. Ask
them about industry and taxes,
about government regulations as
applied to their business, price con-
trols, labor problems and the
thousands of other problems which
press down on them day in and
day out.

“They would welcome your ques-
tions. They would welcome, and
they need your help, as an expert in
radio advertising. As you talk to
those various leaders of industry
it is very possible that one objec-
tion to an aggressive radio cam-
paign of the type we've been dis-
cussing would be this: ‘We're afraid
of making enemies.” Such an argu-
ment is completely without founda-
tion. For the last 12 years, and
particularly in the past five years,

(Continued on page 37)

Thus far, according to J. Eustace
Wolfington, Philadelphia, chairman
of the NADA
public  relations
committee, radio
salesmen have not
done the job of
selling that they
should. Further-
more, added Mr.
Wolfington, time
salesmen should
expect to find
willing ears
among auto deal-
ers for ideas they might care to
push.

Last spring at a meeting in Chi-
cago of the NADA public relations
committee, if was decided to de-
termine the public’s exact feeling
toward auto dealers.

To this end, the Elmo Roper re-
search organization was asked to
conduct a national survey. It
showed that whereas the public
had a vague mistrust of dealers in
general, they did have confidence
in the particular dealer with whom
they dealt. In fact, many persons
interviewed spoke of “my” dealer,
Mr. Wolfington noted.

To NADA, the problem was
clear: The individual dealer should
try to attain a position of respect
in the community similar to that
held hy the neighborhood druggist.

That’s where radio, and in some
cases, television, comes in, Mr.
Wolfington said. He said both
mediums should be used for institu-

(Continued on page 42)

Mr. Wolfington

SALES CLINIC group ot Ohio Assn. of Broadcasters session included {I 10 r):

Robert Gibbons, Lang, Fisher & Stashower; €. J. Lonsdale, Meldrum & Few-

smith; Robert Wagner, Timken Roller Bearing Co.; Hal Waddel!, WJW Cleve-

land; Keith Baldwin, WERE Cleveland; Marion Reeves, Gregory & House;
Jack Maurer, WHK Cleveland.

BROADCASTING o
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OHIO BROADCASTERS reviewed sales problems at recent clinic.
ing Mrs. Harold Fitzgerald of SESAC ore (| to r): Tom Rogers, WCLT Newark;
Vernon Neolte, WHIZ Zanesville; J. P. Williams, WING Dayton; Mrs. Fitz-
gerald; K. K. Hackathorn, WHK Cleveland; Robert T. Mason, WMRN Marion;
Hat Barrett, Headley-Reed; Warren P. Williamsen, WKBN Youngstown.

Surround-
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THE ROOSTER THAT

THUNEMAN'S department
store in St. Paul has been
crowing about its own Red
Rooster Hour on WDGY for a long
time, but received heart as well as
purse-warming proof of the pro-
gram’s success not so long ago when
a group of housewives spontane-
ously formed their own Red Rooster
social club.

These Red Rooster boosters ap-
pear as guests on radio shows
broadcast by other Twin Cities sta-
tions to get free plugs for their fav-
orite fowl, plant social items in the
newspapers about their club activi-
ties, always including a name plug,
solicit new members and help seat
stray women who attend the week-
ly Red Rooster breakfasts in the
store.

S{ales response is even more tan-
gible than listener loyalty, in the
opinion of department store execu-
tives, They put the show on
WDGY two and one-half years ago
to attract all members of the fam-
ily.! Because the comprehensive
format of news, chatter, music and
information was designed to pull in
mail orders from the entire trading
area of one million persons in 28
counties, the store ‘“placed all our
radio eggs in the rural basket”, ac-
cording to William Campbell, gen-
eral merchandise manager for
Schineman’s.

The store, he says, “caters to cus-
tomers. who want merchandise at
medium prices and above,” and op-
erates in a highly competitive mar-
ket. The Red Rooster Hour, be-
cause of WDGY’s high power,
reaches into 28 counties in eastern
Minnesota and western Wisconsin
forfa radius of 100 miles. Store
representatives say their program
reaches more potential customers
than shows sponsored by competing
stores because of the extensive cov-
eraze area and the fact that Red
Rooster “makes the only real in-
tensive effort to maintain and build
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patronage” throughout the trading
area.

Increased in-store buying is also
a major objective, of course. At
one time or another, merchandise
from every department of the store
—inecluding the basement store and
leased departments—is advertised
on the broadcast commercials. Com-
mercials are concentrated on best-
selling or highly-promotional items
in terse, direct and friendly phrase-
ology.

The six-a-week feature, aired
Monday through Saturday from
7:30 to 8:30 a.m. in WDGY studios,
features Mary Light in five min-
utes of transcribed conversation
about events in and around the St.
Paul area. Personal and informa-
tive, the chatty discussion for lis-
teners frequently takes them be-
hind the seenes at Schuneman’s
with interviews of buyers, manu-
facturers’ representatives and sales
people. The rest of the show offers
recorded musie, news flashes on lo-
cal, regional, national and world
events, weather forecasts, time and
temperature, winter highway con-
ditions and emergency reports.

A supplementary breakfast pro-
gram with coffee and doughnuts is
aired before a studio audience ev-
ery Thursday after the regular
Red Rooster Hour. Miss Light,
from 8:30 to 9 a.m., conducts an
audience participation show from
the River Room Restaurant at the
store before it opens.

& * *

CHUNEMAN'S — in its con-

tinued effort to serve residents
of outlying communities—this sum-
mer promoted festivals of many
small areas on the audience par-
ticipation program, with 12 such
communities sending booster groups
to be interviewed by Miss Light.
Other interviewees are selected for
their participation in civie, local

and regional activities of interest.
Within the past year, 42 civic
groups of a charitable or service
nature were special guests.
* * *
HE breakfast show primarily
builds good will, but also fos-
ters an increase in store traffic be-
cause of visitors at the broadcast.
Schuneman’s backs its air effort
with special “Just for Thursday”
items sold at a lower price that day
only. The broadeast audience is
given a list of the Thursday spe-
cials, and signs notifying all store
visitors of these items are posted
throughout the building.

Broadcast visitors fill in a regis-
tration blank with their names and
addresses, after which cards are
sorted and letters mailed to out-of-
towners asking them to visit the
show again and about the quality
of their local reception of the pro-
gram. These methods, Schuneman’s
believes, start and strengthen the
Red Rooster listening habit.

It was after one such breakfast
show that several women sponta-
neously organized the Red Rooster
Club. One woman bought a large
china rooster, painted it red and of-
fered it to the store. It now occu-
pies the place of prominence at the
breakfast table as a centerpiece.
Another discovered small plastic
rooster whistles in Florida, painted
them red and distributes them to
all new members as a badge.

Although the store has promoted
its radio investment in many ways
during the past two and one-half
years, it wasn't until April 1950
that it started its popular Red
Rooster Days, two days every
month when selling demands spe-
cial promotion of the Red Rooster
Hour and Red Rooster items.
merchandise advertised on the
broadecast is pointed out in the
store with a Red Rooster capper,
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LAID THE GOLDEN EGG

RED ROOSTER greets motorists, alerting them to
the Schuneman’s show on WDGY. Billboards, as
well as other printed media, back-up the air effort
< of the department store.

and cappers on special Red Rooster-
Day items are displayed for three
days after every commercial.
Some of the Red Rooster Hour
sales results: An offer of a new
type of flower holder, the Floralier,
costing $1, brought 26 sales within
an hour and one-half after the ra-
dio commercial . . . One Thursday
morning during the weekly fashion
show, David Chrystal dresses were
described on the air. Eight women
during the day asked for the dress-
es described, and each bought one.
. Another time, three White
Sewing Machines, at $650 each,
were sold at the State Fair on Wed-
nesday after one mention on the
radio show. A Minneapolis store,
displaying the same type of ma-
chine in the same booth on the fair
grounds, made no sales that day.
The Hour earned first prize
from the National Retail Dry

Goods Assn. last year for a radio
show beamed to a general family
audience, and an award for the
coordinated use of radio with other
media.

=

WINDOW DISPLAY in Schune-

man's calls attention to the Red

Rooster Hour, its format and ad-
vertising and media awdards.
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COY WARNS ON PROGRAMS

“IF THE RADIO and television
business can’t do something to
help itself in determining what is
good taste, especially in TV, then
there is going to be something done
about it legislatively,” FCC Chair-
man Wayne Coy warned the
broadcasters at the NARTB Dis-
trict 5 meeting in St. Petersburg
last Thursday.

In a speech covering several is-
sues of importance to broadcasters,
the FCC Chairman reiterated his
support of the Benton bill, observ-
ing however that he represented a
minority of the FCC with that
view, Comr. Paul A. Walker being
the only other member of the Com-
mission who shares Mr. Coy's opin-
ion.

“I will support the Benton bill,”
he declared, “so long as this indus-
try does not take aggressive action
themselves,” adding that his sup-
port would be & “burr under the
saddle.”

With respect to the new NARTB
TV code, Mr. Coy said that it may
work “if it is enforced and if it is
flexible enough to meet changing
conditions.”

He said, “Broadcasters talk about
freedom of the entrepreneur and
free enterprise—‘just let us alone,’
and they have talked that way for
years. The obscenity on the TV
screens is getting worse. I am not
a prude, and there may be a place
for off-color jokes, but they are not
the television screen.”

“The other evening,” Mr. Coy
continued, “I saw a network show
where the comedian got so mixed
between his bottom and his arrears
that I thought he would wind up
with one or another on his head.
I then turned to another great net-
work—] won't mention any names
but it was 8:30-9 on & Tuesday
night and this comedian had his
talent indulging in indecent ex-
posure.”

Concern of Parents

“I tell you,” Mr. Coy continued,
“that people are concerned about
what their children see on the tele-
vision sereen. And the mail at
the FCC grows and the protests
get louder and louder. There is a
growing group of self-appointed
censors and because they cannot
be funneled through channels such
as the Benton bill indicates they
are much more dangerous than most
broadcasters realize. These pres-
sure groups are dangerous because
many of them are -irresponsible
and the history of these groups is
that they are yielded to.”

Mr. Coy said, however, that he
did not believe that the advisory
groups should report to the FCC
as.the Benton bill stipulates, but
rather to Congress.

Such advisory committees could
evaluate whether the people are
getting their money’s worth “out
of what the FCC is gllocating to the
broadcasters,” he said.

Mr. Coy at the outset of his
speech localized the definition of

“public interest,” saying “no defini-
tion can apply to the nation as a
whole,”

“Public interest must take into
consideration the character of the
people in every city.” Radio, he
said, “has matured to a good un-
derstanding of the public interest.
Radio on the whole has a better
understanding of public interest
than those persons who are operat-
ing television stations, who are in-
clined to press to get into the black
and neglect some of the things they
know they should be doing or have
the courage to do. Some of them
have failed to develop that courage
after they got into the black.”

As to the TV timetable, the
Chairman declared that only a
handful of new TV stations will be
on the air in 1952, and “not too
many in 1953.”

“I am probably the world’s worst
predicter on TV. I didn’t know you
could get into so much confounded
trouble. It has been three years
since yesterday that the freeze
went into effect. Then came color.
If we had a compatible system of
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JUDGE IRA ELLSWORTH ROB-
INSON, 82, onetime chairman of
the Federal Radic Commission,
predecessor of FCC, died unexpect-
edly Oct. 29 at his home in Philippi,
W. Va.

Judge Robinson was appointed to
the FRC by President Coolidge
March 29, 1928. He was elected
chairman April 5 of that year, and
served in that capacity until Feb.
28, 1930, when he was succeeded
by the late Maj. Gen. C., McK.
Saltzman. ’

When, in January 1932, Judge
Robinson resigned, President
Hoover expressed personal appreci-
ation for the judge’s four years
with the Commission [BROADCAST-
ING, Jan. 15, 1932]. At that time
Judge Robinson said he planned
to resume private law practice in
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Fudge dra . Robinson

At NARTB Dist. 5 Meeting

color at the time we would have
approved it, but it just didn’t work.
The controversy was not over the
field sequential system, but the fact
that the FCC said color was impor-
tant,” Mr. Coy stated.

Coy Comments on Freeze

Concerning the TV freeze and re-
allocation proceeding, Mr. Coy
said, “We are prepared to move
quickly and to issue a formal re-
port about Feb. 1, which gives us
about 60 days. We can assume that
the decision will be out by Feb. 1.
We can start processing about
April 1 but don’t get too exicted
about that date. There will be
hearings which take a long time
since we have only seven ex-
aminers.”

The FCC Chairman pleaded for
an appropriation large enough for
the FCC to do an adequate job.

“We are losing more than 100
persons because of the cut in per-
sonnel necessitated by a budget re-
duction. Last year we were cut a
half-million dollars down to six
million when one member of Con-

195)

Washington and in his home state,
West Virginia.

While on the FRC, he was de-
scribed as being blunt and out-
spoken but always having a sense
of humor. Even his opponents ad-
mitted he always had the courage
of his convictions.

To his skill and juridicial acumen
was attributed much of the funda-
mental radio law written on the
statute books.

Born near Grafton, W. Va., Sept.
16, 1869, he was graduated from
Fairmont State Normal School and
studied law at the U. of Virginia
in 1890.

After serving as prosecuting at-
torney for Taylor County, W. Va,,
from 1896 to 1900, he was elected
a member of the West Virginia
Senate in 1902 and served two
years,

He was regent for the West Vir-
ginia normal schools from 1901 to
1907 and was elected a justice of
the Supreme Court of Appeals of
that state Nov. 8, 1906. From 1910
to his resignation in 1915, he was
chief justice of that court. He re-
signed to become Republican nomi-
nee for governor of West Virginia
in 1916, but lost in the Wilsonian
Democratic landslide.

He was chairman of the Draft
Appeals Board from 1917 to 1918.
In 1921 he was appointed to adju-
dicate war minerals claims in
Washington. Judge Robinson served
as special assistant to the U. S.
Attorney General from 1926 to 1928
in the purchase of the Cape Cod
Canal.

gress said that the FCC should be
punished for what it did to him
and that everyone at the Commis-
sion had been to Moscow within the
previous 24 hours. The returns to
the Treasury through the Bureau
of Internal Revenue would be many,
many times the money needed to
speed up FCC operations,” he said.

Myr. Coy was introduced by Nel-
son Poynter, publisher of the St.
Petersburg Times and owner of
WTSP. In his introductory re-
marks, Mr. Poynter said that Mr.
Coy has taken so much abuse at
times that he ought to come back
in the newspaper business where
“he belonged and he never should
have left it.”

Harold E. Fellows, NARTB pres-
ident, commented, *“My situation
is quite parallel with Wayne Coy’s
in one respect—we are both con-
sistent. He does not favor Hal
Fellows. He does not favor the
NARTB. He just favors the Benton
Bill. In like manner I do not op-
pose Wayne Coy. I do not oppose
1]:3he FCC. I just oppose the Benton

ilL."”

(NARTB District 13 story on
page 98; photos from District 6 on
page 113.)

PULVER TO LEVER
Resigns DF&S Post

APPOINTMENT of Stanley Pul-
ver, with Dancer-Fitzgerald-Sam-
ple, New York, for the past six
years as director of radio and tele-
vision media for Lever Bros., New
York, was announced last week
[Crosep CirculT, Oct. 29].

While with DF&S as chief time-
buyer and manager of the TV de-
partment, Mr. Pulver worked on
the following accounts: General
Mills, Procter & Gamble, Campbell
Soup Co., Sterling Drugs, White-
hall Pharmacal Co., American Chi-
cle Co., and Falstaff Brewing Co.

Prior to DF&S he was with the
Biow Co., New York, as a time-
buyer and during his tenure was
the timebuyer for the Democratic
National Campaign to elect Presi-
dents Roosevelt and Truman. Be-
fore that he was with CBS for nine
years. He started at the network
as executive assistant to the exec-
utive vice president and when he
left he was sales service manager
of WCBS New York.

Join CBS Radio

CBS Radio signed two new affili-
ates last week to bring the total
network total to 206. WFAI Fay-
etteville, N. C., joins as a borus
station to WDNC Durham, effec-
tive Nov. 18. Operated with 250 w
on 1230 ke, WFAI is owned and op-
erated by Rollins Broadcasting Inc.
with James Mayes as general man-
ager. WBAT Marion, Ind., joins
as a basic supplementary station
effective Dec. 1. Owned and oper-
ated by the Marion Radic Corp.,
WBAT operates with 260 w on 1400
ke. John Bone is general manager.
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TheContinental Manner. ..
FOREIGN INTRIGUE is as re-

freshingly different from run-of-
the-camera crime shows on TV
these days as the early Hitcheock
thrillers were from run-of-the-reel
gangster films made in Hollywood.

Intrigue understates and under-
plays. It succeeds in establishing
a muad of, well, let’s call it leisure-~
Iy terror.

Last week’s edition of the series
dealt with a single theme: The ef-
forts of rival espionage agents in
Copenhagen to do in an American
newspaperwoman who was unwit-
tingly carrying some secret papers
that a spy in the U.S, had slipped
into an identification badge. This

B Y A2 2 2R R R R R R 0 RN S 9N %N Y
Pllgram: Porcign Intrigue, NBC-
, Thursdays, 10:30-11 p.m.

Sponsor: P. Ballantine & Son.

Agency: J. Walter Thompson.

Producer-Director-Adapter:
Sheldon Reynolds.

Original Story by Stella Linden.

Asst. Director: John Padodano,

Production Mgr.: Bengt Jarel.

Dir. of Photography & Special
Effects: Bertil Palmgren.

Composer & Musical Dir.: Erland
von Koch.

Cast: Sydna Scott, Dorje Mellvik,
Ve Blomgren, Gosta Tryze-
Yius.

ALvALCLS A RERRLRALRARRBRERN

certainly was no great shakes as a
plot, but the suecess of the program
derived from its skilled manage-
ment of this thin line of story.

For, one thing, Intrigue permits
its pléyers to talk, and what they
say makes sense. The dialogue in
this series is carefully written and
intended for audiences who can un-
derstand more complicated prose
than I-See-The-Dog.

The police inspector in last
week’s piece was a radical char-
acter by common standards of
crime drama. He was neither hand-
some nor comically ugly, neither
stupid nor omniscient. The inspec-
tor on Foreign Intrigue was an
ordinary-looking man with a bald
head and the quizzieal intelligence
necessary to figure out by unas-
sisted reasoning how to prevent the
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ceriminals from succeeding in their
plots.

Camera work and direction were
uniformally excellent, taking full
advantage of the flexibility in pro-
duction that is possible on film.
Dorje Mellvik gave a fine, low-key
performance as the inspector, and
Sydna Scott projected just the pro-
per amount of fear without hyste-
ria that a veteran newspaperwoman
would be expected to experience
under the circumstances.

All in all, Foreign Intrigue is an
ornamental addition to the adven-
ture-mystery-crime fare on the air.

* ® *

The Private Eye. ..
BOSTON BLACKIE is in the

tradition of herces of U. 8. crime
drama. He is irresistibly hand-
some, insultingly flip and remorse-
lessly irreverent toward all author-
ity, especially those incompetent
oafs, the cops.

His exact status is impossible to
define. He does not seem to be on
anybody's payroll, but he dresses
expensively and drives a Cadillac
convertible with such abandon that
it is plain he can afford to throw
it away and buy another any time.
Probably he is one of those mil-
lions of young men that Hollywood
believes live on inexhaustible leg-
acies.

The emphasis in this series is on

AL AL AL LRRRRRLRRBRRRBRRBRY

Program: Boston Blackie, half-
hour syndicated film series.
Producer: Ziv Television Pro-
grams Inc. .

Director: Paul Landres.

Writer: Herb Purdum.

Cast: Ken Taylor, Lois Collier,
Frank Orth.
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action. In one half-hour program,
two murders were committed, a po-
lice inspector was bombed but sur-
vived, and Blackie himself was
chloroformed twice, slugged to un-
consciousness twice and hit over
the head with a paint can and a
shovel during a wild battle with
crooks.

Physical demands were such that

the actors had little breath left for
dialogue, which was just as well
considering this sample exchange
between Blackie and a gangster
named Fox, who was offering
Blackie a bribe.

Fox: I got plenty of that green
stuff.

Blackie: Grass is the only green
stuff I take from you.

Whatever its shortcomings, Bos-
ton Blackie is well up to the par
for action-type crime productions
and it makes no pretense at being
anything but what it is—a half
hour of whizz-pop-bang done up
in slick style on film.

* * %

The Real Article. ..

THE JOHNS HOPKINS Science
Review last Monday explored the
scientific side of crime detection,
which was rather plodding stuff
compared to the fictional portrayals
of cops and robbers.

The program demonstrated po-
lice methods in solving a fictitious
crime involving 2 murder and a
hit-and-run death., By use of micro-
scope and photo-spectrograph, po-
lice laboratory technicians showed
how they could match flecks of
paint and bits of blood and cloth

A AL LALALALALALALGRRRRRRRRY

Program: Johns Hopking Science
Review, DuMont TV Network,
Monday, 8:30-9 p.m.

Writer-Producer: Lynn Poole.

Director: Panl Kane,

Asso¢. Producer: Bob Fenwick.

Agsoc. Director: Ed Sarrow.

Art Director: Barry Mansfield.

Narrator: Joel Chaseman.

[
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found on the vietim and the car to
establish that the automobile had
been the one that hit and ran.

A comparison of laundry marks
also was made in the course of
identifying the criminal and bal-
listies tests were demonstrated to
show how it is possible to prove a
certain bullet has been fired by a
certain gun.

The demonstrations were all pre-
sented by police officials. It must
be said that this was an unfortu-
nate casting choice. Whatever au-
thority might have been established
by the appearance of experts was
to a large extent diluted by their
appalling lack of color or stage
presence. The fact that someone
knows a great deal about a subject
does not necessarily mean he can
explain it either interestingly or
well. In this case, the perform-
ances were, to use the utmost for-
bearance, dull.

The producers of the Johns Hop-
king Science Review would do well
to remember that whole genera-
tions of Americans have come to
hate Shakespeare because incom-
petent high school teachers made a
chore instead of a pleasure out of
reading his works.

If the Hopkins people insist on
using a cop to tell a cop's story,
they should exert the most serious
effort to find an articulate and, if
possible, talented cop.
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MCKINNEY NAMED

Democratic Committee Head

SELECTION of Frank E. Me-
Kinney, Indiana businessman and
minority stockholder and officer of
WISH Indianapolis, as Democratic
National Committee chairman last
week was seen as an indication
that the administration will con-
tinue broadcast-conscious during
the 1952 political campaign.

The nomination of Mr. McKinney
to succeed William M. Boyle Jr.
was approved largely on the
strength of his success in the busi-
ness and finance fields, overriding
a number of political factors.

At a news conference last Thurs-
day, the 47-year-old bank executive
told newsmen that the Democratic
Party would use all channels of
communication to bring home the
issues of the 52 campaign. He
also promised to “re-establish the
political research, publicity and in-
formational activities” of the com-
mittee as a throwback to the
fabulous days of the late Charlie
Michelson, former Democratic pub-
lieity chief.

Mr. McKinney will serve without
compensation, relinquishing all in.
terests save those relating to the
Fidelity Trust Co. of Indianapolis
and his radio connections.

Aside from holding the presi-
dency of Fidelity Trust Co., Mr.
McKinney holds 2,098.5 out of 10,
000 shares of common stock in
WISH and the licensee firm, Uni-
versal Broadcasting Co., according
to FCC records. He serves us
treasurer and director of WISH
and three other stations—WHOT
South Bend, WHBU Anderson and
WANE Fort Wayne—which were
merged last January under a stock
reorganization plan.

A former president of Universal,
he and Mrs. McKinney hold minor-
ity interest under the realignment.
Under the FCC-approved plan, Uni-
versal stock was exchanged for
stock in WHBU (Anderson Broad-
casting Corp.), WANE (Radio Fort
Wayne Inc.) and WHOT (South
Bend Broadcasting Corp.), with
Universal serving as holding com-
pany for those outlets and WISH.
C. Bruce McConnell now controls
Universal and WISH.

Noted as a fund-raiser in his
own right, Mr. McKinney will
choose a national treasurer initially
and tackle a myriad of problems.
These include question of ‘52 con-
vention radio-TV sponsorship, se-
lection of an advertising agency,
convention site, ete.

Mr. McKinney stated that “no
company which I am affiliated with
or interested in will ever enter the
doors of & government bureau or
agency seeking favors or con-
siderations of any type or char-
acter.”

His nomination was recom-
mended at the national committee
conclave by Frank M. McHale,
Indiana Democratic Committeeman,
himself a 3% stockholder in WISH-
Universal. Mr. McKinney resigned
from U. 8. Pipeline Co.

® Telecasting



HENNOCK STATUS steves

THE WHITE HOUSE made it of-
ficial last week that Comr. Frieda
B. Hennock will remain on the FCC
indefinitely, thus affirming previous
reports that the Commissioner
alignment apparently will remain
intact in the foreseeable future
[BeT, Oct. 29].

President Truman last Thursday
released correspondence between
him and Comr. Hennock on the sub-
ject of a recess judgeship appoint-
ment which was declined by the
Madam Commissioner.

The President had nominated
Miss Hennock for a New York fed-
eral judgeship last June but it was
sidetracked by the Senate, which
recessed without taking any action
[BeT, Oct. 22].

Mr. Truman said Miss Hennock
would continue as a member of the

TRUTH DRIVE HITS

Govt. Expert Announces

DESPITE the fact that the Soviet
Union and satellite countries are
spending about $1,409,000,000 for
propaganda warfare, with some
$840 million set aside for radio
and other media [Be®T, Oct. 29],
the free world is not necessarily
“losing the battle for men’s minds.”

This conviction was re-empha-
sized in a speech before the Life
Insurance Advertising Assn. by
Thurman L. Barnard, general man-
ager of the department’s interna-
tional information program. He
addressed the group at Williams-
burg, Va., last Wednesday.

Of the total sum, Mr. Barnard
said, Russia alone has been spend-
ing $928 million for propaganda as
part of its “Big Lie” crusade to
counteract the U S. “Campaign of
Truth.”

Construction of new type trans-
mitter facilities for the Voice of
America will force the Soviet
Union to “let the truth through or
spend huge sums [in manpower
and dollars] in the effort to keep
it out,” he declared.

Since the truth campaign was
launched, he continued, the U. S.
has made “major improvements in
our radio network” with the result
that the U. 8. is overcoming Rus-
sian jamming at least 100% more
effectively than 18 months ago.
Additionally, VOA has stepped up
its output 509%, with more stress
on language programs behind the
Iron Curtain.

“We have learned a great deal
about how to utilize radio in the
battle for men’s minds,” Mr. Barn-
ard said, citing program surveys
and samplings of overseas opinion.
Best estimates today show the
Voice is heard by over half of ra-
dio set owners in Irom Curtain
countries. More than 20% of
broadcasts are getting through to

Moscow and up to 75% in rural

Russian areas, he added.

%

at FCC Indefinitely

FCC. Her term runs until June
30, 1955.

The Chief Exécutive’s letter was
released coincident with a recess
appointment of Assistant At-
torney General David H. Edelstein
to the vacancy on the New York
bench.

The President said he “re-
luctantly” agreed to give up his
fight for Miss Hennock after she
wrote him saying that she believed
the recess appointment “should go
to a nominee who is prepared to
take office at once in a district
where the docket is so crowded.”

Mr. Edelstein, an Assistant At-
torney General in the Justice
Dept.’s customs division, was a for-
mer attorney for the New York City
Welfare Dept. from 1934 to 1939.

Usual procedure is for the Presi-
dent to renominate at Congress’ re-
turn, the person he has appointed
during Congressional recess.

The letter exchange follows:

From the President to Comr.
Hennock:
Oct. 31, 1951
Dear Miss Hennock:

I regret that the Senate Judiciary
Committee has not taken action on the
confirmation of your appointment as a
United States District Judge for t.he
Southern District of New York, as

ualified and

think Yyou are highly
istinction. I

would have served with
am mindful of the reason which you
have advanced for declining a recess
appointment, and I reluctantly defer to
Your wishes in the matter.

Your outstanding record as a mem-
ber of the Federal Communications
Commission has earned wide public
recogmt:lon, and I am confident yYour
continued service on the Commission
will advance the public interest in the
vital field of communications. Your
service has provided an outstangding
example of the contributions which the
women of America have to offer the
people of this country, particularly in
these critical times.

With assurance of my continued con-
fidence, I am,

Very sincerely yours,
HARRY S, TRUMAN

From Comr. Hennock to the

President:

Oct. 30, 1951
Dear Mr. President:

I am most grateful and highly hon-
ored by your offer of a recess appoint-
ment as United States District Judge
for the Southern District of New York.

As you know, the Senate Judiciary
Committee took no action before ad-
journment of the last session of Con-
gress on my nomination for this va-
cancy which You submitted in June.
I advised the Committee on October 15
that I would not accept a recess ap-
pointment to the bench if you were to
honor me by tendering such appoint-
ment. '

In reaching this decision, I hag in
mind the many complex roblems
which will continue to face e Fed-
eral Communications Commission dur-
ing the next few years. As yYou know,
the sound development of television
has been my major concern during my
service on the Commission, and under

PIONEER broadcaster
O'Dea, president of WOV New York,

Richard E.

and his son, Richard, look forward

to a rich future for AM radio. Young

Richard is finding station operation

as stimulating as outboard racing, a

sport in which he has won 28 awards
to date.

the circumstances, I think it would be
right for me to follow to a conclusion
the pending issues Which so¢ vitally
concern the national interest in the
coming years.

Under these circumstances, I believe
most sincerely that a recess appoint-
ment should go to a nominee who is
prepared to take office at once in a
district where the docket is so crowded.

A]though I a.m deeply moved by your
expr of and by the
steadfast support o! the ma.ny public
officials and lawyers who have en«
dorsed my candidacy and quaiifications,
I must therefore respecifully decline
this appointment.

Respecttully yours,
FRIEDA B. HENNOCK

FORD’S FIRST SERIES T

Cover UN Assembly

THE FORD FOUNDATION TV-Radio Workshop’s first broadcast pro-
duction, officials announced last week, will be a series of 12 weekly
half-hour summaries of the Sixth United Nations General Assembly
in Paris, to be carried over NBC-TV on Saturday from 7-7:30 p.m.,,

starting Nov. 10 [Crosep CIrculr,
Oct. 29].

Robert Saudek, director of the
Workshop, and Frederic W. Wile
Jr., NBC vice president and direc-
tor of television network produc-
tion, announced plans for the series
lagt Wednesday. Arthur M. Schle-
singer Jr., associate professor of
history at Harvard U, who wrote
the Pulitzer prize-winning The Age
of Jackson, will narrate the pro-
gram.

John Coburn Turner, recently
director of programs for Goocdson-
Todman Productions, has been ap-
pointed assistant director of the
Television-Radio Workshop and
will produce the Assembdly VI
series, Mr. Saudek announced Fri-
day.

“The Workshop believes that the
UN General Assembly in Paris is
of such critical importance this
year that a weekly television rec-
ord should be made available to
the American public,” Mr. Saudek
declared. “The Television-Radio
Workshop is, therefore, dispatching
a motion picture production crew
to Paris for the duration of the
assembly.”

Mr. Saudek voiced pleasure “that
80 experienced a man as G. B.
Buscemi, assistant director of the
March of Time Television Dept.,
will have charge of the Paris
operations and supervise the film
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*
editing.”

The UN series, to be known as
Asgsembly VI, will be offered for
commercial sponsorship on a non-
profit basid, under the Workshop’s
plan for utilizing commercial radio
and TV in offering programs com-
bining cultural, public service and
entertainment values. Under the
commercial but non-profit formula,
sale of the series will mean that
the Workshop will regain its pro-
duction costs and that the network
will recover its time charges.

NBC to Cooperate
Speaking for NBC-TV, Mr. Wile
said: “The network has been con-
ferring for months with the TV-
Radic Workshop . . . and is happy
to broadcast the Workshop's ini-

‘tial series of television programs.

The Workshop has set its sights
high, and we in NBC are ready to
cooperate. NBC looks forward to
continued exploration of ways by
which superior informative pro-
grams can command an increas-
ingly large audience on commercial
stations.”

The UN series will be produced
under the supervision of Mr. Sau-
dek and James Webb Young, mass
communications consultant to the
Ford Foundation, who assisted in
the establishment of the Work-
shop, with the NBC-TV News and

Special Events Dept. under Fran-
cis C. McCall cooperating in the
production. '

The Workshop was set up last
August via a $1.2 million grant to
the Fund for Adult Education to
be used for Workshop purposes.
What had been scheduled as the
Workshop's first production, a
radio series called The People Act,
which was to have started on CBS
Radio this month, has been post-
-poned until January.

A graduate of Princeton with a
degree in modern languages, Mr.
Turner worked with various news-
papers and magazines from 1938-
42, being associated during that
time with Marquis Childs and writ-
ing his own radio column for The
Washington Post. He joined the
New York writing staff of CBS
1942 where he worked with Dr.
Lyman Bryson and Leon Levine on
Columbia’s School of the Air
until he became an editor of the
script division.

Joining ABC in 1944, he was
manager of the script division
from 1945 to 1950 and during this ’
period was closely asgociated with
Mr. Saudek in documentary pro-
duetion, including three which won
Peaboby awards: “Hiroshima,”
“Communism—U. S. Brand,” and
“Clear and Present Danger.” Mr.
Turner left ABC in 1950 to join
the Goodson-Todman staff to super-
vise, as director of programs, such
shows as The Web and Whats My

" Line?
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SECOND consecutive year of advertising on CAX Burlington, Vt., is nego-

tiated for Yermont MGA Stores with signing by William Cooper (seated, r),
treas., Burlington Grocery Co. Seated, Daniel O'Connel, asst. sls. mgr., Tea
Table Mills, participating sponsor; (standing) Robert Bensen, WCAX acct.

IT’S Happy Birthday to You for WHIS
Bluefield, W. Va., listeners as Coca
Cola Bottling Co. buys 52-week
series. Completing arrangements are
{I to r}: Pat Flanagan, WHIS man-
ager; W. O. Bivens, Coca Cola sls.
mgr.; Charles Erhard, station sales.

SPONSORSHIP of CBS Radio’s Give
and Take by Cunnon Mills Inc., is
assured with signature of George
Beyer Jr. (r), firm‘s adv. mgr. All
smiles are John J. Karol (I}, v. p.,
CBS Radio Network Sales, and W.
Eldon Hazard, network sls. mar.

exec., and J. D. Swan, station mgr,

»
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EXLUSIVE contract is set with
Gotham Recording Corp. by Pierre
Crenesse (scated), dir., French Broad-
casting System, as Gotham President
Herbert M. Moss watches ceremony.
FBS in North America supplies some
300 American stations with weekly
trunscribed programs freec-of-charge.

e

Bill Gordon Show for 7-Minit Pump-

kin Pie Mix is negotiated by A. W.

Fodor Co., that city, in cooperation

with Six O'Clock Foods. A. W, Fodor

(1}, firm’s pres., signs one-year con-

tract as J. B. Maurer, WHK sls. mgr.,
stands by.

LIBERTY Savings & Loan Co. buys ;ve‘ekl; hcz—lf-hour Music for Men on WCKY

Cincipnati.

A. R, Tenhundfeld (seated), Liberty president, signs contract

before (I to r) C. H. Topmiller, WCKY manager; Bob Fleming, acct. exec.

_und writer-producer of show; and M. 5. Starnbach, Liberty secretary.

BASEBALL

Radio-TV Fees Swell
League Incomes

THREAT. to the broadcast media, implied by pending legislation that
would exempt “all professional sports’” from anti-trust laws, is on the

wane, it was learned last week.

This revelation followed closely the release of figures by the House

Monopoly Subeommittee showing
radio-TV rights in professional
baseball accounted for more than
109% of the leagues’ revenue in
1950.

A staff spokesman of the House
subcommittee, which has been in-
vestigating the anti-trust aspeets
of baseball, told BROADCASTING ®
TELECASTING that the Congres-
sional group ‘“is not going to buy
a blank cheek such as the Johnson
or Herlong bills.”

Both bills referred to would ex-
empt “all professional sports” from
anti-trust laws. They are authored
by Sen. Ed C. Johnson (D-Col.)
and Rep. A. 8. Herlong (D-Fla.).

Effect on radio-TV is obvious,
should the legislation become law.
The subcommittee now is writing
a report as an aftermath of its
baseball hearings [Be®T, Oct. 29,
Aug. 20, 13]. Since the bills, as
written, would open a vista of ac-
tivities engaged in by professional
sports operators, it appears that
the subcommittee will neither aec-
cept the Johnson-Herlong legisla-
tion nor will it write legislation of
its own until the issue is carefully
studied.

Radio-TV May Enter

Radio-TV may enter into the
writing of the report, it was ad-
mitted. The subcommiltee may dis-
cuss the broadcast media in its
report to the extent that they point
out the interstate nature of base-

baill—nub of many a court dispute.

However, the subcommittee
doesn’t expect to get into the “na-
ture™ of radio-TV rights and con-
tracts, such as territorial rights
and league rules—because of cur-
rent litigation.

Revenue figures released to the
subcommittee by baseball leagues
provided the following informa-
tion:

In primary radio-TV contracts,
the American League clubs received
$1,656,000 in 1950, the National
League clubs, $1,708,000 the same
year. Similar contracts for 1951—
American League, $1,778,412.50,
National League, $1,598,900, plus
$110,000 for the All-Star game,
$1,075,000 for the World Series.

Total revenue for 1951 was $4,-
561,312.50 for the leagues. In this
breakdown, highest intake for an
individual American League club
(unnamed) was $402,500, lowest,
$25,000. Highest National League
Club revenue from radio-TV was
$360,000, lowest, $72,500.

Also of interest to the broad-
casters as to the amount they have
been pouring into baseball coffers:

In 1950, the American League
received a total revenue from home
games amounting to $9 million; on
the road, $2,500,000, and exhibi-
tion games, $350,000. Radio-TV
netted the league $1,656,000. Add-
ed together this makes total reve-
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nue $16,338,000. Subtracting oper-
ating costs of $12,646,000 and other
costs (plaver salaries, etc.), income
was $1,829,000, which after taxes
was $623,000.

Similar breakdown for the Na-
tional League in 1950 (approxima-
tion) showed total revenue $15,696,-
000, of which radio-TV contributed
$1,708,000. Total expenses amount-
ed to $12,858,000, which gave a
total operating income of $2,838,-
000, of which after further costs
were deducted gave $678,000 before
taxes or a total of $53,000 after
taxes.

RESNICK NAMED
To Hear ABC-UPT Case

SELECTED to preside at the in-
volved Paramount Pictures license
renewals and ABC-United Para-
mount Theatres merger hearing—
scheduled for Jan. 15—is FCC Ex-
aminer Leo Resnick. Appointment
was made Oect. 22,

Mr. Resnick, who has been with
the FCC since 1940 except for
Navy duty during the war, was the
examiner in the 1349 hearings on
the purchase of the FLouisville
Courier-Journal’s WHAS-AM-FM-
TV by the Crosley Broadcasting
Corp. (WLW Cincinnati). That
sale was denied hecause of over-
lap between WHAS and WLW. Mr,
Resnick is a graduate of Columbia
U. Law School-and served in vari-
ous FCC legal positions before be-
ing appointed an examiner in 1947.

Efforts had been made to have
the FCC en hanc hear the merger
case, but apparently they were un-
successful.

PROPOSES AM GRANT

For Reedsburg, Wis.

INITTAL DECISION, recommend-
ing the grant of William C. For-
rest’s application for a new AM
station in Reedsburg, Wis., on 1400
ke with 250 w fulltime, was issued
by FCC Examiner J. D. Bond last
wecek,

Question of overlap between the
proposed new Reedsburg station
and WIBU Poynette, Wis., also
owned by Mr. Forrest, was resolved
in favor of the applicant on the
grounds that 4,000 people in Reeds-
burg had no primary broadcast
service, day or night. The ex-
aminer felt that the fact 8,300
persons who would get daytime
primary service from both stations
was overshadowed by the benefits
a new station would bring to Reeds-
burg.

Telecasting



IN ﬁm, IT's
w 288%/

he 1951 Towa Radio Audience Surveyk proves
conclusively that total radio listening in Iowa is
greatly on the increase. An exact comparison with
1949 (when the Survey gathered the same listening
data at approximately the same week of the year)
shows that lowa nighttime listening, for example, is up
28.89,!
Between 5 p.m. and 8 p.m., the Survey found
increased hstenmg for every quarter hour, 1951
over 1949, with an average increase of 28.8%, for
each of these twelve /e _important quarter Thours!
'(The hours 8 to 10 p.m. were covered only by
 the 1951 Survey. It “found a remarkably ‘high
average of 62.9%, of all adults Ilstenmg at each
quarter hour!)

For the average quarter-hour period 5 a.m. to 8 p.m.,,

the Survey found a 14.4%, increase in listening, 1951
over 1949!

When you project these increases against the fact that
Iowa also has motre famtltes, more multiple-set homes,
and more car radios than in 1949, you find the in-
creased amount of radio listening is even greater than
the average percentages shown above.

Clear-Channel, 50,000-watt WHO continues, of course,
to get the greater share of lowa’s increased radio
listening. This and many other authentic, up-to-date
facts about radio in Iowa are thoroughly documented
in the 1951 Iowa Radio Audience Survey. Write for
your free copy, today!

WHO SAID NIGHTTIME

RADIO IS DYING?

+ for lowa PLUS ¥
Des Moines . . . 50,000 Watts

Cal. . J. Paleier., President

. & Lasyet, Hesident Manager

FREE & PETERS, INC.

National Representatives

#The 1951 Jowa Radio Audience Sur-
vey is the fourteenth annual study of
radio listenin hablts m lowa, It
was conducted8 Whan of
Wichita Umvcrsnry and hlS staff. It
is based onxersonal interviews during
Macch and April, 1951, with9,180Towa
families—all SCICI‘ItlﬁCihy selected from
Towa's cities, towns, villages and
farms, to preseat a tru¢ and accurate
picture of the radio audience in Towa.




CRITICAL MATERIALS

CBS-COLUMBIA last week was
granted a second postponement of
a hearing before the National
Production Authority on its appeal
for additional critical materials.

The manufacturing arm of
Columbia Broadecasting Inc. sought
an additional three-week delay on
a plea for an adjusted base period
looking toward a larger output of
monochrome TV receivers, radio
sets, phonograph players and
other products.

The reason was not immediately
known but it was presumed that
CBS-Columbia wants more time to
modify its presentation in view of
the government’s clampdown on
coler TV production [B®T, Oct.
29,T22]. The meeting had been de-
ferred once before—from OQOct. 23
to})ct. 30 (last Tuesday).

Seeks Greater Quota

CBS-Columbia is seeking a
greater quota of raw materials
(steel, copper and aluminum) than
that presently allotted to Air King
Products, which it absorbed in the
purchase of Hytron Radio & Elec-
tronies Corp. last June.

The manufacturing branch of
CBS Inc. was given an adjustment
of the Air King base period and
appealed for larger quantities,
partly on the ground that it
planned to turn out 250,000 color
telesets in 1952 as well as adap-
terd and converters.

Not withstanding the color TV,
blackout, CBS Columbia is still
holding fast to its bid for more
materials to turn out black and
white sets. Present base period al-
locations which NPA allowed last
August are insufficient, CBS-
Columbia contends, noting that
quarterly quotas enable it to turn
out only about 35% of what Air
King produced in 1951. NPA offi-
cials point out, however, that this
con;forms substantially to the pat-
tern of cutbacks for all materials
in civilian industries.

PA denial of a higher base
period formula on color telesets
and so-called “slave” units re-
portedly was a prime factor in
Defense Mobilizer Charles E. Wil-

son’s decigion to mothball color TV
receiver production.

To have turned out 250,000 color
sets next year, CBS-Columbia
would have required that many
fractional horsepower motors util-
izing vital copper supplies.

Mr. Wilson reportedly advised
CBS President Frank Stanton:
“Not in your lifetime or in the
lifetime of your children will there
be enough coper to meet all the
needs of everyone.”

Last week Mr. Wilson’s words
were strongly underscored on an-
other level, the Defense Produc-
tion Administration.

“Copper supplies are almost
dangerously short,” DPA asserted.
“Two large strikes, extreme short-
age in scrap supplies and con-
tinued low imports caused by in-
ternational prices have made cop-
per the most critical of all im-
portant production metals for both
the immediate and the long range
outlook.”

The civilian application of this
vital metal was outlined to BROAD-
CASTING ¢ TELECASTING by John
Milling, director of NPA's End
Equipment Branch of the Elec-
tronics Products Division.

“There will be a sharp.drop in

CBS Again Delays

the amount of copper available for
civilian uses in the first quarter of
1952 from the fourth quarter of
1951. As with all consumer dur-
ables, there may be as much cop-
per for Class B or less essential
products, but military and defense-
supporting- orders will get them
and consumers will receive what is
left.”

Allocations Announced

DPA already has announced al-
locations of copper for January-
March 1952 to its Electronics Prod-
ucts Division, which serves as
claimant agency for industry
needs. Thus, only a small percent-
age of the 33,760,000 pounds set
for copper will flow into civilian
production of radio-TV sets and
other goods.

DPA also lumped steel with cop-
per, aluminum, cobalt, nickel and
tungsten as the “most critical ma-
terials”—those “insufficient for de-
fense and civilian demands.”

The program embarked on by
the electronics manufacturing in-
dustry to redesign, simplify and
improve products through conser-
vation was noted by the agency.
These materials are used in cath-
ode ray tubes, antennas, transmit-

IBEW REPLIES

Tracy Criticizes
St. Louis Story

D. W. TRACY, president of International Brotherhood of Electrical
Workers, charged last week that statements in the Oct. 29 BROADCASTING
® TELECASTING. about relations between St. Louis Local 1217 and loecal
stations as well as the union’s headquarters are incorrect and embar-

rassing to the union.

Mr. Tracy said the local and in-
ternational have a long record of
cooperation and added that he was
highly disturbed about the article.

The story was based on informa-
tion obtained from sources which
BROADCASTING ¢ TELECASTING con-
sider reliable. It reviewed terms
of wage demands submitted by
Local 1217 to St. Louis stations.

“When a union as old as this has
become stabilized in its operations
I think they’re doing a pretty good
job,” Mr. Tracy said.

“That local has no unsavory re-

FARMWORLD TODAY

A SPECIALIZED PROGRAM FOR A SELECTIVE MARKET

CHICAGOD 7

CLEAR CHANNEL Home of the NATIONAL Barn Dance
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s I .
lations with stations. I Thave
checked with employers in St.

Louis. They speak very highly of
the local. You have created the
impression this is .an unruly, undis-
ciplined crowd. The record speaks
for itself.

“The statements about the record
of the local and its relations with
the international are far from being
correct. The local has a record of
continuous cooperation with the in-
ternational union. They've always
lived up to the constitution and by-
laws, We have had no trouble with
them. We have cooperated with
them and they have cooperated
with us.

“We have our differences with
employers, of course, We have a
good record in the broadcasting in-
dustry and don’t want to have that
record marred. We don’t Ilike
strikes and try to avoid them.

“This is a serious mistake, re-
flecting on our organization and
one of the oldest and most progres-
sive organizations in our union. I
am highly disturbed about the
article.”

Mr. Traey objected particularly
to statements that the St. Louis
local has a continuous record of
unsavory relations with stations
and has been called the most
troublesome local in the electronic
field. He also objected to a state-
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ter towers, magnetic speakers and
in wiring and plating techniques.

Structural and alloy steel have
grown scarce but the most press-
ing problem here involves the in-
adequate collection of scrap. Tight
situation on steel and copper is
pointed up sharply with growing
industrial expansion for the de-
fense ‘“‘tool-up” and all-time pro-
ductive highs.

Meanwhile Atty. Gen. J. Howard
McGrath called for creation of a
centralized procurement plan which
would permit large, medium and
small business firms all to par-
ticipate in the nation’s mobiliza-
tion drive. He favors an inven-
tory of all firms to determine their
productive capacities.
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NARTB DISTRICT MEETINGS

Dates Dist. Hotel City
Nov.
8-8 7 Seelbach Louisville
12-13 3 Willlam Penn Pmsburgh
15-16 1 Somerset Bosto
* & ®
Nov. 5: BMI Program Clinic, Hotel

Northern, Billings, Mont.

Nov. 7: BMI Program Clinic, Alonzo
Ward Hotel, Aberdeen, 8, D.

Nov. 9: Hearing for objections to peti-
tion for reorganization of LeBlanc
Corp. (Hadacol), U, §. Court (South-
ern New York District), Foley
Square, New York City.

Nov. 9: BMI Program Cl!nic, Radisson
Hotel, Minneapolis, Minn

Nov. 10: BMI Canada Ltd Program
Clinic, Royal Alexandra Hoﬁel, Win-
nipeg.

Nov, 12-13: First District Meeting, Adv.
Federation of America. Boston.

Nov. 12-14: National Assn. of Radio
News Directors Convention, Sherman
Hotel, Chicago.

Nov. 13: AAAA Michigan Council An-
nual Meeting. Statler Hotel, Detroit.

Nov. 14: Columbia Affliates Advisory
Board meeting, District 9, Hotel Utah,
Salt Lake City.

Nov. 14-15: American Public Relations

n., Seventh Annual Meeting,
Philadelphia.

Nov. 21: Broadcasters of Maryland and
District of Columbia, meeting to com-~
plete organization ot Maryland-Dis-
trict of Columbia Broadcasters Assn.,
Baltimore.

Nov. 26-29: Financial Public Relations
Assn,, ual Convention, Holly-
wood Beach Hotel Hollywood, Fla.

Nov. 28-Dec. 1: Fifth Annual NBC Ra-~
dio and Television Affiliates Conven-
tion, Boca Raton (Fla.) Club and
Hotel.

Dec. 5-7: NARTB Board of Directors,
Washington

Feb, 25: FCC-Theatre Television hear-

Dec. 7-8: Television Authority Conven-
tion, Park Sheraton Hotel, New York.

Dec. 10: Columbia Affiliates Advisory
Board meeting, Districts 4, 5, and 8,
Hotel Roosevelt, New Orleans.

Dec. 13: Columbia Affiliates Advisory

Board meeting, Distriet 7, Muehle-
bach Hotel, Kansas City.

ment that IBEW headquarters
described the local as antagonistic
to the international.

Terms of the local’s demands call
for a flat $130 & week from stations
plus a long list of other benefits.
Two increases in scale have been
granted in a year. The present
contract expires Nov. 15. Demands
are well in excess of the maximum
permitted by Wage Stabilization
Board regulations,

® Telecasting



. . Banger, Maine

. Portland, Maine

to hetter representation

Three more important stations are being welcomed
into the Avery-Knodel radio and television family. Three
more stations offering agencies and their advertisers
the best service in their markets . . . markets essenfial

to every national advertiser.

AVERY-KNODEL, INC

BROADCASTING *® Telecasting
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15000 WATTS 560 KC

1230 KC

TOTAL MARKET DELIVERED BY
WGAN WGUY WGUY-FM

Radio Families . . . . e e . . 220,920*
Retail Sales . . . . . . . 696,710,700**

Effective buying income s s 5 . $889,043,400**

*Radio Fomilies, U.S.A.—1949

**Sales Management Survey of
Buying Power, 1951




most of Maine listens
BANGOR

GUY GANNETT BROADCASTING SERVICES




300 WATTS 1260 KC

dominating northwestern Pennsylvania

Blanketing northwestern Pennsylvania and an area extending
into southwestern New York and northeastern Ohio, WERC — NBC for
Erie — covers a population of more than half-a-million* with
America’s No. 1 network programs and

local shows keyed to

this typically American region. One look at

the WERC rate card and market analysis
reveals that this is an excellent market opportunity for product

testing, as many of the country’s major advertisers have discovered.

*Within 0.1 millivolt contour

AVERY-KNODEL, INC.




NBC Sets Formula

(Continued from page 28)

radio in its TV adjustment curve.

Again, without details of the TV
adjustment curve at hand, no affil-
iate could possibly figure its rate
changes under the new plan.

Significantly, the NBC report to
affiliates said that in both televi-
sion and non-television markets
there were some affiliates whose
rates would go up and others whose
rates would go down. After ad-
justment for television, the total
network rate as proposed is about
the same as it now stands since the
10% reduction last summer.

DAYTIME RATES

About the same technique was
used to establish daytime rates as
was used for evening charges. Ra-
dio homes used as a base were those
within the station’s daytime 50%
BMB area, and these were weighted
for retail sales on the basis of
population and sales within the day-
time area.

Since listeners per 1,000 radio
homes in the daytime average
about 45% of those at night, NBC
fixed daytime base rates on the
curve so they would produce costs-
per-thousand that were 456% of the
costs-per-thousand figured on the
evening rate curve.

TV adjustment in daytime rates
was not as severe as at night. No
television adjustment at all was
made in morning rates, but in the
afternoons the adjustment was
made this way:

NBC said the best current data
indicated that at most there was
a 25% loss of radio listening to
TV in the afternoon. The TV ad-
justment formula therefore pro-
vides for a 26% adjustment in the
new daytime base rate when TV
saturation in the station’s area
reaches 100%, and for a sliding
scale downward (which was not
further described) in ratio to the
amount of TV penetration.

Under the proposed schedule,
stations in non-TV markets will
have the same morning and after-
noon rates: those in TV markets
will have afternoon rates some-
what lower than their morning
rates. Although many stations will
find their rates going either up or
down under the plan, the total net-
work morning rate will be slightly
higher than it now is, and its
afternoon rate about the same.

The description of the plan that
NBC last week sent to affiliates
also dealt at length with changes
in network option time. These had
been deseribed to some extent
earlier [B®T, Oct. 8], but here’s
a summary of the changes and the
time table that NBC has set to
accomplish them:

“By Jan. 1, 1952: For Eastern
and Central Zone stations, the ad-
dition of 9:30-10 a.m. New York
time as network option time week-
days: a change in the evening
network option time to 7:30-10:30
p-m. New York time weekdays;
and the addition of 9-10 a.m. local
time on Sunday as network option
time.

“Also by Jan. 1, 1952: For Pacific

BROADCASTING

Radio Everywhere

HAVENS & Martin stations
WMBG and WCOD (FM)
Richmond have embarked on
an “Everywhere There Is
Radio” campaign in their
area. Campaign utilizes an-
nouncements which point up
advertising in the medium,
concluding, “Radio advertis-
ing is good business.” Havens
& Martin also operates
WTVR (TV) Richmond.

Zone stations, a change in morning
network option time to 9:45 a.m.-12
noon and 12:15-1 p.m. weekdays
and a change in evening network
option time to 6:30-2:30 p.m.
weekdays, both in local time. For
Mountain Zone stations, the addi-
tion of 10-11 a.m. local time on
Sunday as network option time.

“By Oct. 1, 1952: For Eastern
and Central zone stations, the ad-
dition of 9:15-9:30 a.m. New York
time and 12:15-12:30 p.m. New
York time weekdays as network
option time, provided the 9:30-10
a.m. period has been sold; and a
change in afternoon option time to
2-5 p.m. New York time week-
days.”

NBC described its new rate
strueture as “a fundamental change
in network radio rate-making”
which “for the first time .
establishes radio homes, weighted
by a retail sales index, as the
basie factor in the construction of
network rates.”

The formula, said NBC, ‘“pro-
vides a basis for rate adjustments
which can be made in terms of
measurable factors and will con-
form to the changing values of
network radio.”

As affiliates last week pored over
the voluminous report, they agreed
that NBC had made a whopping
attempt to set things straight, and
most applauded the principle and
the effort. What they all were
waiting to hear, however, was how
much up or down they would be
asked to move their rates when
the station relations man from
headquarters came around.

McDonald to WNOE

PATT McDONALD, formerly gen-
eral manager of WHHM Memphis
and recently vice president and
station relations
director of Lib-
erty Network,
has joined WNOE
New Orleans as
vice president and
general manager.
James E. Gordon
is president of the
50 kw New Or-
leans outlet. Mr.
McDonald re-
siigned as NARTB
director-at-large for small stations
last spring when he left WHHM.
He had served on NARTB commit-
tees and had been active on behalf
of small stations in association
affairs.

Mr. McDonald

® Telecasting

RADIO’S CAMPAIGN

Knoxville Stations Join

CAMPAIGN spreading over the
nation to talk up radio’s selling
power added Knoxville stations
WROL WNOX WBIR WKGN and
WIBK last week.

Beginning last Thursday,
stations kicked off their drive to
promote the radio industry and to
make the public more aware of the
part radio plays in the lives of
every American.

Cooperating stations represent
each of the networks—WROL,
NBC; WNOX, CBS; WBIR, ABC;
WEKGN, Mutual. WIBK is an in-
dependent. Each station has been
supplied with a disc from World
Broadeasting System, firm that has
originated the promotion. Each
disc features a radio star.

MD.-D.C. UNIT

Broadcasters Meet Nov. 21

FINISHING touches on what is to
become the Maryland-District of
Columbia Broadcasters Assn. are
slated to be applied in a Baltimore
meeting of broadcasters from
Maryland and D. C. on Nov. 21.
Harold E. Fellows, NARTB pres-
ident, will speak at a morning ses-
sion with an after-luncheon speech
by & representative of a national

" advertising agency to be named.

Election of officers will follow.

Committee appointed at an An-
napolis meeting to draft a consti-
tution and by-laws comprises:
Charles J. Truitt, chairman, WBOC
Salisbury; Joseph L. Brechner,
WGAY Silver Spring; Charles E.
Smith, WTBO Cumberland; John
E. Surrick, WFBR Baltimore, all
Maryland, and Ben Strouse,
WWDC Washington.

Industrial Field

(Continued from page 25)
Timken has been out with sleeves
rolled up and fists flying. In that
period we have had several sur-
veys taken to find out if indeed we
are making enemies. The results of
those surveys show conclusively
that the prestige and reputation
has been markedly enhanced.

“Timken, honestly and boldly,
has taken a clear-cut unmistakable
position on the subject of govern-
ment spending, unnecessarily high
taxes and increased functions of
the federal government. OQur
plant city communities think none
the less of us. In fact, on the con-
trary. And if ever a country needed

leadership that would speak out in

courageous unmistakable tones, it
is the United States of America
. . . 19517

Emil Waelti

FUNERAL SERVICES were con-
ducted Tuesday for Emil Waelti,
48, engineer at WBBM Chicago
for 17% years, who died the pre-
vious Sunday. Mr. Waelti, a mem-
ber of IBEW Local 1220, is sur-
vived by his wife and two children.

the’

For eurs that cuddle closer
And folks who can’t say “wo sir”’. . .

Programs that really da you geod;
Pitk o station that's a haney

And you'll make a lot more moneyl
In Greater Grand Rapids, iv¥'s WOOD!

Is WOOD a real buy?
Call Kotz and see why!

In Greater Grand Rapids . . ; the
most ears are WOODpecked

® WOOD appeals 10
Greater Grand Rapids’
most  diversified audi-
ence

Covers Michigon's larg-
est inlond market

Gives yau lowest cost
per thousand

Gives you best local
programming and pro-
motion

Is Greater Grand Rap-
ids* only 5000 wati
station

For the best earful in
Greater Grand Rapids see

| f‘-} o)
R R
5000 WATTS * NBC AFFILIATE
and WOOD-TV
GRAND RAPIDS. MICHIGAN
[ ]

Also WFDF — Flinl, Mich,, WEOA — Evansville,
ind., WFMB ond WFMB.TV, indionapelis, Ind.

Notienal Repressniolives
Kotz Agency, 488 Madisen Ave., New York, N.Y.
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NEW CD MONEY

Bill Signed by Truman

PRESIDENT TRUMAN last
Thurzday signed a supplementary
money measure (HR 5215) provid-
ing additional funds, for federal
¢ivil defense communications and
public media during the fiscal year
ending next June 30.

ere is what the President’s sig-
nature means: .

Allows the Federal Civil De-
fense Administration $3 million for
confmunications and $240,000 for
attack warning systems.

Allots FCDA $1.56 million-
plus for “educating the man on the
strget” through radio, TV and other
media, and another $3.6 million
for “executive direction,” including
public information operations.
@ Prohibits the Treasury Dept.
from using any funds for paid ra-
dio, TV, press and other campaigns
to promote savings bonds.

Rejects the request of the
FCC—and of the Chief Executive
himself—for $1,340,000 to buttress
the [Commission’s security monitor-
ing |activities (This had been re-
jected by both House and Senate
Appropriations Committees and
thug did not come up for vote.)

Other legislation previously
signed by Mr. Truman knocked out
mongey for paid armed forces re-
cruiting drives in all media.

VOELLER FIRM

Formed in Hollywood

WILL H. VOELLER, for three
years president of Universal Re-
corders, Hollywood, has resigned to
form his own
company, Will H.
Voeller Produc-
tions.

With Universal
for six years, Mr.
Voeller said he
will concentrate
solely on radio
and television
production, with
nucleus based on
contracts now in
force with his former firm.

Mr. Voeller

FREEDOM WARNING

Dr. Bronk Gives Views

AMERICA will have freedom only
so long as it has free dissemina-
tion of information and knowledge,
Dr. Detlev W. Bronk, president of
Johns Hopkins U., said Wednesday
in address to the third anniversary
celebration of WAAM (TV) Balti-
more. Dr. Bronk president of the
National Academy of Sciences,
serves as chairman of the WAAM
Program Advisory Council.

Dr. Bronk told how he had per-
sonally investigated the suppres-
sion of radio in Europe.

CBS Heroine

FLORENCE WARNER, as-
sistant to the CBS Radio
director of talks, was award-
ed the Carnegie Bronze Medal
for Heroism last week for
saving a man from drowning
off the coast of Florida in
1950. Mrs. Warner, aboard a
cabin cruiser in Hawk Chan-
nel in the straits of Florida,
rescued William E. Kriedler,
31, when he fell into the sea.

NEW NARTB AIDE

Mrs. Whittenburg Named

APPOINTMENT of Mrs. John V.
Whittenburg as special assistant in
the NARTB Public Affairs Dept.
was announced Thursday by Presi-
dent Harold E. Fellows. She will
serve under Robert K. Richards,
public affairs director.

Mrs. Whittenburg will prepare
weekly industry-government high-
lights for NARTB as well as aid in
writing and editing other associa-
tion newsletters. Before joining
NARTB Mrs. Whittenburg was
makeup editor of BROADCASTING ®
TEECASTING, resigning last Septem-
ber to be married. Her maiden
name was Jo Hailey. A native of
Dublin, Tex., she was educated at
Hillsboro Junior College and 1, of
Texas, receiving a B.S. degree in
radio and TV at American U,

R. M. MARRIOTT

Was Engineering Pioneer:

ROBERT M. MARRIOTT, 72, ra-
dio engineer and pioneer in broad-
casting, died last Wednesday at his
home in Brooklyn, N. Y.

During his electronics career, Mr.
Marriott, who was born in Rich-
wood, Ohio, began radio experi-
mentation while a student at Ohio
State U. in 1897. He is credited
with being the first man to put the
telephone and detector method of
radio reception, forerunner to the
vacuum tube, into practice. He
was consulting engineer of the
Federal Radio Commission in 1928«
29 and acting Commissioner in
the FCC’s Zone I area. A for-
mer president of the Institute of
Radio Engineers and the Wireless
Institute, Mr. Marriott served on
numerous radic and electronics
organizations..

Litvin to Take Leave

FCC HEARING Examiner Fanney
N. Litvin will 'take a two-month
leave of absence for personal busi-
ness reasons beginning about Dee.
1. Two of her cases were ordered
certified to the Commission for ini-
tial decision without preparation -
of a recommended decision by the
Examiner. They are Blytheville,
Ark., and Lawton and Anadarko,’
Okla., cases.

IT GENERA

CENTRAL OHIO’S ONLY CBS QUTLET

POWER WBNS 5000 - WELD 53,000 - COLUMBUS, OHIO

PLUS
WELD-FM

Ask John Blair

ANNUALLY

| wir s182,855000°

Miscelldneous sales add up to big business in Central Ohio.
. powerful WBNS, Central Ohio’s only CBS outlet, gets through to the
24 Central Ohio Counties with all 20 top-rated programs, day and
night! (May-June Hooperatings). And you get more listeners per
dollar than from any other local station.
For time availabilities and rates, write us
or contact your John Blair Representative.

YOU GET A GIFT
OF MORE LISTENERS
PER DOLLAR ON

WBNS

fsﬂ"“‘ '51+’52 SRDS Consumer Mkis.

EVEN “0DDS AND ENDS” ADD
UP TO $142 MILLION IN CENTRAL OHIO

L MERGHMMSE SALES

And

| [
Page 38 ® November 5, 1951

BROADCASTING »

Telecasting




'KMPC IS DOING SUCH A CLASS A
JOB® FOR SO MANY CLASS A
NATIONAL ADVERTISERS® AND
CLASS A LOCAL ADVERTISERS®

IN THIS CLASS A MARKET® THAT
WE'RE 100% SOLD OUT OF
CLASS A PROGRAM TIME®

(D Sort of a one-station network, we cover 205 Southern California communities.

(2) Such as: Bayer Aspirin, Birds Eye, Camels, Del Monte, Ipana, Libby.

(3) For example: Gallen Kamp Stores, E. F'. Hutton, Marshall & Clampett, Thrifty Drug Stores.
(3 Sell your product first in Southern California— and the rest of the world will buy.

(® Although our definition of Class A time is 6:00 P.M. to 10:30 P.M., we are
virtually sold out until 1:00 A.M.

_

o P
'“‘/ﬁ% K M c 10S ANGELES—710 KC

REE SPECCH
MIKE
-

f

EZLERY N 50,000 watts daytime « 10,000 watts nighttime
REPRESENTED BY H-R REPRESENTATIVES, INC. « AFFILIATE, LIBERTY BROADCASTING SYSTEM
RADIO CONTINUES TO BE "AMERICA’S GREATEST ADVERTISING MEDIUM”
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d(/hat? Another agency? A firm of legal beagles? A brokerage
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No-—just the names of three of nineteen different kinds of fish
arketed commercially in Canada’s 200 million dollar fishing

industry. From the Grand Banks off Newfoundland to the

salmon-choked Fraser River in British Columbia, fishing is big

Husiness to Canadians. Within the last 15 years, the market value
as jumped from 45 million to around 200 million, keeping pace
ith Canada’s booming economy.

anada ought to be, must be, a good catch for your product.

ngling for customers in Canada is, like catching the elusive

salmon on the Restigouche in New Brunswick, a tricky business.
Putt'ing first things first, the angler must be guided to the more
promising fishing grounds and given the right bait.

In Canada, radio is your best bait. Guides who know say radio
lands the biggest catch because radio plugs your product day or
night, any day of the week, wherever your best markets are.

To compound the jargon of the fisherman into selling sales sense:
Your Canadian network of private radio stations from coast to
coast is the net that works in catching customers.

If you're planning to get your feet wet in this fastest growing
market, remember:

“In Canada'you sell ‘em when you tell ‘em!”

A message from the 103 member stations of the
Canadian Association of Broadcasters
whose voices are invited into over 3 million homes every day.

CANADIAN ASSOCIATION OF BROADCASTERS

|
1qe Sparks St.,

Ottawa.

37 Bloor St. West,
Toronto.

I
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NFL REPLIES

Requests Dismissal
Of Justice Suit

THE NATIONAL Football League asked the U. S. District Court last
week to dismiss the Federal anti-trust move to break up restrictions on
televising and broadcasting games [B®T, Oct. 15].

Former U. S. Sen. Francis J. Myers, one of elght attorneys representing

the league, asked dismissal on the
grounds that the complaint “fails
to state a cause of action upon
which relief ean be granted.”

The government, in a suit filed
Oct. 9, accused the league of violat-
ing the Sherman Act in “blacking
out” telecasts and broadcasts of
local games.

The motion for dismissal called
the complaint defective and asked
for a more definite statement of
the charges.

Exception was taken to two para-
graphs in the federal suit. One
charges a continuing agreement to
restrict persons and areas to whom
the games may be shown. The other
has to do with denying the public
in various cities an opportunity to
see the events telecast.

The first paragraph, the league
charged, fails to identify the con-
tinuing agreement or to say
whether the agreement is oral or
written.

The motion charged that the
other paragraph is defective be-
cause it fails to state which radio
or television stations are boycotted;
fails to identify the cities affected,
and fails to-state which radio and

NATIONAL NIELSEN RATINGS
TOP RADIO PROGRAMS

(Total U. S. Areqa, Including Smofl-Tawn, Farm
and Urban Homes and including Telephone
ond Nen-Telsphone Homes)

REGULAR WEEK SEPTEMBER 16-22, 1951
NIELSEN-RATING *

Current

Roting

Current Homas
Rank Program 9

EVENING, ONCE-A-WEEK (Average for

All Programs) (5.5)

1 Lux Radic Theotre (CBS) 13.3

2 Arthur Godfrey's Scouts (CBS) 105

3 Walter Winchell (ABC) 9.9

4 Jock Benny (CBS) 2.3

5 Gene Autry Show (CBS) 9.0

[ F.B.l. in Peace and War {CBS}) %.0

7 Mr. and Mrs. North (CBS) 8.9

8 Gangbusters (CBS) 8.7

9  Drognet (NEC) 8.4

[{1] Mr. Kesn (NBC) 7.9

EVENING, MULTI-WEEKLY (Average for
All Progroms)
1 Beulah (CBS)
One Man's Fumnz (NBC)
3 Lone Ranger (AB

WEEKDAY (Average for All Programs) (4. 3

Lt
MR

—

F Ma Perkins (C 8.4
2 Romonce of He'en Trent (CBS) B.3
3 Big Sister (CBS) 7.8
4 Qur Gol, Sunday (CBS) 7.5
5 _ Wendy Worren and the News

(CBS) 7.4
& Aunt Jenny (CBS) 71
7 Pepper Young’s Femily (NBC) 6.8
8 Guiding Light (CBS) 6.7
9 Perry Mason (CBS) 6.3
10 Raad of Life (N8C) 6.3

DAY,

SUNDAY (Average for AH Pro-
2

groms) 2)
1 True Detective Mysteries (MBS) 5.3
2 Martin Kone, Private, Eye (NBC) 3.9
3 Sundoy Moming Gatherin’ (CBS) 3.6

DAY, SATURDAY (Average for All Pro-

grams) (3.5)
1 Theatre of Today (CBS) 7.5
2 Alias Jane Doe (CBS) 54
3 Mary Lee Taylor (NBC) 5.4

NOTE: Number of h is obtoined by ap-
plying the ”NIELSEN-RANNG" (%) ta 41,-
903,000—the 1951 ammuu of Total United
States Radio Homes.

(*) Homes reuached dunng all or ony part of
the program, pt for k only
1 to 5 minutes. For S5-minute programs,
Average Audience basis is used.

Copyright 1951 by A. C. Nielsen Co.
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*
television stations “are ready, will-
ing and able to satisfy the wide-
spread public demand.”

The league contended that cer-
tain portions of the complaint
should be stricken because there is
no allegation that the alleged
“blacking out” constitutes a viola-
tion of the Sherman Act.

“Since we do permit reproduc-
tions of our games,” the motion
said, “the NFL then is not in vio-
lation of the Sherman Anti-Trust
Act.”

Certain sections of the .govern-
ment’s charges, the motion de-
clared, “are so vague and ambigu-
cus that it is impossible for the
league to prepare a responsive
pleading which would adequately
meet the charges of the complaint.”

The Federal action was filed by
H. Graham Morison, assistant te
the U. S. Attorney General, in
charge of the anti-trust division.

A government attorney had said
that, if the action is successful,
other sports leagues and associa-
tions will be sued similarly, indi-
cating college football may be in-
cluded. .

CANADA MEET
Hears IRE, RTMA Papers

FIRST international radio fall
meeting of the Institute of Radio
Engineers and the engineering de-
partments of the Radio-Television
Manufacturers Assn. was held
jointly with the Canadian sections
at the King Edward Hotel, Toronto,
October 29-31.

Technical meetings, the three-
day session was devoted primarily
to television and supply of ma-
terials. About 700 delegates, mostly
from the U. 8., attended the mest-
ings. The next radio fall meeting
is to be held at Hotel Syracuse, Qc-
tober 27-29, 1952.

Following addresses of welcome
by R. A. Hackbusch, president of
RTMA of Canada, and of I, 8.
Coggeshall, president of IRE, the
opening morning sessions were
devoted to noise immunity and
local oscillator radiation suppres-
sion in TV receivers. L, M. Clem-
ent, Crosley Division, Aveo Mfg.
Corp., reported on material sup-
ply and told the meeting that
RTMA was endeavoring to have
the same conservation measures
adopted for the manufacture of

domestic receivers adopted by
military on electronics defense
orders.

Monday afterncon sessions were
devoted primarily to tube circuits
and tube reliability. Tuesday and
Wednesday sessions were devoted
mainly to- TV, with Wednesday
morning session to audio develop-
ments.

Telecasting
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It’s just possible that you didn’t see this in the Prairie

du Chien papers. So we quote: “John Pettra, owner of
the Zoo, has been using radio advertising this summer
and fall to let people know that he has an outstanding
attraction right in their own backyard. It has paid off
in big dividends. If you are doubtful, drive down that
way 4any Sunday afternoon and see for yourself the
number of people who came here to see the Zoo. Mr.
Pettra gives a large share of the credit for his influx of
visitors to Station WMT of Cedar Rapids.”

Prairie du Chien is in Wisconsin, 98 miles northeast
of us. The Zoo’s three floating spots a week cost about

as much as elephant feed, namely, peanuts.

While we’re on the subject of news items, did you see
the UP release which related how some folks out this
way worked themselves into a tizzie about certain belly

5000 WATTS,
600 KC.

Represented Nationally by the Katz Agency

To a time buyer

in the papers

dancers at the State Fair? There was talk which ques-
tioned whether or not that particular sort of muscle con-
trol offered the right kind of evidence of Iowa’s great-
ness. One of the young G-string ladies said she had
no apologies to make, and several fair-goers allowed as
how they agreed with her. Far as we’re concerned, we’d
cut off our legacy before getting mixed up in such con-
troversies. Whatever figures you look at, Iowa is
richly endowed, and WMT caresses lowa ears like corn-
on-the-cob. Statistic: Towa cash income from corn (1950},
$203,267,000. What wasn’t converted into cash went into

hogs which were worth $781,498,000.

What went into people isn't known, since exact corn-
on-the-cob figures are not available. But for data on
what can go into, and come out of, WMT, please see

the Katz Agency rep.

WMT "

CEDAR
RAPIDS

oh
T

BASIC CBS
RADIO NETWORK

missed these items



Broadcasters’ Aid
(Continued from page 25)
tional, or public service-type ad-
verfising, rather than for quick

sale's of automobiles.

Some 80% of NADA wmembers
are|located in towns of 25,000 or
fewer inhabitants. This means
that the local auto dealer in such
towns is one of the biggest busi-
nessmen in the community and, as
such, is repeatedly among the first
to be called on in civic drives, Mr.
Wolfington said. But does the
general public realize how import-
ant| a member of the community
thelauto dealer is, he asked.

ADA thinks not and thinks
further that radio is the best media
fo3 pointing this fact out to the
public.

ere are several aspects of the
many-sided story which dealers
ShO].‘lld use radio to tell. To stimu-
lateg the use of radio, NADA is
peppering its members with urgings
and| suggestions.

NADA indicated it would wel-

come similar efforts from the na-
tion’s time sellers. :

A particular angle which NADA
suggests to the time sellers affects
women motorists.

Research has shown NADA that
65% of women drivers never take
their cars in for repairs because
they don’t trust their own’ me-
chanical judgment as to what is
wrong with their cars and they do
noet have sufficient confidence in
getting an honest appraisal from
a repairman.

Salesmen’s Opportunity

NADA points out that here time
salesmen might be able to sell a

package to an automobile dealer.

during the daytime hours for a pro-
gram directed at housewives.

The 1952 demiand for automobiles
is expected to outweigh by a half
million the 4% million cars slated
for production, according to NADA.
This is going to increase demand
for used cars.

NADA is of the opinion that only

a small percentage of the public
realizes what it means to deal with
an automobile firm which has a
franchise to protect as against buy-
ing from a strictly used-car dealer.

At present, automobile dealers
make extensive use of classified
ads in newspapers to make sales
of specific cars. What NADA is
trying to get dealers to do is to
sell themselves as a place where
customers may with confidence buy
a car or have one repaired.

A deluge of material is sent to

‘each- NADA -member, trying to put -

them into a receptive frame of mind
insofar as radio and/or television
advertising is concerned.

NADA suggests to time sellers
that they strike while the iron is
hot. : :

Statistics and ideas for spot cam-
paign programs and packages
may be had by writing to Walter
M. Kiplinger, director of prome-
tion, NADA, 1026 17th St, N. W,,
Washington 6, D. C.

I

Columbia Network

55

A free ride
to Canada

(AND A 2 B1LLION DOLLAR MARKET)

market in itself.

WGR covers the rich

industrial and farming areas of
Western New York—a gigantic

But WGR also gives adver-
tisers a big plus in its coverage
of its across-the-border neigh-

bor—the two billion Toronto-

Ontario marketing area where

to station.

WGR is the 3rd most-listened-

(@tﬁfﬁ?’rﬁif&w &mm%dm
RAND BUILDING, BUFFALO 3, N. Y.

National Representatives: Free & Peters, Inc.

Lao J. (“Fitz"') Fitzpatrick
f. R.("1ke") Lounsberry
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| Hymns Sell Autos

AUTOMOBILE dealer, the
Bluefield Trading Center,
was visited by 30 potential
customers and by five pur-
chasers, as a result of 10
minute program sponsored
over WHIS Bluefield, W. Va.,
an NBC affiliate, the station
reports. Program, Hymns for
Today, featuring transeribed
hymns by America folk art-
ists, also drew 10 telephone
inquiries for the dealer. The
following day saw equal suc-
cess, WHIS notes. . Program
is presented five-times weekly
at 1:30 pm. by Douglas
Ford, staff announcer.

KAN. AP MEETING

Continues News Contest

MEMBERS of Kansas Assn, of As-
sociated Press Broadcasters, at the
annual fall meeting Oct. 28 in Man-
hattan, voted to continue their
monthly news contest another six
months. Contest, which was started
by association last spring, makes a
monthly award to station newsman
submitting best story to AP.

Representatives attending the
meeting included: Thad Sandstrom,
KSEK Pittsburg, who was elected
state chairman succeeding George
Gow, KANS Wichita; Ray Kozak,
KMAN Manhattan, who was named
vice chairman; Olaf Soward,
WIBW Topeka; Hank Davis and
Chuck Gerber, KNEX McPherson;
Mel Haines, KWBW Hutchinson;
Max Bicknell, Lyle Ticknor and Sid
Rose, KTSW Emporia; John Hen-
dry, KSEK Pittsburg; Jim Ayres,
KAYS Hays; Fay N. Seaton, oper-
ator of KMAN, and publisher of
Manhattan Mercury-Chronicle,
Howard D. Neighbor and Marvin
Houtz, KMAN; Bailey Axton,
KTQOP Topeka; Dick Embody,
KGGF Coffeyville; L. L. Longsdorf
and Bob Hilgendorf, KSAC Man-
hattan; Ken Thomas, Frederic D.
Butcher and Bob Fell, KSDB-FM
Manhattan. Representing AP in
Kansas City were Bureau Chief
Frank Gorrie and State Editor Joe
De George.

Thomas Mitchell Signed

ACTOR THOMAS MITCHELL has
been signed by World Broadeasting
System, transcribed library pro-
gram and feature production firm,
to star in a special half-hour Christ-
mas show, The Miracle at Christ-
mas, World officials announced last
week., The dise, with open spots
for local sponsors’ messages, is one
of a number of special Christmas
features which will be provided
World affiliates, spokesmen said.
The company meanwhile has re-
leased three special half-hour seript
shows, designed for stations to use
with local talent. First was a
Halloween show for last Wednes-
day night; others are The Poetry
and Prose of Peace, for broadcast
on Armistice Day, and We Count
Our Blessings,” for Thanksgiving.

BROADCASTING ® Telecasting
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AND IN THE WHOLE 4-COUNTY** FRESNO MARKET -
KM]J is again the top station ~— with a BMB penectration of
92% daytime, 91% at night. In face, KMJ's “day after day”
audience (72% of the market’s 143,030 radio families) is

34ths larger than that of second best station!

* Sales Maonogement’s 1951 Survey of Buying Power, Net EBI. ** U.5. Dept of Commerce Wholesale Troding Area.
NUMBER 1 STATION IN THE $660 MILLION FRESNO MARKET
580 KC NBC 5000 WATTS St
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Paul H. Raymer, National Representative
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REPLY TO JONES

- JOSEPH SCHEIDELER, presi-
dent ofLScheide]er, Beck & Werner,
New York, issued a statement last
week refuting charges made by
Duane Jones.

He spoke for himself and other
former employes of Duane Jones
Co. who now are with Mr. Scheide-
ler's firm and two other agencies.

“These former executives were
forced to terminate their relations
with the Duane Jones Co. by rea-
son of intolerable conditions which
rendered it impossible for the busi-
ness to continue upon a sound
basis, apd for us personally to work
in harmony with the head of the

agency,[’ the statement contended.
‘Yiolated No Contraet’
“At [the outset,” it said, “we

desire o make it crystal clear that
we have violated no contract with
the Dujne Jones Agency; nor have
we induced any client of that
agency . to violate any contractual
‘obligation. I believe the evidence
is overwhelming on that point and
we would welcome the opportunity
to havel the courts decide it, if, as
and when Mr. Jones sees fit to
file his long-threatened suit. We
never intended, nor do we now
propose} to try this case in the
press, but Mr. Jones’ continued
reiteration of distorted facts de-
serves lihis public denial.

“Mr. Jones has asserted that

we ‘pirated’ his accounts. This is
belied by his paid advertisement
on Sept. 27, 1951, wherein he
states:

“f . . It was unfair to ask
them [clients] to stay with me
through my period of indecision.
I therefore resigned all Duane
Jones accounts—unprecedented so
far as I know.

“We can prove, . .. that no one
of us ever solicited a Duane Jones
company client for business while
an officer of that company. Many
of his accounts withdrew because
of the same intolerable conditions
of Mr. Jones’ creation which con-
fronted us.

“Mr. Jones claims he received a
flat 48 hour ultimatum to resign
from the agency or we would. The
mere fact that we continued to
negotiate with Mr. Jones over a
period of six weeks completely ex-
plodes the ‘48 hour ultimatum’
statement.

Agency Billings Claim

“Mr. Jones, in one statement,
claims $17,000,000 billing. In an-
other  §$15,000,000. billing. He
claims, further, to have secured
this business single handed. While
there is no question that Mr. Jones
made a major contribution in past
years, it can be easily proved he
did not secure the business single
handed and in no calendar year

Issued by Scheideler

since he started the agency did
the billing ever exceed $11,200,000.

“At Duane Jones Company, the
executive and employes had two
incentive plans: A stock purchase
plan and an employes’ pension
trust. One of the first moves Mr.
Jones made when it became evident
that our dissatisfaction with his
conduct of affairs was genuine, was
an attempt to destroy the value of
our stock by setting up a retroac-
tive bookkeeping entry. One minute,
he publicly declared the stock to
be worth $88 a share (in fact, he
paid this to a retiring executive
after July 1). Later he stated
through his counsel that the stock
had no value.

Firm’s Pension Trust

“On the pension trust, his tactics
were cven more transparent. He
tried to wipe out our interests in
the trust by ‘firing for cause’—in
some cases, executives whose em-
ployment had already terminated.
As the pension trust is set up, any
money so recovered would be used
indefinitely to pay the premiums
for others, including Mr. Jones,
who is an important beneficiary.
He has, by these tactics, forced us
to sue for the monies due us. . .,
Our counsel, Neil P. Cullom, will
press for an early trial and I
am positive our rights will be
completely protected by the courts.”

POOR RICHARD CLUB

Sets, Up Community Group

IN RESPONSE to the feeling of
many members that the Poor
Richard Club, Philadelphia adver-
tising club, should play a more
vital and effective role in the com-
munity life of Philadelphia, the
Committee for Community Proj-
ects has been formed.

The new group includes many
Philadelphia executives in ad-
vertising agencies, radio and tele-
vision stations and newspapers.
They are:

Wilfred Delamater, chairman of the
committee; Earle A, Buckley, The
Buckley Agency, Roger W. Clipp,
WFIL-AM-TV; George T, Eager, “Eve-
ning Bulletin”; Jerome B. Gray, Gray
& Rogers; Harold 8. LeDuc, Bell Tele-
phone Co.; Al Paul Lefton, Al Paul
Lefton; John A, E, McClave, Lewis and
Gilman; Joseph P. McLaughlin, The
Beacon Agency; James J. D. Splllan,
Benjamin Eshleman Agency; Joseph L.
Tinney, WCAU-AM-TV; M. Wistar
Wood, Charles Morris Price School of
Advertising. .

Campeau Rescued

JOSEPH CAMPEAU, 26-year-old
son of J. E. (Ted) Campeau, pres-
ident and general manager of
CKLW Windsor-Detroit, was res-
cued fortnight ago from a drifting
speedboat on Lake St. Clair after
a 30-hour ordeal. Mr. Campeau,
with the son of a Windsor physi-
cian, was on a duck hunting trip
when the engine of the boat failed
and it was driven into the lake.

E| ERY SUNDAY NIGHT IN ORLANDO, FLORIDA

WLOF PRESENTS THE

"MERRY-GO-ROUND"

7:00 P.M. TILL 1:00 A M.

Harper.

This big, six-hour, telephone request
show is conducted by two of WLOF’s
top disc jockeys, Bocky Smith and Tom
More than 100,000 Ilisteners
telephone requests to this program an-
nually. Here is a show that has IMPACT
on Orlando and all of Central Florida.

$

FOR SPOT AVAILABILITIES CONTACT:
PAUL H. RAYMER COMPANY, INC.

WLOF

“FLORIDA’S SWEET MUSIC STATION"

5000 WATTS @ 950 KC ® MBS NETWORK
ORLANDO, FLORIDA

J. ALLEN BROWN
“ VICE- PRESII][NT & GENERAL MANABER

Page 44 | ® November 5, 1951

BROADCASTING e

Telecasting




A\ew Nodels
i Pork Chops

If you were to design a pig, you’d probably
start with some well-streaked bacon, surround it
with tender chops and meaty roasts, and append
a couple of hams—ones that would fit nicely in
an apartment-size oven.

These specifications are ones that customers,
by their preferences and purchases, pass along
to meat packers. Meat packers pass them along
to the farmers who raise the pigs.

And the farmers give ear! Throughout the
corn country the stylish stout that could once
be counted on to cop the blue ribbons gradually
18 taking a back seat to the more streamlined
pig of tomorrow.

Through selective breeding and balanced
feeding, farmers are getting pigs that put on
more pounds of meat in less time and put it on
in the right places. And many farmers are get-
ting them to market at the tender age of six
months instead of the usual year.

All of which adds up to this: When it comes
to meat, the lady with the market basket finally
calls the turn.

AMERICAN MEAT INSTITUTE
Headquarters, Chicago « Members throughout the U. S.
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More people listen-
~ to CBS Radio than
- This has been going on
January 1949. Today,

captures more than

. of all network




and liste

to any ot

ol

every month
CBS Radio

one-third

CBS Radio...35.1%
Network B...30.2%
Network C ...17.8%
Network D...16.9%

listening




On All Accounts

(Cﬁntinued from page 18)

sponsored by the company at one
time. T

As radio program and sales di-
rector, working with Central Divi-
sion Vice President John H. Norton
Jr., Mr. Smith’s sales territory
includes Chicago, Minneapolis,
Kansas City, St. Louis, Milwaukee,
Battleereek, Memphis, and Dal-
las. His hope and ambition and
not aL small degree of faith,
are that Chicago radio will “get
back where it was when I left
here.” Chicago was a “ball of fire”
when he worked at WGN in the
heyday of daytime serials, he re-
calls,

From 1932 until 1937 at WGN
he directed such famous daytime
serials as Bachelor’s Children,

Little Orphan Annie, Helen Trent
and Just Plain Bill. He was the
first director for Painted Dreams,
believed to be the first such serial
ever aired.

He learned direction and an-
nouncing at WGHP Detroit (now
WXYZ), which he joined in 1928.
Mr. Smith had been working in a
bank to earn enough for his final
year at the U. of Michigan. A
customer, WGHP’s program direc-
tor, asked him to be a parttime an-
nouncer. Parttime became full-
time abruptly after a bank official
told him to take his choice between
jobs. He later managed WOOD
Grand Rapids until Chicago anten-
nas beckoned him southward.

A native of Michigan, Mr. Smith
married the former Juliet Grazier,
whom he met at a summer resort.
Their son Larry, 20, a sophomore

at the U. of Minnesota, plans to
work in public relations. Ronny,
18, is a senior at New Trier High
School and an energetic basketball
and - football player. This season
his father, with Don McNeill, ABC
network AM-TV star, camped out
Saturdays at the school stadium to
see their sons’' fancy footwork.

Resides in Glencoe

. The Smith home iz in North
Shore suburban Glencoe, where Mr.
Smith maintains a well-equipped
machine shop in the basement.
Horseshoe pitching is his favorite
sport, and he’s a consistent
“ringer.” Mr. Smith currently is
looking for an indoor court and
some respectable competition after
discovering that golfers, predomi-
nant in the broadeast business,
don't convert to horseshoes very
well.

WHEN Tra.veling‘

WAS RISKY BUSINESS

In the early days of life insurance, a
policyholder had to have special per-
mission—often pay an extra premium
—to keep his life insurance in force
while traveling in the country’s less
settled areas.

Here is an entry in Mutual Life's
1843 register: *“Permission is given to
the insured to visit New Orleans by
the usual mail and inland routes.” In
those days some sections of the coun-
try were malaria-infested and others
really “‘wild"”.

How times have changed! Various
kinds of travel throughout the world is

commonplace. And the precise infor-
mation The Mutual Life has compiled
over the years has made it possible
for us to liberalize travel restrictions
on life insurance more and more, As
a current example, the fine safety
record of non-combat military flying
has enabled us to insure pilots and
crews of even the swiftest jets while
flying in most of the Western Hemi-
sphere.

This is just one way we try to keep
pace with the chang'ing times and-make
life insurance protection available to
more and more people.

J
WEATHER -:f— STAR ATOF OuUR MOME OFFICE — FLASHES OFFICIAL WEATHER FORECASTS

| THE MUTUAL LIFE

g § INSURANCE COMPANY of NEW YORK

1

1740 BROADWAY AT 55TH STREEY

'j“—-—
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CAKB VEETIG

FIRST of four Columbia Affiliates
Advisory Board annual district
meetings scheduled before mid-
December was held last Wednesday
at Columbus, Ohio, when CBS Ra-
dio executives conferred with
CAAB members from Districts 3
and 6 on general business and in-
dustry questions.

Other meetings on the schedule:
District 9, Hotel Utah, Salt Lake
City, Nov. 14; Districts 4, 5 and 8,
Hotel Roosevelt, New Orleans, Dec.
10; and District 7, Meuhlebach Ho-
tel, Kansas City, Dec. 13.

Howard S. Meighan, president
of CBS Radio, is to attend all meet-
ings along with other top CBS
Radio executives including ILouis
Hausman, administrative vice pres-
ident; John J. Karol, vice president
in charge of network sales; Lester
Gottlieb, director of radio pro-
grams; and William A. Schudt Jr.,
national director of station rela-
tions for CBS Radio. William B.
Lodge, vice president in charge of
general engineering for CES Radio
and CBS Television, also partici-
pated in the Columbus meeting.

Closed Meeting

Though all the CAAB sessions
are closed, they are expected to fol-
low the general format of earlier
meetings, with President Meighan
reviewing the position and outlook
of radio in general and CBS Radio
in particular; Mr. Karol outlining
general sales problems, new sales
devices and sales prospects; Mr.
Gottlieb discussing CBS Radio’s
program plans, attention to crea-
tive programming and the develop-
ment of low-cost attractions; Mr.
Hausman detailing the network’s
expanded promotion and exploita-
tion program, and Mr. Schudt can-
vassing particular station-network
relationship problems,

William Shaw, general manager
of CBS owned KNX Los Angeles;
Edwin Buckalew, assistant general
manager of KNX, and Ole Morby,
western division manager of sta-
tion relations for CBS Radio, will
join the group for the Salt Lake
City sessions.

Phiico on WRUL
PHILCO INTERNATIONAL Corp.

is sponsoring new 26-week series
titled Philco Rendezvous as latest
addition to Voice of Freedom pro-
grams over WRUL Boston, short-
wave station, Friday, 6:30 p.m.
Series — starring Beth Holland,
stage actress, assisted by Radio-
TV announcer Bill Lazar—will
feature U. S. theatre and fashion
news plus interview with promi-
nent American personality each
week. Slated to begin last Fri-
day, series claims State Dept. ap-
proval and will be shortwaved to
Central and South America in 19
and 25-meter bands.

® Telecasting

I



31 ¢rates
Salesmaker to -the—€entral-South

At 7:00 P.M. Saturday, September 29, Jefferson Island
Salt made a one minute free picture offer. This one
spot announcement drew the incredible total of 24,984
replies. The mail came from 31 states. This is, so far
as we know, an all-time mail pull record for a single
announcement — further proof of the pulling power
of WSM advertising.

WM

HNASHVYILLE .
CLEAR CHANNEL

WSM + 1 MIN. = 24,984 LETTERS FROM 31 STATES 50,000 WATTS

= IRVING WAUGH
Commercial Manager

EDWARD PETRY & CO,
Naliodol Represeniotive
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PEOPLE sell bél'l-erf

NBC RADIO, POWERFUL AT BIRTH...

.Network radio began 25 years ago this month with the
formation of the National Broadcasting Company. In its first
years NBC attracted many advertisers because of the novelty
and glamor of the new medium, but these advertisers stayed
and increased their investment in NBC because they discov-
ered our simple truism: People sell better than paper.

In the last 25 years NBC has become the voice of the great-
est names of this industrial era. Names like Cities Service, a
continuous advertiser for the full 25 years; General Foods and
General Mills, NBC clients for 24 consecutive years; Firestone,
beginning its 24th consecutive year this month.

We have no finer salestalk than this list of current NBC

Page 50 ® November 3, 1951 BROADCASTING ® Telecasting




"than paper

EINSEL

«2:15 NOW THE MOST-HEARD VOICE ON EARTH

advertisers, all of whom have used the network continuously
for 10 years or more:

American Tobacco Co. The Procter ond Gomble Co.
The Bell Telephone System The Pure OQil Co.
Colgote-Polmolive-Peet Co. R. J. Reynalds Tobocco Co.

E. I. du Pont de Nemours ond Ca., Inc. Skelly Cil Co.

Kroft Foods Co. Stondord Qil of Colifornio
Lever Brothers Co. Sterling Drug Inc.
Lewis-Howe Co. . Sun Oil Ca.

Liggett & Myers Tobacco Co., Inc, Whitehall Phormacal Co.

Miles Laborotoeries Inc.

Yes, for 25 years people have been selling better than
paper on NBC.

NBC Radio Networlk

o service of Radio Corporation of America
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‘onty ONE Station
DOMINATES

Rich, Growing

15-COUNTY
MARKET

With

1950 NET EFFECTIVE
BUYING INCOME
OF
$771,969,000"

*Sales Management, 1951

Survey of Buying Power

|
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AGENC Y PROB'.EMS Reviewed at AAAA Meet

MAKING a profit in television is
still a “serious problem” for ad-
vertising agencies, according to
Frederic R. Gamble, president of
the American Assn. of Advertising
Agencies, who reported on the in-
dustry generally at a meeting of
the AAAA Central Council in Chi-
cago Oct, 26 [B*T, Oect. 29].

Mr. Gamble’s comment was in
sharp contradiction to that of Ben
Duffy, president of BBDO, New
York, who said, “There’s some-
thing wrong with an agency’s sys-
Lem of operating if it can’t make
money in television, because the
opportunity is there.”

The AAAA president stated

member agencies are “doing a
somewhat better job of staying
out of the red” on television than
in previous years, due in large
part, to increased client use of the
medium.
- Pointing out that the general
condition of agencies continues to
be sound despite new problems oc-
casioned by the defense mobiliza-
tion effort, Mr. Gamble sees a
tight employment market and a
higher volume of business per per-
son in the agency. The number of
agency personnel has climbed with
advertising volume, “but somewhat
more slowly,” he said.

Price stabilization, “imposed on
many, if not most, clients,” offers
a challenge to the agency to de-
velop even more effective adver-
tising, he asserted. “In the face
of rising break-even points, it is
more than ever necessary for the
client to reduce costs and increase
sales in order to make a profit.”

Reporting on the economic health
of AAAA member agencies, Mr.
Gamble sees a “further gradual
improvement.” He said 57% of
the 93% of the 256 member agen-
cies submitting balance sheets
showed an increase in their liguid
capital ratios. Higher AAAA
financial ratings were given to 64
members and lower to 38, with 39
showing no change. Two of every

BREWERIES MERGE

Accounts to Continue

DIRECTORS of three brewing
firms—Drewry’s Ltd. U.8.A., South
Bend, Ind., and Atlas Brewing Co.
and Schoenhofen Edelweiss Co.,
both Chicago—approved a merger
last week after previous passage
of the proposal by stockholders.

Drewry’s under provisions of the
merger will issue one share of $50
par cumulative preferred stock for
each five shares of Atlas common
and one preferred share for each
16 of Schoenhofen Edelweiss. An-
nual capacity of the combined com-
pany is expected to be about two
million barrels.

Agencies now handling each of
the accounts are expected to con-
tinue with the same brands. Mac-
Farland-Aveyard, Chicago, super-
vises Drewry’s, while Olian Adv.,
same city, handles the other two.

three, he reported, show an in-
crease in 1950 volume compared
with 1949.

An analysis of agency costs
shows no “substantial” change, he
gaid, pointing out that payroll
costs continue to consume two-
thirds of the agencies’ average
gross income, with one-fourth of
the payroll for contact, plans and
merchandising, and another one-
fourth for copy and visualization.

Although agencies are spending
more each year to advertise and
promote themselves, the figure still
amounts to only about 1% of gross
income, Mr. Gamble said.

Lowe Runkle, president of the
Oklahoma City advertising agency
of the same name, discussed “What
the Agency Specialist May Not
Know About Agency Operation.”
Citing the “‘specialist” of the large
agency and the versatile, all-around
man of the smaller one, Mr. Runkle
said the comparison is analogous
to that of a famous college football
squad to that of a smaller school.
“The big difference is the number
of people involved in the various
operations,” because basically both
“squads” effect the same results
and have the same purpose, he
said.

Small Agencies’ Assets

Convinced that “some of the best
advertising brains” are in the
smaller agencies; Mr. Runkle ad-
vised his audience ‘“never to un-
derestimate the small agency man’s
job just because "he plays on a
small team.”

Advantages of working in a
small agency, in his opinion, in-
clude “the closeness to the account,
the fact that an account man
doesn’t have to relay to specialists
the account problems and adver-
tising objectives, most accounts
are local or regional and the ex-
ecutive can sit on the 50-yard line
for his campaigns, and the ex-
ecutive and the account enJoy a
flexible position.”

Major disadvantages are that a
man cannot give all of his time
and thought to one or a few ac-
counts and he cannot have his prob-

OF
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WCKY
COVERS THE SOUTII
-» See Cenferspread This Issue <=

ON THE AIR EVERYWHERE 24 HOURS A DAY
30,000 WATTS

lems solved by a specialist, Mr.

Runkle said.

Mrs. Marjorie Child Husted, con-
sultant in advertising and con-
sumer relations, Minneapolis, and
former head of the Home Service
Dept. for General Mills, outlined
to agenecy men “The Women in
Your Lives.” Suggesting that ad-
vertising executives should know
women psychologically and sociolo-
gically, Mrs. Husted came to sev-
eral conclusions about them: (1)
Women are realists rather than
theorists; (2) women’s interests
are personal rather than imper-
sonal; (3) women are imaginative,
not literal; (4) women are philoso-
phers.

Stressing the concept of service
advertising, she said most women
who make homemaking a career
seek “encouragement and apprecia-
tion from those they serve, ap-
preciation and recognition of the
work they do, and family apprecia-
tion and cooperation.” Advertis-
ing campaigns directed toward
women should be constructed with
these in mind, she suggested.

Advertisements that pass this
test “prove you advertising men
know the women in your lives”:
(1) Would the ad appeal to more
than one age level, several income
levels and education levels so that
it gets across to the majority of
the 48 million women? (2) Does
it touch several of the fundamental
interests of homemakers? (3) Can
women who hear or see the ad
apply it to their own lives? (4)
Does it offer them a saving of time
or money? (5) Does it give them
inspiration for homemaking, and
thus contribute to better living
and happier lives.

THE RCA Tube Dept. disclosed the
development of multi-purpose test
equipment for designers and engineers
experimenting with UHF home televi-
sion receivers. The disclosure was
made in technical paper deseribing the
hew test equipment, an RCA UHF
sweep-marker generator, which was
delivered by J. F. Sterner, RCA engi-
neer at a session of the National
Electronies Conference in Chicago.

g —
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ROCHESTER, N.Y.
is not just a CITY:

I's a TRADING AREA
with 1,528,700 people...”

And LJIBW] is the
only station that covers it!

sk Including  almest 500,000
people in areas with poor
fringe TV service or no TV

ice at all .,

ASK YOUR NEAREST HOL-
LINGBERY man obout
WHAM's sales potential for
your product.
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NBC'S NEW RATE PATTERN FOR RADIO
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[For|stories on this and other sec-
tions wf the NBC Economic Report,
see page 28].

SECTION 7: THE NETWORK
RATE STRUCTURE

This section presents a formula
for reorganizing the NBC radio
rate structure on a realistic basis
in order to eliminate inequities as
among stations and establish a
foundation for network rate-mak-
ing in terms of objective, measure-
able factors which will give stabil-
ity and direction to network rates.
As stated in the Foreword, the ma-
terial which follows deals with
basic rate-making principles; the
results of the rate plan on indi-
vidual stations are not dealt with
in this summary, and have not
been disclosed to the affiliate mem-
bers of the Economic Study Com-
mittee! or to SPAC.

With regard to evening rates,
the analysis proceeded in two steps:
First, , “reconstructed” mnetwork
rates were established which made
a clean start in pricing each sta-
tion at proper levels, before taking
into adcount the effects of televi-
sion;
total network rate substantially
higher than the present network
rate or the network rate before the
10% reduction. Second, these re-
constructed rates were adjusted
selectively to reflect television
where jt is a factor in a station’s
particular market.

A parallel approach was used for

developing a daytime rate structure
which qan stand on its own basis,
instead of being derived as a per-
centage of nighttime rates. The
daytime base rates require no ad-
fustment for television in the morn-
ing, because television does not
dignificantly affect morning radio
hstemng In the afternoon, they
re subject to a television adJust-
ent factor which, however, is dif-
erent from the factor used in the
vening, because television’s effect
n listening in the afternoon is less
ubstantial than in the evening.

There follows a step-by-step ex-
lanation of how the rate formula
was developed.

1a Radio'Homes as the Rate-Making
Factor

The first question for determina-
'tion was the standard to be used in
establishing stations’ network rates
at proper levels, before considering
any adjustment for television.
Among the possibilities presented
were (1) station audience, as meas-
ured by BMB once-a-week listen-
ing, or 3-4 times a week listening,
or 6-7 times & week listening; (2)
the station’s net unduplicated con-
tribution| to the total network audi-
ence; and (3) total radio homes.

If total radic homes were to be

I
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this first step produced a

BY SPECIAL permission of NBC, Section 7 of the network’s economic report

is printed here in full.

“realistic’’

It's the complete outline of the philosophy and form-
ula on which NBC intends to base its network rates.

The network calls it a

means of eliminating inequities that nmow exist und putting rate-

making on an objective basis.

used as the standard for establish-
ing the base rates, the next ques-
tion was determination of the area
in which all radio homes should be
counted and credited to the station
for rate-mszking purposes.

A third question was whether or
not the quantitative standard se-
lected should be adjusted to reflect
differences in the economic value
of the circulation provided by dif-
ferent stations.

After analyzing each of the
standards outlined above, it was
decided that the most equitable and
practical approach would be to
base the reconstructed evening
rates on tetal radio homes within
each station’s nighttime 509 BMB
area, and to weigh these radio
home figures by a retail sales index.

The radio homes base was se-
lected because:

{1) It takes into account the
increase in radio circulation over
the past years, and will give full
credit for future growth in radio
homes.

(2) It reflects potential circu-
lation and provides a measure-
ment of the opportunity avail-
able to the advertiser to deliver
his message. On this basis, it is
a fair standard to use for rate-
making and has broader values
than a standard based on a meas-
urement of listening,

(3) It can be brought readily
up to date whenever new county

THE THIRD MAN {in this case Hugh B. Terry, vice president-general man-,
ager of KLZ Denver) accepts a signed contract for the new Orson Welles’

radio homes figures are released.
On the other hand, the use of
BMB listening percentages would
grow more obsolete each year
and would require projections of
figures developed in 1949.

(4) It provides data directly
comparable with the only avail-
able figures for television, which
are on a television homes basis,

Having established radio homes
as the basic element for network
ratemaking, it was necessary to
fix a consistent and uniform stand-
ard for defining the aree within
which all radio homes would be
counted. It was decided that the
best uniform standard for this pur-
pose was the station’s nighttime
509% BMB area, with appropriate
adjustments to reflect facilities im-
provements since 1949 which were
not taken into account in BMB
Study No. 2. The 50% BMB area
was selected because:

(1) It is a standard for de-
termining a principal service
area which is more generally
accepted by stations, advertisers
and agencies than any other
single standard.

{2) It permits completely con-
sistent treatment of all stations.

{3) It provides a solid primary
area in which duplication with
other NBC affiliates is held to a
minimum.

It should be emphasized that the
use of this standard does not imply

series, The Lives of Harry Lime, from officials of Garrett-Bromfield, Denver

financial institution. Seated (I to r)

are Yan Holt Garrett, firm vice presi-

dent, and Donald Bromfield, company president; standing (I to r) are Holden

Bowler, account executive, Harold Walter Clark Agency, Denver, and Mr. Terry.

BROADCASTING *

that a station’s service area is lim-
ited to its 50% BMB area or that
the station has no audience beyond
that area. The 50% BMB area was
used because it is & convenient and
generally accepted standard which
can be applied with uniformity to
all stations. Although this stand-
ard eliminates from the rate base
a station’s audience in counties
with less than 509% BMB coverage,
that consideration is offset by the
fact that all radio homes in the
area are taken into account, rather
than the station’s BMB percentage
of those homes.

With these areas fixed for each
station, radio family figures for
each station’s area, as of January
1, 1951, were developed.

b. Retail Sales Weighting Factor

The figures thus obtained made
no distinction among radio fam-
ilies to reflect differences in their
value to the advertiser as potential
customers. These differences are
substantial and they are important
to network clients. Various types
of indices were examined for re-
flecting the economic value of mar-
kets, including total income, food
sales, department store sales, bank
clearances, total retail sales, and
similar factors. Total retail sales
was selected as the factor which
ties in best with the movement of
the bulk of radio advertised prod-
ucts, and is most significant to the
average network advertiser. An-
other reason for selecting this
standard is the availability, from
a recognized and authoritative
source, Sales Management, of an-
nual estimates of retail sales, coun-
ty by county.

The method for applying the re-
tail sales index can best be illus-
trated by the use of the following
hypothetical figures. Iirst a per
capita retail sales figure for each
station was developed by dividing
total 1950 retail sales by total pop-
ulation in the counties ineluded in
the station’s 50% BMB area, as
follows:

$774,900,000 retail sales--820,000
population=$945 per capita retail
retail sales for Station X.

This figure was next divided by
$921.20, which represents the na-
tional average per capita retail
sales, in order to obtain the sta-
tion’s retail sales index, as follows:

$345.00 =+ $921.20 = 103% re-
tail sales index for Station X.

The retail sales index for each
station was then applied to the
total radio homes in its 50% BMB
area to obtain the weighted radio
homes figures which were used as
a base for establishing the sta-
tion’s reconstructed rate:

750,000 radio homes x 103%
= 772,600 weighted radio homes.

¢. Rate Curve for Evening Base
Rates

With radio homes figures,
(Continued on page 56)
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The Facts of Life!

Only radio—no other medium—covers the
54 counties of eastern New York and
western New England in the Schenectady-
Albany-Troy area, a substantial market in
size and buying power — call it the “17th
State” — where more people live than in 32
other states, where more goods are pur-
chased than in 34 other states.

Choosing Your One and Only !
Only one radio station—WGY —delivers

Use Your Full Strength!

Wﬁa‘t everﬂ

of radi
sh-ou(o( [{HOW

btﬂw

Don’t let ignorance blight your advertising career.

Don't let old-fashioned ideas rob you of effective, blissful buying.

Find new strength and happiness from this clear, bold story!

this entire market. With the only regular
listening audience in the area’s 22 cities,
WGY’'s daily audience is three times that
of the next station, is over 14 greater than
the combined audience of the area’s next
ten top-rated stations.

Building Personality !

Good, solid programming, power (50,000
watts at 810 kc), and prestige (since 1922,
General Electric) have built WGY’s tre-
mendous audience. The only NBC station

in the area (other network audiences are
shared by 4 to 7 stations each), WGY
builds almost all NBC programs to a higher
rating than the national average.

Dominance Breeds Economy !

One schedule on WGY using exclusive
network adjacencies and productive local
programming assures you economic domi-
nance of the “17th State,” saves you money
to bolster other markets where such one-
station saturation coverage isn’t available.

Autbors of the NBC SPOT SALES

Gain all the advantages of spot radio — complete control of penetration,

impressions, impact . . . complete flexibility . . . unwasted circulation — on
all seven major market stations represented by NBC Spot Sales. Serving
only seven key radio stations, your NBC Spot Salesman has the time to

WNBC
WMAQ
WTAM

WRC

devote to your account and the knowledge, organization and research serv-

ice to show what Spot can deliver for you in the nation’s key markets . . .

via Radio, America’s No. 1 mass medium
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Best Media Buy Series

New York KOA Denver
Chicago KNBC San Francisco
Cleveland WGY Schenectady-
Washington Albany-Troy

Represented by

NBC SPOT SALES

New York Chicage Cleveland San Francisco Hollywoed

L
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HUNTINGTON, WEST VIRGINIA
One of the Natien's 8!dest Statiens

WSAZ

e e i L

MORE LISTENERS

THAN
ALL STATIONS
COMBINED*

*by C. E. HOOPER. .. .. 1951

5000 WATTS—930 KC
ABC PROGRAMS

Represented by
THE BRANHAM COMPANY

e - = ke m e W e e
e ——-—————— L =

G MARKET

ABC—CBS—NBC—DTN

Represented by
THE KATZ AGENCY
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NBC’s Rate Pattern
(Continued from page 5i)

weighted for retail sales, available
for each station, the next step was
to build a proper rate curve to
which these figures could be ap-
plied. The following principles
were taken into account in con-
structing the rate curve used:

(1) The curve should produce a
total network rate, before taking
into account the effects of televi-
sion, which would be higher than
the total network rate of $27,905
before the recent 10% cut. In
other words, assuming that tele-
vision did not exist, there would
have been a justification for an in-
crease in the total network rate
above the 1950 level, to reflect the
continued increase in potential ra-
dio circulation. Establishing base
rates to reflect this fact avoids the
error of using rates which would
be improperly low as a starting
point in making an adjustment for
television.

(2) The curve should produce a
systematic reduction in cost-per-
thousand as the circulation scale on
the curve increases. This is a
principle which is fundamental in
advertising rates for the printed
media, for radio and for television.

(3) However, the curve should
also be designed to narrow the
present excessive spread in sta-
tions’ costs - per - thousand radio
homes which, on the basis of pres-
ent network rates, range from 20¢
to $3.24, or in the ratio of 1-16. A
spread in costs-per-thousand rang-
ing from 1-5 to 1-10 is more nor-
mal in the media field.

Upon the basis of these specifi-
cations, a curve was developed
which produced a total gross hour
evening network rate of $31,080,
before taking television into effect
This rate is about 11% higher than
the network rate of $27,505 before
the 10% reduction, and about 23%
higher than the present network
rate of $25,137. Accordingly, ad-
justments for television would be
made starting from a higher total
base than the network rate in effect
prior to July 1951.

The curve objectively distributed
this total network rate of $31,030
among the stations, in accordance
with their radio homes circulation,
weighted for retail sales. It pro-
duced a progressive reduction in
costs-per-thousand, in even de-
scending steps, as the cireulation
scale increased.

With evening base rates re-estab-
lished on this basis, the next step
was to consider what adjustment
should be made to reflect television.

d. Television Adjustment Formula
for Evening Rates

The evening rates developed
under the foregoing approach re-
quire no adjustment for television
where there is no television pene-
tration in the station’s 507 BMB
area. Certain of these stations in
non-television areas would have
rate increases, while others would
have rate reductions. These rate

changes would reflect their relative
circulation values as measured by
weighted radio homes; they would
correct present overpricings and
underpricings, and have no rela-
tion to television.

The base rates were adjusted for
television only in those cases where
television has penetrated the sta-
tion's 509% BMB area. After con-
sidering a number of alternative
methods of adjusting rates for
television, it was decided to adopt
an approach whereby the percent-
age of television saturation in the
509% BMB area would be used to
determine the percentage reduction
of the reconstructed rate, on a slid-
ing scale.

To carry out this method of
adjustment for television, the fol-
lowing steps were taken:

{1) The counties in each sta-
tion’s 509% BMB area which receive
television service, either from a
television station within that area
or from one outside the area, were
determined.

(2) The number of television
homes in these “television counties”
was established on the basis of
NBC’s forecast of television circu-
lation as of January 1, 1952.

(3) The - resulting television
homes figures were weighted for
retail sales so that they could be
compared to the radio homes fig-
ures which had been so weighted.
In this case, however, the per capita
retail sales figure was obtained by
using retail sales and population
within the “television counties” of

the station’s 509 BMB area.

(4) Based on these comparable
television and radio homes figures
within the same area, the rate
adjustment for television was ac-
complished by use of a special tele-
vision adjustment curve.

The use of this curve results in
a sliding scale of adjustments,
whereby as television saturation
increases, the percentage reduction
in the reconstructed rate also in-
creases, buf to a lesser extent, and
levels off at a point beyond which
no further reduction in the base
rate is made.

This method of adjusting for
television reflects two related
principles: (1) that there is a
significant amount of evening radio
listening in television homes, so
that even under circumstances of
100% television saturation of an
area, a radio station can continue
to deliver important evening cir-
culation and substantial advertis-
ing values, which should be re-
flected by a proper rate; and (2)
that definite levels must be set
below which stations’ network
rates cannot go, regardless of the
extent of television circulation in
the area, if we are to maintain an
economic base within which radio
stations and networks may con-
tinue to operate.

In giving recognition to these
principles, which are important to
advertisers as well as broadcasters,
the Economic Study Committee re-
jected the approach used by the

(Continued on page 105)
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WHY IS A NEW CAR DEALER?

Washington, D. C. == "If the new car dealer did not exist, it would be
necessary to invent him", said one of our leading economists recently. Why did
he say that? Well, for one thing, the experiment of selling automobiles without
dealers has been tried -- and found wanting. The selling merely starts.a chain
of events that in itself answers the question, "Why is a new car dealer?"

How About Maintenance? More than half of the automobiles now on our
roads (51.4%, to be exact) average ten years of age. A new car does not stay in
like-new condition without care. It needs maintenance. New car dealers use
factory-trained mechanies to make sure the cars they service stay in the best of
condition, kept so by men who know their makes of cars best.

Who Does the Repair Work? Most car-owning American families prefer
to take their automobiles back to "their new car dealers"™ when they need repairs
(not exactly the same thing as maintenance, you know), because they feel that
dealer service men know those cars best. A recent national survey revealed that.

If You Have an "01d" Car, is.it Safe to Drive? Yes, if it is
kept in safe operating condition by service men familiar with it. That's obvi-
ously important when you realize that six million children travel over four mile
lion miles every day by automotive power, just going back and forth to school.
Most impertant is the new car dealer's service department -- keeping family cars
safe to drive -~ watching for trouble in advance and correcting it.

How About Trades? Did you know that the new car dealer invented and
developed the business of trading old cars, and the business of selling used cars?
He had to, because you demanded it -- needing a way of disposing of your used car.
Your new car dealer considers used car trading and Selling one of his most impor-
tant functions -~ important to our economy, too.

Sell it Yourself? Any car-owner, ready to buy a new car, could dis-
pose of his o0ld car himself -~ with a good deal of trouble and detail work. . But
if everybody did that, the supply of clean, 'safe-operating used cars would soon
vanish from the market. It's rehabilitation that counts -- and keeps the used car
supply up to the demands of the people who want and must have such used cars.

‘ Why is a New Car Dealer? He's the essential link between the pro-
duction line and you, the owner of a car that represents a major investment.
That investment that must be protected by know-how care. The automobile dealer
is a neighbor who fills a need you'd be keenly aware of, if he did not exist.

one of a series from the National Automobile Dealers Association—
Any material contained herein may be reproduced without permission,

further information or research material on New Car Dealers write or phone

~tor of Public Relations, N.A.D.A. 1026 17th St. N.W. Washington 6,D.C. Republic 6946
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WCKY COVERS THE

LARGEST AUDIENCE

CONSISTENT LISTENING

LOWEST COST

BEYOND TV

The BMB Map on the opposite page shows Southern
counties in which WCKY has 10% or more Families

listening 3 to 7 times weekly at night.

WCKY has the largest consistent listening (3 to 7
times weekly) audience at night of any station cover-
ing the South (and larger than some networks) 737,-

030 Families listening 3 to 7 times weekly.

WCKY gives you the lowest cost per thousand BMB
Nighttime Families of any station, combination of
stations, or networks covering the South. 28c per
thousand, compared to $1.92 for one network and
an average of 50.4c for the top six 50 kws stations

in the South.

76% of WCKY’s Families live beyond the influence

of TV.

WCKY SELLS THE SouTtH
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WCKY counties with
10%, or more families
listening 3 to 7 times weekly

O — 50 mile TV area




editorial

His Day in Court

ITIMAY HAVE taken the U. S. Court of Ap-
penls a couple of years to decide the case
which forever more should keep “preachers of
ha*e” from operating stations. But the result
appesrs to be worth it.

In a little-noticed. ruling Oct. 25, a three-
judge panel of the Distriet of Columbia court
which hears appeals from FCC decisions,
upheld that agency's decision of August 1949
derlying a license to Fundamentalist Preacher
J. Harold Smith and his wife of WIBK Knox-
ville (the station has been on the air since
July 1947 under program test authority). The
original application had been granted without
a hearing in 1946, but the FCC afterward
found that Rev. Smith had misrepresented
the| facts. It was found that he had invested
about $100,000 in a Mexican border station,
and that he had been in cahoots with Gerald
L. K. Smith and Gerald Winrod and other
rabble-rousers.

Said the court in sustaining the FCC:

The evidence left no doudbt as to misrepre-
sentation and concealment of pertinent factual
information. It contained information showing
not only that Smith had been intemperate in his

writings, sermons and broadcasts but that he
was an expert jn vituperation and vilification.

The FCC was guilty of unbridled bungling
when it granted the Smith application without
o hearing in the first instance. It did try to
correct its error and has been sustained.

Rev. Smith kept good on his promise to ap-
peal, first to the lower court and then to the
Supreme Court, if necessary.

It's now necessary, though apparently futile,
in view of the sweeping decision of the lower
court. We hope he does appeal. The highest
tribunal then would have a opportunity to
read some of Preacher Smith’s rantings. On
one occasion he referred to a broadcaster (and
its associated newspaper) who refused to ac-
cept! his commercial religion as “gutter rats
from the sewers of Hell.”

Burning Bridges

WE ARE fascinated by a sentence in a state-
ment made to the FCC in favor of reserva-
tion 'of educational TV channels by Ronald
Bridges, executive director of the Broadecast-
ing and Film Commission of the National
Council of the Churches of Christ.

“Television,” said Mr. Bridges, “must be
saved from the tragic fate of commercially-
dominated AM radio.”

This sentence stood alone in Mr. Bridges’
briefr Nowhere else in his statement did he
attempt to describe the nature of the “tragic
fate'| of radio that television must be spared.
The implication was, of course, that the “tragic
fate”| of radio is a fact that is unarguable
or even worthy of discussion. .

As|we say, we are fascinated by this sent-
ence |because it represents exactly the kind
of technique which we feel sure Mr. Bridges
would deseribe, if used against him by another,
as & smear.

Thé formula calls for making a flat accusa-
tion lt:l}ua.l: is so positively stated it implies that
anyone who seeks to contradict it is either a
liar or an enemy of the people.

At the risk of being called an enemy of the
people or of Mr. Bridges, we would like to
take issue with him. It's time perspective was
injected into a question which has been
thorotighly confused by the smears of Mr.
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Bridges and other sanctimonious intellec-
tuals—the strange assembly of educators and
reformed advertising tycoons collected by Sen.
William Benton to put the pressure behind
his campaign to reorganize broadcasting.

Radio is available to practically everybody
in the country and is therefore a mass medium.
As such, it cannot concern itself very much
with that fraction of the population that hap-
pens to want to hear Bach fugues and nothing
else. Radio can play Bach fugues occasionally,
but if it played them too often, most people
would turn the damn thing off. It is a fact,
however, that public interest in good music
has been increased enormously by radio.

Radio presents a great deal of drama. Not
all of it was written by Chekhov, Shakespeare
or Goethe, s0 admirers of those writers or
other greats cannot count on hearing a pre-
sentation of their favorites every time they
turn on their sets. They can hear them occa-
sionally, however, and meanwhile if they don’t
like soap operas, they are free to do some-
thing else; read a book, for instance.

Here we come to our point. Radio was never
intended to replace books or other basic sources
of culture. The educated, cultured man should
not expect to be able to satisfy his interests
entirely by radio or by any other mass medium.
But the fact that he cannot be satisfied en-
tirely by a medium does not entitle him to
indict it for appealing to others than himself.
The thoughtful man does not sue the whole
cravat industry because he couldn’t wear
Aunt Minnie’s Christmas tie.

Radio cannot direct its attention exclusively
to the sophisticates in our society., It must
keep in mind that the majority of the people
like ‘“popular” programs. After all, as the
Bentons and the Bridges’ frequently point
out, the airways belong to the people, and if
this is so it would be contrary to democratic
principles to ignore the wishes of the majority.

We are getting pretty tired of people like
Sen. Benton, Raymond Rubicam and Mr.
Bridges sounding off about how horrible radio
is. If they chose their radio programs as care-
fully as they compose their indictments of the
medium, we daresay they would find some
that even they might like. As for the rest of
the material on the air, they can skip it and
find their spiritual and intellectual pleasures
in books, concerts, art galleries and the other
cultural institutions which radio cannot and
should not try to replace.

3ra Z. Raobinson

WHEN JUDGE Ira E. Robinson, at 82, died
in his native Philippi, W. Va., on Oct. 28, the
news didn’t make many newcasts or hit the
front pages. Two decades ago he was the na-
tion’'s Number 1 figure in radio, as chairman
of the Federal Radio Commission.

Actually, he was the first FRC chairman.
His immediate predecessor, Admiral W. H. G.
Bullard, was appointed in March 1927, and

died in November of that year. Judge Robin-

son took over in March 1928 and served during
four turbulent years, presiding over the radio
reallocation of 1928 which set the pattern for
broadcast service today. He retired in 1932
to return to his native West Virginia,

Radio jurisprudence was a virgin when
Judge Robinson picked up the regulatory gavel.
He was responsible for the moulding of a
considerable amount of the fundamental law
that now governs radio. He was usually a
militant one-man minority. .

In our government of checks and balances,
Judge Robinson gave distinguished service dur-
ing those formative years. His was not a
particularly happy life. But even his political
enemies in those fire and brimstone days
admired him as a courageous public servant
and a great lawyer.

#~-our respects fo:

NORMAN COLEMAN KAL

HE WORD *“pioneer” sticks to Norman
Coleman Kal, broadcaster and advertising
executive, as closely as a glove to the
hand. His success in these fields wears as well.

To say that Mr. Kal got his start in the
advertising agency business would be amiss.
Rather, the agency business got its start in
Washington, D. C., with Mr. Kal.

He founded the agency, Kal, Ehrlich &
Merrick, in 1922. He also set up within the
agency, Washington's first radio department.
Today, the agency is a leader in the area for
radio-TV billings.

As he did in agency work, Mr. Kal blazed
a path in television. He helped establish
WAAM (TV) Baltimore, which celebrated its
third anniversary last Thursday. Mr. Kal was
the station’s first general manager and now
is evecutive vice president.

Mr. Kal has another side, one which further
points up his leadership qualities. As a man
who enjoys to organize, he has carried the
ability as a leader into community life. This
has showed up in a deluge of community
activity and in organizing help for the federal
government. -

This bundle of energy was born July 12,
1900 in the nation’s capital. Mr. Kal didn’t
wait long to select the basket in which he
would put all his eggs.

While still a student in Washington’s old
Business High School in 1914, he decided on
advertising for his career. After graduation,
he moved to Baltimore for night study at
Johns Hopkins U. and day work in the ad-
vertising department of the Hecht Co., a Balti-
more department store.

When World War I broke, Norman Kal left
his studies and his advertising endeavor to
join the Navy where he served with distinction.
The Armistice led him back to the Hecht Co.

Mr. Kal's next associations were in the news-
paper advertising field. He was advertising
chief for The Washington Post, which was fol-
lowed by a stint with the Washington Evening
Star. In this period came his community labor,
which later was to become a habit, when he
handled the first six years of promotion and
publicity for the Washington Community
Chest.

In his agency work, Mr. Kal's influence has
been felt far and wide in the advertising world.
He served five terms as president of the Ad-
vertising Club of Washington and has also
been a member of the board of directors of
the Advertising Federation of America.

A member of the Radio Pioneers Club, Mr.
(Continued on page 64)
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'Tup Programing
means Top Listening on

These Loyal Audience
Shows Reach All Types of
Listeners At An Amazing

Low Cost Per Thousand

WAKE UP NEW YORK — with genial,

sunny Max Cole, who literally wakes up

PRAIRIE STARS — featuring America’s
unchallenged queen of American Folk,
Western and Mountain Music. Elected
No. 1 feminine disc jockey in 1950...

thousands upon thousands of listeners

in a soothing, pleasant, musical way —

1280 CLUB with Phil Gordon has been
the spear head of WOV’s nighttime pro-
graming with a loyal “buying” audience

a program with long years of success. {10 to 12 p.m.) Rosalie Allen.
THE RALPH COOPER SHOW — stud-
ded with guest stars and popular music.

Loved and listened to by the insomniacs

(T30 to 3 p.m.) for over 12 years. {12t03 am.) and the late working shifts.

YOUR BEST GIRL — with Cecelia,

clever, scintillating mistress of ceremo- 3 P NE W YORK
nies — the male audience loves her — 2 o

(9to 10 p.m.) the women are intrigued. N 5000 WATTS

National Representative: John E. Pearson Co.

ROME STUDIOS: VIA di PORTA PINCIANA 4 « 730 FIFTH AVE., NEW YORK 19
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again...and again...and again

frank Couiter, Young and Rubicam

Broadcasting Yearbook
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1s used by the

Stanley Pulver, Lever Brothers

buyers who place

Charles Wilds, N. W. Ayer
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WHHMerchandising

% HELPS YOU GET
DISTRIBUTION

i % HELPS MERCHANDISE
MOVE

% HELPS STRENGTHEN
MARKET POSITION

WHHM

is proud to be the first in the
WHHMarket to Provide A
True Merchandising Service
to its Advertisers

OF COURSE—

letters to the trade, personal

calls and surveys are included
in WHHMerchandising

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

the Station That Gives
You More Listeners Per
Dollar in Memphis,
Tennessee

WHHM

FORJOE & COMPANY, Nat'l Rep.
CECIL BEAVER, Vice-Pres. & Gen. Manager
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RECEPTION party from WRVA Richmond, Va., was on hand to welcome 18
timebuyers from Chicago advertising agencies as weekend guests, Disembark-
ing from plane are Holly Shively, Ruthrauff & Ryan, and Jack Matthews,
Price, Robertson & Frank. Looking on are (I to r) James Clark, WRVA sales
manager; Barron Howard, station's business manager, and Gordon Hayes,

CBS Radio Spot Sales.

Timebuyers inspected facilities and market of CBS

50 kw outlet and visited cclonial Williamsburg in Virginia.

KEYSTONE JUNKET
Diehm, Magee Are Hosts

SOME 25 New York agency time-
buyers were guests of WAZL
Hazleton, WHLM Bloomsburg and
WHOL Allentown, Pa, and of
Victor C. Diehm and Harry Magee
on a visit to the Magee properties
near Bloomsburg Oct. 23-24.

The group was flown from New
York to Williamsport, Pa., Tues-
day afternoon, and then taken by
bus to Mr. Magee’s private museum
at Bloomsburg for cocktails and a
steak dinner with Black Angus
steaks from Mr. Magee’s ranch,
followed by motion pictures and
dancing. After breakfast at the
Hotel Magee in Bloomsburg Wed-
nesday morning, they were flown
to Allentown for lunch at the
Lehigh Valley Club before enplan-
ing for the return to New York.
Allentown Mayor D. V. Hoclk spoke
at the luncheon.

Mr. Diehm is president and gen-
eral manager of WAZIL and con-
sultant to WHLM and WHOL. Mr.
Magee owns WHLM and aiso the
Magee Carpet Co. and other prop-
erties.

Among those from New York in
the party:

Vera Brennan, Scheideler, Beck &
Werner, Bob Carpenter, MBS; Clyde
Clem, NBC; Ben Conway, Robert

Meeker Assoc.; Ken Cowan, BROADCAST-
ING « TELECASTING; MacDonald Dunbar,
Ted Bates; Frank Daniel, Lennen &
Mitehell; Ed Filion, Robert Meeker As-
soc.; Dick Jackson, “Sponsor’; George
Keet, Ketchum, MacLeod & Grove;
John Kirkpatrick, Chevrolet; John
Marsich, Kudner; Thomas McDermott,
N. W. Ayer; Mary McDonnell, ‘“Radio
Daily”; Lou Moore, Robert Meeker
Assoc., Al Petcavage, BBD&O; Lillian
Selb, Foote, Cone & Belding; Kay
Shanahan, Morey, Humm & Johnstone;
Fred Stoutland, BBD&O; Helen
Thomas, Street & Finney, and DeWees
Yeager, J. Walter Thompson.

Respects
(Continued from page 60)

Kal has been radio-active through-
out the passing years. He is an
enthusiastic supporter of radio as
a selling, informational and educa-
tional medium.

Mr. Kal is uniquely placed in
both the selling and buying phases
of the broadecast business. “TV will
not put radio out of business,” he
says. ‘‘Advertising placement of
radio has not fallen off. Only place
where radio has been hurt is in
the networks, which unfortunately
have been neglecting radio. Radio
is being kept on top by aggressive
local independents and by AM net-
work stations who are selling the
nedium.”

As television strengthened in the
U. 8., Mr. Kal with his Baltimore
associates, Ben and.Herman Cohen,
blueprinted the arrival of WAAM,
a TV-only operation.

His work in the television field
really got under way when as its

general manager he laid the found-
ation for the station’s successful
operation. As executive vice presi-
dent, Mr. Kal still keeps a guiding
hand on the future of the station.

Mr. Kal feels that a highpoint
in his TV career was WAAM’s
sharing a Peabody citation with
DuMont and Johns Hopkins for
the origination of DuMont net-
work’s The Johns Hopkins Science
Review. WAAM thus stakes claim
as the first Maryland station
honored by Peabody and the first
local TV outlet to receive the cita-
tion.

For the future, Mr. Kal has a
smile and a quick verbal review
of WAAM’s past and its present
operation. The answer, to wit:
There’ll be no slackening in inter-
est and initiative.

His public record runs like
deep water. During World War II,
Mr. Kal was director of the public
relations office of the Dept. of
Civil Defense, for which, he says,
he never did get that “dollar.” He
also headed the Third District’s
WAC enlistment campaign, spurred
National Guard recruiting before
Pearl Harbor and organized the
auxiliary police force in the capital
city for the emergency,

In community interests, Mr. Kal
is an elected chairman of the
Washington Better Business Bu-
reau’s board of trustees, a member
of the Commissioners Traffic Advi-
sory Board, a member of the execu-
tive board of directors of Emer-
gency Hospital and Central Dis-
pensary. He is a former vice presi-
dent of B'nai B'rith's Argo lodge
and former board member of the
Washington Hebrew Organization.

He is married to the former Jean
Brown of Washington. They have
two children.

For hobbies, he has an advertis-
ing agency to keep in trim, a TV
station to cultivate and a wealth
of community projects to help
flourish.

ROTARY Club of San Diego, Calif.,
has commended KCBQ San Diego for
its new public affairs series Report
from the Mayor. Club praised station
for its reporting to the public problems

facing the loecal government.

FARMWORLD TODAY!

A SPECIALIZED PROGRAM FOR A SELECTIVE MARKET

(see inside front cover)

CHICAGO 7

CLEAR CHANNEL Home of the NATIONAL Barn Dance
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OIL NEWSLETTER

FREFARED BY THE OIL INDUSTRY IMFORMATION COMMITTEE MUMBER OF & SERIES

FOR YOUR INFORMATION:

A good reason for Thanksgiving this year is that, although turkevy,
"fixin's® and other holiday essentials have ‘increased in price, one still can
drive home to "see the folks" more quickly, in greater comfort and at less
expense for gasoline than would have been possible a quarter ceptury ago.

Dramatic tests just completed on the New Jersey Turnpike, America's new-
est super-highway, prove that two gallons of today's gasoline actually do
the work that three gallons did back in 1925. They show that present gasoline
is worth 50 per cent more by every recognized standard of automobile perform-
ance and economy. Even more remarkable is the fact that today's higher
quality fuel costs about the same as gasoline did 25 years ago despite the
soaring cost of living. Only the taxes on it are higher!

This enormous gain in value has been the direct result of constant
competition, not only in every branch of the oil business but among automobile
manufacturers and among the engineers and skilled workmen who have constructed
America's magnificent highway network with the aid of petroleum-powered
earth-moving equipment and vast quantities of petroleum asphalt.

0il research, costing many millions of dollars every year, has concen-
trated on making better gasoline. Since 1925, octane numbers, which indicate
anti-knock qualities, have crept up from 55 to around 84, motor method,
{91 research method) before the recent slight reduction required by the
federal government because of the shortage of tetraethyl lead. (The October
average in high traffic areas was 82.)

Automobile makers have built higher-compression engines to consume the
better gasolines more efficiently. (Sometimes, of course, this sequence
of events has been reversed.) Motor compression ratios have been increased
from around 4.5-to-1 in 1925 to around 8.0-to-1 in some of today's cars,
wvhile acceleration, hill-climbing ability, speed and comfort of those cars
have improved proportionately.

During the same period, highway engineers have toiled to lift American
motorists out of the ruts of dirt or gravel "shunpikes" onto paved roads (88% of
all state highway mileage is surfaced, approximately half of it with asphalt).
They have increased total rural surfacing from a little more than half a
million to approximately one and three-~quarter million miles and the mileage of
multiple lane turnpikes has grown from practically none to 38,000 miles.

All of these factors, combined in a way which is only possible in a pro=
gressive, competitive enterprise economy such as ours, go a long way toward
explaining why Americans, with their more than 50 million motor vehicles,
have a freedom of movement not equalled anywhere else in the world.

If vou would like further information about the o0il business and its
impact on our American way of living, please write to me.

H. B. Miller, Executive Director

0il Industry Information Committee
American Petroleum Institute

50 West 50th Street, New York 20, N. ¥,

[ ] [ ]
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DWARD E. HALL, CBS Television Division, named sales service

manager for CBS Radio, effective today (Monday). He suec-
ceeds THOMAS MAGUIRE, who resigned to become
business manager of Maxon Inc’s radio and TV de-
partment. Mr. Hall joined CBS Radio in 1934 and has
served as manager of financial statistics division of
Accounting Dept., Eastern Div. manager of CBS Radio
station relations, and, since August, as Eastern Div.
manager of relations for CBS Television.

ALAN AXTELL, account executive CBS Radio Spot
Sales, Chicago, to KNX Hollywood-Columbia Pacific,
as assistant general sales manager effective Nov. 9.
In new post he will assist EDWIN W. BUCKALEW,
and be in charge of national sales for KNX and

Mr. Hall
= Columbia Pacific.

ROLAND R. BLAIR and D. THOMAS MILLER, Morris F. Swaney
Agency, Chicago, and sales service department ABC, respectively, named
to Chicago sales staff of CBS Television Network, with Mr. Miller serv-
ing as Chicago manager of sales service. Prior to his association with
the |Swa_ney Agency, Mr. Blair was account executive and vice president
in charge of radio, Rogers & Smith Adv., Chicago. Before that he was
vice1 president and part owner for six years of KMBC Kansas City.

JOHN H. WHITE, Katz Agency, N. Y., appointed account executive CBS
Television Spot Sales, N. Y. He replaces ROY HALL, now sales manager
WCFO Minneapolis.

JAMES DANDELAKE, president WORZ Orlando, resigned. MARGARET
BRIGHT DANDELAKE, second vice president WORZ, resigned. Both
Mr. La_nd Mrs. Dandelake have sold their stock to Central Florida Broad-
casting Co.,, WORZ owners.

T

; veland’s CHIEF
Station moves merchandise
: from dealer’s shelves. Top talent,
" top promotion, plus Greater Cleveland’s
strongest signal sells for WJW advertisers.

Got a merchandise moving job? Get availa-
bilities NOW from—

CLEVELAND's (24 sTATION

BASIC ABC

WW BUILDING CLEVELAMD 15, OHIG

REFRESEMTED WATIOMALLY BY H-B REFRESEMTATIVES, |MLC,
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JOHN BRADLEY, account executive KHJ-TV Los Angeles, named sales
manager. He replaces KEVIN SWEENEY, now with BAB [BeT, Oct.
29].

JORY NODLAND, sales staff WNMP Evanston, Ill,,
manager.

appointed sales

JOHN E. PEARSON Co., N. Y., appointed representative for KVOE
Santa Ana, Calif.

FREEMAN W. CARDWELL, chief accountant WBAL-AM-TV Baltimore,
appointed business manager.

GEORGE P. ADAIR, Washington consulting engineer and former FCC
chief engineer (1944-47), has left to do a communication survey in
French Indo-China. He is accompanied by Mrs. Adair, and they will
return in about a month.

MURRAY LLOYD GOLDSBOROUGH Jr., promotion manager WNOW
York, Pa., appointed manager WGET Gettysburg, Pa. He succeeds EARL
C. PACE, resigned to join Westinghouse Co.

DONALD H. HARTFORD named sales manager CFAC Calgary.

T. C. MAGUIRE, radio director McKim Adv., Toronto, named manager
of Toronto office Omer Renaud & Co., Montreal.

ROBERT H. SALK, sales staff CBS Radio, and BERNARD H. PELZER
Jr, account executive NBC-TV, to television sales staff Katz Agency,
N. Y.

JIM McINTOSH, account executive WGRC Louisville, Ky., to WKRC
Cincinnati, as account executive.

FORJOE & Co., N. Y. appointed national representatives for WPWA
Chester, Pa.

DOUG CAPLETTE, manager KREO Indio, Calif.,, and MARC HANAN,

. KSYC Yreka, Calif., appointed account representatives KXO El1 Centro,

Calif.

CECIL WOODLAND, president Community Service Broadcasting Corp.
(WCSS Amsterdam, N. Y.), and general manager of WCSS, appointed
general manager WQAN-AM-FM Scranton, Pa. Mr. Woodland succeeds
JOHN P. McGOLDRICK, general manager and chief engineer. Mr.
McGoldrick will continue as chief engineer.

CARL W. GREENE Jr., coordinating account executive Mini-Films Inc.,
Hollywood, named account executive KCBQ San Diego.

MARTIN J. McGEEHAN, Chicagoe manager ‘'of Ra-Tel station repre-
sentatives, to LBS, as director of the Chicago office and midwest sales
manager.

TRACY AXTON Jr., media department Young & Rubicam, N. Y., and
MILTON E. KRAEMER, Olin Products Corp., same city, to sales staff
of WPIX (TV) New York, under direction of JOHN F. NOONE, sales
director of station.

JOHN MINCO, sales staff WDOK Cleveland, to WIW Cleveland, in same
capacity.

JERRY GLYNN, vice president of Chicago Walker Co., appointed
director of Chicago of AM Radio Sales Co.

KEN STRONG appointed commercial manager WVOM Boston. He was
with WCRB Waltham.

SAMUEL F. JACKSON, sales staff WPIX (TV) New York, to Avery-
Knodel Inc., N. Y., in same capacity.

peﬁonalﬁ s e @

ROGER R. HUNT, general manager KUBA Yuba City, Calif., elected
president Marysville Kiwanis Club. . . . DON IOSET, vice president and
general manager WPIT Pittsburgh, appointed member of board of direc-
tors of Pittsburgh Radio and Television Club. . . . GENEROSO POPE Jr.,
former executive vice president and general manager of WHOM, New
York foreign-language independent, and former publisher of I
Progresso, Italian-American newspaper which owns the station, and
Patricia McManus, both of New York, married Oct. 27 at St. Thomas
More Roman Catholic Church, same city. They will live in Washington,
where Mr. Pope is on confidential assignment with U. S. Government.

LESLIE C . JOHNSON, vice president and general manager Rock Island
Broadcasting Co. (WHBF-AM-TV Rock Island), elected vice president of
Illinois Chamber of Commerce. . . . LOWELL CHRISTISON, assistant
manager WVIM Vicksburg, Miss., father of boy Gregory Thomas. Mrs.
Christison is former traffic director of WRFW Eau Claire, Wis. . . .
TOM HENRY, co-op gales department, MBS Chicago, and Barbara Ann
Beach, married Oct. 27.
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Again! WWDC is

Four straight months of Pulse surveys show WWDC second in total share of

audience. The second two months of these surveys showed WWDC still further
ahead of the third station in the highly competitive Washington market.
This is positive proof that at WWDC’s low rates, it’s really first—on a
results-producing basis. It means that in Washington, your best advertising

buy is WWDC. Just ask your John Blair man for the whole WWDC story.

*Pulse: May through August, 1951—6 A M. to Midnight
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WHEN

(SELLING) IN

ST. LOUIS....
4

At the present time KWK is
serving over 100 Local
Advertisers!

Local Advertisers have an
almost daily check on their
radio advertising, and they
know KWK DOES SELL
merchandise! This accounts
for the overwhelming

advantage KWK enjoys in|
the local advertising field! |

And that’s one of the big
reasons more and more
smart National Advertisers
are using KWK year-
after-year!

Globe-Democrat Tower Bidg.
Saint Lovis

HAepredenialive

Tiee KATE AGENCY

1
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HARLES H, SMITH, account ex-

ecutive WCCO Minneapolis, ap-

pointed director of research and
sales promotion. FRED HEYWOOD,
promotion manager, named director
of program promeotion and publicity.
ERIC REHNWALL appointed mer-
chandising manager. Mr. Rehnwall
was with Minnesota Mining & Mfg.
Co. and Frederic W. Ziv Co.

BILL ELLIS appointed promotion di-
rector WCSC Charleston, S. C. He
replaces DOROTHEA LaTORRE, now
in the Women’s Air Force stationed at
San Antonio, Texas. RUSSELL D.
LONG, promotion manager WCSC,
elected chairman of Charleston County
March of Dimes.

THAINE ENGLE appointed director
of publicity, promotion and merchan-
dising, WBAP-AM-FM-TV Fort
Worth, Tex., replacing JACK ROG-
ERS, resigned.

Lt. CARL W. YATES, formerly music
director and announcer with KMMO
Marshall, Mo., now serving with 25th
Inf. Div. in Korea.

ROBERT G. TENNANT named {0 an-
nouncing staff WBEN-AM-TV Buf-
falo. He was with stations in Schenec-
tady and Boston.

WYNN SPEECE, women’s director
WNAX Yankton, named to board of
directors, Boys and Girls Home, Sioux
Gity.

LOU GOLSON, disc jockey-announcer
WFAX Falls Church, Va.,, to WANN
Annapolis, Md., in same capacity.

PHILLIP W. LAWRENCE named
auditor WJW Cleveland. He succeeds
ED F. MEYER, resigned to accept
position of special assistant to treas-
urer of Lubrizol Corp., Wickliffe, Ohio.
STANLEY KALECH, graduate West-
ern Reserve U, appointed to mer-
chandising staff. RUTH HAASE,
KENO Las Vegas, N. M., named to
program department staff.

ROBERT E. DALTON, announcing
staff WMAL Washington, GAIL BAR-
ENTS, announcing staff WARL Arling-
ton, Va,, and DAVE CAMPBELL, ap-
pointed to announcing staff WTOP-
AM-FM-TV Washington.

“RED” ROWE, disc jockey KFWB
Hollywood, father of boy, Sandy,”
Oct. 25.

JOHN LOTAS, TV free-lance an-
nouncer, father of boy, Christopher
Thomas, Oct. 26,

JOHN A. SAVAGE, named announcer
for WOR-TV New York. He was with
WNYC New York and WAAB Wor-
cester, Mass.

FRANCIS X. O'SHEA named manager
accounting department NBC-TV with
JOHN A.
LAVAN named to succeed Mr. O’Shea
as supervisor of general and cost ac-
counting division.

JIM RASER, head apprentice KCBS
San -Francisco, named writer on This
I8 San Franecisco.

MARY MISCH, J. Walter Thompson
Co., Chicago, to continuity staff WGN-
TV Chicago.

JANET BENOY, publicity-promotion
department WLWC (TV) Columbus,

appointed merchandising director
WBNS (TV) Columbus.

MARION DEL VECCHIO, news direc-
tor WTRF Bellaire, Chio, to announc-
ing staff WLWD (TV) Dayton.

SHEPARD MENKEN, actor on CBS
Radio Suspense and Line Up, father
of boy, Gregory Elliott, Oct. 27.

DIANE FAIRBROTHER, advertising
department St. Paul Dispatch-Pioneer
Press, named publicity writer in pro-
motion department KSTP-AM-TV
Minneapolis. She replaces FLORA
ROBINSON, now with Edward Petry
& Co, N. Y.

CORINNE OLSON, assistant to direc-
tor of education WBBM Chicago, and
Edward Stocks announced their mar-
riage,

MRS. BRETA GRIEM, conductor of
What's New in the Home on WTMJ-

, TV Milwaukee, selected for “Women of

the Year” court of honor by Delta
Zeta sorority.

ROBERT E. PHILPOT, sales presenta-
tion writer in research and sales de-
velopment department ABC, to adver-
tising and sales promotion department
CBS Television Div.

JAMES BERRY, announcer KECA
Hollywood, moves to directing staff.

CLIFFIE STONE, KLAC-TV Holly-
wood Hometown Jamboree, starts new
Cliffie Stone’s Western Music Hall on
same station. '

BOB CROSBY, of CBS Radio Club 15,
‘father of girl, his fifth child, Junie,
Oct, 17.

MORT ROSEMAN, U. of Pennsylvania,
appointed continuity and news director
WPWA Chester, Pa,

BARRETT PIERCE disc jockey
KWBU Corpus Christi, Tex., named
honorary mayor of Gopher Gulch, Tex.
JOE GRAYDON starts as emcee-
vocalist of five weekly two hour Women
Are Wonderful audience-participation
show on KLAC-TV Los Angeles,
FRANK CAPACCHIONE named editor
on CBS Television Aios 'n’ Andy
show,

/Vtu’l s o o

SANFORD PAUL, WOKO Albany,
N. Y., to news editing staff WMGM
New York.

;
<
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TWENTY

Cash from Mississippi’s
bumper cotton crop is now
in circulation throughout the
State. WJIDX's loyal listeners
are more willing and able to buy
than ever before. Get your share
of this big, prosperous market
NOW,

BROADCASTING
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STANLEY SEIDEN, press represent-
ative Shubert Productions, L. A, to
Hollywood Press Information Dept.
CBS Radio, as trade press editor. He
replaces ARTHUR SAWYER, named
copywriter in network’s sales promo-
tion department.

TODD HUNTER, newscaster WBBM
Chicago, and BOB FERRIS, Pacific
northwest reporter - broadeaster, to
KNX Hollywood - Columbia  Pacific
news bureau. Mr. Hunter’s assignments
include writing and reporting KNX
Ten O’Clock Wire. Mr. Ferris will
handle writing and reporting on early
morning newscasts.

KEITH MORROW, assistant supervi-
sor of farm broadcasts Canadian
Broadeasting Corp., Toronto, appeointed
supervisor of department, succeeding
A. R. KEMP, resigned. J. W. R.
GRAHAM, farm broadcast commenta-
tor CBH Halifax, appointed assistant
supervisor of farm broadcasts, and is
succeeded at CBH by MURRAY P.
CREED and FRANK D. NICHOLSON.

“This 1s CBS’

Two-Hour revue “This Is
CBS,” offered by typists, sec-
retaries, television camera-
men, ushers, clerks and mail
boys of the CBS New York
staff, was presented Ilast
Thursday at CBS Studio 60,
65th & Broadway. Produced
by Patty Painter (Miss CBS
Color Television) and Jay
Johnson, CBS-TV camera-
man, show was not broadcast
but piayed to an audience of
as many CBS executives and
employes as the studio would
hold. Since ushers were
among stars, their duties
were taken over by Steve Al-
len, Perry Como, Jim McKay,
Dorothy Doan and Mel Tor-
me.

AWARD for Wildlife Unlimited pre-
sented by WOR-TV New York, was
presented to station recently by New
Jersey Science Teachers Assn. Pro-
gram, produced by station’s news and
special features division, was cited by
association for science value and rec-
ommended for students in elementary
and high schobl.

REPRESENTED NATIONALLY
E P. HOLLINGBERY CO.

GE
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The Low-Cost, Sure-Fire Way

to get Cookhooks

Into

New England

Month after month, for years, participating
sponsors have told us of the effectiveness of Mil-
dred Carlson’s “WBZ Home Forum” in reaching
New England housewives.

Here's one of the latest comments, quoted from a
letter written by United Utilities and Specialty

BOSTON

WB

“With only two spot announcements, we
received requests for 1,800 cookbooks,
which enabled us to do an outstanding job!”

That's typical of the results you can expect with

WBZ. . the best-known, most-heard voice in New
England! For details, check WBZ or Free & Peters.

and WBZA Springfield

50,000 WATTS
NBC AFFILIATE

n WESTINGHOUSE RADIO STATIONS Inc Serving 25 million
Y KDKA - WOWOD « KEX « KYW - WBZ - WBZA - WBZ-TV

National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales
RADIO — AMERICA'S GREAT ADVERTISING MEDIUM
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OBERT RICHARDSON, Advertis-
ing, Film and TV Dept. Westing-
house Electric Corp.,, to New

York sales staff of Jerry Fairbanks
Ine.

ROBERT S. KELLER Inc., N. Y., ap-
pointed sales promotion representative
for WCMW Canton, Ohio.

RICHARD H. GEDNEY, midwestern
representative United Artists, to
United Television Programs, Chicago,
as | sales representative. He will
handle midwest and southwest televi-
sioh markets and advertising agencies
for UTP,

FRANCES O’BRIEN, free lance writer,
tokrl’hil Davis Musical Enterprises
Inc,, N. Y., ag writer and to handle
sales promotion for firm,

WILLIAM F. REILLY, midwestern
manager RCA Recorded Program Seérv-
ices, father of daughter, Mary Kath-
Ieexf, Qet, 21,

ARTHUR. C. NIELSEN, president of
the Chicago market research firm of
the ;same name, was one of four per-
sons to win the Paul D. Converse na-
tional marketing award at U. of
Illiqois. Awards are given by Central
Illinois chapter, American Marketing

AssT.
fﬁm’pment PP

Col. WALTER BIRDSALL BROWN,

National Assn. of Manufacturers, ap-
pointed 'sales manager Transmitter
Equipment Mfg. Co., N, Y. Col. Brown
will divide his time between- factory
and main office in N. Y, and branch
office in Washington, D. C.
KENNETH B. BOOTHE, chief engi-
neer and technical supervisor United
Nations Scund & Recording Dept., ap-
pointed manager Instrumentation Div,
of Audio & Video Products Corp., N. Y.
Mr. Boothe will supervise sales and
service of special magnetic tape equip-
ment and supplies designed for tele-
metering and data recording.
COMPUTER RESEARCH Corp., Haw-
thorne, Calif., announces new minia-
ture magnetic head, Model HA 102, to
provide higher component density in
magnetic memory storage systems.
For further information write Com-
puter Research Corp,,
Segunde Blvd., Hawthorne, Calif,

8. 0. 8. CINEMA SUPPLY, N. Y., has
issued new 41 page supplement to their
Catalog Sturelab 8A. Catalog lists and
describes equipment for cameraman,
studio and laboratory.

WILLIAM E. BOSS, field sales repre-
sentative for upstate New York, Home
Instrument Dept.,, RCA Victor, ap-
pointed staff assistant to J. B. EL-
LIOTT, vice president in charge RCA
Consumer Products, Camden, N. J.
WILLIAM W, CONE, vice president
in charge of sales Kirch-New Jersey

FOR ROANOKE AND

‘)WD B.I SOUTHWEST VIRGINIA

Day — 90,320 families

WDBJ

The million people in WDBJ’s coverage
area will earn nearly a billion dollars
this year. Here’'s WDBJ’s family cover-
age, according to the 1949 BMB:

Day — 110,590 families in 36 counties
Night — 85,830 families in 31 counties
and 3 to 7 days weekly

For further information:
Write WDBJ or Ask- FREE & PETERS!

Established 1924
CBS Since 1929

AM—5000 WATTS — 960 Ke.
FM—41,000 WATTS —94.9 M.

?IJUTHWEST VIRGINIA'S Pconeer RADIC STATION

Night — 66,230 families

1
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PRESIDENT Carl Haverlin and Glenn Dolberg of BMI copped a clinic session
for the Maine Broadcasters Assn. in Augusta with a weekend fishing trip into
the Maine woods. Their hosts—Carleton D. Brown, president of WTVL Water-
ville, Me., and Murray Carpenter, WABI Bangor and MBA president—found
it hard to convince their New York friends that bear steak was really on the

To prove it, the cdamp owner left the dining room and returned

momentarily with @ 125-pound female black bear. Mr. Dolberg snapped
this picture of the stil warm carcass flanked by (I to r) Mr. Brown; Bert
Packard Jr., who shot the bear; Messrs. Carpenter and Haverlin, and Bertram

Packard Sr., camp owner.

Maine pays $15 bounty for every bear killed

because of their destructiveness to property.

Inc., RCA distributor, appointed vice
president in charge of sales Motorola-
New York, factory subsidary of Moto-
rola Ine., Chicago.

CHARLES P. JOHNSON, mahager of
western publicity division for Westing-
house Electric Corp., S. F., transfers
to company’s New York office, as man-
ager of eastern division.

WILLIAM H. STRUBLE, promotion
manager of WLW Cincinnati television
interests, named sales promotion man-

- ager of Edgar Morris Sales Co., Wash-

ington Westinghouse and Hallicrafter
distributor.

F. E. GIBSON, district credit manager
at Chicago for Graybar Electric Co.,
N. Y., elected treasurer. He makes
headquarters in New York.

WILLIAM BYNAM, vice president and
general sales manager Carrier Corp.,
Syracuse, elected executive vice presi-
dent,

ROBERT D. WINSTON appointed
sales-service manager Audio & Video
Products Corp.,, N. Y. He was with
Langevin Mfg.
HAZLETT appointed eastern sales
manager Audio & Video Products. He
was with Fairchild Recording Equip-
ment Corp.

S. WHITNEY LANDON, general at-
torney AT&T Long Lines Dept., named
AT&T assistant vice president and
assistant secretary. ERNEST D.
NORTH, Long Lines Dept. attorney,
succeeds” Mr. Landon as general at-
torney.

Technical « « «

EDWARD GURNEY and ARDEN
SMITH named to engineering staff
WNAX Yankton, S, D.

JOHN AIRALE, engineer WORZ Or-
lando, Fla., father of daughter, Linda
Ann,

BROADCASTING o

Corp. WILLIAM H. .

ERNEST 0. SWAN, chief engineer
CKEY Toronto, resigns to go into
TV consulting engineering at Toronto.

SAM MARGOLIN, chief engineer
KFMV (FM) Hollywood and Pacific
Regional Network, to John Poole
Broadcasting Co. as engineer in charge
of Hollywood and Mt. Wilson opera-
tions of KBIG Avalon, scheduled to
go on air in early spring.

W. E. DACOSTA, supervisor of techni-
cal operations WOR New York, named
technical operations supervisor for
WOR-TV. E, W. CLARK succeeds him
at WOR.

JOHN J. MOROCCO, engineering staff
WOR-TV New York, father of girl,
Susan Marie.

AVCO Manufacturing Co., Cincinnati,
last week declared quarterly dividend
of 15 cents per share on common stock,
payable Dee, 20, 1951, to stockholders
of record Nov. 28,

GREENVILLE is

S5OUTH CAROLIMA'S LARGEST
METROPOLITAN AREA

In “COVERED"” WAGES

GREENVILLE $112,827,014
62,217,401
48,677,862

Columbia

Charleston

S. C. Emp. See. Com., 1950
MAKE IT YOURS WITH

The MusaFindmon

5000 WATTS

NBE For the Greenville-Anderson-
Spartanburg Markets

Reprasented by Avery-Knodel
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FOR THEIR 35 KW H-=F TRANSMITTERS

Used in the 7 Voice of America’’ Service of the
U. S. Depariment of Stafe—

o F-8C25

/%" TRIODE

Y}

k
Instaliation of Federal F-8C25 power #ri-

odes in modulator tube compartment of
207B-1 transmitter.

207B-1 35 KW high frequency
broadcast transmitter manu-
factured by Collins Radio Co.

In the operation of the world-wide *“Voice
of America” service, an important part
will be played by the 207B-1, a 35 kilowatt high

frequency broadcast transmitter manufactured by
Collins Radio Company, of Cedar Rapids, Iowa.

In the view on the right are shown the five similar
side-by-side units of the 207B-1, bolted together to
form the full AM equipment.

When the time came to select a modulator tube for
the 207B-1 the choice of Collins was the Federal

anode dissipation. The F-8C25 has a thoriated tung-
sten filamentary cathode, requiring lower power and
providing longer service life.

Federal Telephone and Radio Corporation takes
pride in having worked with Collins Radio Company
to assure the ruggedness, efficiency and stability re-
quired by one of history’s most important applica-

F-8C25-a forced air-cooled triode rated at 5 kilowatts tions of radio broadcasting.

“Federal Always Has Made Better Tubes*

~ Federal Felephone and Radio Corporation

m
O e

FEDERAL TELECOMMUNICATION LABORA- L
.

TORIES, Nutley. N J.. . a.unit of VACUUM TUBE DIVISION 100 KINGSLAND ROAD, CLIFTON, NEW JERSEY E

T&T's world-wide research and In Canada: Federal Electric Manufacturing Company, Ltd., Mentreal, P. Q. Ql*

ngineeri m2ation. ol . . Ome b
it Export Distributors: Internationcl Stondard Electric Corp., 67 Broad 51, N.Y.

doi0
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Strictly Business
(Continued from page 12)
17% of the budget will be added
to this amount, placing 39% of the
total advertising expenditure in

the broadcast media.

Headquarters for this vast
activity is a 14th floor suite in the
Standard Qil Bldg. in San Fran-
cisco, Here, surrounded by charts
and graphs and certificates of
award and guided by a simple set
of rules and a simple philosophy
of advertising, Tony Mattes manip-
ulates his large budget to bring
his company the highest possible
return on the advertising dollar.

His philosophy recognizes ad-
vertising as an integral part of the
job of selling a product, but not
the whole job.

“Advertising,” he says, “can in-
form, convince and stimulate a
prospect to buy, but it takes per-
sonal selling to close an order.”

His guide rules to good adver-
tising are these:

“Advertise truthfully and in
good taste. Advertise to the right
people. Reach the greatest num:
ber of people consistently. Use the
most effective message. Do it in
the shortest period of time. In-
vest the least amount of money.
Merchandise your advertising-sales
promotion story effectively. Make
it pay off at point of sale.”

These thumbnail rules and his
philosophy are the result of more
than two decades of varied training
and experience in the advertising
business.

Born in New York

Tony Mattes (M. Anthony
Mattes, formally) was born in New
York City 46 years ago. He moved
to San Francisco with his family at
the age of six.

From high school days he was
interested in advertising as a
career and after graduation he re-
turned to New York for his early
training. He went to Columbia
U., where he majored in economics,
business administration and jour-
nalism. His graduation from
Columbia and entrance into pro-
fessional life just preceded the
crash of ’29.

But the resulting depression had
little effect on his accumulation of
experience. He was “broken in”
with such diversified accounts as
transportation, food, drug and
petroleum products. He served as
advertising manager for a leading
New York department store,
worked as an account executive for
Benton & Bowles in New York and
for Blackett-Sample-Hummert in
New York and Chicago.

When World War II came, he

went with the Office of War In-

formation as a regional director.
Returning to professional life in
1944, he moved back to San Fran-
cisco as Standard Qil’s advertising
manager, a job that ever since has
been both his vocation and avoca-
tion, drawing fully on his wide and
varied background and adding con-
siderably to it.

Mr. Mattes’ guide rules of ad-

vertising preclude leaving any part
of a campaign to chance. The
dictum to “make it pay off in the
shortest period of time for the
least amount of money” demands
a close accounting and this is the
reason for the numerous charts
and graphs in his office.

He knows where the company’s
advertising money is going and
what results each dollar is produc-
ing. Nothing is left to theory.

The company. believes in surveys
to accumulate this information, but
in its own surveys only. It is
happy to see its weekly mystery
show, Let George Do It, carried on
64 stations of the Mutual-Don Lee
and Inter-Mountain networks, con-
sistently receive a top rating in
the various radio popularity sur-
veys. But it doesn't depend on
these surveys in determining re-
sults.

“In these surveys,” Mr. Mattes
says, “a strong rating in one town
can overshadow a weak rating in a
nearby town without showing in
the final results of the survey.”

Separate Market Studies

Standard Oil, in its own surveys
and those conducted for it by pri-
vate research organizations, cover
each individual market area as an
entity. The surveys are conducted
according to whether the area is
served by a one, two, three, four or
more station town and whether or
net the area is a primary or sec-
ondary TV area.

From such detailed surveys come
the analysis charts and “oppor-
tunity” charts which show, to Mr.
Mattes’ and the company’s satis-
faction, just what results they are
receiving in each area for each
dollar expended in each media. Us.
ing an arbitrary cost figure of
$1000 per rating point, it is then
easy to compare returns from
various campaigns in various areas
in ratio to the cost of the campaigns.

Standard Oil’s oldest radic pro-
gram, and said to be the oldest
hour of music on radio, is The
Standard Hour (which celebrated
its 26th anniversary on the air Oct.
24}, a classical music show which
holds & special place in the com-
pany’s advertising program.

Tho Standard Hour, on which no
advertising message has ever been
broadcast, is, in fact, not even con-

GATLES

;siup Pt NEEDS

Boosts Competitor
WNAT Natchez, Miss., Oct.
24 suggested that listeners
tune to WMIS Natchez to
hear The Big Story honoring
Ned Smith, former editor of
the Natchez Democrat. Eddie
Phelan of WNAT comment-
ed, “Perhaps I'd best add the
fact that this plug was not
solicited by any organization
or individual . . . we merely
did what we considered in
the best interest of the radio
audience here.”

sidered an advertising venture. It
is & public relations activity and is
not subject to the cost rating meas-
urement of other productions.

But the goodwill it buys for the
company has never been ques-
tioned. The Standard School Broad-
cast, which is the company’s most
widely broadcast program (80 sta-
tions this year), is on a similar
level.

But all other activities meet the
strict cost rating measurement Mr.
Mattes’ requires for his approval.
In addition to Let George Do It,
the radic programs meeting these
requirements are Standard News-
time broadeasts on stations in
Juneau, Ketchikan, Anchorage and
Fairbanks, Alaska; Farmers' Di-
mest on KNBC San Francisco and
Farm Highlights on KFI Los An-
geles. They must measure up not
only in competition with other
radio shows but with' advertising
in all media.

The company’'s entrance into
television next year comes only
after thorough research and TV's
proven ability to pass the cost
rating test. The type of program
that measures up best in Mr. Mat-
tes’ analysis is a dramatic show;
and that's what Standard Oil will
have on the screens next year, in
all six of the TV areas in Stand-
ard’s marketing area.

Away from his office, Mr. Mattes
spends his time ouietly in a San
Francisco Peninsula home with his
wife and 7-year-old boy, and oc-
casionally going fishing or sailing.
But his mind is never far away
from the problems of cost rating,
budgets and campaigns that com-
promise the hobby by which he
lives.
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“Put your X #ere/”

“Ever bave nightmares?

“I don’t, often. But I sure had one last
nigbt! Wasn’t my usual one, being cbased
e : by a lion and falling off a cliff. In this

: dream it was Election Day, I was at the
polls, kidding with some of the boys I
knew . . . but they weren’t kidding back.
They looked sort of worried or scared
or something.

“Anyway, I got my ballot, stepped into
the voting booth and pulled the curtain.
I wet the end of the pencil .. . to make my
X’s big and black. Then the nightmare
part began.

“A tough-looking soldier stepped into
the booth. He put his finger on the ballot
and said, 'Put your X THERE! And THERE
... and THERE . .’ None of the names I'd
picked, either, He had a big black gun
pointing right ac me.

“That was last night. Today, all day, I've
been thinking about it. I'd known that
was how some elections got settled in
other places. But it never occurred to me
before how lucky I was to be a citizen of
this country. Here I vote according to my
conscience, not a gun. And I do other
things the way I please . . . like going to
church, or picking out my own kind of
job down at the Republic plant. Try that
where there's no freedom!

“That's it . . . Freedom! We've got all the

Freedom in the world. But,

\-:t:o honestly now, do we really appre-

- ciate it? Do yon? I admit I've done

my share of griping . . . probably never
will get over that habit.

“But, with Freedom-grabbers at work
hete as well as abroad, I want to be sure
on Election Day that we're @l alone in
that voting booth. With nobody to tell
us, 'Put your X THERE! No sic!”

REPUBLIC STEEL

Republic Building, Cleveland 1, Ohio

g™
REPUBLIC
STEEL

: Y  Republic BECAME strong in a strong and

//’ ; free America. Republic can REMAIN
i strong only in an America that remains
strong and free ... an America whose many
thriving industtries have brought the world's
highest living standards to her people. And in Y 1
serving Industry, Republ:'; lfl:o serves America, ¥ Q /‘
Take, for example, the Food Processing Industry. i = ‘.r// Eny
Here untold millions of pounds of food are _Iﬂﬂl’d{/{y’”{m”ﬂ T
processed, refrigerated, packed, canned and
frozen forthe Americantable. And here Republic’s
gleaming Enduro Stainless Steel can be found on
the job ., . . in vats, cookers, sterilizers, mixers,
coolers, to name but a very few .., guarding faith-
fully the food your family eats.

sug

T

5

&

N

This message is one of a seriss appearing in national
magazines, and in newspapers in communities where
Refﬂbli«: mills, mines and offices are located. For a
full color veprint, or permission to broadcast or tele-
cast, write Depe. M, Republic Steel, Cleveland 1, Obis.
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Advertisement

(“NBC this week went 10 work on its plan to expand its scope
of | network coverage, to embrace additional stations in small
supplementary markets, which may range up to 150 or so. . . .
Chief aim is to penetrate towns of from 30,000 to 50,000
population presently without NBC affiliation, thus adding a
potential one million ‘Bonus’ Listeners to network advertisers.

The stations will receive no pay for carrying sponsored
shows. . . . It's understood that the formula calls for adding
about 50 independent stations to the network roster; about
25" carrently affliated with the Liberty Network, and the re-

b - .
mainder recruited from current ABC and Mutual affiliates.”’

—VARIETY, Wednesday, October 10, 1951

important markets.

rate,’ NBC said.”

Firs of all, let me say that I am not writing this letter because I am

worried about losing 2ny of our Liberty affiliates to NBC. By this
statement I mean that even should NBC succeed in hoodwinking all
* or any part of the twenty-five Liberty affiliates it allegedly wants, the
loss|of twenty-five of our more than 400 stations is hardly going to
be a serious blow. I do not like to lose any affiliates because if we do
we have the job of going out and replacing them but I will repeat
that:the loss of any or all of them is not the thing that has me con-
cerned enough to write this letter. h

I AM WRITING BECAUSE, AS THE OSTRICH SAID
WHEN HE STUCK HIS HEAD IN THE SAND,
*THE END IS IN SIGHT.”

Radio networks no longer compete in how rr}uch they can sell but
in how much ihey can give away. For a long time now, the Mutual
Broadcasting System has been offering literally* hundreds of affiliates
as a free bonus to any advertiser who would buy another list of Mutual
stations. Both ABC and CBS have to lesser extenit also been guilty of the
“Borius Baby” evil. &

|
Now NBC, the oldest network in the radio business, has deliberately
joined this game of Russian Roulette which Mutual first popularized.

|

e You A Sucken?

AN OPEN LETTER TO AMERICAN RADIO STATIONS FROM
Gordon B. McLendon, President
Liberty Broadcasting System

“To the primary and consolidated supplement group will be
added a third category of what the web calls ‘Premium’ stations
(The equivalent of CBS’ ‘Bonus’ outlets). The network hopes.
to add approximately 100 such premium outlets in a reasonably
short time. Advertisers will get these stations strictly for free.

The network will pay such stations nothing for carrying shows,
the accepted theory being that such outlets get their value ont
of the deal by having top programming made available to

© them. . .. Some stations in the present 63 television markets

will actually have their rates adjusted upward.”

—THE BILLBOARD, Saturday, October 13, 1951

“Then a third classification will be established known as
"Premium’ stations to give added depth of coverage in less

“Equivalent to stations previously called ‘Bonus’, these
will be stations which ‘Do not individually deliver a sufficiently
large or a sufficiently valuable audience to justify a network

—BROADCASTING, October 8, 1951

I am astonished that the radio industry, in which I have a sizable
stake, should sit by so complacently while NBC is making out the
industry’s death papers.

These days, the advertiser doesn’t ask how many stations he is buying
but rather how many stations he is getting free. In this situation, even
the most short-sighted station operator should recognize extreme peril.
Any person to whom you give something free comes to expect more
and more. What is more important, he loses respect for you.

Many of America’s leading advertising agencies, who place the great

bulk of network time, are in direct parallel. They are coming to

expect more and more and more for free and they are willing to
pay for less and less. Any network time salesman will tell you that. He

will also tell you that, as might be expected, these agencies are losing

respect for radio.

The situation was serious enough 2 year ago. Now the mation’s oldest
and most respected network, NBC, has joined this giant game of
seeing how much blood you can let without dying.

As a station operator, do you see any danger to your-station? Even
should you be one of NBC's Primary Stations, you should recognize

(Continued on next page)




‘the fact that this contest to see which network can give the most away
will eventually hit even your station. And in radio's Armageddon, we
may see that day when, in order to get a given account or program,
the victorious network is the one which has agreed to give everything
free.

TAKE A GOOD LOOK AROUND AND YOU CAN TELL
YOUR GRANDCHILDREN HOW YOU SAW RADIO
DIE ONE DAY.

The battle between television and radio right now is strangely similar
to the cold war between Russia and the United States. Economically,
Russia might win the war without firing a shot. Likewise, television
will never kill radio; radio is going to commit suicide.

I am not even concerned about rate-cutting. It is more serious than
that. Whatever the NBC plans for tandem, one-shot and minute
man selling, these are merely competitive, if lamentable. However, we
cannot continue to give radio away. We must stop.

As a result of this NBC move, it would not be surprising at some
time in the future for CBS suddenly to realign its own network setup.
Your station might suddenly become a free station, along with scores
of other CBS stations. Perhaps then Mutual will respond with a re-
alignment of its own, offering one hundred stations as a basic sale
with four hundred free, To defend, ABC retaliates with an increased
number of free stations. Then, NBC is forced to respond again. During
all of this, your advertising agency stands gleefully and blamelessly
alongside, urging everybody on. The end of such a war can only
be disaster for everyone. The disrespect can be expected to extend
immediately into local advertising.

Liberty operates on the theory that while some stations should com-
mand a larger price than others, every station which delivers an audi-
ence deserves compensation in direct proportion to the amount of the
audience delivered. No station should ever be offered to an advertiser
free.

I have been discussing NBC's "Suicide First” plan as it concerns the
future of the radio broadcasting industry in general,

LET ME NOW LOOK AT HOW THE NBC PLAN WILL
AFFECT YOUR STATION SPECIFICALLY.

1 have already said that I had no fear for Liberty’s future even should
NBC be able to deceive all or one of the twenty-five Liberty stations
they have reportedly earmarked for destruction. Indeed, I expect to
lose a few Liberty affiliates to NBC under this new NBC plan, affiliates
who will be lured into the quicksand by those historic call letters that
used to represent the greatest network on earth. To expect that none
of our Liberty affiliates will succumb to the glamour and the prestige
of the letters NBC is expecting a little too much of human nature.

1f you are now or.do become a bonus station to any network, particularly
NBC under its new plan, you have struck a blow against yGur own
industry but more important than that you will discover that you have
made a serious mistake.

Any station joining this new plan is a sucker.
Why?

For years and years, smaller market network and independent stations
have struggled and strangled under the garroting pressure of the high-
powered city stations. All of us who have operated small-market
stations have bemoaned the fact that national advertisers refused to
recognize the fact that, for instance, the people in Tyler, Texas, by and
large listened to the Tyler station and not to the fifty-thousand
watter in Dallas. Yet we suffered through the years when these na-
tional advertisers would not even let us get in their doors, when their
only thought was the power station.

Advertisement

Now, just within the last two years, national advertisers have recognized
what you and I always knew: That the local station had the listeners,
And, ever alert to any fact over ten years old, NBC has also now recog-
nized this situation. It has further recognized the fact that its power sta-
tions, most of them in television markets, are not as salable as they used
to be. Much of the national advertiser's attention, for the first time, is
being diverted to the smaller markets.

All credit to NBC for its reaction. I never knew any network could
have such unmitigated nerve. !

NBC is calling on the smaller market station to save the big stations
which have so long fought to kill the small stations with their Clear-
Channel lobby and other such devices. For example, NBC may call
on the station in Tyler, Texas, who has been so long snubbed, and
ask him if he will not help to raise the rate for the big Dallas station
by allowing himself to be given away. At the moment when the small
station is becoming valuable for the first time, he is asked to give
himself away to protect the big stations against attack. I believe this
to be the greatest irony in the history of radio.

That's the picture. NBC is having trouble selling its power stations
because advertisers are finally taking cognizance of the audience long
held by smaller surrounding markets. So, NBC attempts to make a
lemon into lemonade. It decides that it will simply absorb the smaller
markets—not only for free, but to use these suckers to get a boost in
rate for the suffering power station. Now the advertiser can be told:
once again that he need not take any notice of the small markets. Forget
them again. We have the problem solved. We can give them to you
free as a bonus to the power stations. I can't help but think that the NBC
time salesman who presents this story simply must have a smile on his
face when he does so. Here for years the small city station struggles
for recognition and national advertising dollars and when he is about
to get them, NBC suddenly suckers him into giving it all up and
becoming a gratuitous servant for the power station which has ridi-
culed him for so many summers.

And what does the small city station receive for being a sucker? Well, -
he is now a "Premium’’ station. That's a fancy wotd for a bonus sta-
tion—one which gives up everything and takes nothing. He is entitled
to tell everybody now that he is being offered as a free bonus to his
big city neighbor and that by NBC's own admission he does not
deliver a sufficiently valuable audience to justify a netwotrk rate. But
this is not all the advantage he gets. He also receives the right to
option almost every minute of his salable time to NBC. But don't
go away. You haven't heard half of it. He is going to be given
the right to give away approximately four bours a day free to NBC.
But there’s still another benefit. He's going to get some spot announce-
ments from NBC to sell with the agreement that he pay NBC for
each announcement sold.

AND NOW FOR THE PAYOFF.
Naturally, nobody could be expected to give away as much as NBC is
giving away without expecting some compensation. So, just to top
it all off, NBC asks an affiliation fee of its premium stations.

Now that you have heard the proposition, boys, the line forms to the
right,

Come on and sign, suckets.
Yours sincerely,

Gordon B. McLendon

President
Liberty Broadcasting System




AD EFFECTIVENESS o 4ca by schver

IF CANADIAN advertisers and
broadeasters “avoid- the mistakes
of many of their compeers in the
United States and refuse to panic
as swn as television looms on the
scene,” they will preserve “their
excillent reputation for using ra-
dio  realistically and effectively,”
Horace Schwerin, New York, told
the Association of Canadian Ad-
vertisers, at its fall conference at
the Mount Royal Hotel, Montreal,
on Mov. 2.

The Schwerin Research Corp.
hea: pointed out that a number of
major sponsors in the U. S. who
“did not fall vie-
tims to the gen-
eral error,” are
“today actually
getting more
potential custom-
ers to remember
and believe their
radio advertising
than was the case
before TV entered
the picture.”

They are doing
this, he added, by using research
to imcrease the efficiency of their
commercials and place those com-
mercials in the proper vehicles.

Mr. Schwerin illustrated his point
with|case histories from his organi-
zation’s studies of listeners’

Mr. Schwerin

reactions more than 2,600
commerclals. In the case of one
leading advertiser, he showed, the
program which had the largest lis-
tening audience cost nearly six
times as much to attract each extra
customer for the product as did
another program with an audience
less than half as large, due to
greater remembrance and belief
achieved by the latter show’s com-
mercials.

“We have found that many pro-
grams with modest-sized audiences
provide a more favorable climate
for listener acceptance of product
claims than do shows with far
larger audiences,” Mr. Schwerin
said.

Program Attraction

“A program can produce this
favorable climate in two ways,”
he noted. “First, it can attract
those listeners who are the pri-
mary prospects for the product.
Second, it can have a mood with
which the commercials for a par-
ticular product can readily be
blended.”

In this connection, he cited the
experience of one drug advertiser
whose commercials when presented
on a daytime serial won 81% more
remembrance and belief than on a
news program and 65% more re-

FOR PEMMIES IN '52
WE'LL BRING DOLLARS
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CALL OR WRITE
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FARL L. BOYLES, coneear manseen
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membrance and belief than on a
panel quiz show.

With research knowledge ad-
vanced to the point “where the
effectiveness of program plus com-
mercials can be assessed,” Mr.
Schwerin added, sponsors who
“know how to use research as one
of their tools for the systematic
utilization of radio” were able to
take advent of big-time television
in their stride.

“They did not make the error of
assuming that the largest dollar
expenditure would alone buy the
most customers. They have calmly
evaluated both radio and video
shows in terms of how well these
fit into their overall advertising
strategy. They are continuing to
employ radio, more effectively than
ever before, and they employ tele-
vision too, but wisely and methodi-
cally,” he related.

Pat Freeman, sales director of
Canadian Assn. of Broadcasters,
Toronto, discussed radio’s relation
to the advertising dollar in 1952 in
a symposium Nov, 1 in which rep-
resentatives of all media took part.
This followed a luncheon address
on “What has Happened to the Ad-
vertising Dollar ?” by Mark Napier,
managing director of J. Walter
Thompson Co., Toronto.

The two day session was well
attended by eastern Canadian ad-
vertising executives and included
among its speakers: Fred J. Otter-
bein, president of General Foods,
Toronto; Earle Ludgin, Chicago; R.
E. Jones, advertising manager, Col-
gate-Palmolive-Peet Co., Toronto;
J. J. McGill, Tuckett Ltd., Hamil-
ton, Ont.; Dr. Murray Banks, New
York; and Dr. Claude Robinson,
Gallup & Robinson, Princeton.

CANADIAN TV

Further Delays Seen
DIFFICULTY in getting steel for
the towers of the proposed Cana-
dian Broadcasting Corp. TV sta-
tions at Toronto and Montreal is
likely to delay operation of Can-
ada’s first TV stations at least an-
other six months. The Toronto
outlet was to have been ready to
go on the air in January after
several earlier postponements.

Unofficial word from CBS sdurces
now points to June for the Toronto
outlet and probably the end of
19562 for the Montreal outlet.
Latter was to have been ready by
next spring. Building of studios
and transmitters at both Toronto
and Montreal is going ahead, al-
though far behind schedule.

Avoids Jamming

AUTHORITY for the Bavarian
radio to deviate from its B00 ke
frequency in order to circumvent
jamming from Soviet zone trans-
mitters has been given by the Office
of the U. 8. High Commissioner in
Germany. Jamming began Oct. 4
[BeT, Oct. 29].
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NBC NEWSCASTER Leon Pearson (1)

reminisces with James  Byrnes,

former Secretary of State and pres-

ent governor of South Carolina. Mr.

Pearsen was in South Carolina os

the guest of WIS Columbia, which

was celebrating 20 years’ offiliation
with NBC.

‘PARADOXES'

Shown in lowa Study

"ASSUMPTION that there is a di-

rect relationship between the num-
ber of program types offered and
the expressed preference of listen-
ers for certain programming fare
is discounted in a survey of “lis-
tener likes” conducted at the U. of
lowa.

D. Glenn Starlin, now radio di-
rector at the U. of Oregon, who
made the study last year, came up
with these findings on the basis of
a study of radio fare in Towa from
November 1943 to February 1949;

® The more you listen to a certain
type program, the lesa likely you are
to choose it as a best-liked program
type.

® The less you listen, the more
likely you are to choose it as the
best-liked program type.

® “Listeners would not learn to
like ‘educational’ programs better if
commercial broadcasters offered more
programs of this nature.”

® The large number of serial or
“soap opera” dramas on the air has
not “trained” people to like them.

Purpose of Mr. Starlin’s study
was to determine the interrelation
of radio fare with listeners’ prefer-
ences. He said he interviewed over
68,000 listeners and tabulated over
217,500 quarter-hours of programs
of Towa and adjoining stations dur-
ing the base period. Only in rare
instances of program types, he said,
did program offerings catch up with
listener preferences.

Mr. Starlin said his data stemmed
from tabulated program offerings
properly weighted in terms of sta-
tion share-of-audience for ‘“pro-
gram-heard” ratings. Latter yearly
ratings were then compared with
“program preference” ratings re-
ported in lowa radio audience sur-
veys in an attempt to evaluate the
influence on listeners’ preferences.
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WHAT'S THE
STORY?

- -let Billboard '
tell it!

“As competition for National Broad-
casting Company’s Berle and
Columbia Broadcasting System’s
Sinatra, Du Mont has pulled a very
smart switch, via two of the most
literate programs on TV today —
‘What's the Story’, a newsgaperman
panel show, followed by ‘Keep
Posted’, interview show.”

—BILLBGARD, Oct. 27, 1951

What's The Story? is the exciting, new
television program based on the news
that made the headlines yesterday —
and today. A fascinating game which
pits the wits and memories of -four
members of the working press against
the viewer's challenge of What's The
Story?, suggested in the clues sup-
plied by moderator Walter Kiernan or
dramatized before the cameras—

What’s The Story

is presented
each Tuesday at 8 P.M. (EST)
on the

DU MONT

Television Network

A DIVISION OF ALLEN B. DU MONT LABORATORIES, INC. + 515 MADISON AVENUE + NEW YORK 22, N. Y. = MUrray Hill 8-2600



Lawyers, judges hand down

ﬂ)ﬁg sales decision in

MIAMIT

REPRESENTING
TELEVISION STATIONS:

DAVENPORT WOC.-Ty*
(Central 8roadcasting Co.—
WHO-wOC}

Yes, Spot Delesision Sells Goods!
Ton Funthen Pacts, Hok:

FREE & PETERS INC.

Pioneer Station Representatives

Since 1932

FORT WORTH-DALLAS WEBAP-TY*
{STAR-TELEGRAM)

LOUVISVILLE WAVE-TY*

(WAVE, 1nc.)

MIAMI wivJ

{Wometco Theatres)

MINNEAPOLIS-ST. PAUL WTCN-TY
[DISPATCH-PIONEER PRESS)

NEW YORK WPIX

(THE NEWS)

ST. LOUIS KSD-TY* ®

{POST-DISPATCH)

SAN FRANCiISCO KRON-TY*

{THE CHRONICLE) NEW YORK CHICAGO DETROIT

*#Primary NBC Alffiliates

ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
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‘THAW DUE IN FEBRUARY

By EARL B. ABRAMS

STRONG indications that the FCC
is modifying its approach to over-
all TV allocations and will use a
portion of the 18 “flexibility chan-
nels” heretofore held in reserve to
accommodate more stations in more
major markets, were given last
week.

In a series of developments and
public statements by FCC officials,
these clear trends were discerned:

1. The freeze is due to be thawed
between Feb., 1 and March 1.

2. There may be 50 to 80 new
construction permits authorized by
mid-July.

3. The multiple ownership “ceil-
ing” of five stations to a single li-
censee may be boosted to include
perhaps two or three UHF assign-
ments.

FCC Chairman Wayne Coy made
the earlier prediction in a speech
to NARTB District 5 members in
St. Petersburg, Fla. (see story
page 27). Comr. George Sterling
said “late in February or early in
March” in a speech to members of
the Armed Forces Communications
Assn. in New York (see story page
85).

When grants will begin to be
made again—there have not been
any since Sept. 30, 1948—seems
more certain,

Both Comrs. Coy and Ster-
ling and Broadcast Bureau Chief
Curtis B. Plummer mentioned April
1 as the date when grants could
begin to be made again. Mr. Plum-
mer made his prediction in a panel
discussion before the Transmitter
Division of the Radio-Television
Manufacturers Assn. in Washing-
ton. '

500 More Expected

That would seem to make sense,
If the freeze is ended in February,
the Commission has promised “a
reasonable time” for new applica-
tions to be filed—some 500 are ex-
pected to be added to the 450 on
hand, according to Mr. Plummer.
Allowing 60 days for this purpose
—a majority of applications al-
ready on file will have to be amend-
ed too—that would fix April 1 as
the day when the FCC can start

" issuing grants.

‘Chairman Coy moderately stated
that only “a handful of new TV
stations [might be] on the air in
1952,” and ventured that there
would be “not too many in 1953.”

Sombre note was the warning

BROADCASTING

sounded by E. T. Morris, chief of
the top level Electronics Produc-
tion Board and director of the Na-
tional Production Authority Elec-
tronics Products Division.

Mr. Morris, former Westing-
house executive, didn’t see any sta-
tions starting on the air until the
first quarter of 1963, with about
80 new stations by the middle of
that year, he told engineers and
guests at the same RTMA meeting
at which Mr. Plummer spoke.

He warned that 80 new stations
would mean a heavy drain on con-
struction materials as well as on
critical steel, copper and aluminum
for station transmitters and as-
sociated equipment.

Just how far TV station oper-
ators would get with the 25 tons
of steel, 2,000 pounds of copper
and 1,000 pounds of aluminum they
are now able to “self-authorize”
[BeT, Oct. 29] is conjectural.

Air of quiet optimism pervad-
ing members of the FCC staff
working on TV allocations seems
to bear out predictions on when
the freeze is going to be lifted.

Cheery outlook is compounded

Grants May Start April 1

of a number of developments—not
the least of which being the work
of the 15-man task force of at-
torneys, engineers and economists
working on the more than 1300
filings in the “paper” allocations.

As one of them said the other
day, “There are more days re-

cently when [ feel pretty confident

about getting out from under this
load than days I don't.”

According to the best informa-
tion, the more arduous work is due
to be completed Nov. 12, when the
last of the rebuttal pleadings are
filed. Filings after Nov. 12—Nov.
26 is the deadline for all pleadings
—will mainly concern a small legal
staff, since they will deal solely
with such matters as motions, ex-
ceptions, etc.

Smooth Functioning

Another reason for the subdued
jubilation among task force mem-
bers is that almost without excep-
tion the Commission has been in
general agreement deciding various
policy problems during the past
few weeks. What has impressed
Commissioners and staff workers

alike is that no controversy among
Commissioners has arisen thus far.

It is no secret that facets of the
allocations proceedings have been
presented to the Commission and
discussed by them for the last
month or more. It is believed that
if this practice is continued, the
final decision by the Commission
should not take overlong.

A final indication that the
optimism at staff level may not
be misplaced is the fact that pro-
cessing of applications has been go-
ing on right along—they have not
been thrown into the pending file
willy-nilly. Though far from the
regular investigation of applica-
tions, the processing has given the
staff the feeling that its head is
above water.

At the moment the processing of
applications has ceased, since most
of the experts are poring over the
allocations filings. But when staff
members are freed from their cur-
rent allocations job, processing will
be resumed.

Some idea of how the FCC hopes
to get TV service going again

(Continied on page 88)

NEW TV STARTS IN 53 sors NeA's Morris

NEW television stations will start
taking the air in the first quarter
of 1953, with possibly 80 stations
operating by mid-'63, in the opin-
ion of E. T. Morris, chief of Elec-
tronics Production Board and di-
rector of the Electronics Division,
National Production Authority.

Addressing a panel discussion on
1952 electronics prospects, staged
Thursday by  Radio-Television
Mfrs. Assn. Transmitter Section
at the Wardman Park Hotel,
Washington, Mr. Morris predicted
2,500,000 additional TV homes will
be receiving service from new sta-
tions by mid-'53. He based his esti-
mate on lifting of the freeze next
spring by FCC,

Curtis B. Plummer, chief of the
FCC Broadcast Bureau, estimated
the FCC will start processing TV
applications next April, with 50 to
80 station grants issued by mid-
July (see freeze story this page).
This prediction was based on a
$600,000 budget reguest. First
grants will be in cities under 50,
000, he said. Where there are more

® Telecasting

applicants than channels in such
cities as Portland, Ore., and Den-
ver, there necessarily will be pro-
cedural delays, he said.

Opening of possibly 80 new mar-
kets, mostly single-station, Mr.
Morris predicted, will create an
over-night demand for construc-
tion materials, transmitting and
studio equipment, TV receivers and
antennas, installation materials,
servicemen's equipment, stocks of
replacement parts and tubes.

New Jobs Seen

At the same time new jobs will
be provided for servicemen, engi-
neers, technicians, salesmen, actors
and entertainers, he said.

Taking Mr. Plummer’s predic-
tion of 80 potential construction
permits by next July, Mr. Morris
said it takes 9-12 months for a TV
station to go on the air after a CP
has been granted by FCC, though
time can be saved by ordering
equipment in anticipation of a
grant.

With an average “lead time" of
10 months between time of grant

and actual operation of a TV sta-
tion, he said there will be “very
few, if any” new stations on the
air by Jan. 1, 1953. While the
manufacturing cycle for transmit-
ting equipment is six to nine
months, manufacturers may be able
to beat this time since some equip-
ment is already in stock and other
is being manufactured in anticipa-
tion of the freeze lifting.

* Mr. Plummer said there are 1,302
pleadings in the FCC’s current TV
“paper hearing,” which ends about
Dec. 1. A lot of people are read--
ing these pleadings, he said. An-
other 60 days will be needed to
amend applications, with process-
ing to start April 1. He called this
schedule “optimistic.”

Some 450 TV applications are
now on file for about 160 markets,
with 500 more likely to be filed in
the three months after next April
1. In about a third of cases there
are more applicants than available
channels, he said.

Shortage of engineers and hear-

(Continued on page 84)
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ters around the advertising lang-

the motion picture industry’s code

REWRITE EUDE? - Multiple Problems Mulled

NA]FTB'S Television Code, hastily
processed in the heat of govern-
mental pressure, faces serious re-
writing as the full impact of its
peng]l provisions becomes apparent.

Prospect developed last week
that discovery of loopholes in the
code| might delay final adoption by
the TV board at its Dec. 5-7 meet-
ing in Washington.

As text of the code came under
scru?iny (only existing copy is that
published in the Oct. 22 BROADCAST-
ING ® TELECASTING), belief spread
that the job had been done too
rapit{:y and without the benefit of
advance analysis by TV stations.
(See code views of FCC Chairman
Wayne Coy, page 27).

A number of Washington radio
attorneys informed BROADCASTING
® THLECASTING they could not ad-
vise itheir clients to subscribe to
the x%ode as it now stands. They
contend its penal provisions jeo-
pardize million-dollar properties
withqut due protective rights and
they |warn of anti-trust perils as
well as danger of FCC reprisals.

Possible Effects Cited

Among principal objections are:

® Sets up “kangaroo court” of
businessmen with life or death
power over competitive stations.

® Tnvites gossip columnists, or-
ganizations, prejudiced interests
to file complaints.

® Withdrawal of seal would be
tantamount to loss of station li-
cense, o

® Sets up minimum standards
based on general platitudes.

® Mere filing of a charge against
a station would cast a blight on it.

° ﬁnvolves serious antitrust
dangers jeopardizing the status of
stations and applications before the
FCC.!

® Was approved in principle by
- stations without chance to consider

its provisions.

® Denies basic American prin-
ciples of property rights.

® Places “good” operators at
disadvantages.

¢ Puts TV board members in im-
possible position as judges over
fellow telecasters.

® Penal clause covers only “pro-
gramming,” with absolutely no
mention of “advertising’’ or “com-
mercial” violations.

The last-named objection, not
hitherto mentioned in open discus-
sion of the code, will bring down
additional wrath on telecasters,
already jumpy because of Con-
gressional and FCC attitudes, some
observ‘ers contended last week.

In other words, a station cited
for violation of an advertising
clause| in the code would quickly
demurjon the ground the penal sec-
tion specifically mentions pro-
gramming without any reference
to commercial practices.

Experience in radio codes during
the last three decades shows that
most discussion of viclations cen-
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uage rather than the sections deal-
ing with ‘good taste, obscenity and
other aspects of programs.

NARTB headquarters officials
have been informed of these ob-
jections and are rewriting portions
of the TV code for the December
board meeting.

Some observers, particularly in
the legal field where protection of
a station’s rights is the basie con-
sideration, believe the objections
to the present version of the TV
code are so fundamental that the
whole matter should be reopened
for careful industry study.

Narcotics Official Objects

Objection to the code’s narcotics
provision was made last week by
H. J. Anslinger, U, 8. Commis-
sioner of Narcotics, Treasury Dept.
Writing to Guilford 8. Jameson,
Washington radio attorney and
former president of the FCC Bar
Assn.,, Mr. Anslinger said he had
read the narcotics paragraph in the
Oct. 22 BROADCASTING® TELECAST-
ING.

As now written, the narcotics
clause says: “Drunkenness and nay-
cotic addiction are never presented
as desirable or prevalent.”

Commissioner Anslinger recalled

had been relaxed to permit pro-
duction of a movie with a smug-
gling sequence, bringing a storm
of publie protest. The Motion Pic-
ture Assn. of America reinstated
a prohibition against showing of
illegal narcotic traffic or drug ad-
diction “in any form,” he ex-
plained, adding, “This would seem
to be a wise policy for television
rather than the vague provision
which was included in their code.

Mr. Jameson wrote Robert D.
Swezey, WDSU-TV New Orleans,
chairman of the TV code committee,
urging that this clause be strength-
ened. Recalling that the movie
goer can avoid contact with narotic
films by staying away, Mr. Jame-
son said, “It is obvious that the
rapid change of pace in television
program content also makes -it
well nigh impossible for the viewer
to anticipate or have notice in ad-
vance of the type of program that
is forthcoming in time to protect
hirhself or others from it by avoid-
ing a particular program.”

An example of voluntary ad-

herence to principles of the TV .

code developed last week when
WWI-TV Detroit banned lyries of
two popular songs and blacked out

& network program., WWJ-TV in-
terrupted the playing of “Sweet
Violets” during the Wayne King
show Oect. 25, showing a placard
stating the song was omitted “in
the interest of good taste.” Harry
Bannister, WWJ-AM-FM-TV gen-
eral manager, said the ban was im-
posed in accordance with the sta-
tion’s own code, adopted in 1947.
Another song, “I Get Ideas,” also
was barred by the station.

Much Legal Concern

Radio attorneys are greatly con-
cerned over the NARTB's television
code as now written, according to
& check made last week.

Because of the lack of protection
in the penal provisions, some at-
torneys believe a station ‘would be
better off not to sign the code. It
could then do a creditable publie
service job without running danger
of having its property confiscated,
in effect, by a tribunal of telecast-
ers not familiar with principles of
fair trials.

The fact that a station was cited
for a code violation might lead to
license revocation proceedings at
the FCC, it was suggested, with
FCC perhaps subpoenaing NARTB
records and files,

Extremely harsh criticism was
voiced of the loose hearing pro-
cedure outlined in the code. Among

(Continued on page 118}

CIVIL DEFENSE

ENCOURAGED by the success of
the fledgling venture into closed
circuit theatre TV, federal officials
are mapping plans for a second
such demonstration of civil defense
training techniques.

So effective was the first show-
ing in four eastern cities last
month [BeT, Sept. 24, 10] that the
Federal Civil Defense Administra-
tion -hopes to conduet a similar
project in the New England ares in
the near future. Target date is mid-
December, with cities and theatres
yvet to be selected.

The results of the initial effort
and the economy of using theatre
TV as a mass instruction weapon
have prompted a speedup in plans
which envision a blanketing of all
U. 8. cities now equipped—or ear-
marked—for theatre television.

Inherent in the blueprint for
mass instruction in a compara-
tively short time is a closed circuit
network of theatres in key cities.
Civil defense volunteers could in
time be trained on a coast-to-coast
basis, it is felt.

Movie houses are donating their
theatres without charge. It is
estimated that the entire project
could be completed for as little as
$5,000. It is understood that AT&T
is supplying coaxial cable- faecili-
ties at a minimum of 15 cents per
mile. .

The New England showing prob-
ably will originate in Boston,
though this was not definite last
week. Providence and other cities
(perhaps New Haven or Hartford,

Plans More Theatre TV

Conn.) are expected to participate
in the project.

New England demonstrations
will be both “live” and film with
stress on civil defense welfare serv-
ices and training techniques. Re-
sults and reactions of volunteers
will be catalogued by the FCDA
during and after the one-hour
showing.

The first closed circuit theatre
video effort was held Sept. 15 in
Washington, Baltimore, Philadel-
phia and New York.

Question and answer sessions
are planned with questionnaires
distributed for the New England
project. Grass roots approach, with
federal officials talking directly to
voluteers, is hailed by the agency
as an effective means of enabling
the govenment to train some 15
million workers in short order.
Local instructions in each theatre
will supplement the government
phase.

Azine, Lapin Produce

Theatre TV programs are pro-
duced by Harold Azine, chief of
the FCDA TV Branch, and his as-
sistant, Al Lapin. The experiments
are made possible through funds
provided for the agency’s public
media and training activities.
United Paramount Theatres and
Theatre Network Television are
cooperating.

FCDA officials point out that
anywhere from 50 to 100 cities may
be equipped with theatre TV by
the end of 1962. It is held con-

ceivable -that, once theatre video

" materializes on a blanket secale,

millions of civil defense recruits
could be trained from coast to
coast, with different TV stations

serving as originating outlets for .-

successive demonstrations on varied
topics. During the first experiment,
11,000 workers were instructed.

Over 15 cities now have theatres
equipped for closed circuit video. )

FCDA also is moving ahead with
film production as part of its pub-
lic education activities. One plan
involves a series of five or six CD
films to be made available to TV
stations and state groups as a
package. Each is good for one free
showing by individual television
stations, with an extra charge
levied for subsequent showings.
Bach is to be available singly.

Now in the mill is a new film,
Duck and Cover, designed especially
for children in the lower school
grades. The film, to run 20 or 30
minutes, will be richly animated,
with Bert the Turtle as chief ac-
tor. Short was prepared with the
cooperation of the National Edu-
cation Assn. and is being produced
by Archer Productions, New York,
for mid-November release.

The package series includes, in
addition to Duck and Cover, these
films: Survivel Under Atomic At-
tack, What You Should Know
About Biological Warfare, Fire-
Fighting for Householders, and
Our Cities Must Fight [BeT, Oct.
22].

BROADCASTING ® Telecasting




here's a fellow with more than fantasy...

... and you can put him to work right now

Jack Gould called the Kuklapolitaﬁs “a most charming and heart-warming excursion
into pure make-believe.” But beyond that, Kukla Fran and Ollie can serve you with
coldly realistic selling which will warm the cockles of your treasurer’s heart. To wit. ..

big family audience
. . . seen by over 4 million viewers daily, over half of them adult.

long station line-up
... over 40 cream TV market areas representing 72% of all TV homes

low program cost
. .. less than one-third the cost of an average evening half-hour show

low cost-per-thousand
... 08 low as $1.28 per commercial minute

Werite, wire, or phone your nearest

NBC-TV representative today for full . .
information on avaslabilities. NBC :tcicvision
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the audience always returns. ..

...to the scene of the crime

... when it's solved by

WILLIAM GARGAN

*America’s No. 1 Detective”

In the time you take to read this advertisement,
private-eye Gargan can be selling your products to a combined
NBC-TV and RADIO audience of more than 12 million mystery

fans— for less than one-tenth of a cent per prospect!
You can swing the whole deal, radio and tv, on a quarterly

budget of $150,000 by sharing the cost with two other sponsors.

Or, you can buy the radio and tv half-hours separately.
Any way you case it, you'll have a sure-fire sales-hit on

your hands. Better ask to see a presentation today.

NBC tcicvision . 30 Rocketeller Plaza, N. Y.
A Service of Radio Corporation of America



OWNERSHIP LIMIT

RELAXATION of the five-TV-
stations-to-a-customer rule was
broached officially for the first time
last week by FCC Comr. George
E. Sterling, in a speech before a
joint meeting of the Armed Forces
Communications Assn. and the At-
lantic Section of the Institute of
Navigation in New York.

In order to insure the acceptance
of UHF, Comr. Sterling suggested
that the Commission might amend
its rules to permit networks to
own “two or three” UHF stations
“widely distributed in top markets.”

Reason for this softening of the
five-per-entity rule was explained
by Comr. Sterling thusly:

“It is well recognized that a
UHF station is at a serious com-
petitive disadvantage getting
started unless there is some way
of developing a market for re-
ceivers. It seems to me that the
sooner the networks get into UHF
either by ownership or affiliation
of stations, the sooner the market
will be developed for receivers and
converters. Since the Commission
has adopted a philosophy of inter-
mixture of VHF and UHF chan-
nels in a community then it would
seem that intermixture of owner-
ship of stations by networks would
insure the future of the UHF
band.”

The Commission also limits AM
stations to seven per entity. FM is
limited to six to the same owner-
ship. There is also a proposal
permitting more than the limit
for AM-FM-TV stations dependent
on degrees of ownership.

TV freeze will be ended “some-
time in late February or the early
part of March 1952,” Mr. Sterling
said. He held out that no hope for
quick action in granting applica-
tions due to the number of hearings
that will be necessary and the
limited number of examiners and
staff to process the applications.

Referring to the “hundreds more”
applications expected to come into
the Commission as soon as the
freeze is lifted, Mr. Sterling aptly
declared: “The applications will
come in a flood but the output will
become but a trickle.”

Criticizes Delayers

The Maine Commissioner did not
hesitate to cite TV laggards.

“For three years following the
war there was ample opportunity
in which applicants in many cities
could have obtained a VHF channel.
Nevertheless in some cases the
clamor to lift the freeze has come
from cities where TV channels
were assigned but no one dared
to risk the capital. Some holders
of construction permits even lost
their initial courage when they
found that a TV station costs ap-
proximately a quarter of a million
dollars and that stations on the
air were losing money hand over
fist and so turned in their author-
izations.”

A pat on the back for the pioneers

BROADCASTING ¢

Sterlin_g Reviews Status

followed by Comr. Sterling:

“The public in those areas that
have a TV service today should
be grateful to those daring en-
trepreneurs who were willing to
risk their capital in this new in-
dustry. Once they were up to their
necks in red ink, today they are,
in many cases, in ‘blue chips.” So
while the ‘have nots’ are singing
the blues, those that are in, are
picking up the chips.”

As to future of the CBS field
sequential color TV, the former
FCC chief engineer doesn’t be-
lieve it can be counted out entirely
by Defense Mobilizer Wilson’s
edict forbidding the manufacture
of color receivers and CBS’s con-
comitant cessation of colorcasting
{BeT, Oct. 29, 22].

“I believe that unless CBS
throws in the towel,” Mr. Sterling
said, “. . . . the showdown in color
will come when the compatible pro-
proponents demonstrate their sys-
tem side-by-side with the CBS sys-
tem on direct view large-size tri-
chromatic tubes.”

Referring to

the 14,000,000

black-and-white sets already in use,
and the fact that manufacturers
can continue to make and sell them,
Mr. Sterling declared that the task
of making the right decision after
another color hearing “will be far
greater than that which confronted
the Commission when it was faced
with a decision in 1950 because of
the advancements that will take
place in the art during the interim
while color broadcasting and mass
production of color TV receivers
take a holiday.” ’

Color Dissenter

Comyr. Sterling, with Comr. Hen-
nock, dissented from the now his-
toric FCC decision authorizing the
commercialization of the CBS color
system in 1950 [BeT, Oect. 16,
1950]. He thought then that the
action was premature.

In other portions of his exten-
sive report on TV, Mr. Sterling
renewed the idea of satellite TV
stations in order to bring TV serv-
ice to communities unable to af-
ford a regular station. This was
first officially recommended by for-

W. D. ROGERS Jr. (I}, former vice
president-general manager of KEYL
(TVY) San Antonio, meets with George
Storer Sr., president of Fort Industry
Co. and new owner of the station.
Mr. Rogers will remain as vice presis
dent. Sale was consummated Oct. 25
in San Antonio.

mer FCC Chairman Charles R.
Denny Jr. in a speech to the NAB
convention in Atlantic City in 1947.

Mr. Sterling also called for
more UHF research, cited the dis-
covery of 10 unlicensed TV stations
during the past year, and applaud-
ed the TV Code adopted by the
NARTB in Chicago last month
[BeT, Oct. 22, et seq.].

TV SET OWNERS ‘Good Housekeeping’ Surveys

WHAT HAPPENS when a family
owns a TV set?

To find the answers, Good House-
keeping magazine conducted one
of its consumer panel surveys and
came up last week with these
answers, among others:

First, of the 1,403 persons who
responded out of the survey group
of 1,915 (in a total of 22 TV areas)
57% said they own TV sets.

In every 100 television homes,
14 adults and 28 children watch
TV during the morning; 45 adults
and 98 children during the after-
noon, and 239 adults and 101 chil-
dren during the evening.

TV is having its effect on both
in-home and out-of-home enter-
tainment activities, including ra-
dio listening (though no attempt
was made to measure the degree
of effect except in terms of “less”
and “more” or “same.”)

The number of TV set owners
who do not watech TV at all during
the morning or afterncon far ex-
ceeds the number who do, and non-
watchers during the evening range
from 169% to 24%, depending on
what day it is—a finding which
gave little support to those who
contend that a TV home is, in
effect, a non-radic home.

Some 64% of TV-owners said
they pay “more” attention to TV
commercials than to radio com-
mercials (6% pay less, 28% the
same, and 3% did not answer).

A total of 27% of the set owners
watch TV commercials “regularly”
and 69% *“occasionally,” while 3%
“never” do. The percentage of
“regular” watchers of commercials

Telecasting

would seem to increase with length
of set ownership—23% of those
with sets less than six months put
themselves into the “regular” cate-
gory, while the percentage ranged
higher in the older groups (28%
in the 6-12 month group, 24% in
the 12-24 month class, 33% in the
24-36 wmonth category, and 30%
in the over-36-month group).

Some 22% spend less time read-
ing magazine advertising.

Asked whether they engaged
more, less, or the same in specific
entertainment activities since the
advent of the TV set in the home,
the 799 TV owners responded as
follows:

Movies—More 09%; less T0%;
same 25%; no answer 5%.

Magazines—More 1%; less 35%;
same 60%; no answer 4%.

Newspapers—More 2% ; less 9%;
same 83%; no answer 6%.

Radio listening—More, less than
19; less 82%; same 12%; no
answer 6%.

Theatre & concerts—More, less
than 19%; less 42%; same 48%;
no answer 10%.

Attending sports events—More
2%:; less 36%; same 50%; no an-
swer 13%.

Entertaining at home — More
21%:; less 9%; same 64%; no an-
swer 6%.

Listening to phonograph records
—More 39%; less 509%; same 35%;
no answer 12%.

Books—More 19%; less 47%;
same 47%; no answer 5%.

Going out—More 1%; less 47%;
same 47%; no answer 5%.

Playing cards—More 1%; less

40%; same 50%; no answer 9%.

Surveying TV’s effects on reader-
ship of particular sections of maga-
zines, Good Housekeeping got these
answers.:

Service material (food, children,
homemaking, styles, beauty and
health) is read more by 5% of the
set owners; less by 8%; the same
by 79% (8% did not answer).

Articles—More 3%; less 169%;
same 69%; no answer 12%.

Features (music, movies, etc.)—
More 39%; less 27%; same 57%:;
no answer 13%.

Fiction—More 19%; less 23%;
same 55%; no answer 21%.

Advertising — More 49%; less
22%; same 62%; no answer 12%.

Among those who ‘“never” or
“occasionally” look at the commer-
cials, conversation appears to be
the most popular way of passing
the interlude: 53% said they talk
while the commercial is on; 35%
leave the room; 11% read; 9%
“stretch and walk around the
room’”; 8% use the time to ‘“per-
form a task or chore”; while 6%
“prepare and/or have refresh-
ments’’; 5% “sew, knit, crochet”;
1% *‘change stations” at this point.
Several obviously do more than one
thing since the percentages add
beyond 100%.

Among those who “never” watch
commercials, as distinguished from
those who ‘“‘occasionally” do, none
said they change station, relax and
close their eyes, or serve refresh-
ments during this period. More of
them go out of the room (45%)

(Continued on page 32)
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Rorabaugh Report
For July-Aug.-Sept.

(Report 188)
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N. C. RORABAUGH Co. last week
issued the first of its quarterly re-

Number of Sponsors
Clossification MNetwerk Spm Total

Doiry & Murgurml Prod-

theatre chain which owns WBKB
and the Garrick, for origination

ports on television advertising, ucts .. . 6 54 7o of television shows as well as
covering the period of July, August E-:.":'mil ----------- "" :: ﬁ movies.
and September, Foo; & Food Drug Cllums 45 390 435 y *

Survey results show that 5,807 Gusoline & Oils e § 29 ¥ RCA to Show

sponsors placed 6,041 spot sched-

Household (nppllaucu,
furnishings, supplies)., 29 102 3

TV Microscopy

ules on 101 video stations in 61  Jewelry, Access, Com- . " 6 i .
markets. ."""v';:c“ Cloamsers, TELEY’ISION in Medicine and
Network spot schedules totaled Polizhes .. ... 26 zsz ;g Biology,” a demonst.ratlon lecture
242, with NBC’s 98 taking the lead pusitaaoe® - ' % 13 slated for presentation by Dr. V.
in that category. CBS was sec-  Public Usilities ... . 14 14 K. Zworykin and Leslie Flory of
ond with 74, followed by ABC with  "*(n 1Y S, Phono- . the RCA David Sa;}mf?‘l Res_earﬁh
53 and DuMont with 17. Tobocco, Ci a Center, Princeton, N. J., will be
M ARKET The number o;rv 1national regional T:‘?E':::; Ig?:?“-“- g; N2 Ig; among major f:aatures' of the
spots reached 1,372, with local- Tu:nspor::;:':r.l“‘..... o 28 28 Fourth Annual Conference of
retail spots amounting to 4,427. P American Institute of Electrical

thw"f' |

Four cities were listed as hav-
ing more than 200 accounts. They

WBKB Converts

Engineers on Electronic Instru-
mention & Nucleonics in Medicine,

were New York, 280; Los Angeles, H to be held Jan. 7-8 at the Hotel

270; Chicago, 250, and Phila- Garrick Theatre . . Commodore, N. Y.

delphia, 214. FIRST show to originate in At the demonstration, the audi-
In the product -classification Chicago’s Garrick Theatre, which ence will see microscopic life—

FI- WORTH

Combined Population
DALLAS :nd TARRANT
COUNTIES . ..

920,500

breakdown, foods and food chain

stores led, accounting for 45 net-

work users and 390 spot users.

The classification for beer and wine

was second and that for toilet re-

quisites placed third (see table).
PRODUCT CLASSIFICATION BREAKDOWN

THIRD QUARTER 1951

Number of Sponsors
Classification Network Spot Total

Agricultural & Pet Foods... 4 14 31

is being converted to a TV studio
by WBKB (TV), will be a half-
hour weekly drama marking the
centennial anniversary of Marshall
Field & Co., department store.
Show is slated to follow the insti-
tutional pattern set by the Field
news magazine, PACE, which has
been incorporated as paid matter
into newspapers. The program will
take the air Jan, 10.

heretofore seen only through the
lens of a microscope—transmitted
to a television receiver sereen, in
addition to being shown how ultra-
violet rays are used to advantage.

Sign ‘Quiz Kids’
SIGNING of Quiz Kids to long-

term, exclusive contract with CBS
Television, was announced last

“‘:::::"‘;" o Oy = o The Garrick is a 1,300-seat movie week by Hubbell Robinson Jr., vice

f ’f ) Beor & Wine 8 147 155 house which has been closed for president in charge of network
NOW lhere are '3::,:.‘:‘99"‘ (:::'.':"“’“'"‘) 2 g 3% more than a year. It is being re- programs, CBS Television Division.
Confactions ... ........ 10 37 a7 modeled by Balaban & Katz, Show was formerly on NBC-TV.

140,808
T omss
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City Out'sts On Air Sets in Area  City Outlets On Air Sets in Areg
Albuquerque KOB-TV 9,450 Lowisville WAVE-TV, WHAS-TV 109,835
Ames WOI.TV 71,125  Matomoros (Msxico),
' Atlanto WAGA-TV, WSB-TV, WLTV 115,000 Brownsville, Tex. XELD-TV 10,500
I“ KR LD-T ' Baltimore WAAM WBAL-TV, WMAR-TV 324,993 Memphis MC'I' 98,769
Binghomton WNBF- 43,115  Miaml V) 86,300
' Birmingham WAFM-TV, WBRC-TV 65,000 Milwaukes WTM]-TV 266,965
Bloomington wWTTV 125,000 Minn.-5t. Paul KSTR-TV, WTCN-TV 275,600
Boston WBZ-TV, WNAC-TV 786,790  Noshville WSM.TV 43,393
Buffalo WBEN-TV 221,972  New Haven WNHC-TV 188,000
Charlotte WBTV 93,334 New Orleans wWDSU-TV 462,150
Chicago WBKB, WENR-TV, WGN-TV, WNBQ 995,630 New York WASD, WCBS-TV, WIZ-TV, WNBT
Cincinnati WCPO-TV WKRC-TV, WLWT 05,000 WOR-TV, WPIX 2,550,000
Cleveland WEWS, WNBK, WXEL 510,922 Nework WATV
" Columbus WENS-TV, WLWC, WTVN 299,000 Norfolk WTAR-TV 81,556
Dallos, Oklahoma City WKY-TV 99,955
Ft. Warth KRI.D-TV WFAA-TV, WBAP-TV 140,808 Omaoha KMTV, WOW-TV 97,0860
o 2 Davenport WOC- 67,805  Philadelphio WCAU-TV, WFIL-TV, WPTZ 903,000
,-' CBS SJ! " Quod Cities In:lude Davenport, Moline, Rock Ise., E. Moline Phoenix KPHO-TV 40,100
Y oA LET f{.ﬂ_ﬁ‘ Duyton WHIO-TV, WLWD 215,000 Pittsburgh wDTV 342,300
; : Detroit WIBK-TV, WWI-TV, WXYZ-TV 705,323 ;ro':fid-n:. wm:-w ‘000
i T rie WwIC 74,375 ichmon WTV 95,071
" rorr worti [T " S,
Dallos WHAP-TV, XRLD-TV, WFAA- 140,808 ock Islan - 67,805
ORT WDHTH Grand Ropids- Quad Cities Include Dovenport, Moline, Rock Ise., E. Moline
Kalamazoo WOOD-TV 160,413  Salt Loke City KDYL-TV, KSL-TV 55,300
..l' 1id i3 H' T Greenshors WEMY-TV 78,463  San Antonio KEYL, WOAI-TV 54,946
d f Houston KPRC-TV 92,882 San Diego KFMB.TV . 111.985
Huntington~ Son Francisco KGO-TV, KPIX, KRON-TV 247,000
Charleston WSAZ-TV 61,161  Schenectady
Indianapelis WFM-TV 175,000 Albany-Troy WRGB 172,800
Jacksonville WMBR-TV 42,000  Seattle KING-TV 99,000
Johnstown WIACTV 112 300 St. Louis KSD-TV 317,000
Kalomazoo Syracuse WHEN, WSYR-TV 135,630
,ﬁ,M FM.T\F Grand Rapids WKZO-TV 160,413  Taledo WSPD-TV 127,000
Konsas City WDAE-TV 143,558 Tu'sa KOTV 89,263
Lancaster WGAL-TV 113,243 Utico-Rome WKTV 53,000
“._- et ._.l'. Lansing WilM-Tv 65,000 Washington WMAL-TV, WNBW, WTOP-TV, W1TG 88,650
Los Angeles KECA-TV, KFI-TV, KLAC-TV, KN8H Wilmingten WDEL-TV 80,877
KNXT, KTLA, KTTV 1,033,899
K] tfﬂ“ P ﬁfjf ﬂll!’ Total Markets on Air 64 Total Stations on Air 109* Estimated Sets in Use 14,153,000
L L

* Includes XELD-TV Matamoros, Mexico.

Editor's Note: Totals for each market represent estimated sets within television arsa. Where coverage areas ovorlup set counts moy lu
partially duplicoted. Sources of set estimates ore based on data from dealers, dumbuiors, TV <¢ir y electric

und manufocturers.  Since many are compiled monthly, soms may remain h in ive ies. Total sets in all areos are
necessarily approximate.

Ifie  TIMES HERALD  Sratioe
Motional Representatives
THE BRAHNHAM GCOMPANY
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Thousands of brand new eyes
can see your product on WSB-TV

This report is directed to time buyers and others responsible

for producing sales. A vast and entirely new audience in the

South has been opened up by WSB-TV. On September 30 WSB-TV
began telecasting over Channel 2 with 50 kw. radiated power
from the 1062-foot tower. Response was immediate—and terrific.
From the Carolinas, Alabama, Florida, Tennessee and deep
South Georgia excited reception reports are being verified.
Distributors are shipping thousands of sets. Since all characteristics
of these powerful facilities are not yet known we temper our
enthusiasm. Suffice to say at this time—WSB-TV today offers you
the biggest dollar’s worth in Southern television history.

BROADCASTING ¢ Telecasting

Affiliated with The Atlant
Journal-Constitution. Rep-
resented by Edw. Petry Co.

ATLANTA, GEORGIA
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Thaw in February
(Continued from page 79)

after the long hiatus—originally
imposed because of tropospheric
interference—has seeped out of the
tightly guarded deliberations.

Among them are:

(1) Use of UHF flexibility chan-
nels in instances where the addi-
tion of a channel or two may obvi-
ate a hearing.

Originally. the 18 flexibility chan-
nels (782-830 mc) were to be held
in reserve for those communities
not assigned a frequency in the
allochtions plan.

Not all flexibility channels will
be uded, but a substantial number
judiciously distributed in the
crowded northeastern area of the
U. ﬁ could relieve a number of
tight' spots.

{2) High interest in VHF will
be acknowledged by the FCC in
two Ways, it was learned on good
authority.

Where VHF channels can be
squeezed in without radically up-
getting the allocations, or where
a good case is made, another one or
two such channels may be allocated
to particular cities. :

But, on the best of information,
mighty few cities will get more
than a single, extra VHF channel.

(3)£Substantinl number of the
168 metropolitan areas as listed
bv the Census Bureau for April
1950 |can be granted TV stations
withont hearings right after the
freeze is lifted and the 60-day
g'raceT period for filing new ap-
plicatgons is passed.

Factors Involved

Thig is predicated on a number
of assumptions, among them that—

@ The FCC continues its poliey
of lumping all applicants for each
city together.

@ There will be no differentia-
tion between VHF and UHF ap-
plications.

@ [The acknowledged substan-
tial number of new applications
for these top areas to some degree
is compensated by the number of
presently pending applications sure
to be lwithdrawn when the chips
are dowii.

A HRUIADCASTING ® TELECASTING
study «f the number of applications
pending Oct. 31 in each of the 168
Censux Bureau metropolitan areas
compared with the number of a-
vailable channels in those areas
(see table) indicates that 73 met-
ropolitan areas have more frequen-
cies available than applications
on file, 38 are equal as between
available channels and applications
and BT already have more appli-
cations than there are available
VHF-UHF channels.

What should not be overlooked
is the fact that in most of the cities
listed gbove, the addition of just
one or two applications means a
.hearing. .

And |hearings in TV—with the
stake applicants will have in fight-
ing for a grant —may well be
lengthy.

This lis particularly true due to

Page 88] ® November 5, 1951

the paucity of hearing examiners.
Only five of the seven FCC ex-
aminers are broadcast experts.
Both Comrs. Coy and Sterling and
Mr. Plummer decried the lack of
examiners in their speeches last
week. It was stated that the FCC
sought $100,000 more in its budget
to hire seven additional examiners
plus clerieal help.

How long would it take for a
station to get on the air if it has
to go through a hearing?

Under optimum conditions, ac-
cording to the most relizble infor-
mation, this is how the timetable
would run:

Freeze lifted Feb. 1, 1952.

Then 60 days for the filing of
new applications and the amending
of those already on file.

That would be April 1, 1952 and
hearings could be designated.

Another 30 days must elapse be-
fore hearings could begin—that’s
an FCC regulation. That would
mean May 1, 1952,

From the start of a hearing to
initial decision by the hearing ex-

aminer usually takes six months.
That would make it Nov. 1, 1952,

TV franchises being as valuable
as they ‘are, there will be excep-
tions to the initial decision and oral
argument before the Commission
en bane. That would add another
six months—or May 1, 1953 when
the first final decision could be
handed down by the FCC.

Aug. 1, 1953 Possible

Assuming no one goes to court
and that the successful applicants
have made some moves toward get-
ting equipment, arranging for stu-
dio and transmitter space, the first
grantees might begin operating
about 90 days thereafter—or Aug.
1, 1953.

Whether a grant is made with-
out a hearing or after a hearing,
there is one unknown—XKorea.

‘What happens in that “police
action” in Asia in the next 18
months will have a lot to do with
the availability of materials.

One policy matter which the FCC
is going to have to resolve soon is

the suggestion—made by outsiders
—that the radio formula be
used whefeby only those sappli- -
cants applying for the same chan-
nels go to hearings. This would per-
mit, the reasoning goes, immediate
grants to those applicants who have
no competition for the frequencies
they have requested. If that is
done, many more stations could get
going sooner than is anticipated
now.

Past policy has been to lump all
applicants for the same city into
one pot. So far as can be learned,
no change in this policy is under
consideration at this time.

Another suggestion has been that
the Commission split applicants
into two groups—those applying
for VHF channels and those ap-
plying for UHF channels. This
would permit, it is believed, many
UHF grants immediately after the
freeze is lifted.

It is understood that no decision
has been made on that recommenda-
tion, although it is admitted that
some -thinking is being done on it.

TABLE OF PROPOSED VHF-UHF ALLOCATIONS

Breakdown of Channels Proposed, in Use, and Number of
Applications Pending in 168 U. S. Metropolitan Areas.

Commercial
Educational
Commercial
Educational
Chaonnels in Use
Applications en

V. New York-
Northeastern
New Jarsey

2. Chicogo

3. Los Angeles
4. Philodelphia
5. Detroit

6. Boston
7
8
9
19

*

| bt | -

. Son Froncisco=
Qaklond
. Pittsburgh
. §t. Lovis
. Washington
11. Clevelond
12, Boltimore
13. Minneapolis«
St. Paul
14. Buffalo
15, Cincinnati

*

Tl ) dd=s s [} ]
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*

16. Milwavkes
17. Kansas City
18. Houston
19. Providence
20. Seattle
21. Portland, Ore.
22, New Orlsans
23, Atlanta
24, Dallas
25. Lovisville
26. Denver
27. Birmingham
28. Indianopolis
29. San Diego
30, Youngstown
31. Albany-$chenec-
tady-Troy
32. Columbus, Ohio
33. San Antonio
34, Miomi
35, Rechester
36. Memphis
37. Dayton
38. Allsntown-
Bethlehem
39. Norfolk«
Portsmouth -
40. Akron - -
41. Springfield-
Holyoks - -
42. Vampa-
St. Petersburg 3
43. Toledo 2
44, Wilkes-Barre-
Hazleton
45. Omoha
46. Fort Worth
47. Hartford
48, Whesling-
Steubenville
49. Syracuse
50. Knoxville
51. Phoenix
52, Richmond
53. Oklohoma City
54. Nashville
55. Charleston,
W, Va.
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Edwcational
Applications an

56. Jocksonville

57. Horrisburg

58. Johnstown

59. Son Jose

40. Grand Rapids

61, Utica-Rome

62. Canton

63, San Bernardine

64. Tacoma

45, Sacramento

6. Fresno

67. Salt Lake City

8. Worcester

69. Flint

70. Wilmington

71. New Haven

72, Bridgeport

73. Scronton

74. Reading

75, Duiuth-Superior

76. Peoria

77. Tulsa

78. Huntington=
Ashlond

79. Chattancoga

80. Loncaster

31. Davenport-Rock
Island-Moline

82. Trenton

83. Mobile

84, Des Moines

85. Wichita

86. Spokone

87. Erie

88. South Bend

89. York

90. Stockton

91. El Poso

92, Charlette

93. Stamford-
Norwalk, Conn. -

94. Beauvmont-
Port Arthur 2

95. Little Rock-
No. Listle Rock 2

96. Greensboro-
High Point

97. Binghamton

98. Fort Wayne

9%, Shreveport

100. Lonsing

101. Columbus, Ga.

102. Modison

103. Greenvills, 5. €.

104, Corpus Christi

105. Avgusta, Ga.

106. Austin

. Charleston, S. C.

108. Evansville

109. Baton Rouge

110. Waterbury

111. Saginow

112. Rockford

113. Savonnah

114. Hamilton-
Middleton, Ohio ~

115. Lorain-Elyria - - - -
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Commercial
Educational
Commercial
Educational
Channels in Use
Applications on

116. New Britain-"
Bristol

138, Oriondo

139. Galveston

1490, Springfield,
Ohio

117. Albuquerque 3 - 1 3
118. Winston-Salem 1 - 1T - 2
119. Columbia, 5. C. 2 -~ 1 - 3
120. Jackson, Miss. 2 - 1 - 3
121. Altoona - - - - 2
122, Montgomery 1 - 1 « 2
123. New Bedford -~ - - =
124. Fall River - - - - 2
125. Raleigh 1 - 1 =« 1
126. Macon 1 =~ 1 - 2
127. Atlantic City - - - o= 3
128. Lowell - - - = 1
129. Roanoke 2 - 1 - 1
130. Springfield, IIl. 1 -~ 1 -~ 3
131. Brockton - - - - -
132, Waco 1 - 1 - 2
133. Kalomazoo 1 - -1 -
134. Lowrence - - - - 1
135. Ashevills 1T - 1 - 1
136. Portland, Me. 2 - 1 - 4
137. Lincoln 2 - 1 -1

2 - 1 - 2

1 - 1 -1

141, Racine

. Jackson, Mich,
143. Terre Houte
144. Topeka

145, Springfieid, Mo,
145, Sioux City
147. Cedar Rapids
148. Durham

149. Lubbock

150. Decatur

151. Waterloo
152. Lexington

. Wichita Falls
154. Green Bay
155. Gadsden

. §t. Joseph

» Muncie

. Pushlo

. Manchester
160. Bay City
161. Lima

. Amarillo
Ogden

. Kenosha

. Sioux Falls
166. Pittsfield

167, San Angelo
168. Loredo
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* Includes one UHF application, except for
Scranton which has two UHF opplications.

+ Chonnel 2 reserved for Thomas §. Lee
Enterprises, although this may become o mat-
ter for litigotion,
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ST.LOUIS 690,

Building the pathways
for television takes time, toil and
money. Every one of the more than
23,500 existing channel miles was a
new challenge to the imagination and
skill of Bell engineers. Take, for ex-
ample, television transmission between

New York and St. Louis.

From New York to Chicago, engi-
neers plotted, scouted and tested
possible Radeo-HRelay routes to
find the one that would span forests,
mountains and cities—and would carry
microwaves around reflective surfaces

CLEVELAND

PHILADELPHIA / &)

MHW A
' ; “LANCASTER

PUTTING YOUR SHOW

of lakes and plains. eqd’a(/ia-r%e/a;y
stations were then built about every
twenty-five miles — some 200 feet
high.

At Chicago, video signals are
switched to a coaxial cable and go
underground through the hard lime-
stone bottom of the Kankakee River,
the sticky biue clay of the Kaskaskia

. across the Mississippi . . . under
the city of St. Louis for 20 miles to
the broadeasting station.

Planning, building and maintain-
ing television pathways for the nation

BELL TELEPHONE SYSTEM

ON THE ROAD

is costly and complex, calling for
continued investment of money,
special equipment and trained per-
sonnel. The present value of this
network, provided by the Long Lines
Department of the American Tele-
phone and Telegraph Company is
nearly $85,000,000.

Yet the cost of this service is low.
The Telephone Company’s total net-
work facility charges average about
10 cents a mile for a half hour of
program time, including both audio
and video channels,

PROVIDING TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW

Telecasting
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Ad Yolume Up

(Continued from page 28)

ff the shelves.”

Major agency point in light of
TV costs, according to Mr. Erick-
spn’s prognosis, is a continued
drift of live production to net-
works and producers who ean
package shows for multi-sponsor-
ship. He also predicted that the
West Coast, although presently
limited in the kind of TV program
it produces, will become a more
important source of TV production
in general, with the trend result-
ing in much wider use of filmed
shows, a method he endorsed for
program control by the agencies.

Loyally predicting that agencies
will continue to exercise great in-
fluence on TV production through
constant pressure and efficient
operation, he asserted that a pack-
ager and an agency, together, can
produce better-than-network shows,
with the agency controlling policy
as well as quality.

Because of TV costs, Mr. Erick-
son also anticipated a decline in
use of the medium by each spon-
sor-—with most advertisers spon-
soring shows on a frequency of
less than once a week.

Like speakers in several other
sessions, he urged the industry to
establish an accepted basis for its
ratings and reminded his audience
:‘gat the responsibility for good

ste and higher-level program-
ming is fully an industry-wide ob-
ligation.

Noting that 16.4% of TV shows
produced by agencies last fall
dropped 17% this year, he attrib.
uted the shift to still-overwhelming
costs with a half-hour weekly net-
work show now requiring about a
$2 million. annual budget. Explain-
ing the cost breakdown, he cited
pdnel shows, which can be pro-
ddced for a low $5-10,000 per week,
ag a bad buy because their evening
time slots are so expensive that the
panel. which cannot compete with
a full-produection program at the
same hour, does not pay off in
terms of cost-per-thousand viewers.

“The agency’s future in the
chative side of television program-

NCAA IN 52

Furey Addresses REC

HOPE that the National Collegiate
Athletic Assn.s television com-
mittee can come up with concrete
reeommendations regarding future
college football telecasts by mid-
January was voiced last Thursday
by one of the committee’s co-chair-
men, Ralph Furey, director of
athleties for Columbia U,

ddressing a luncheon meeting
of the Radio Executives Club of
New York, he said he was not at
all certain the committee could
compile and evaluate the results of
this year's experimental schedule
of limited telecasting in time to
meet that deadline—mid-January
" convention of NCAA—but he did
feel it would at least be possible
by that time to indicate trends.
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SPEAKERS ot TY production session sizing up latest advertising news at
the AAAA Eastern Council annual conference held lost week at the Roosevelt
Hotel in New York are (I to r}: Garth N. Montgomery, Kenyon & Eckhardt;
Sidney M. Weiss, Lewin, Williams & Saylor; Rodney Erickson, Young &
Robert Montgomery,
NBC-TV producer, and Wallace S. Jordan, William Morris Agency.

Rubicam; Adrian Samish, Dancer-Fitzgerald-Sample;

ming—our business—is being de-
cided right now,” Adrian Samish,
vice president and director of
radio and TV for Dancer-Fitzger-
ald-Sample, warned, adding: “Film
for TV is one of the answers.”

Some programs-—such as dra-
matic shows—are better on film
than live, he said, with celluloid
TV in general allowing for better
productions at lower costs and
editing in advance of airtime.

“When new stations in new
markets open up, as they eventu-
ally will, you have [on film] a pro-
gram already paid for in a handy-
size container to ship and run at
the time you wish,” he explained,
arguing that filmed shows enable
advertisers to create their own sta-
tion line-ups.

Strongly advocating shooting TV
films in Hollywood, Mr. Samish
said that inadequate studio space,

.actors unfamiliar with the medium,

inadequate labor in every category
from prop men to cameramen, slow
and overcrowded labs for develop-
ing negatives and prints, and
greater operating expenses in New
York tilted his opinion to favor
of the West Coast.

If you’re going to do a show on
film, he advised, you don't have to
go into the movie business. Hire
the experts you need and then do it
yourself, he said.

Speaking on use of TV by small
budget advertisers, Sidney M.
Weiss, vice president and treasurer
of Lewin, Williams & Saylor, ad-
vised that “you can reach your
destination in a Ford as well as in
a Cadillac,” that TV success is not
necessarily measured by the single
yardstick of dollars spent. Citing
a case in which a low-budget ad-
vertiser avoided Class A spot time
on major outlets for a half-hour
package on a local station, Mr.
Weiss deseribed an entire cam-
naign of b2 weeks which cost $35,-
000 and resulted in a 33% % in-
crease in gross sales the first year.

“The trend definitely points to
more films and better films,” he
said. Quality will improve when
film-use becomes more widespread,
he felt. Small budgets can produce
good TV mnromotion by using at
least filmed commercials, if not a

fully programmed, syndicated
package, he said. He advised care-
ful study of markets before buy-
ing time, taking advantage of
merchandising tie-ins whenever
possible, considering the local or
regional show in lien of national
spots and using the same care—
and perhaps waiting—to get the
right time slots in TV as in radio.

Wallace S. Jordan, director of
radioc and TV, William Morris
Agency, also identified the ten-
dency of networks to retain pro-
gram control as the most signifi-
cant recent development. Describ-
ing it as the “magazine formula”
in which an advertiser buys space
only, Mr, Jordan attributed the
practice to the “inevitable in-
crease” of TV costs.

The time may come when only
networks can deliver complete
shows, he thought, and top pro-
grams may have to be supported
by a subscription system as well
as multiple sponsors.

High talent costs exist, he said,
because artists appearing on TV
are forced to spend all their time
between appearances preparing
their mnext show, with the result
that they must realize from TV
alone the same income they for-
merly collected from all other
sources together. The talent-cost
spiral has been heightened, he
scolded, by “an apparent unwilling-
ness of agencies and sponsors to
develop untried talent. . . . They
all want big names.”

Answering “What's Right With
TV Commercials?”, Garth N,
Montgomery, vice president of
radio and TV for Kenyon & Eck-
hardt, said that “probably rightest
of all is the renewed emphasis on
straightforward selling” instead of
underwater ballets, one-minute
musicals and animated commer-
cials.

“I am convinced that there is
abgolutely no short cut to savings
—that the only sure route to lower
costs for TV commercials is
through better planning in ad-
vance,” he said. Such planning, he
added, should allow for (1) devel-
opment of new campaigns in co-
operation with TV personnel to
insure suitability of themes for

BROADCASTING

TV production, (2) closest pos.
sible cooperation between writer
and producer to avoid, at the out-
set, use of costly techniques anc
(3) centralization of budget con
trol in the hands of the produce:
to insure against last-minute, cost-
boosting revisions by unauthorizec
agency or client personnel.

Robert Montgomery, executive
producer for NBC-TV, in his talk
on “Show Business Is Our Busi-
ness,” said that mass media have
only one inviolable rule: To con-
tinue to improve the quality of
what it delivers to the publie.

“The media itself will not stand
up,” he observed, “only what is
presented on that media will.” TV
has passed through its experimen.
tal . . . and its novelty areas, he
said, and has moved into its area of
selectivity, a danger zone for thoge
who refuse to make show business
judgments.

Improvement ultimately can be
achieved, he suggested, by continu-
ing to experiment with the medium
and its use and by avoiding stand-
ardized formulas for program pres-
entations.

Speakers at the media session
considered TV’s challenge to them,
with answers given by representa-
tives of magazines, newspapers,
outdoor advertising and network
and spot radio.

Weise Claims on TV

TV can elevate people to the
level where they can be captured
by magazines, Otis Lee Wiese of
McCall’s said in asserting that TV
at its best creates a desire to read,
while at its worst it does not com-
pete with reading. The problem for
all media, he said, is an equation of
time, space and people. Magazines
are elastic time-wise, whereas
radio. and TV are mastered com-
pletely by the clock, he said.

Magazines thrive on widening of
communication and therefore are
changing and growing for the
people who live in a TV world,
offering more information and less
sheer entertainment, Mr. Wiese
stated.

“TV hasn’t even met the chal-
lenge of TV yet,” H. James Gedi-
man, regional manager of the
Hearst Advertising Service, said,
asserting that in TV as well as non-
TV cities, newspapers finished 1950
with morning, evening. and Sun-
day circulations as well as adver-
tising volume at an all-time high.

Telling the tale for network ra-
dio, John Karol, CBS Radio vice
president in charge of sales, con-
ceded that TV, as a newcomer to
advertising media, is the eurrent
glamor . girl. However, difficulties
remain, he pointed out, in clearing
TV stations and time. in reaching
large audiences through the medium
still limited to 63 markets and in
high production costs. “Although
the girl may look very good in
mink, someone has to pay the fur-
rier,” he explained.

Radio’s reaction has been to
maintain the size of its audiences
now virtually nationwide with 100

(Continued on page 92)
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© two valid criticisms:

Ad Volume Up

(Continued from page 90)

million sets in 42 million homes,
Mr. Karol said. Proving the size
and extent of those audiences has
required new research programs
and methods, but has shown that
radio network programs produce
an even lower cost-per-thousand
in |big TV cities than they do na-
tiohally. Networks also are devel-
oping new shows to mateh today’s
tastes and have devised new sales
concepts—such as one-time and
alternate week sponsorship—to
make the medium more readily ac-
cessible to advertisers.

peeking for spot radio, Lewis
H. | Avery of Avery-Knodel Inc.,
said that radio never learned to
advertise itself adequately to the
buyer or seller—broadcasters had
been too busy throwing Hoopers
at each other until the advent of
TVLRadio’s long overdue cam-
paign, extensive in both dollars
and effort, is now starting on the
job in such cities as Jacksonville,
Detroit and Tulsa and will result
in gEreater lists for longer periods,
he predicted.

Unlike other media, radio has
consistently minimized its audience
statistics, he said, calling for a
common basis for research into all
media. If radio data were expand-
ed in terms comparable to news-
paper and magazine -circulation
figures, the result would show that
broadcasting has certainly held its
own, he suggested. Just as mass
communications absorbed radio,
Mr. [Avery said, so will they ab-
sorb| television.

Brockway Talk

At a “town meeting” open to all
deleSates, Louis N. Brockway, of
Young & Rubicam and chairman of
the AAAA board, spoke on “Adver-
tising and America’s Progress” to
trace the last 100 years of Amer-
ican business history.

“Onr mechanical marvels are not
the cause of our greatness, how-
ever,’! he said, “they are the effects
.+ . freedom is the cause.”

Warning agency personnel not
to abuse their liberty, Mr. Brock-
way  asserted that such action
would result in loss of freedom—
as in the bill proposed by Sen. Wil-
liam Benton (D-Conn.) for a Na-
tional Citizens Advisory Board on
Radio. and TV (see story, page
100).

He iconceded that the bill makes
That pro-
gram¢ for both radio and TV are
of a bad quality and that there is
no plan for providing educational
programming or public service
time.

The first problem can be solved,
he said, if industry members meet
the nloral standards taught in
homes, schools and churches and if
the industry, as its own agent, im-
mediately sets up its own regula-
tory authority.

To hnswer the second Benton
criticism, he proposed his own plan
for public service programming:
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To sell time in two cycles of 17
weeks and one of 18 weeks, with
one program in every five pre-
empted for eduecational purposes.

He emphasized that he quarrels
with the solutions—not the criti-
cisms—offered by Sen. Benton.

Highlights of other sessions in-
cluded a discussion of copy and art
by leading columnists from adver-
tising periodicals.

Television entered the meetings
on marketing and merchandising
when the question of the day
turned out to be, “How Does Your
Package Look on TV?” Members,
aware of the market being essen-
tially a buyers’ market, stressed
the need for fuller training for
their workers and improvements in
distribution in order to fulfill their
still - paramount job: To move
goods.

La Rosa Buys Heavy

LA ROSA & Sons Inec., Brooklyn
(macaroni, spaghetti and egg nod-
dles) is launching what was de-
scribed as one of the largest single
television campaigns by a local
sponsor over WOR-TV New York.
Beginning today (Monday) com-
pany will sponsor La Rosa Movie
Matinee, 3:30-4:30 p.m. EST, Mon-
day through Friday. In addition—
effective Nov. 24, 2-3:30 p.m., Sat-
urdays—La Rosa will sponsor a
show said to be the first all-Italian
TV program, first half-hour of
which will be live drama followed
by hour-long Italian films. Agency:
Kisewetter Assoc. Inc.,, New York.

NAME COUNSEL

For Feb. Theatre Hearings

ALL-STAR cast is going to per-
form before the FCC Feb. 256 when
theatre-TV hearings are acheduled
to begin. Announcement of the
appointment of James Lawrence
Fly and Vincent B. Welch as coun-
sel for the Motion Picture Assn.
of America last week means that
two former FCC chairmen as well
as a former Secretary of the Army
will be trying to persuade the Com-
mission to grant exclusive frequen-
cies for theatre TV.

In addition to Mr. Fly, who was
FCC chairman 1939-44, Paul A.
Porter will represent Paramount
Pictures. Mr. Porter was FCC
chairman 1944-46. Kenneth C. Roy-
all, Secretary of the Army from
1947 to 1949, will represent 20th
Century-Fox.

Mr. Fly's firm is Fly, Shuebruk
& Blume, Mr. Porter’s is Arnold,
Fortas & Porter. Mr. Royall’s is
Dwight, Royall, Harris, Koegel &
Caskey. Mr. Welch’s is Welch,
Mott & Morgan.

In addition the following law
firms are scheduled to participate:
Cohn & Marks, Theatre Owners of
America and National Exhibitors
Theatre Television Committee; Ho-
gan & Hartson, United Paramount
Theatres; Bingham, Porter, Col-
lins & Kistler, MGM; Clagett &
Schilz, Allied States Assn. of Mo-
tion Picture Exhibitors.

ALLOCATIONS

KFAB Challenges
Reservations

A NEW and unique challenge to the FCC’s anthority to reserve TV fre-
quencies for noncommercial, educational stations was raised with the
Commission last week. There were only 82 filings last week, the fewest
since the TV “paper” allocation proceeding started Sept. 4. Total as of

end of last week was 1,303 docu-
ments. .

FCC is without authority to re-
serve channels for educational tele-
casters, said KFAB Omaha, be-
cause the band was specified for
‘“general television service.”

“3

Reservation for education “im-
poses a restriction upon Channel 7
as would preclude the use of the
said channel in Omaha for any
purpose other than the telecasting
of noncommercial programs by edu-
cational. institutions,” XFAR said.

This constitutes discrimination
against Omaha, the station added,
since Channel 7 is being used com-
mercially in 10 cities.

In a reference to the mnoncom- -

mercial, educational FM reserva-
tions, KFAB noted that these were
get aside in a block of frequencies
and there was no intermingling of
commercial and noncommereial
channels in specific cities.
Meanwhile FCC denied the peti-
tion of the State of New Jersey
for oral hearing on the grounds
that nothing had been shown that
would indicate the Commission
could not arrive at a decision from
the paper filings. This is the sec-
ond such denial within the past
two weeks. The other was the Com-

. _
mission’s turndown. of the same
plea by Cornell U, (WHCU), for
the same reasons [BeT, Oct. 29].

Still awaiting a Commission de-
cision on their request for oral
hearing are KROW Qakland,
Calif.; Daily News Television Corp.
(WIBG and Philedelphia Daily
News) and DuMont—which last
week asked that it be permitted to
orally argue its master plan of
allocations.

Still concentrating on the eco-
nomics of TV, as it did in its orig-
inal document [BeT, Aug. 20],
DuMont again pleaded for a “com-
petitive TV network industry.”
This could only be attained, Du-
Mont said, by allocating at least
four VHF channels to at least
the top 25 markets.

In answer to contentions that
its plan infringes on minimum 180-
miles co-channel and 70 miles ad-
jacent channel city-to-city- VHF
separation established by the FCC
in its proposed rules, DuMont
maintained that with few excep-
tions its plan meets the trans-
mitter - to - transmitter minimums
(170 miles co-channel and 60 miles
adjacent channel). These trans-
mitter-to-transmitter separations
are more realistic, DuMont averred.

TV Set Ownership

(Continued from page 85)
than talk (419). The incidence of
sewing, knitting, or crocheting is
considerably higher among those
who “never” watch (14%) than
among those who “occasionally”
watch (6%).

In the breakdown of TV viewing
among set owners, the report
showed the average number of
hours of morning viewing was .08
each on Monday, Tuesday, and
Wednesday; .07 on Thursday and
also on Friday; .02 on Saturday,
and .11 on Sunday. For afternoon
viewing, the daily average was 0.5
hours on Monday through Friday:
0.7 on Saturday, and 1.2 on Sun-
day. For  evenings, the average
was 2.4 hours on Monday and also
Tuesday; 2.2 on Wednesday and
also Thursday; 2.2 on Friday, 2.6
on Saturday, and 2.8 on Sunday.
These averages were figured on a
base which included all TV homes
—those in which no viewing was
done as well as those where sets
were in use.

At least 52% of the panel mem-
bers who do not own TV sets indi-
cated they do see TV programs—
5% of them for more than six
hours a week. Another 5% said
they watch less than 30 minutes a
week; 9% for an hour; 10% for
two hours; 7% for three, 49, for
four, 3% for five, 29 for six, and
7% for an “indefinite” number of
hours a week.

Forty-seven percent said they
never watech. One percent did not
answer the question.

LYFORD NAMED
To DuMont Post

APPOINTMENT of Elmore B.
Lyford of NBC-TV as director of
station relations for the DuMont
Television  Net-
work, effective
Nov. 19, was an-
nounced last
Wednesday by
DuMont Network
Director and Gen-
eral Manager
Chris J. Witting.

Mr. Lyford,
who has been
supervisor of TV
station relations
for NBC-TV, succeeds Norman W.
Drescher, who has been assigned to
other administrative duties in the
DuMont organization.

It was pointed out that Mr. Ly-
ford has had 17 years’ experience
in radio and TV.

Cites High TV Cost

“TELEVISION’S cost is still too
great and its pull not strong
enough for most retailers,” Edward
Carroll, sales promotion manager
for the Hess Bros. Dept. Store,
Allentown, Pa., stated at the open-
ing session of a two-day conference
of the eastern regional clinic of
the National Newspaper Promotion
Assn. He said newspaper space is
still the most effective medium for
direct merchandise advertising for
the retail store.

Mr. Lyford

BROADCASTING ® Telecasting
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beatableTeam!

Intercom Gain

Sync Amplitude

Monitor Switching

Fader Controls Picture Monitor Controls

Meter Switch
Effects

Lig: Spilsiig Qscilloscope

taput Select Buttons

Wave Form
Calikration

SWITCHER

® Sound interlock switching for
remotes and 2 cameras

* Two open panel positions,
90° and 120°

® Switch panel removable,
operable to 5 feet

® Twin fading levers for

*® Studio switching flexibility
unywhere

® Panel and active buttons
internally illuminated

® Portable, self-contained —
Panel enclosed for transit

GPL MASTER MONITOR

® Selection of 3 pre-set inputs

® 81/, Monitoring tube

® 3" Oscilloscope, also providing
test facilities

® Meter readings of line voltage

— and power supply outputs

® Fast sweep for observing vertical
sync block

® Monitor views 5 camera 1ad
inputs, 2 remofes, fades, dissolves
outgeing line ® Two ‘‘effects’ buses

® Styled to maich all GPL TV equipment

BROADCASTING ¢

For the new station, for the ex-
panding station, GPL’s champion
team of Video Switcher and Master
Monitor affords a new high in
quality, in field flexibility, in re-
hearsal and programming control.
Both units are packaged for easy
portability, with self-contained
power supplies. Either can be
integrated into your present in-

GENERAL PRECISION LABORATORY

Telecasting

Pleasantville

stallation, can accommodate your
particular operating conditions.
The Switcher and Monitor team
isanother example of GPL’sunique
achievement in the production of
high quality, bigh wtility equip-
ment for TV stations — another
reason why GPL is THE INDUS-
TRY'S LEADING LINE — IN
QUALITY, IN DESIGN.

WRITE, WIRE or PHONE FOR DETAILS TODAY

INCORPORATED

New York

® Quick-reference calibration
veltage button

® Automatic sync of escilloscope
and kinescope sweeps
at half-line or half-field
frequency

® Regulated pulse high voltage
supply isolated from
sweep circvits

* High impedance bridging input.

® Compact, portable

® Ready: accessibility of all
centrols, tubes, circits

TV Camera Chains ® TV Film Chains
TV Field and Studio Equipment
Theatre TV Equipment
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New TV Starts

(Continued from page 79)

ing officers provides a bottleneck
at FCC, he said. There are now
five broadcast hearing officers with
plans calling for addition of an-
other seven. At the same time he
observed that TV cases are more
diﬁfzcult to handle than AM.

After FCC has granted the first
50 'to 80 uncontested grants in the
middle of next year, he said, it
should attain a rate of 20 TV sta-
tion grants per quarter starting
in the fourth quarter. He would
not be pinned down on the way
UHF and VHF channels will be
granted other than to say about
half will be UHF and half VHF.

4 lot of FCC engineering time
in the field is wasted, he said, by
larre numbers of public complaints
abeut interference.

Messrs. Morris and Plummer
agreed on the inadvisability of
granting TV station permits unless
materials are available. Mr. Plum-
mer said FCC would in effect be
issuing insurance policies on chan-
nels if it made grants without ma-
terjal in sight, something it defi-
nitely doesn’t want. to do.

The personnel problem at FCC is
serious, Mr. Plummer said. Eight-
een months ago FCC had 26 engi-
neers processing radio but now
only four are available for TV,

Mr. Morris said the military is
getting 1009 of its material needs,
with supporting industries such as
mobile services getting 90%. Radio
anq TV, considered entertainment

BIG

on radio

EVEN

BIGGER
on TV

“QUIZ OF
TWO CITIES”

® A4 smash 19.8 in Baltimore-
Washington

® A terrific 11.6 in New York
Telepulse (Battle of the Bor-
oughs)

® So great an TV a sponsar set the
show for 3 more radio stations

L Eet this great show set for
our market . . . contact—

AL BUFFINGTON
PRODUCTIONS

6711 Sunset Blvd.
Hollywood 28, Calif.

| HOllywood 9-8367
|

and educational industries, must
await allocations to military and
mobile, he explained.

TV station requirements in the
last half of 1952, per three-month
period, likely will be about 2,000
tons of structural steel, 3,400 tons
of other steel, 400,000 pounds of
copper and 85,000 pounds of alumi-
num, he estimated on the basis of
industry data.

Experiencé gained in building
the 108 TV stations now on the air
will permit rapid installation of
stations after the freeze ends, he
reminded.

Assuming an average population
of 100,000
cities getting the first new TV sta-
tions, Mr. Morris estimated a total
possible audience of about 8,000,-
000 persons, or about 2,500,000
homes for potential TV sets. He
cited Jacksonville, Fla., with 328,-
000 persons and 100,000 homes, to
show 3,000 sets in operation when
TV came to the city. TV homes
rose to 11,000 in June 1950, 32,200
in June 1951, 38,200 last Sept. 1,
and a total annual increase of
26,400, or 56,400 sets estimated as
of June 1952.

This gives an idea of the growth
of TV in a one-station market, he
declared. The first 80 markets to
be opened in the first half of 1953
will bring an estimated potential
market for about 600,000 sets a
year, he predicted, adding that de-
creasing sales as markets reach
saturation will release sets to new
markets.

Some fourth-quarter production
of sets in 1952 will go into new
markets opening in 1953, he said.

According to Mr. Morris, about
3.5 and 4 million TV receivers will
be produced in 1952 though he
termed this a “crystal ball” esti-
mate, The figure compares with 7.4
million sets turned out in 1950 and
probably 5 million in 1951.

Factors affecting the 1953 esti-
mate can be material savings
through substitution and conserva-
tion. Even the shortage of one crit-
ical tube type or component could
upset the estimate, he said, but the
3.5 to 4 million estimate is “the
current view of the Electronics
Division, NPA.” He termed this
outlook bright in comparison with
other industries,

Presiding at the Thursday
RTMA panel was C. W. Miller,
Westinghouse Electric Corp.

At the evening dinner Rear Adm.
John R. Redman, Director of Com-
munications - Electronics, Joint
Chiefs of Staff, said the produc-
tive capacity of the electronic in-
dustry provides a major advantage
over any potential enemy.

C-E Raises Bankhart

D. R. (Don) BANKHART, account
executive on local Chevrolet Deal-
ers Assn. account for Campbell-
Ewald Co., has been named busi-
ness manager of the TV depart-
ment of the agency’s New York
office. He will continue his account
executive duties. T. W, Hanlon has
been appointed assistant to Mr,
Bankhart.

in the single-station
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BRINGING the excitement of the
jungle and circus to television,
Commodore Productions, Holly-
wood, is planning the production of

. 26 half-hour television films fea-

turing Clyde Beatty, to be called
the Clpde Beatty Show. Series
goes before camera Dec. 1 and is ex-
pected to be completed by March.
Both jungle and circus adventures
will be included. Walter White,
president, Commodore, will super-
vise production.

Morton Television Productions
planning 15-minute historical-dra-
matic TV films entitled This Is The
Story, showing highlights in the
fields of science, art, and industry
that changed the course of history.
Series is being patterned after the
transcribed radio programs of that
name produced by tirm’s parent
company, Morton Radio Produec-
tions.

Twenty-six films have been com-
pleted in the series so far, with a
total of 78 more planned. Each
quarter-hour film contains two com-
plete stories, with surprise endings.
More than 1,000 transcriptions of
the radio series are available, with
plans to film many of them.
Morton Jacobsen, president, Morton
Radio & TV Preoductions, will
supervise production of the film
series. Ed Prentiss is featured
narrator.

Distribution and sales will be
handled by Snader Sales, Inc. Se-
ries will become available Dec. 15,

WABD SPONSORS

DuMont Gross Increases

CONTRACTS representing more
than a half-million dollars -in bill-
ings—31 contracts in all—have
been signed by DuMont’s WABD
{TV) New York within the past 10
days, Chris J. Witting, director
and general manager of the Du-

_ Mont TV network, announced Tues-

day. At the same time he noted
that the network’s gross time sales
have risen from $435,000 in Jan-
uary to $564,000 in June and $730,-
000 in September.

New contracts for use of WABD
(TV) include Coca-Cola’s purchase
of the Monday - through - Friday
6:30-7 p.m. spot for the Bob Dizon
Show effective Nov. b for 52 weeks,
through William Esty Co., New
York; Best Foods' sponsorship of
Sunday Matinee from 4-6 p.m.
Sunday for 89 weeks, through
Benton & Bowles, New York;
Procter & Gamble's purchase of
390 participations for Shasta
Shampoo in and between WABD
programs, through Dancer-Fitz-
gerald-Sample, New York, and
0ld Dutch Mills’ purchase of 260
identification announcements for
0Old Duteh Coffee, through Elliot
Nonas Adv., New York.

BROADCASTING e

films to be released on a two-a-
week basis,

Jerry Courneya, president of
Courneya Productions, Hollywood,
has finished tie-in shots for the
first six in a series of films called
World of Adventure. The films
will relate adventures of "Curtis
Nagel, world traveler and lecturer,
in various countries, and stars Mr.
Nagel and William Moore.

Films completed include Carnival
in Rio, Norway, Mezico, Denmark,
Holland and Trinidad.

New film series of 260 quarter-
hour programs featuring the Sue
Hastings Marionettes, Betsy and
the Magic Key, is ready for dis-
tribution through CBS-TV Spet
Sales. Designed for younger mem-
bers of the family, series is writ-
ten by Elizabeth Raines, author of
children’s stories and songs, and
is located in Puppetania, admission
to which is gained by Betsy’s
magic key.

Herb Jeffries has completed his
second series of Telescriptions for
Snader Telescriptions Corp., Bev-
erly Hills. Series of the musical
shorts also has been completed by
Frankie Carle and his orchestra.

Motion Pictures for Television
will distribute the Superman tele-
vision film series, comprising 26
half-hour programs recently com-
pleted by Superman Inc., L. A.
First two of series, The Haunted
Lighthouse and No Holes Barred,
are now available by the distribu-
tor.

In an expansion of operation,
TV -Spots Inc., Hollywood pro-
ducers of animated and live action
video commercials, has filed incor-
poration papers with the California
Secretary of State in Sacramento.
An outgrowth of the Bob Wicker-
sham Agency, firm also has moved
headquarters to 1522 Cassil Place.

Robert L. Wickersham is presi-
dent, A. Albert Spar, secretary, and
Dorothy Johnson, treasurer. Be-
sides company officers, board of di-
rectors include James R. Westen-
gard and Errol Gray.

Peerless Television Productions,
the Edward Small-Sol Lesser firm
organized in Los Angeles fortnight
ago to distribute filmed TV pro-
grams, has opened a New Yark
office at 729 Seventh Ave., under
direction of Vice President George
T. Shupert, former vice president
‘and director of commercial opera-
tions of Paramount Television
Productions. Peerless meanwhile
announced that arrangements for
sponsorship of its Peerless Group
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of 26 feature films in the Chicago
area by Heuser-Nash Sales, Chi-
cago Nash dealer, had been com-
pleted on the heels of the sale of
two-year rights in the Los Angeles
area to KTTV (TV) there [BeT,
Oct. 29].

Sales and Production . . .

SARRA INC., Chicago, has com-
pleted film commercials for Grove
Labs.! Bromo-Quinine cold tablets,
showing televiewers how a head-
ache feels with use of special pho-
tographic effects. Four 60-second
and four 20-second spots, produced
in cooperation with Gardner Adver-
tising, St. Louis, will be used on
Live Like a Millionaire, sponsored
on CBS-TV Fridays. Agency su-
pervisors were Charles E. Claggett,
vice president and account execu-
tive and William D. Fisher, direc-
tor of the radio-TV department.

x® ¥ X

Dick Dorso, recently resigned vice
president, United Television Pro-
ductions, has been appointed exclu-
sive sales representative for distri-
bution and sale of Perry Mason
TV film series going into produc-
tion next week at RKO-Pathe stu-
dios. Bing Crosby Enterprises,
L. A., will film the series [BeT,
Oect. 29, 22].

L »

ALEXANDER FILM CO., Colorado
Springs, announces recent TV
commercial productions for the fol-
lowing organizations: The Stan-
back Co., Salishury, N. C., three
60-second and three 20-second films
featuring Stanback Headache Pow-
ders through Piedmont Adv. The
Frito Co.,, Dallas, Tex., eight 60-
second films featuring Fritos and
Chee-tos through Glenn Adv. Hax-
ton Foods Inc., Oskfield, N. Y,
three 60-second and six 20-second
films featuring Blue Boy Foods
through Hart-Conway Co. Gas
Service Co., Kansas City, Mo., five
60-second and nine 20-second films
on gas fuel. Comette Hosiery
Mills, New Braunfels, Tex., two 60-
second films featuring Comette
Nylons through Glenn Adv. King’s
Candy Co., Fort Worth, Tex., three
60-second and three 20-second films
featuring King’s Chocolates
through Tracy-Locke Co. Mebane
Co., Mebane, N. C., two 20-second
films featuring Kingsdown Mat-
tresses through Bennett- Adv,
Reymer & Bros., Pittsburgh, four
20-second films featuring Reymer’s
Blend through Ketchum, MacLeod
& Grove.
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FOUR scientists from the David Sarnoff Research Center, RCA Lobs Div.,

examine five of the tri-color TV picture tubes developed at the company’s

laboratories at Princeton, N. J., and Lancaster, Pa. They are {l to r} E. W.

Herold, Dr. E. W. Engstrom, vice president in charge of RCA Labs. Div.; H.

B. Law, and Dr. V. K. Zworykin, vice president and technical consultant of
the division.

WKY-TV CHANNEL

Sees Change Cosily

CURRENT investment in WKY-TV
Oklahoma City runs over the half-
million dollar mark, according to
information submitted by Vice
President and General Manager
P. A. Sugg in the station’s filing
with the FCC in the allocations
hearing.

The WKY-TV brief was filed in
opposition to the FCC’s proposal
to change the frequency of the sta-

tion from Channel 4 to Channel 7.

Up to Oct. 9 there had been in-
vested in WKY-TV the sum of
$506,242.02, Mr. Sugg reported.
Loss for the years 1949 and 1950
totaled $269,647.78, he said. Weekly
payroll as of Oct. 5 for 61 em-
ployes—not including general or
administrative expenses—runs $4,-
709.43 a week, he revealed.

Expense of Changeover

Cost of the change to Channel 7
would be $167,480, the brief as-
serted. This is because the TV
antenna is on one of the three WKY
AM towers. The change would re-
quire not only & temporary antenna
for WKY-TV but alsoc affect the
operation of WKY-AM.

Mr. Sugg also claimed that most
of Oklahoma City’s 92,300 TV sets
(as of Sept. 1) would have to
change their present low-band
antennas to high-band antennas to
get Channel 7. This would cost
from $10 per installation up, he
said.

Objection to the change was
backed by a number of letters from
Oklahoma City’s TV set distribu-
tors and servicemen.

THE new RCA television camera tube
has been designed to provide observa-
tion in locations that are inaccessible
or dangerous to humans. The latest
developmental vidicon has better spec-
tral response, wider temperature range
and an increased life span.

Telecasting

NEW KLAC-TV SUIT

Filed by Berns, Barron

KLAC-TV Los Angeles last week
became the object of its second
plagiarism suit within a few
months as Seymour Berns and Tom
Barron filed suit for $100,000 in
Los Angeles Superior Court.

Mr. Berns, producer, and Mr.
Barron, writer, charged the sta-
tion and three others with ap-
propriating their “Willie Wonder-
ful” program idea. Besides KLAC-
TV, also named in the suit are
Bracken Productions, which pro-
duced the Willie Wonderful puppet
TV film series; Scott-DuMont &
Lownman, distributor of the pack-
age, and Martin Gordon, who has
been writing credit on the series.

The suit also asked that the
program be taken off KLAC-TV.

Pair claim that they created
and wrote the hand-puppet pro-
gram, The Adventures of Willie
Wonderful, last year and sub-
mitted it to Mr. Gordon, then an
account executive with Factor-
Breyer Inc., Los Angeles, for sale
to a sponsor. This deal fell
through, they claim, and about
Sept. 1 of this year the program
appeared on KLAC-TV listing Mr.
Gordon as writer.

Kopald, Stolzoff & Mark, Beverly
Hills, are attorneys for the plain-
tiffs.

KLAC-TV, owned by Mrs.
Dorothy Schiff, recently paid $50,-
000 in settlement of a similar mil-
lion dollar suit by the producers
of the radio and television show
Bride and Groom [BeT, Aug. 20].
In this case it was found that
KLAC-TV'’s Wedding Bells was
patterned after Bride and Groom.
Former program has been taken
off the air, in accordance with the
settlement.

TENTH Distriet of California Con-
gress of Parents and Teachers voted
Report to the People, presented by
KECA-TV Los Angeles, “the most im-
portant public service TV program in
the Los Angeles area for the entire
month of October.”

NCAA PLAN

Discussed by Willett

TELEVISION is the biggest prob-
lem and the biggest headache fac-
ing the National Collegiate Athletic
Assn. today, NCAA President Dr.
Hugh Willett declared last week.

But, he said, the NCAA TV
test plan is working successfully
and the association “has no doubts
as to the legality of its regulation
limiting telecasts of college foot-
ball.”

Dr. Willett, a professor at the
U. of Southern California, re-
viewed NCAA’s television troubles
in a talk to the Stanislaus Quarter-
back Club in Modesto, Calif., last
Monday.

He said he was making his re-
marks “in a frank attempt to con-
dition public opinion” on the prob-
lems. He told the meeting that
NCAA did not vote to limit live
telecasts of football games until
forced to do something about fall-
ing gate receipts. -

Football, he explained, supports
almost all other collegiate sports
and a shortage of returns from
this one sport could eripple a
school’s entire athletic program.

“The plan [limiting TV] is well
underway now,” he said, “and is
highly successful. The object of
our survey by National Opinion
Research Corp. of the TU. of
Chicago is to see how much tele-
vision is possible without hurting
the game.”

He gave no indication of how
results of the survey might be
shaping the NCAA’s official atti-
tude toward TV, whether any letup
or tightening of the TV restric-
tion was being suggested or
whether any other changes in the
present plan are being discussed.

ADMIRAL Corp., Chicago, reported
last week a sharp drop in net income
for the gquarter as well as nine months
ending Sept. 30 compared with the same
periods in 1950. Net income for the
guarter totaled $1,306,736 or 68 cents
per share, contrasted with $5,253,685
or $2.72 per share the year before.
Sales for the 1951 period were $31,-
381,882, with $63,629,146 in 1950. The
nine-month net income in 1851 was
$6,400,166 equal to $2.80 per share,
compared with $13,176,417 or $6.83 per
share last year.
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Radio Resurgence Told

RADIO’s comeback after losing
initial ground to television was
- deseribed by John K. Herbert, NBC
vige president in charge of network
sa(ies, at a meeting Oct, 26 of the
Sales Executive Club in Winston-

Sajem.

After early TV encroachment
into clients’ advertising budgets,
radio fought back, Mr. Herbert
said, to the point where radio set
sales are 109% greater than in
1950. Radic sets are outselling
television sets by better than two
to .

Mr. Herbert said that one of
radio’s weak points had been in the
field of advertising. “Over the
years,” he explained, “the heads
of national advertising agencies,
the Madison Avenue boys, had be-
come our sales force—they were
doing our work for us.”

Then the video bombshell ex-
ploded on the market, he noted,
and the radio networks suddenly
found themselves without salesmen
of their own.

Furthermore, Mr. Herbert con-
tinued, advertising rates had been
kept at the same level for 10 or 12
years, despite a vast increase in
the| listening audience.

“All of a sudden we were forced *

into the position of having to re-
duce rates that were too low to
start with,” the NBC executive

WATERBURY

has toast & coffee

with Bob Stewart

HIT THE DECK

;Mo’n. thru Sat. 7 t0 9 A.M.

The recent Pulse survey shows
more Waterbury people have break-
fast with Bob than anyone else.

Hei sells them chicken feed, clothes,
paint, {rankfurters, and unmen-
tionables.

"He has more than 30,000 radio
homes in which to tell your story.
Ask Avery-Knodel for the whole
-story on Waterbury and WBRY.

WBRY

- 3000 WATTS
‘CBS in Waterbury, Conn.
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said. He noted that magazine and
newspaper rates were rising.

The answer came with the real-
ization, Mr. Herbert said, that we
were “dealing with the best adver-
tising medium of all, the persua-
siveness and power of the human
voice. We could offer flexibility,
including the possibility of last-
minute program or commercial
changes.”

“Furthermore," added Mr. Her-
bert, “we had comparisons with
other selling values. We were sell-
ing circulations, which still showed
network radio to be tremendously
cheaper than the other mediums
with which we were competing.”

Also visiting Winston-Salem was
Joseph H. McConnell, NBC presi-
dent, who said that television has
helped put radio on & “firmer,
sounder foundation.”

Radio is having to do a harder
job to meet the competition of tele-
vision, Mr. McConnell said. “It
takes more people to operate radio
now.”

“But,” he added, “I have never
been more thoroughly iinpressed
with the future possibilities of
radio than I am now.”

Mr. McConnell complimented
WSJS Winston-Salem, stating that
this NBC affiliate rated among
the top four or five stations in the

nation in “audience appeal and in
relationship to the market it
serves.”

ERNEST H. SCOTT

Founded Set Firm

ERNEST H. SCOTT, founder of
E. H. Scott Labs,, Chicago, and a
pioneer in custom-built radio set
manufacture, died in Vancouver,
B. C, Oct. 27. He made his home
there the last two years.

Myr. Scott sold his interest in
the firm in 1944 after manufactur-
ing custom radio sets since 1923.
He was borm in Australia and
served three years with the Aus-
tralian army in France during
World War I. During World War
II he helped sponsor the Anzac
Hosgpitality Center for servicemen
in Chicago.

MARS Expansion

EXPANSION of the Military
Amateur Radio System (MARS)
to include novices and technical
or experimental amateurs has been
announced by the Army Signal
Office and Air Force communica-
tions. Any novice or technician
class radic amateur may, under
Part 12 of amended FCC Rules &
Regulations apply for MARS mem-
bership. Applicant must be mem-
ber of the armed forces or reserves,
or civilian over age 21 who has
necessary equipment to operate on
3497.5 me. He must agree to ope-
rate, while on the military fre-
quency, at such designated times
and in such manner as prescribed
by the MARS command director.
Requirements were set forth at the
American Radio Relay League con-
vention, French Lick, Ind., Oct. 20.

RCA Tube
Dept. engineer, demonstrates for
Milton J. Ackerman, manager of
RCA’s Test and Measuring Equip-
ment Engineering Group, the newly
developed RCA UHF sweep-marker
generator which Mr. Sterner described
last week in a technical paper de-
livered before the National Elec-
tronics Conference in Chicago.

BAKER AIDE CHOSEN
Takes Post at NPA

GEORGE HENYAN, an assistant
to Dr. W. R. G. Baker, General
Electric Co., Schenectady, N. Y.,
has been named to head the Com-
ponents Branch of the Electronics
Produets Division, National Pro-
duction Authority. He succeeds L.
H. Niemann, who has resigned.

Mr. Henyar is in charge of
tubes, transformers, resistors and
other component parts. The Com-
ponents Branch is one of three
under that division, with Edmund
T. Morris as director. Others are
End Equipment and General Serv-
ices. Mr. Henyan assumed his
duties late last month.

JOHN F. STERNER (I,

Morris Returns

EDMUND T. MORRIS, director of
the Electronics Produets Division,
National Production Authority, re-
turned to Washington last Tues-
day after a 25-day trip to Europe.
Purpose of his tour was to review
military application of electronics
components as affected by the
critical materials shortage. Mr.
Morris, of Westinghouse Electric
Corp., Baltimore, also. heads the
government’s Electronics Produc-
tion Board. He visited France,
England, Switzerland, Italy, Ger-
many and other countries. Mr,
Morris was director of Westing-
house's Electronics & X-Ray Divi-
sion.

WEDCG ANNOUNCES

Unit Designated by NLRE

A UNIT of all announcers em-
ployed at WEDC Chicago was au-
thorized by the National Labor
Relations Board last Tuesday in
a decision on a petition filed by the
Chicago Local of American Fed-
eration of Radio Artists.

Station is licensed to Emil Dene-
mark Inc., which is also an au-
thorized Buick and Cadillac auto-
mobile dealer, and airs over 75
hours per week of English and
foreign language programs. Ac-
cording to the petition, 11 an-
nouncers are employed for foreign,
language broadcasts and the re-
maining six for English shows.

The AFRA local had” sought a
unit of all artists including actors,
singers and English-language an-
nouncers. It claimed such a unit
is appropriate because of the cur-
rent bargaining pattern estab-
lished in the Chicago area. WEDC
felt all announcer-employes should
be under one group, excluding
actors and singers. Announcers
are salaried, compensated for sell-
ing announcements or paid com-
missions.

NLRB ruled, however, that six
foreign-language announcers are
ineligible to vote in upcoming elec-
tions. They are classified as “time
brokers,” buying time from -the
station and reselling it to various
sponsors., Technically, they are
employes by virtue of compensa-
tion received from WEDC for
making commercial announcements,
but the board found their employ-
ment to be neither “frequent nor
regular.” They remain within the
unit for collective bargaining pur-
poses.

Actors and singers are employed
occasionally by the foreign-lan-
guage announcers but are com-
pensated by the time brokers or
sponsor, it was explained. Hence,
they do not fall under the licensee’s
jurisdiction.

UNDER license arrangement with
Western Electric Co., a deposited
carbon resistor, known as Phaostron
“Carb-ohm"” is being manufactured
by Phaostron Co., Pasadena.
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CANADA CLINICS

BMI Sets First for Winnipeg

FIRST of four program clinics to
be held in Canada by BMI Ltd.,
will be held at the Royal Alexan-
dra Hotel, Winnipeg, Nov. 10,
under chairmanship of Harold
Moon, assistant general manager
of BMI Canada Ltd., Toronto, and
Ed Rawlinson, CKBI Prince Albert,
president of Western Assn. of
Broadcasters.

Speakers at the one day session
will be Jack Blick, CJOB ‘Winni-
peg, on “Radio and Community
Service”; Bill Holm, WLPO La
Salle, Ind., on “Importance of Local
News”; Glen Dolberg, BMI New
York, “Your Music Library”; Ted
Cott, WNBC and WNBT-TV New
York, “Building Station Person-
ality”; John Leslie, WDGY Min-
neapolis, “Making the Most of
Music”; Bill Walker, CKRC Winni-
peg, “The Broadeaster Looks at
Management”; and Dan Park,
WIRE Indianapolis, “Radio Sales
and Program Merchandising”.

Luncheon chairman will be Bill
Speers, CKRC Winnipeg, and
Juncheon speaker Carl Haverlin,
BMI New York, who will talk
about the BMI Young Composers
Radio Award, and the Concert
Music and Book Review Project.

VOICE' EFFECTIVE

Thurman Barnard Relates

THE VOICE of America is helping
the people of Czechoslovakia to
relive the historical events that
gave birth to their democratic re-
public. despite the efforts of the
communists to implant their own
version by “iron-handed” control
of radio, press and films.

That convietion was expressed
by Thurman L. Barnard, general
manager of the State Dept.’s in-
formation program, in an address
Oct. 28, He spoke before the
Czechoslovak Sokol organization
‘in New York City.

“The Voice of America is a voice
the communists would like to still.
it makes them uncomfortable, it
thwarts their schemes and it shows
up their lies. It irritates them no
end, as they’ve admitted time and
again,” Mr. Barnard stated.
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ENEMY TAKES RADIO FIRST

of Seoul Occupation Disclosed

AS INVADING communist armies
roll up ground, they take im-
mediate possession of radio sta-
tions and confiscate all radio re-
ceivers-in the area.

While this is a generally known
fact, it is detailed in a newly-pub-
lished book, “The Reds Take a
City,” by Dr. John W. Riley Jr.,
chairman of the Rutgers U. Dept.
of Sociology, and Dean Wilbur
Schramm of the U. of Illinois. The
book was published 10 days ago by
the Rutgers U. Press.

Salient factor in today’s battle
action, as taken down in a report
by the authors while spending
three months in South Korea as
members of a U, 8. Air Force re-
search team, is the use of radio to
disorganize or panic the invaded
peoples.

North Korean occupation troops’
first concrete action was seizure of
Radio Seoul, a 35 kw station cover-
ing all of Korea. Broadcasts were
begun at once declaring the gov-
ernment had fled and the People’s
Republic was in control. The com-
munists said everyone should re-
turn to work and all would be
forgiven.

The authors say good military
policy would “have dictated . . .
destruction” of the station before
it fell into enemy hands. If the
reason was not the lack of an ade-
quate demolition plan, the authors
believe the station was kept intact
up to the last minute in order to
get off a fighting message to the
people as a cover of government
departure. A possibility was an
existence of a fifth column in the
station.

Brought Own Staff

The North Koreans brought with
them men from their own radio
system to handle jobs, including a
chief engineer trained in Moscow,
with less-important personnel kept
in their jobs.

By placing engineers, writers
and announcers, the occupation
government controlled program
content, but work putting it on the
air was carried on by the usual
South Korean personnel.

In the meantime, the Reds con-
fiscated receivers in order to pre-
vent listening to UN broadcasts.
Reason given was that sets were
needed for the military.

Next came the closing down of
all newspapers with all news media
sent to stations and re-opened
newspapers via the Public Infor-
mation Office. Political propaganda
was placed in broadcasts, in the
newspapers and in movies,

Dr. Riley and Dean Schramm
observe: “This obviously was at
the cost of entertainment oh the
radio . . . There was no charm in
press and radio. It was me-
chanical propaganda.” By their
monopoly of all media, the Reds
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removed any need of competing
for an audience.

Seoul citizens were forced to
listen to shortwave news broad-
casts from Japan or the Voice of
America over hidden radio sets, the
authors report.

Col. Ben C. Limb, Korean Re-
public representative to the UN,
will present the book to the UN
General Assembly in Paris this
month as evidence of communist
plans for conquest and enslave-
ment.

Defense Orders

AN OUTLAY of $7.8 billion was
let out in orders to electronies and
other “hard goods” manufacturers
during the period July-September,
according to a summary of pro-
curement obligations released last
Monday. In addition to electronics,
the category comprises aircraft,
ships, tanks, weapons, ammunition,
production equipment and other
items. About $161 million of the
$7.8 billion sum was set aside for
Mutual Defense Assistance Pro-
gram procurement, the Defense
Dept. added. New totals brought
hard goods procurement to $37.3
billion for the 15 months since start
of the Korean war.

CBC DEFICIT

Shown in Commons Report

A DEFICIT of $1,271,874 in the
fiscal year ending March 31, 1951,
is reported by Canadian Broad-
casting Corp, in its annual report
tabled in Canadian House of Com-
mons at Ottawa Oct. 25. The re-
port shows revenues from re-
ceiver licenses, transmitter licenses,
commercial programs and other
sources at $8,301,379 for the year,
with expenditures of $9,573,253.
The deficit this year compares
with a deficit of $243,746 in fiscal
year 1949-50. In the 1950-51 year
CBC was uncertain of its financial
future because of the investigation
by the Massey Commission on
Arts, Letters and Sciences, which
has since recommended that CBC
deficits be paid by a grant from
the government, The CBC is a
government corporation.

Expand Schedule

WBEN-FM Buffalo, and WBEN-
TV, began early daytime opera-
tions last Monday. WBEN-TV,
operating on Channel 4 (66-72
me) with 10.2 kw aural and 16.2
kw visual, now signs on at 9 a.m.
daily Monday through Friday.
WBEN-FM, operating on 106.56 me
with 6 kw, now goes on the air
at 5:30 a.m. Monday through
Saturday and at 9 a.m. Sunday.

right to your best customers
— people who want and
need your product. Reach
them the low-cost way —
through WKOW’s powerful,
concentrated coverage.
Bossy’s “MOO-LA" — half
a billion dollars' worth spent
every year—will buy a lot!

Represented by Headley-Reed Compony

takes the cake...

wuow'cas MADISON, WISCONSIN

—
Use

WKOW-(BS

1070 k.c.
WISCONSIN’S
MOST POWERFUL
RADIO STATION

No station in the state gives you
greater covera9e than WKOW,
blonketing the capital and the
prosperous counties in central
ond southern Wiscensin, That's
why WKOW.CBS is Wisconsin's
biggest advertising buy!
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SHAMROCK HOTEL meeting of Texas stations ipcluded (seated, | ta ¢):
Kenyon Brown, KWFT Wichita Falls, NARTB District 13 chairman; Grace
Spanihel, Foote, Cone & Belding; Graham Boone, Boone & Cummings Agency;

Frank Carter, Ruthrauff & Ryan.

Standing, Fred MNahas, KXYZ Houston;

Robert K. Richards, NARTB; Don Reynolds, KFSA Fort Smith; Martin Camp-
bell, WFAA Dallas; Ray Herndon, KTRH Houston.

TEXANS at annual district meeting in Hauston included (seated, | to r):
Robert Fender, RCA Thesaurus; John Langlois, Lang-Worth; Fifi Ginsburg,

KFTV Paris; Louis Cook, KNOW Austin.

Standing, Walt Davison, Lang-

Worth; W, D. Rogers Jr., KEYL-TY San Antonio; John Devine, Standard
Radio; Tom Kritser, KGNC Amarillo; Ted Tayler, KRGY Weslaco; Charles
McDowell, ASCAP.

DISTRICT 13

DIRECT appeal to Sen. William
Benton (D-Conn.) to withdraw his
legislation calling for creation of
a radio-TV advisory council was
made Tuesday by Texas broadeast-
ers, meeting at the Shamrock
Hotel, Houston.

Winding up a two-day session of
NARTB District 13 members, dele-
gates signed a telegram explaining
they had unanimously adopted a
resolution opposing the Benton
legislation and arranged to send
Sen. Benton a copy.

In the meantime, however, the
broadcasters wired Sen. Benton .to
this effect:

“We solicit your consideration of
a proposal to withdraw this pro-
posed legislation. American ra-
dio has grown in three decades to
such |proportions that it commands
a larger and more attentive audi-
ence than any other in any nation
in the world.

“This growth has been accom-
plished in the American way ac-
cording to the honest competitive
principles of free enterprise.
American radio is proud te stand
upon its record of contribution to

OF
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WCKY
COVERS THE SOUTH ,.
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ON THE AIR EVERYWHERE 24 HOURS A DAY
50.000 WATTS

SELLING POWER

Houston Meeting Asks Benton Plan Withdrawal

this nation’s welfare. No less can
be expected of the nation’s tele-
vision broadcasters who already
have demonstrated their good faith
with the American people by en-
dorsing a code of principles for
guidance.

“These free media do not require
nor has their performance indicated
the need for more government
regulation such as your proposed
legislation would impose. This is
National Radio & Television Week,
Sen. Benton, during which time we
are observing three decades of
American broadcasting.

“As one of the pioneers who
launched its development as an ad-
vertising man, perhaps you might
look back through the years as
many of us are doing and reflect
upon the magnificence of this me-
dium’s performance today against
the background of its humble be-
ginnings. We could hope that such
reflection might deter vou in your
effort to add yet another regulatory
body in a field of free communica-
tion.”

Other resolutions adopted at the
Houston meeting voiced confidence

0
WCKY

CINCINMNATI

® November 5, 1951

Page 98

in work of BMI and its president,
Carl Haverlin; asked the U. S, Gov-
ernment not to act on TV channel
interchange with Mexico without
full hearing; favored full support
of civil defense agencies; thanked
Texas stations for their part in
Oct. 28 statewide broadcast during
National Radio & Television Week;
lauded administration of Kenyon
Brown, KWFT Wichita Falls, dis-
trict director; expressed approval
of NARTB President Harold Fel-
lows and headquarters staff;
thanked Col. John J. Kelly and Lt.
Robert B. Mackall for talks on
armed forces place in radio and
TV; thanked Oliver Gramling, vice
president for radio, Associated
Press, for illustrated talk on radio
news; commended formation of
new state association and urged
district to help strengthen NARTB.

Resolutions Committee Members

Members of the Resolutions Com-
mittee were Roy Herndon, KTRH
Houston, chairman; Gene L, Cagle,
KFJZ Fort Worth; C. B. Locke,
KFDM Beaumont; J. H, Speck,
KCNC Fort Worth; Byron W.
Ogle, KRGV Weslaco.

Mr, Brown presided at the meet-
ings as district director. Opening
speaker Monday was Mr. Haver-
lin. Robert K. Richards, NARTB
public affairs director, outlined
operation of the association head-
quarters staff. Jack Hardesty,
NARTB station relations director,
discussed advantages of local news.

During the afternoon meeting
Mr. Fellows answered a series of
guestions about NARTB, following
his address. Joining the discussion
were Art Greene, KLTI Longview;
Vann M. Kennedy, KSIX Corpus
Christi; Tom Kritser, KGNC Ama-
rillo; Gordon Baxter, KPAC Port
Arthur; Frank 0. Myers, KCMC

BROADCASTING

Texarkana; Fred Nahas, KXYZ

Houston.

W. D. Rogers Jr.,, KEYL-TV San
Antonio, presided at a television
cliniec. Mr. Rogers is a member of
the NARTB TV board. Others par-
ticipating were Clyde Rembert,
KRLD-TV Dallas; Jack Harris,
KPRC-TV Houston; Ralph W. Min-
noms, WFAA-TV Dallas. Richard
P, Doherty, NARTB employe-em-
ployer relations director, took part
in discussion of operating costs.
He said a small station needs
$175,000 income a year to get by,
citing 10 small stations averaging
$168,000 gross. He estimated it
may be possible some day to oper-
ate with $125,000 gross, depending
on the economic cycle.

Mr. Rogers advised those plan-
ning new TV stations to learn
shortcuts and operating tricks of
the trade by visiting video opera-
tions. He urged new TV managers
to use care in selecting consultants
having thorough radio-TV back-
ground. He warned that operation
of the film department can make
or break a station.

Need for Good Personnel

Mr. Rembert emphasized the im-
portance of good personnel in the
TV operation. Get a good consult-
ing engineer and lawyer, and then
start training men, he advised those
planning to enter TV. A good
broadcaster makes the best TV
man, he said.

Mr. Harris stressed the impor-
tance of promotion by TV stations,

Why buy 2 or more...
do 1 big sales job

on "RADIO BALTIMORE"

WBAL
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HEAD-TABLE diners during BMI program clinic luncheon
at Houston Oct. 28 included (seated, | to r): James R.
Curtis, KFRO Longview; Gene Cagle, KFJZ Fort Worth;
). Leonard Reinsch, WSB Atlanta; Carl Haverlin, BMI
sresident; Kenyon Brown, KWFT Wichita Falls; Harold
Ralph Wentworth,

Fellows, NARTB president;

BMI.

Standing, Bruce Collier, Liberty Network; Harry Mc-

Tigue, WINN Louisville; Jack Harris, KPRC Housten;

Martin Campbell, WFAA Dallas; Ray Herndon, KTRH

Houston; Fred Nahas, KXYZ Houston; Glenn Dolberg,
BMI; L. Patricelli, WTIC Hartford.

articularly in the case of dealers
ind the publie. Stations should
sromote to build circulation, he
said. :

BMI held one of its series of sta-
don clinies Oct. 28, preceding the
listrict session, with 129 in attend-
ince.

J. Leonard Reinsch, WSB At-
anta, called for further develop-
nent of radio programming. “Hap-
3y will be the day when the pro-
yram director is fully aware of
sadio’s fiscal operation and when
he sales manager is appreciative
f the program director’s prob-
ems,” Mr. Reinsch told the clinic.

Harry McTigue, WINN Louis-
rille, called for “intelligent use of
1l types of music.” He explained
nusic can be both interesting to
‘he listener and profitable to the
sponsor. It can offset network pro-
rramming to a considerable extent,
1e added.

L. Patricelli, WTIC Hartford
irged full cooperation of manage-
ment and sales departments with
;he program department, “Experi-
nent in new programming tech-
niques,” he advised, “but rehearse
the shows until you think they are
right for listener acceptance.”

Other clinic speakers included
Glenn Dolberg, BMI station rela-
tions director; Charles Payne,
KIXL Dallas; Mr. Haverlin; Mr.
Cagle; Mr. Harris; James R. Cur-
tis, KFRO Longview, and Blaine
Cornwell, KWFT Wichita Falls.

Roy THompsoN
W25 yeors of radio experi-
ence and personal partici-
pation in his community's

will assure yov a loyal, buy-
ing audience throughout the

projects and services have
made Roy Thompson a
household word In industri-
A listening hours.
ABC 1240 KC
Altoona, Pa.

ally -rich Altoona. WRTA,
Represanied by

the Roy Thompson Station,
ROBERT MEEKER ASSOCIATES
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Registration at District 13 Meeting

Adams, Dick, AP, Dallas; Arney, C.
E., NARTB; Bagwell, Ken, KXYZ Hous-
ton: Barclay, Jim, RCA, Dallas; Bar-
field, Kenneth, KTRE Lufkin, Tex.;
Baxter, ' Gordon, KPAC Port Arthur,
Tex.; Bishop, Burton, KTEM Temple,
Tex.; Bradbury, Bob, KPET Lamesa,
Tex.; Bright, Ray, KTRH Houston;
Brooks, Don, KSET El Paso; Brown,
Clarke R., John Blair & Co., Dallas;
Brown, Kenyon, KWFT Wichita Falls,
Tex.; Bryant, Joe H., KCBD Lubbock,
Tex.; Buford, Lucille, KGKB Tyler,

Tex.

Cagle, Gene L., KFJZ Ft. Worth;
Caldwell, Helen, KFDM Beaumont;
Campbell, Martin, WFAA-TV Dallas;
Christenson, Royce, KTRE; Clough,
Charles E., KWFT; Collier, Bruce, Lib-
erty Broadcastin%”System, Dallas; Cook,
Louis ., KNO Austin; Cornwell,
Blaine, KWFT Wichita Falls; Cosse,
Clayton, Forjoe Co. Atlanta: Crockett,
Dave, KCMC Texarkana, Tex.; Crou-
chet, George, KPAC Pt. Arthur, Tex.;
Curtis, James, KFRO Longview, Tex.

Danbom, M. E.,, KTBB Tyler; Davi-
son, Walter, Lang-Worth, Hollywood;
Deason, Bill, KVET Austin, Tex.; De~
vine, John, Standard Library, Okla-
homa City; Doherty, R. P., NARTB;
Evans, Bud, KXYZ; Fellows, Harold E.,
NARTB; Fender, Bob, RCA, Dallas;
Fry, Howard H. KFDX Wichita Fails;
Gale, Jack, UP, Dallas; Glusing, Ben
A., KINE Kingsville, Tex.; Gramling,
Oliver, AP, New York; Grauel, Hugh,
World Broadcasting, New York; Greene,
Arthur, Longview, Tex.

Hamilton, Ray V., Blackburn-Hamil-
ton_Co., Chicago; Hardesty. Jack,
NARTB; Harding, George, The Brari-
ham Co., Dallas; Harris, Jack, KPRC-
TV Houston; Hart, Lee, BAB, New
York; Hawkins, Lloyd, KLTI Longview;
Herndon, Ray, KTRH; Hill, Fred, KTRE
Lufkin, Tex.; Hills, Ted, Hous-
ton; Holt, Brooks, KDNT Denton, Tex.;
Hughes, E. C., KEYS Corpus Christi;
Jackson, Aubrey, KRGV Weslaco, Tex.;
Jacobs, Tom, KTRH: Johnson, Mott M.,
KFDX Wichita Falls; Jordan, Charles
B., KABC San Antonio; Joseph, Ken-
neth, SESAC, New York.

Kellam, K. K., KCNC Fort Worth;
Kennedy, Vann M. KSIX Corpus
Christi; Kirksmith, Jim, Liberty Broad-
casting System, Dallas; Kline, Willard,
KEPO El Paso; Kritzer, Tom, KGNC
Amarillo; Lally, Ed, WBAP Ft. Worth;
Lan%lois, John, Lang-Worth, New York;
Lewin, Richman, KTRE; Locke, C. B.,
KFDM Beaumont: Long, Maury, BROAD-
CASTING ¢ TELECASTING, Washington;
éﬂnch, Frank J., KBYE Oklahoma

anClellan. Bob, KTXI. San Angelo;
McDowell, Charles, ASCAP, Dallas;
MelIntosh, Sid, KTFY Brownfield, Tex;
Marti, George, KCLE Burleson, Tex.;
Martin, Murphy, KTRE; Mayes, Wen-
dell, KNOW; Mayfield, Bill, KCMC;
Morrls, Dave, KNUZ Houston; Myers,
F. O., KCMC; Nahas, Fred, KXYZ;
Newberry, Mack, KPAC; Nimmons,
Ralph, WFAA-TV,
Ogle, Barney, KRGV, Parsons, Nellie.
1 Paso; Perley, Cal, KLEE
Houston; Pierce, Bill, Standard Rate &
Data, Chicago; Pink, Jack L., KONO
San Antonio; Rembert, Clyde, KRLD
Dallas; Reynolds, Don, KFSA Dallas;
Richards, Bob, NARTB: Roberson,
Howard, KLYN Amarillo; Robinson,
King, KATL Houston: Rogers, W. D.;
KEYL-TV San Antonio; Roth, Gene,

Telecasting

KONO San Antonio; Ryan, William,
BAB, New York.

Scovill, Edward, CBS, New York;
Segal, David, KFTS Texarkana; Shep-
ard, H. V., KDNT Denton, Tex.; Speck,
J. H., KCNC; Stanley, Ruby, KIMP Mt.
Pleasant, Tex.; Stine, Al, AP, Kansas
City; Stubblefield, Bill, Associated Pro-
gram Service, New York,; Tarter,
George L., KCBD Lubbock, Tex.; Tay-
lor, Ted, KRGV Dallas; Thadg, George,
KSET; Thompson, Bud, KFYO; Thomp-
son, Gordon, KFYO; Tucker, Durward
J., WRR Dallas.

Vickers, Marjorie R., KPAC; Vratis,
Socs, KOLE Pt. Arthur; Weis, Pierre,
World Broadcasting, New York; Weiss,
George, Sponsor, Chicago; Wells, Mel-
badean, KULP El Campo, Tex.; Wen-
ger, Wiley, RCA, Dallas; Wofford, Kelly,
KEYS Corpus Christi; Worley, David
R., KTFY Brownfield, Tex.; Wright,
C. C., KCMC.

BMI SPEAKERS

Announced for Clinics

MAJOR speakers have been lined
up for the next three Broadcast
Music Ine. clinies sponsored in co-
operation with state broadeasters’
associations. Appearing today
(Monday) at the meeting in Bill-
ings, Mont., are Glenn Snyder, gen-
eral manager, WLS Chicago,
speaking on ‘“The Future of AM
Radio”; George Kendall, program
director, WJILB Detroit, “Music
Unlimited,” and Daniel C. Park,
general sales manager, WIRE
Indianapolis, “Selling Local Radio
and Merchandising in Today’s
Market.”

Mr. Kendall and Mr. Park also
will speak at the Nov. 7 session in
Aberdeen, S. D, and Nov. 9 at
St. Paul, when Charles Caley, vice
president and general manager of
WMBD Peoria, Ill., will replace Mr.
Snyder.

The St. Paul-Minneapolis meet-
ing also will have as speakers
George Higgins, managing direc-
tor of KMBC Kansas City, “Pro-
gram Sales and Management Must
Work Together”; Carl Vandagrift,
program director, WOWO Ft.
Wayne, Ind., “Smooth Production”;
Bill Holm, general and commercial
manager, WLPO LaSalle, 111, “The
Importance of Local News,” and
Bruee Wallace, manager, WTMJ-
AM-TV Milwaukee, “Seeking the
Right Type of Public Promotion
Broadcasts.”

Hold the

TEXARKANA, TEXA

ABC-TSN -
Put KCMC’s programming
know-how behind your sales
message—where dollars flow
from oil, agriculture, manufac-
turing, livestock. Dollars to buy
your products!

239,330
PEOPLE

LIVE WITHIN KCMC
AM-FM .05M Y/M AREA

Frank O. Myers, Mgr.
Represented by O. L. TAYLOR CO.
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BENTON PLAN

THE NOV. 3 ISSUE of The Satur-
day Review of Literature presented
a “debate” on the Benton plan for
government-authorized citizens’ su-
pervision .of radio and TV pro-
gramming, but with the debaters
sleemingly cast in reverse roles.

Supporting Sen. William Ben-
ton’s (D-Conn.) widely discussed
plan was Raymond Rubicam, who
muz a former president and board
chairman of Young & Rubicam, ad-
vertising agency, helped bring the
caommercial system of broadeasting
ip its present estate.

On the other side of the fence,

esenting the commercial broad-
casters’ viewpoint, was Maurice B.

itchell who, in hewing to the
cpmmercial-broadcasting line he
hrs consistent]y followed, was op-
posing the views of his boss.

. Mr. Mitchell is vice president
and general manager of Associated
Program Service. Sen. Benton is
board chairman of the Muzak
Corp., one of whose divisions is
Associated Program Service. Mr,
Mitchell said his boss has created
such a furore with his plan that

broadcasters “are actually at the

point of boycotting” the Senator’s
bluiginess.

In his bill for a Citizens Ad-
viisory Board to advise Congress,

-.._"1
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W 3 statas - an the Mississimni River

The Quad-Cities are humming like a
4.motot plane. Famed as the ‘Farm
Implement Capital of the World", this
metropolitan area is also home of the
Rock Island Arsenal, plus 300 other
jiversified industrial plants. The Quad-
qities are humming with production;
ikewise with retail activicy. Use
WHBF to sell your goods to Quad-
itians whose Effective Buying Income
per capita ranks l14th among 162 met-
rEpolitan areas.

WHBF
sells to
Quad-

Citians!
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Les Johnson,
Vice President and Manager
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Debated In ‘Saturday Review’

FCC and the public on how radio
and TV are behaving, Mr. Rubicam
declared in his portion of the writ-
ten “debate,” Sen. Benton “is cer-
tainly on as sane and reasonable
ground as any man could be.,” It’s
censorship in the Dbroadcasters’
opinion, Mr. Mitchell retorted. And
the broadcaster “will fight to the
bitter end,’ he predicted, addmg
“So would L”

The main platforms of Mr. Ru-
bicam’s arguments which were dis-
closed by Sen. Benton in advance
in a speech on the Senate floor:

Radio isn’t serving the public as
it should, largely because it is
“dominated” by the advertiser; this
“monopoly” by the advertiser re-
duces the publie’s choice of pro-
grams to a matter more of theory
than of fact; from the public’s
standpoint, radio-TV programming
ends where it should beein; printed
media do not suffer from radio’s
restrictions, where public education
is concerneéd, because, among other
reasons, “advertisers in newspa-
pers and magazines do not select
or control the editorial contents of
those publications”; radio and TV
are going to have more and more
influence; pay-as-you-see systems
of home box- office television, there-
fore. can contribute mightily to
solution of the problem because
they will permit the offering of “a
wide range of programs appealing
to much smaller groups of people
than the advertiser would find pos-
sible,” while at the same time pro-
viding the funds necessary for pro-
duction of such programs [BeT,
Oct. 29].

However high his feeling about
subseription TV, this was only
“secondary” to his faith in TV
operations by educational institu-
tions.

“Television, made free to serve
the full range of public interest,
and not confined to the narrow
range of advertiser interest, is the
best hove I know of to help us meet
the strain which modern complex-
ity puts on the process of self-
government in a free society,” Mr.
Rublicam said. “Apart from tele-
vision’s power to entertain, its
power to inform is far beyond any-
thing we have known, and far be-
yond what we now see.”

Regardless of what the Voice of
America tells the people abroad,
he said, “the kind of a people we
are in action at home will speak
much louder and in greater vol-
ume. No medium like television
has ever before existed to reflect
our character and actions now, and
to help mold them for the future.
Except for the military defense,
what question is there before the
country which is half as important
today as the question of the uses
that will be made of television?”

In his response, entitled “It’s
Still a Business,” Mr. Mitchell re-

‘'minded readers that broadcasting

is conducted by people with “mil-

lions” invested “in a pioneer de-
velopment, an investment that in
every case required courage and
faith.” These investors think Sen.
Benton’s bill “threatens their in-
vestment,” he pointed out, con-
tinuing: “Consider the problem of
the broadcast and TV station
operator. He has a bear by the
tail. He operates the most potent
communications force that civili-
zation has ever known. Under our
system of business life, he has to
operate this force as a solvent busi-
ness. No profit—no radio, no TV.
And it often seems to him that
every obstacle ever conceived to
plague and harass a businessman
is put across his path. He thinks
this new proposal will make his
burden intolerable,”

Mr. Mitchell agserted that “cer-
tainly nobody can accuse Sen. Ben-
ton of self-interest in this project.”
and also cites the Senator’s “life-
long record of . .
of free speech and a vigorous fight
against censorship.” Nevertheless,
in Mr. Mitchell’s view, Sen. Benton
and the other supporters of his
plan “should take time to study the
nature and extent of the broad-
casters’ opposition.”

Mr. Mitehell cited broadecasters’
fear of FCC censorship, and their
faith in the “on-off”” knob on a
radio or TV set as the true device
by which the public registers its
opinion of programming. FCC's
“Blue Book” on programming “is
history,” but Sen. Benton’s bill “has
reopened the whole question,” he
declared.

“The broadcasters think that the
kind of radio and TV that would
result from this proposed legisla-
tion would not be profitable to
operate as private enterprise,” he
said. “It would have a smaller
audience and there would be fewer
advertisers. The investment in
dollars and skill and faith of hun-
dreds of small businessmen, the
station owners, would be threatened
and quite possibly wiped out. . . .”

Broadcasters don’t think the
Benton Bill will be enacted, he said,

. militant defense .

because they are convinced it
would “destroy the American sys-
tem of radio as it exists today”—
and they “know” the public. does
not want that to happen. Speaking
of the broadcasters, he continued:

“They are sure they can prove
this, For years now they’ve spent
millions of dollars more than any
other medium—more than the
newspaper and magazine people
put together—trying to find out
what people want to hear . .. and
see,

“The facts gathered by this re-
search prove to them, year after
year, that the public does not look
to radio for more of the kinds of
programs its critics say it should
feature., The facts show that peo-
ple don't want them. They won't
listen to them. They won't watch
them.

“And the broadcaster knows that
if he tries to force his audience to
listen to programs they dont
want, there will soon be no audi-
ence, and maybe no radic. . ..”

Radio, Mr. Mitchell conceded,
may not be all that people want
it to be. But it is still “a com-
munications force so vital to the
nation that anything that would
tend to weaken it seems to the
radio industry only to be classed
as sabotage.”

He wrote: “I have often heard
radio men remark that our enemies
can do no more effective piece of
damage to this nation’s readiness
and vitality than to jam our radic
stations—not electronieally from
outside—but culturally, from with-
in, by simply loading its program
schedule with ‘helpful educational
talks and discussions,” material
that they are persuaded would
surely reduce its effectiveness in
quickly reaching .masses of the
people.”

Mr. Mitehell concluded:

“In the short three decades of
commercial radio, station operators
have seen a tremendous growth ir
the national literacy rate. . . .”

“They believe that, without re-
ceiving much credit for the jot
and indeed without having con-
sciously tried to achieve the effect,
radio has been primarly responsible
for this acceleration in public
awareness. . . .”

REASON WHY

People in Kansas and adjoining states
depend on farming for a living. That's
why we've programmed to their needs
for 24 years. And it's why they buy
WIBW-.advertised goods.

3
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GROWTH TRENDS

GROWTH trends in the last two
decades have leveled off to a marked
degree the economie differences
among regions of the United States,
asecording to an analysis released
Thursday by the Dept. of Com-
merce.

Most comprehensive survey of
‘regional economic trends published
in recent years, the study is en-
titled “Regional Trends in the
United States Economy.” It is a
supplement to the “Survey of Cur-
went Business."” Another supple-
ment, the 1951 edition of “National
Income,” also was released recently
by the department’s Office of Busi-
ness Economics [BeT, Oct. 8].

The new study offers ‘“an ex-
tremely valuable guide to business
organizations in the planning of
sound marketing programs,” ac-
cording to the department, provid-
ing a basis for understanding past
economic developments and for
evaluating probable future trends.

Copies of the regional document
may be obtained at $1 each through
field offices of the Dept. of Com-
merce or from Superintendent of
Documents, U. 8. Government
Printing Office, Washington 25,
D. C.

On Regional Basis

Data are analyzed on a regional
basis in the new study, presenting
the differences among the seven
major areas in per capita income
and rate of income growth, Detailed
explorations cover influences bear-
ing upon income relationships, in-
cluding raw materials, industrial
composition of the labor force, agri-

cultural output and movements of .

the population. There are chapters
covering population, production,
investment and retail sales.

New England and Middle East
regions, long heading the country’s
economic growth, have continued
their normal growth trends, but the
Far West, Southwest and South-
east have grown much faster, thus
accounting for much larger rela-

National Advertisers
When Shopping for BIG RETURNS in

best “MARKET
Ask

the Maritimes, your
BASKET” is CHNS . . .

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

They also know about our new
5000-WATT TRANSMITTER
HALIFAX NOVA SCOTIA

CHNS

HALIFAX NOVA SCOTIA
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Commerce Dept. Reports

CHANGES IN PER CAPITA INCOME PAYMENTS TO INDIVIDUALS IN THE UNITED STATES,
1929 TO 1949, BY REGIONS

Per copita incoms
pdyments, 1929

Each region Rate of

as percent of increass,

United States peore
Region Amount overage cent
Middle East $926 136 69
Far Wast 865 127 86
New England 838 123 67
Central 720 106 9%
United States 680 100 9%
Northwest 534 78 138
Southwest 464 68 1517
Southeast 344 51 156
Range from high-
ost to lowesr 582 a5 89

*

tive shares of many nationgl eco-
nomic activities than was the case
a generation ago.

The Central region, standing be-
tween the industrial East and the
growing South and West, has pro-
gressed at about the same rate as
the nation as a whole.

Flow of income into the Far
West rose 227% between 1929 and
1949 compared to the national aver-
age of 139%.

Varying rate of economic growth
in the several regions was made
possible to an important extent by
the extreme mobility of American
population and of investment capi-
tal, the study shows. Development
of transport and the large stock of
private autos made it easy for in-
dividuals and families to move
around in search of jobs, a new
climate or other economic-social
stimulus.

Pattern Shifts

Pattern of production, investment
and retail trade shifted during the
two decades. The Central region is
more than ever the center of com-
modity output, accounting for a
third of the total. It also has the
largest stock of fixed capital.

Retail sales, on the other hand,
are highest on a per capita basis
in the Far West—$1,024 in 1948
compared to the national average
of $890—in accordance with the
region’s high per capita income.

Three main factors were cited in
accounting for regional variations
in the rates of growth of per capita
income: Uneven geographic distri-
bution among the- seven regions of
industries with fast-rising and
slow-rising incomes; regional vari-
ations in the rates of flow of new

IRE Meet Set

CINCINNATI Section of Institute
of Radio Engineers last week an-
nounced that the spring technical
conference of IRE will be held in
that city April 19, 1952, Confer-
ence will be devoted to color and
UHF television, with prominent
national speakers scheduled to take
part in the symposium.

Telecasting

Per capita income increase,

Per copita income
payments, 1949
Each region
as percent of
United States

1929 to 1949

Each region
Amount as percent of
of United States

increase average Amount average
$639 98 $1,565 118
745 115 1,610 M
557 .13 1,395 105
694 107 1,414 106
650 100 1,330 100
739 14 1,273 7 9%
720 108 1,166 a8
538 83 832 66
207 32 718 55

capital, and regional differences in
the rates at which property income
rose,

Income of all individuals rose
140%, from $83 billion to $198 bil-
lion, in the 1929-49 period. Due to
the depression of the '30s, all of the
increase was concentrated in the
second decade.

The increase of population in the
Far West—T4%—was associated
with the 227% growth of income in
the two decades, largest for any
region. Population growth was un-
usually rapid in most of the South-
west, where aggregate income reg-
istered the second highest relative
gain.

HIGGINS TO CBS

As. Market Research Counsel

HUGH M. P. HIGGINS, former
director of Broadcast Advertising
Bureau, has been named market
research counsel for CBS Radic
sueceeding Edward Shurick, who
transferred from that post to CBS
Television &s an account executive
[BeT, Oct. 22].

Mr. Higgins' appointment is
being announced by John Karol,
CBS Radio vice president in charge
of sales. It is effective immediately.

Joined BAB in 1950

Widely known in the broadcast-
ing field, Mr. Higgins became BAB
director in September 1950 and
from 1948 until that time had been
part owner, vice president and gen-
eral manager of WMOA Marietta,
Ohio.

Before his entry into the station
ownership-management field, he
was assistant director of the broad-
cast advertising dept. of NAB
from 1945-48. During World War II
he served in the Army Air Corps,
reaching the rank of lieutenant
colonel. Before the war, he was with
NBC in Washington as sales and
program promotion manager for
the network's owned-and-operated
stations in that area. He was born
in Chicago in 1905 and was grad-
vated from Creighton U., Omaha.

"
come

“RADIO ONLY

Sorry, No TV!

That's right! Television is still a
in these markets .
you've got Radio listeners—who listen to—

"'thing-to-
. SO — here,

Great Locally!

Represented Nationally by
JOHN E. PEARSON CO.

.

Owned & Operated by

SOUTHWESTERN PUBLISHING CO.

Don W. HErnnld., Prasident
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THE TELEVISION PROGRAM. Edward
Stasheff and Rudy Bretz. A. A. Wyn
Inc., 13 W. 48th St., New York 19, 349
pages. $4.95.

A PRACTICAL guide to television
writing, directing, and producing,
the book is divided into four parts.
Part I covers TV programs, how
they differ from other media, types
of formats, and fundamental units
in camera-work terms. Parts 1II
and III explain TV writing with
chapters on self-regulation codes,
general continuity, the semi-
scripted show, fully scripted show,
avenues of approaching a script,
transitional devices, and ways to
‘carry exposition. Part IV explains
what a director and producer are
required to do and how they do it,
from organizing rehearsals to get-
ting the show “on the air.”

‘Volume is well stocked with
photographs, diagrams, and sam-
ple seripts, many of which are re-
productions of working scripts,
complete with pencilled notes in
the margins. Photos of actual
¢amera shots, superimposed upon
directorial notations, show the
final result of a cue.

Authors are men experienced in
both television and education. Mr.
Stasheff is supervisor of tele-
vision for New York City Board
of Education, and a former as-
sistant program manager for
WPIX New York. He served

Advertisers frequently

advertising in
Printers’ Ink

strengthens your
‘consumer franchise”
with the leading
buyers of
vetisig
s0 keeps them
sold on you.
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NEWEST state radio group is Texas Assn. of Broadcasters, formed Oct. 18
in Fort Worth [B®T, Oct. 29]. Officers are (standing, | to r): Willard Deason,
KVET Austin, secretary-treasurer; J. M. McDonald, KCRS Midland, president;
Gillis Conoley, KTAE Taylor, vice president. Directors (seated): Tom Kritser,
KGNC Amarillo; Lloyd Hawkins, KLTI Longview; Melbadean Wells, KULP
El Campo; Boyd Kelley, KTRN Wichita Falls; Garfield Keil, KWED Sequin.

as Educational Consultant to CBS-
TV from 1945-47 and teaches radio
and TV at Columbia and the U. of
Mich. Mr. Bretz is a TV con-
sultant, former writer-director for
CBS-TV and production manager
for WPIX New York. He has
taught television for over five years
at schools including the City Col-
legze of New York and Theatre
Wing Professional Training Pro-
gram. The book is a detailed, yet
readable explanation of what goes
into the television camera—and
how.
Kk

OPERA FOR THE PEOPLE. Herbert
Graf. U. of Minnesota Press, Minne-
apolis 14, Minn. 289 pages. $5.
FULL discussion is given telecast-
ing of opera in this book which is
primarily about the production and
staging of the musical work. A
chapter is devoted to “Opera in
Television” by the author, Herbert
Graf, who is stage director of the
Metropolitan Opera.

The author says: “Whatever its
troubles with concert music, tele-
vision comes into its own as a
medium for transmitting all forms
of musical-dramatic art: Vaude-
ville, musical comedy, ballet, light
opera and grand opera.”

Noting the peculiarities of cam-
era work in telecasting opera, Mr.
Graf stresses TV’s ability to give
opera a popular appeal . . . it’s a
“natural.” However, he says, the
very nature of television technique
demands production methods which
emphasize quality rather than
quantity . ., “television can be the
most decisive medium for forcing
opera to take off its top hat and
enter the American home.”

* 4w

50 YEARS OF AMERICAN COMEDY.
Bill Treadwell. Exposition Press Inc.,
386 Fourth Ave., New York 16. 241
pages, $3.

WRITTEN in short - sentence,
punchy style, this book takes a
light, whimsical view of American
comedy traced through the years of
the entertainment business—medi-
cine shows, burlesque, variety
stage, minstrel shows, smokers,

vaudeville, radio and now televi-
sion.

Mr. Teadwell makes his point:
Comedy now is a big business and
attempts to do the very difficult—
make people laugh. Mr. Teadwell
has spent 20 years writing comedy
for newspapers, magazines, radio
and TV. He weaves many of his
gags through the pages of his book.
Mostly, the book deals with the
great names of show business.

EDUCATION DISCS

Offered in Salt Lake City

SERIES of educational program
transcriptions is being made avail-
able to radio stations, music libra-
ries and educational groups at cost
by the Salt Lake Junior League.
Series is titled When the World
Was Young and is designed for
children.

The 13-week series was prepared
in cooperation with the radio-
drama department of the U. of
Utah. Director is Mrs. Louise ITill
Howe of KSL Salt Lake City. Pro-
grams are offered by the league as
a non-profit, public enterprise fea-
ture. Further information may be
obtained by writing Mrs. Dean
Spear, 3550 Oakwood Ave., Salt
Lake City.

Immediate
Delivery

CANADA AD TIPS

Given in New Booklet
TIPS about advertising in Canada
have been published in a new book-
let by the Canadian Council of the
International Chamber of Com-

‘merce. It shows how advertising,

useful in the United States and
Great Britain, cannot be applied
without change in Canada. The
brochure cautions that “advertis-
ing in Canada is predominantly
Canadian in character.” Geog-
raphy, climate, ethnic derivation,
politics and economiecs have com-
bined to develop a distinetive set
of national characteristies that call
for distinetive advertising.

The booklet points out that
Canadians are more conservative
in taste than Americans, that there
is a distinet French-Canadian
market, that Canada has five dis-
tinct economic zones, that the pop-
ulated area of Canada extends
along a strip bordering the United
States.

Booklet was prepared by G. C.
Hammond, vice-president of Cock-
field, Brown & Co., Montreal ad-
vertising agency. It tabulates all
Canadian media, lists 155 Cana-
dian radio stations (124 English,
31 French) and three networks.

Canadian Set Market

EFFECT of Canadian credit curbs
and 25% excise tax on radic and
television sets has been felt by
manufacturers and dealers in re-
cent months, according to a report
of the industry. There is now con-
siderable price cutting by dealers
to move both radio and television
sets in stock. TV sets are being
sold only in southern Ontario close
to the U. 8. border. There is no
TV station in operation in Canada
and none is expected until next
summer at Toronto and Montreal.
Canadian plan to make price fixing
by manufacturers illegal, also is
having its effect in further slash-:
ing retail prices of receivers. Some
TV sets are now being offered at
$200 below retail list price.

%

JAMES THOMAS CHIRUGE Co,,
N. Y., advertising agency, for third
successive year ‘has won award in Fi-
nancial World’s competition for annual
reports.

IN.STOCK AT AlL'ED!

RCA-892R. Farced-Air-Cooled Triode—in

stock for imme

RCA-891R.

stock for imme ¢ :
rices and conditions 0

(L): tl_rhgse of the manufacturer. Look to ALLIED

for prompt delivery

tubes. Let us save

Refer toyour ALLIED 212-page Buying Guide

for stotion equipment on
oy want when you wan As .
Z)ur “Broadcast Bulletin’ mailing list.
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diate delivery. RCA-892R, $362

Forced-Air-Cooled Triode—in
diate delivery. RCA-891R, 51_;62
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of all RCA Broadcast-type
you time and trouble.

d supplies. Get what
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» Salute to Jack Benny, marking
he comedian’s 20th anniversary in
adio, will be broadcast Friday,
{ov. 9, 9-9:30 p.m. EST over CBS
tadio, originating in New York,
nd rebroadecast 11:30 p.m.-mid-
iight. Programs will take place
uring testimonial dinner given for
ir. Benny by the Friars, New
fork theatrical fraternity, during
vhich CBS Board Chairman Wil-
iam S. Paley and Eighth Army
Jommander Gen. James A. Van
fleet will appear with others in
alutes to the veteran radio star.

» KIRO Seattle and its general
nanager, Loren Stone, both cele-
irated a milestone last Oct. 15. For
fIr. Stone, it was his 16th anniver-
ary with KIRO, It also was 16
rears ago, on that date, that the
itation adopted its present call let-
ers, moved to 710 ke and boosted
ts power to 500 w. KIRO now
yperates with 50 kw on 710 ke as a
SBS affiliate.

» SPECIAL program saluting
Mildred Carlson on her 21st anni-
rersary as conductor of Home
Porum was aired by WBZ Boston
ind WBZA Springfield Oct. 26. Im-
nediately after regular broadcast,
WBZ Manager W, C. Swartley and
sther station executives joined in
salute. Program reviewed Miss
Sarlson’s background in radic and
1s dietitian in a noted hospital, as
well as her talents in home eco-
nomics, art and interior decoration.
Miss Carlson has received numerous
awards and citations for public
service broadcasts.

» Harlem Amateur Hour, heard
weekly over WMCA New York, 11
p.m. midnight,—said to be the old-
est continuous program of its kind
in radio—has begun its 20th year
of broadcasting. Carried by
WMCA from the stage of the
Apollo Theatre in Harlem since
the fall of 1932, the show has heen
responsible for debuts of such Ne-
gro artists as Ella Fitzgerald,
Sarah Vaughan, Billy Eckstine and

WIBH

MADISON 4
WISCONSIN

Budger Broudcustmg Compuny;

Thelma Carpenter. In earlier years,
Amateur Hour was the only radio
outlet for Negro bands. Hence
WMCA audiences were first to hear
such notables as Duke Ellington,
Count Basie, Chick Webb, Jimmy
Lunceford and Cab Calloway.

» C. T. Lucy, general manager of
WRVA Richmond, Va., was given
a surprise party by station person-
nel Oct. 8 to celebrate his 60th
birthday.

» Charles J. (Chuck} Lanphier,
president and general manager of
WF0OX Milwaukee, Wis.,, Nov. 2
celebrated his 21st year in radio,
15th in Milwaukee and his 41st
birthday anniversary.

» The Student Radic Club, aired
Sunday over WCOP-AM-FM Bos-
ton, celebrated two birthdays last
month. Program completed 16
years of broadeasting and its first
full year under General Foods
sponsorship. Among those on hand
were Hank Lundquist, WCOP pro-
gram manager; A. N. Armstrong
Jr., WCOP national sales manager;
Ellie Dierdorff, WCOP chief an-
nouncer; Mrs. Virginia Lyons, pro-
gram producer, and George Rader,
Northeast district manager for
General Foods.

» WKBH La Crosse, Wis,, cli-
maxed a multiple-media campaign
calling attention to its 25th an-
niversary with a special program
last month. For a month previous,
all station breaks included an an-
niversary tagline. Three 15-minute
weekly broadcasts built up interest
by tracing origins of major local
shows now on the air. Among
shows saluted was the Erickson
Bakery Kiddie Hour, sponsored
continuously by the same company
since 1926.

» ABC was lauded by Secretary
of Defense Robert Lovett for its
“generous contribution” of public
interest time as part of sec-
ond anniversary broadcast Time
for Defense Oct. 22. ABC Presi-

This Fall

More Local Sports
are Being Broadcast

WIBA

Than on any other
Local Station

i
3
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. 5000 WATTS ON 1310 .. .ESTABLISHED 1925
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dent Robert Kintner said his net-
work was proud to air public af-
fairs program. Comedian Sid
Caesar and Screen Actor Ray Mil-
land appeared on anniversary
show, transcribed in Washington
Oct. 17. Mr. Milland delivered mes-
sage on Armed Forces blood donor
campaign in which broadeast in-
dustry is cooperating. Program is
heard Monday, 9-9:30 p.m. EST.

SDBA SESSION
BMI, TV Headline Agenda

BMI program clinic and the future
of television in South Dakota will
headline the fourth annual confer-
ence of the the South Dakota
Broadcasters Assn. at Aberdeen
this week. Other topics at the
meeting, to be held at the Hotel
Alonzo Ward, comprise newspaper-
owned stations and network rate
cuts.

The BMI clinic will begin the
Wednesday morning session under
the chairmanship of Carl Haverlin,
BMI president. Session was ar-
ranged by Glenn Dolberg, BMI sta-
tions relations director, and Al
Marlin, field representative.

Featured speakers are Orville
Burda, general manager, KDIX
Dickinson, N. D., on “Promotion
of Local Audience”; Robert R,
Tincher, vice president and general
manager, WNAX Yankton, S. D,
“Programming Begins in the Front
Office”; Ray V. Eppel, general man-
ager, KORN Mitchell, S, D., “Op-
erating on a Limited Budget,” and
Orrin Melton, news director, KSOO
Sioux Falls, S. D., “Goed Radio
News Makes Dollars and Sense.”

A BMI luncheon, afterncon ses-
sion, Associated Press meeting, re-
freshments and banquet round out
the Wednesday program. Robert
J. Dean, SDBA president, will give
the welcoming address that eve-
ning.

Byron McElligott, manager of
KSDN Aberdeen will speak on
“Newspaper - Owned Radio Sta-
tions” at the opening Thursday
morning session. Other topies and
speakers: ‘“‘Affiliate Stations and
Network Cut in Rate,” Don Sulli-
van, WNAX commercial manager;
“Will Television Come to South
Dakota?” Robert Mulhall, opera-
tions director, WOI (Iowa State
College}, and “Audience Surveys
and the Forgotten Listener,” Mr.
Dean, also manager of XOTA
Rapid City, S. D.

Mr. Dean will give a demonstra-
tion on selling, programming and
promotion of KOTA and KOZY
(FM) Kansas City, Mo., during
breaks in the two-day convention
schedule. An afternoon panel, with
Mr. Dean presiding, will be con-
ducted on political rates and ques-
tion of free time to opposing polit-
ical parties. North Dakota Radio
Broadeasters will be guests.

WTAM Cleveland, for the fourth
straight year, has raised more than
510,000 for the Society for Crippled
Children in Cleveland. In less than
two-weeks station had collected dona-
tions from some 56 counties in three
states.

Wincharger type 300
tower is the pride of
the industry from
coast to coast.

Here is illustrated |

L an actual installa-

tion at Station WOC

Davenport, Towa.

-FM-TV com-

plete in one super-
duty tower.

Let Wincharger help
you enginecr yoOur
next anlenna tower
i project. Be ready the
moment new TV
channels are avail-
able.
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‘MOVIETIME USA’

WHHM Memphis, Tenn., and
WBRD Fort Lauderdale, Fla., re-
ported last week on their “Mov1e-
t'me USA” promotions. WHHM
landed 10 of the stars, who are

aking appearances around the
cpuntry, on its famed 1840 Club for
interviews. WBRD featured spe-
cial broadeast from local theatre

here Barbara Payton, one of the
stars on the nation-wide tour, con-
gratulated winner of local “Miss
Southern Belle” contest.

s—o—o

CQOVERAGE REPORT

WFMY (TV) Greenboro, N. C.,
has prepared and distributed cov-
age report on reception for use
by advertisers and their agencies.
New report gives viewers' com-
ments on new power increase and
its effect on their reception. Piece
glso contains information on
market figures for 50 mile area.
—_———¢
CRUSADE FOR ‘CRUSADE’

WFIL Philadelphia, used mobile
unit to tour city seeking enrollment
for Crusade for Freedom and to
gather contributions for fund.
Dinah Washington, noted record-
ing artist, joined station An-
nouncer Shelly Gross, on tour.
Singer Bill Lawrence, of Arthur
Godfrey fame, also appeared dur-
ing rally.
*—0—0

POLITICAL SHOW

KFWB Hollywood, Nov. 5§ starts
thrice weekly public service pro-
gram Let's Talk Politics, Mon.,
Wed., Fri, 9:30-9:45 p.m. with
Leslie Claypool, political editor of
Los Angeles Daily News, as com-
mentator and handling interviews
of political figures. Air time will
be provided impartially to all 1952
pplitical candidates and both sides
of controversial questions present-
ed. There will be no commercial
sponsor. Program is not for sale.
e—o—eo

LATE EVENING OPERA

ISW (FM) Seattle, FM Concert

all, Sun. through Sat., 8 p.m. until
sign-off, sponsored by The Record
Shop, Seattle, and RCA Victor.
Two-hour record show features dif-
ferent operas nightly.
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YOUNG PROMOTION
PROMOTING sponsor Kroger
Company’s 69th Anniversary and
the Alan Young Show on WSAZ-
TV, station recently mailed salt
and pepper shakers to all “Youngs”
in the Huntington and Charleston,
West Virginia telephone director-
ies. Acoompanying note promoted
Kroger “tender A" beef and the
Alan Young Show for ‘“‘seasoned”
entertainment.
—_———k— k%
KIDS GIVE VIEWS
KFJZ Fort Worth, Texas, in
cooperation with Junior
League of Fort Worth, pre-
senting Young America
Thinks, featuring fourth,
and sixth grade students
giving their views on world
problems. Porter Randall,
station newscaster, inter-
views youngsters on all types
of international subjects.
Prior to show going on air
Mr. Randall broadcasts one
of his daily newscasts from
school.

ok
CHURCH TELECASTS

KTTV (TV) Los Angeles, Great
Churches of the Golden West. Sun.,
11 a.m.-12 noon (PST). Telecast-
ing of services from various
churches all over city to acquaint
viewers with different religious de-
nominations as well as providing
services for those unable to attend
church. Weekly services also in-
clude the history of each particular
church where services are emana-
ting from; history of the denomi-
nation of the church and explana-
tion of the various rituals and
their difference from other faiths.
Rev. Clifton Moore, pastor of First
Presbyterian Church of Holly-
wood, is narrator. Ed Roden,
KTTYV, is director. Program is be-
ing presented as a public service
by Inglewood Park Cemetery Assn.,
L. A

- campa igns
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CHILDREN’S SHOW

KPIX San Francisco promoting its
children’s adventure series, Cap-
tain Fortune, with handsome sepia
colored folder sent to trade. Folder
carries series of pictures of show's
star, Pete Abenheim, surrounded
by juvenile guests in scenes from
the production. Text describes pro-
gram as exciting half hour for the
“little people” full of adventures
for all and, specifically, “Sales Ad-
ventures for You.” Extends invita-
tion to “join our satisfied list of
spoensors for top sales results on
one of Bay Area’s cutstanding tele-
shows.”

o—eo—e
FRENCH PROMOTION

M-M-M stands for moola-la in the
red, white, and blue folder CBS-TV
spot sales has put out to advertise
its Holiday in Paris series. Catchy
cut shows three people standing
around a kiosk, reading signs done
in the French manner. Copy ex-
plains: Clest bon . . . 13 musicals
of authentic night life filmed in
Paris; C'est magnifique . . . with
continental entertainers like Edith
Piaf and Charles Trenet against
such backdrops as Montmartre and
the Champs Elysees; C'est char-
mant . . . the leading lady, that is,
whose name is Dolores Gray and
who was identified unanimously by
critics as a ‘stunning new star’ of
Broadway when she opened in the
current musical hit, Two on the
Aisle; C’est profitable . . . the
show means beaucoup TV viewers
for a quick-acting advertiser . .
and beaucoup moola,”

e—o—o
EDUCATIONAL TV

NEW YORK City Board of Edu-
cation last week granted permis-
sion to four cities in the New York
metropolitan area—Jersey City,
Newark and Bayonne, N. J., and
Great Neck, L. I.—to cooperate in
the television series, The Living
Blackboard, produced jointly by
Board of Education and WPIX
{(TV) New York. Board of educa-
tion officials in four areas are
now making television classes an
official part of their program for
homebound students.

& —&

NETWORK SHOW

WNAT Natchez, Miss.,, broadcast
first network show ever to originate
from city. Station carried commen-
taries of Pauline Frederick, ABC
commentator, doing her morning
show. Announcer Eddie Phelan and
Manager Paul Schilling arranged
for broadcast and festivities upon
arrival of Miss Frederick. Loecal
sponsor of show and station per-
sonnel entertained her with several
parties and trips about Natchez

during: her brief stay. Upon he
departure station presented hes
with “Rebel” cravat and Confeder
ate flag.

O —
*—o—0

STUDENT REMOTE SHOW

WKBZ-AM-FM Muskegon, Mich.
turned over FM facilities to stu
dents of local high school for re
mote broadcast of high school foot:
ball game. Students handled play-
by-play description, spotting, enter-
tainment at half-time and engineer-
ing both remote and at studio. Sta-
tion has made entire facilitie:
available to radio students during
school year.
o—o—o

COMMUNITY REPORT

KEYL (TV) San Antonio, Com
munity Reporter, Sun. 7-7:15 p.m.
started Oect. 7, public service pro
gram featuring national personal
ities speaking on national prob
lems. Miss Gerry Fisher acts a:
interviewer on show. Program alst
features discussions of many hap
penings in San Antonio area.

INSIDE SLANT

WTCN-TV Minneapolis, Arounc
the Town, interviewed president ol

“Twin Cities Rapid Transit Co. Sam

day as program was aired “How
Mobsters Grabbed a City’s Trollej
Line” appeared in Colliers Maga.

zine, John Ford, station news:
caster, interviewed president or
article. The president announcec

plans to sue publishers of Collier:

on show.
*—0—9

‘DESK BOOK’

HALL & McCREARY Co., Chicagc
music publishers, sending statior
music directors small blue anc
white “Music Directors’ Deslk
Book.” Book gives list of holidays
church days, calendars, informa
tion on music and many cther use-
ful items.

& —0—@
*—@

AIRBORNE PROMOTION

KLRA Little Rock, Ark., in co-
operation with Stag Beer used huge
blimp for promotion high above
city. Blimp features large Stag
Beer sign painted on side along
with KLRA news flashes. Station
also sent staff members on flights
above city to broadcast impres-
sions of ride in lighter-than-air
ship.

o—o—o
GALA EVENT TELECAST

KSD-TV St. Louis, telecast the ans
nual “Veiled Prophet Ball,” held
recently in city. The event, held
each fall in celebration of the end
of the harvest, is huge event top
with brightly lit parade. Station
carried telecast of new queen being
crowned. KSD reports that favor-
able comments poured into station
praising its coverage of event.

Further ideas or samples of the
promotion items mentioned on this
page dre available by writing to
the individual companies.

BROADCASTING *® Telecasting



NBC’s Rate Pattern

(Continued from page 5§6)

ANA, Under the latter approach,
he existence of a television set in
\ radio home is regarded as remov-
ng that home completely from
wening radio circulation. This as-
sumption leads to the conclusion
;hat when all radio families in a
station’s area are equipped with
television, the station’s rate should
be zero! Such an assumption flies
in the face of fact, and the conclu-
sion to which it leads is unsound
and unrealistic. The adoption of
any such a conclusion would be op-
posed to the interests of adver-
sisers themselves, because it would
lead to the destruction of 2 medium
which they need and can continue
to use to great advantage.

The formula for revising eve-
ning rates produced no substantial
changes in the present total net-
work rate. However, it resulted in
varying changes, upwards and
downwards, in rates for individual
stations. It was recognized that a
basically new approach which was
designed to eliminate all inequities
and establish the network rate
structure on sound lines must undo
many years of history; and that as
a practical matter, such an ap-
proach could not be effected in any
one step. Accordingly, it was sug-
gested that in taking rate action
within the framework of the new
formula, NBC should establish an
appropriate floor and ceiling on the
percentage change to be effected in
an individual station’s rate, and

should not propose changes below

this floor or above this ceiling at
any one time.

e. Daytime Base Rates

The method used in developing
new daytime rates was parallel in
principle to the method desecribed
above for revising the nighttime
rate structure. In this case, how-
ever, the radio homes used as a
base were those within the station’s
daytime 509% BMB area and these
radio homes were weighted for re-
tail sales on the basis of popula-
tion and retail sales within that
area.

The curve to which these weight-
ed radio homes figures were ap-
plied was similar to the curve used
to establish evening base rates. The
number of listeners per 1,000 homes
in the daytime avarages 45% of
the number of evening listeners
per 1,000 homes in the evening. For
this reason, the daytime base rates
were fixed on the curve so that
they would produce costs-per-
thousand which would be 45% of

A CHAS. MICHELSON HIT!
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Phil Brite
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CHARLES MICHELSON, Ine.
15 WEST 47th ST., NEW YORK 19

the costs-per-thousand produced by
the reconstructed evening rates,
Since this percentage relationship
was between costs per thousand of
the base rates, before adjustments
for television, it does not neces-
sarily produce a ratio of 45 to 100
in the actual daytime and evening
rates, after adjustment for televi-
sion.

f. Television Adjustment Formula
for Daytime Rates

So far as the morning was con-

cerned, it was not necessary to ad-

just the daytime base rates for

television, because television does

- not significantly affect radio listen-

ing in the morning; and any such
effect that may develop in the fu-
ture is speculative. However, so
far as the afternoon was concerned,
the daytime base rates were ad-
justed for television where it is a
factor in a station’s area.

The adjustment formula for
afternoon rates was significantly
different from the adjustment for-
mula used for the evening, because
of the differences in television’s ef-
fect as between afternoon and eve-
ning. The best current survey data
indicate that at most, there is a
2569% loss of radio listening to tele-
vision in the afternoon. It follows
that even if all radio homes in a
station’s area had television, there
would be no basis for reducing the
afternoon base rate more than 25%.

Accordingly, the television ad-
justment formula for the afternoon
provides for a 25% reduction in
the new daytime base rate when
television saturation in the sta-
tion’s area reaches 100%, and for
no reductions in the daytime base
rate when there is no television in
the area. Between these two points
the indicated reductions are on a
sliding scale.

As a result of this selective ap-
proach, stations in non-television
markets would have the same rate
afterncon and morning; while sta-
tions in television markels would
have a morning rate which would
be somewhat higher than the after-
noon rate. The effects on the sta-
tions individually showed many
variations upwards and down-
wards, so that it appeared advis-
able for NBC to establish an ap-
propriate floor and ceiling on the
amount of change in afternoon and
morning rates it might propose for
individual stations at any one time.
However, the effect on the total net-
work rate was a slight increase for
the morning and no substantial
change for the afterncon.

g. Advantages of Rate Formula and
Proposed Procedure

The new rate structure described
in the preceding pages involves a
fundamental change in network ra-
dio rate-making. For the first time,
it establishes radio homes, weighted
by a retail sales index, as the basic
factor in the construction of net-
work rates.

By applying this circulation fac-
tor consistently to all stations, it
eliminates inequities and discrep-
ancies in the rate structure as it
has developed over the years, and

|
BROADCASTING ® Telecasting

CHAIRMAN of the day is Lloyd E.
Yoder (1), KNBC San Francisco gen-
eral manager, at the San Francisco
Advertising Club as the organization
observed Qil Progress Week. Sitting
at the table with Mr. Yoder is M,
Anthony Mattes, odvertising man-
agzr, Standard Qil Co. of Calif., who
gove main address.

provides a sound starting point for
adjustments to reflect television.

It takes television into account
selectively by markets, so that the
new base rates are adjusted in ac-
cordance with the degree of televi-
sion saturation in markets where it
is available and are not adjusted
for television where it is not a fac-
tor.

It also takes the diversified ef-
fects of television into account by
applying one type of television ad-
justment formula in the evening,
a different type in the afternoon,
with no adjustment for television
in the morning. Accordingly, some
stations which have evening rate
reductions indicated because of the
effects of television, also have
morning increases indicated, to ac-
cord with the realities of their cir-
culation values. :

The formula provides a basis for
rate adjustments, which can be
made in terms of measurable fac-
tors and will conform to the chang-

ing values of network radie. Fer
example, if the impact of televi-
sion continues to be concentrated
in the evening, with lesser effects
in the afternoon and negligible ef-
fects in the morning, this rate
formula can conceivably lead te a
situation where, over the years,
morning rates in television markets
will continue to increase until they
overtake evening rates.

Under this approach, stations
can count on being credited with
all future increases in radio fami-
lies in their area, resulting from
population growth and increasing
radio saturation of the population,
even though television families in
their area also increase. Advertis-
ers will have the assurance that
the network rate structure will
continue to reflect circulation val-
ues of the medium and will main-
tain the value of an NBC fran-
chise. By use of a systematic,
known formula, stability will be
introduced in the network rate
structure, and existing uncertain-
ties about its future development
will be eliminated.

The formula results in a total
network rate which is substantially
equal to the present rate for the
network, with minor variations for
morning and evening network rates.
Accordingly, any change to be
made in the network rates of indi-
vidual stations would not be made
for the purpose of bringing about
a change in the total network rate.
Such revisions would be made only
to eliminate existing overpricings
and underpricings, to take televi-
sion into account scientifically, and
to establish proper relationships
among individual station’s rates,
within the framework of the pres-
ent overall network rate level.

The Economic Study Committee
agreed unanimously that the rate
formula described above was sound
in principle and represented the

(Continued on page 106)
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NBC’s Rate Pattern

(Continued from page 105)

qest approach which could be de-
vised for establishing the network
rate structure on a systematic and
stable basis. The affiliate members
of the Committee recommended
that the formula be presented to
SPAC for its information, and this
was done at the SPAC meetings of
October 2-4. As stated in the Fore-
word, SPAC was not asked to take
a position on the rate formula, be-
cause this might imply its approval
of changes in individual station’s
network rates resulting from the
formula.

Accordingly, putting the rate
formula into effect is a matter for
NBC to carry forward. This will
involve discussions with stations
individually, which NBC will begin
in the near future.

LAKE ERIE DATA

FCC lIssues Allen Report

STUDY of the Lake Erie region,
made by FCC Chief Engineer E.
W. Allen from last March to Sep-
tember, has been issued by FCC.
Although it bears the relatively
simple title of “A Service Study
in the Lake Erie Region” and con-
sists of mere page-and-a-quarter
of text plus eight charts, its im-
portance is considered by some en-
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OCTOBER 26 THROUGH NOVEMBER 1

CP-construction permit
DA-directional antenna
ERP-effective radiated pewer
STL-studio-transmitter link
synch. amp.-synchronous amplifier

STA-special temporary authorization

ant.-antenna cend.-cenditional
D-day LS-local sunset
N-night mod.-modification
aur.-aural trans.-transmitter
vis.-visual unl.-unlimited hours

CG-conditional grant

Grants authorizing new stations, changes in facdztul, and transfers
appear at the end of this department, accompanied by c roundup of new

station and trensfer applications.

October 26 Decisions . . .

BY THE COMMISSION EN BANC

WCOL-AM-FM Columbus Ohio—
Designated for hearing in W'ashmgton
Dec. 6 application for assignment of
licenses from Pixleys Inc. to Lloyd A,
Pixley, Martha P. Pixley and Grace
M. Pixley, as individuals, end applica-
tions for assignments from Lloyd A,
Pixley et al. to Air Trails Inc.

October 29 Decisions . . .

BY THE SECRETARY
WBAL-TV Baltimore, Md.—Granted
mod. CP for extension of completion
date to 2-21-52.
KDYL-TV S§alt Lake City, Utah—

gineers far to exceed its modest
size.

The report shows measurements
of TV service on Channels 2 and
7 in the congested Lake Erie region
“in order to evaluate the type of
service to be expected under
typical congested allocation condi-
tions.”

The result showed, Mr. Allen
said, that the service area for a
TV station with multiple inter-
fering signals may be considered
the same in size as for a service
area of a TV station with only a
single interferring signal.

The reason is that the multiple
interference study fook into ac-
count what Mr. Allen terms “more
nearly [the] practical antenna”—
a directional receiving antenna
with a 6 db front-to-back ratio.

The method of estimating single
station interferring signal areas
does not take into account direc-
tional receiving antennas.

Most TV receiving antennas con-
sist of a dipole and a reflector,
Mr. Allen said.

Document is T.R.R. Report No.
5.3.2, Mimeo 68490. It is available
from the FCC Technical Research
Division, Office of the Chief En-
gineer.

PLOUGH Inc., Memphis (St. Joseph
Aspirin) reports estimated net sales
for first nine months of 19561 were

$12,326,000 as compared to $11,810,000.

for the same period last year.

RADIO and TV STATION

CONSULTANTS
TELEPHONE
QREST MILLS. DANVILLE. VA. 4072
NVILLE. VA. L]

R WASH. D. C.
DISTRICT 3953
FOR ALL MANAGEMENT PROBLEMS
CALL OR WRITE—"SANDY"” GUYER
27 years of experience at Your service

Granted license for commercial TV
station; ERP 3 kw vis, 1,9 kw aur.

WHAM-TV Rochester, N, ¥.—Granted
license for commercial TV station and
to indicate trans. location.

KWRE Warrenton, Mo.—Granted li-
cense covermg)lncrease in power, etc.;
730 ke 500 w

KTFY Brownfield, Tex, — Granted
license covering change of facilities,
ete.; 1300 ke 1 kw D,

WFSI Lakeland, Fla.—Granted CP
to replace CP for new noncommercial
educational FM station which expired

2-20-50; 88.1 me, 10 w.

KTBI Tacoma, Wash. ——Granted mod.
CP for extension of com letion date
from 10-28-51 to 60 days after approval.

WAWZ Zarepath, N. J. ranted
mod. CP for extension of completion
date to 1-21-52; cond,

October 29 Applications . . .

ACCEPTED FOR FILING
Modification of CP
WDLP-FM Panama City, Fla.—Mod.
CP as mod. new FM station to change
ERP from 8.2 kw to 4.8 kw and ant.
height above average terrain from

290 to 298 ft., ete.

WJZ-FM New York—Mod. CP as
mod. new FM station to change ERP
from 6.5 to 15 kw and ant. height
?tbovet average terrain from 700 to 1,271

., ete.

WIUC Urbana, IIl,—Mod. CP as mod.
authorizing changes In existing non-
commercial educational FM station for
extension of completion date.

AM—1430 ke

WOKE ©Oak Ridge, Tenn.—CP to
change from D to unl., 1@ kw, DA-N,

TV—Ch. 4
WWI-TV Detroit—CP to change ERP
from 13.7 kw to 100 kw wvis., 8.55 to 50
kw aur., ete.

License Renewal

Following stations request renewa]
of license: WNDR Syracuse, N.
WFBC Greenvule S. C.; WIAY Mul-
lins, S. C.; TV (TV) Atlanta, Ga.;
WDEL-TV Wﬂmmgton Del.; WJAR-
TV Providence, R. 1.. WBAP-TV Fort
_IVYorth. Tex.; WOQAI-TV San Antonio,

ex.

October 30 Decisions . . .

ACTIONS ON MOTIONS

By. Comr. George E. Sterling

WKDK Newberry, 8. C.—Granted
petition for acceptance of its late ap-
pearance in proceeding upon applica-
tions of Radio Sumter, Sumter, S. C,,
and WSOC Charlotte, N. C.

WIVY Jacksonville, Fla,—Granted pe-
tition for continuance of hearing from

Nov. 2 to Feb. 1, 1952, in Washingtor.
re application.
KSOK Arkansas City, Kans.—Grante
etition for an extension of time t
ov. 6 to file exceptions to initia
decision in proceeding re application
WINS New York, N. Y.—Grantet
petition for dismissal of applicatiomn:
for extension of completion date.
Winnebago Bcestg. Co., Rockford, Il
—Granted petition for authori to par
ticipate in the taking of depositions b}
North Shore Bestg, Co. Inc,, at Evans:
ton, Ill,, Oct. 25.

By Hearing Examiner
Elizabeth C. Smith

Grand Island Bestg, Co., Grand
Island, Neb.—Granted petition for con-
tinuance of hearing from Oct, 31 to
Dec. 17 in Washington in pmceedmg re
its application and that of KCNI,
Broken Bow, Neb., in order to com-
plete engineering &ata. etc.

Desert Radio & Telecasting Co.
Springs, Calif,—Postponed lndeﬁnitely
action on petition for leave t¢ amend
to strike all reference made to Georgi
W. Berger and to sg ecify new partner-
ship agreement etween Jobe L.
Hamman and Melvin Sullivan.

By Hearing Examiner J. D, Bond

WO1L1 Washington, D, C.—Granted pe-~
tition for continuance of hearing from
Oct, 30 to Jan. 8, 1952, re application:
applicant is ascertalning availability
and suitability of new transmitter site
and thereafter will seek to amend and
remove from hearing.

By Hearing Examiner
H. B. Hutchison

WOKY Milwaukee, Wis.—Granted
petition for (1) authority to amend ap-
lication for pur Igose of submitting
herewith amended engineering state-
ment and fleld intensity measurements;
(2) for removal of application, as
amended, from hearing docket.

October 30 Applications . . .-

ACCEPTED FOR FILING

Modification of CP

WWOC Manitowoce, Wis.—Mod. CP as
mod. new AM station for extension of
completion date.

WRBL-FM Columbus, Ga.—Mod, CP
as mod. new FM station for extension
of completion date,

WRBI (FM) Blue Island, IIl.—Mod.
CP as mod. new FM station for ex-
tensicn of completion date.

License Rehewal

WTMJ-TV Milwaukee, Wis.—Renewal
of license requested.

TENDERED FOR FILING
CP to Replace CP
KFST Ft. Stockton, Tex.~—CP to

replace expired CP for new AM sta-
tion, 860 ke 250 w D.

APPLICATIONS RETURNED

WSIP Paintsville, Ky.—RETURNED
application for assignment of license
from W. Howes Meade to Ted Arnold
Silvert and Escom Chandler for $75,0600.
WSFC Somerset, Ky.—RETURNED
application for transfer of control
licensee corp. from W. Howes Meade
to Meyer Layman through sale of 1001,
of stock for $54,000

KFYN Bonham, Tex.—RETURNED
application for asslgnment of license
Erom Frank Svobda to Bonham Pub.
0.

October 31 Applications . . .

ACCEPTED FOR FILING
Modification of CP
KWHP Cushing, Okla.—Mod. CP as
mod. new AM station for extension of
completion date,
TV—Ch. 4

WTCN-TV Minneapolis, Minn.—CP tc
change ERP from 179 kw to 14.1 kw
vis,, 9 kw to 7.05 kw aur.. ete. (ant.

SERVICE DIRECTORY

Custom-Built Equipment
U. S. RECORDING CO.

1121 Vermont Ave., Wash. 5, D. C.
Lincoln 3-2705

COMMERCIAL RADIO
MONITORING COMPANY
PRECISION FREQUENCY MEASUREMENTS
Engineer on duty all night every night
JACKSON 5302
P. O. Box 7037 Konsas City, Ma.

BROADCASTING ® Telecasting
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 CONSULTING RADIO_ &

TELEVISION

ENGINEERS

JANSKY & BAILEY

Executive Offices
Naotional Press Building
Offices ond Laboratories
1339 Wisconsin Ave., N. W.
Washington, D. C. ADoms 2414
Member AFCCE*

JAMES C. McNARY

Consulting Engineer
Natienal Press Bldg., Wash. 4, D. C.

Telephone District 1205
Member AFCCE*

A L8-year beckground
—FEstablished 1926—
PAUL GODLEY CO.
Upper Montclair, N. J.
MOntclair 3-3000
Laboratories Great Notch, N. J.

GEORGE C. DAVIS

501-514 Munsey Bldg.—STerling 0111
Washington 4, D. C.

Member AFCCE®

Commercial Radio Equip. Co.
Everett L. Dillard, Gen. Mgr.
INTERNATIONAL BLDG. Dl. 1319

WASHINGTON, D. C.
P. O. BOX 7037 JACKSON 5302

KANSAS CITY, MO.

A. D. RING & CO.

26 Years' Experience in Radlo
Engineering
MUNSEY BLDG. REPUBLIC 2347

WASHINGTON 4, D. C,
Member AFCCE®

There is ne substitute for experience

GLENN D. GILLETT
AND ASSOCIATES
982 NATL. PRESS BLDG. NA. 3373
WASHINGTON, D. C.
Member AFCCE*®

GAUTNEY & RAY

CONSULTING RADIO ENGINEERS

1052 Worner Bldg.
Washington 4, D. C.

National 7757

Craver;, Lohnes & Culver
MUNSEY BUILDING DISTRICT 8215
WASHINGTON 4, D, C.
Member AFCCE®

Mcintosh & Inglis
710 14th 51, N.W.—Metropolitan 4477
WASHINGTON, D. C.
Member AFCCE®

E. C. PAGE

CONSULTING RADIO
ENGINEERS

BOND BLDG. EXECUTIVE 5670
WASHINGTON 5, D. C.

Member AFCCE®

MILLARD M. GARRISON
1519 Connecticut Avenue
WASHINGTON 6, D. C.

MICHIGAN 2261
Member AFCCE*

RUSSELL P. MAY

1422 F St, N. W, Kellogg Bldg.
Washington, D. C. REpublic 3984

Member AFCCE®

WELDON & CARR
WASHINGTON, D. C.
1605 Connecticut Ave.

Dallas, Texas Seattls, Wash.
4212 S. Buckner Blvd. 4742 W. Ruffner

Member AFCCE*

KEAR & KENNEDY

1302 18TH ST, N. W. HUDSON %000
WASHINGTON 6, D. C.

Member AFCCE*®

WILLIAM L, FOSS, Inc.
Formerly Colton & Foss, Inc.

927 15th 51, N. W. REpublic 3383
WASHINGTON, D. C.

JOHN CREUTZ

319 BOND BLDG. REPUBLIC 2151
WASHINGTON, D. C.

Member AFCCE*

GUY C. HUTCHESON

P. O. Box 32 AR 4.8721
1101 W, Abram
ARLINGTON, TEXAS

LYNNE C. SMEBY

“Registered Professional Engineer”

1311 G St, N. W EX. 8073
Washington 5, D. C

GEORGE P. ADAIR
Consulting Radio Engineers
Quarter C’mt Professional Ezperience

adio-Television-
Elonrom:s-Communlc-ﬂonl
1833 M Bt., N. W., Wash. 6, b . C.

m
(Nl.htn-hohdlsyl, Lotbkwood .'u-lll')

ember A

WALTER F. KEAN

AM-TV BROADCAST ALLOCATION,
FCC & FIELD ENGINEERING

1 Riverside Read — Rlverside 7-2153

Riverside, HI.
(A Chicage suburb)

A. EARL CULLUM, JR.

CONSULTING RADIO ENGINEERS
HIGHLAND PARK VILLAGE
DAWLAS 5, TEXAS
JUSTIN 6108

ROBERT M. SILLIMAN

1011 New Hompshirs Ave., N. W.
Republic 6646
Washington 7, D. C.

ADLER
COMMUNICATIONS
LABORATORIES

Broadcast, Communication
and Television Systems
One LeFevre Lane, New Rochelle, N. Y.
New Rochelle 6-1620

Af. R. Bitter

CONSULTING RADIO ENGINEER
1700 Wayne St.
TOLEDO 9, OHIO

Tolophone—Kingswood 7631

Member AFCCE*

height above average terrain 549 ft.).
License Renewal

Following stations request renewal of
license; WMRO Aurora, Il.; WSKY
Asheville, N. C.; WBRC-TV Birming-
ham, Ala; WAFM-TV Birmingham:
WMBR-TV Jacksonville, Fla.; WAVE-
TV Louisville, Ky 4 WAAM _(TV)
Baltimore; WKTV (TV) Utica, N. Y.}
WEFMY-TV Greensboro, N. C.; KING-
TV Seattle.

October 31 Decisions . . .

BY THE COMMISSION EN BANC

Renewal of Licenses

Following stations granted renewal
of licenses for regular period:

WINA Charlottesville, Va.; WAVZ
New Haven, Conn.; KXKFBB Great Fa]ls
Mont.; KFH Wichita, Kans.; W
Akron, Ohio.; WCAM Camden, N .T o
WCOoG Greensboro, . C.; WERE Cleve-

“ROADCASTING

land: WJAS Pittsburgh, Pa.; WNAC
Boston. WNAH Nashville; WHLD Ni-
ara Falls; KGIL San Fernando, Calif.;
T Yak).ma‘ Wash.; KITO San
I‘B).vearsr}l)ardino, Calif.; KMO Tacoma,

Temporary Extenslon

Following stations granted temporary
extensions of ucenses for period end-
ing Feb. 1, 1952:

WKAT Miami Beach, Fla.
Jacksonville, Fla.; WTMC Ocala, Fla.;
WOBS Jacksonville, Fla., WTJH East
Point, Ga.; WLYN Lynn, Mass, (Comr.
Jones for regular renewal); WDSU New
Orleaa]r;s Comr. Jones for regular re-
new: .

Designated for Hearing

Lee County Bcstg. Co., Bishopville,
—Desi%nated for hearing in Wash-
ing‘ton on Dec. 5 ap ication for new
station on 620 kc 1 WAYS

WJIHP

made

& Telecasting

Charlotte, N. C., and WDNC Durham,
N. C., parties 7] proceeding.
S ringhill Bestg. Co., Springhill, La.
Resort Bestg. Co, Hot Springs,
Ark —Designated for hearing in con-
solidated proceeding in Washington on
Dec. 11 application of Springhill for
new station on 530 ke¢ 500 w D, with
application of Resort for same fre-
quency with 1 kw D; made KALB Alex-
andria, La., pa to proceeding with
respect to application of Springhill
Bestg. Co. only.
Extends SSA

WNYC New York, N. Y. and KFAR
Midnight Sun Bestg. Co., Fairbanks,
Alaska.—CGranted extension of SSA
for WNYC and KFAR for period of 30
days ending Nov. 30, pending further
stud of ruling of U. 5. Circuit Court

peals for District of Columbia
Cn-cu t in case of American Bestg. Co.
Inc. v. FCC, decided July 19, 1951,

Granted CP

Conestoga  Television Assn. Inc.,
Lancaster, Pa.—Granted CP for new
experimental TV station on 590 to 610
msc, or such frequencies as may be
assigned by Chief, Broadcast Bureau:
output power not to exceed 5000 w vis.,
25i w aur.; experimental type an-
tennas, not to exceed 75 ft. above
ground: cond.

Pioneer Bestrs. Inc., Portland, Ore.—
Granted CP Class B station. 100.3 mc.,
(Ch. 262) 5% kw 960 £t. ant.: cond.

Special Authority
WIOD-FM, Miami, Fla.—Granted spe~
clal experlmental authority to operate
station by remote control from studio
control room without licensed operator
in attendance at WIOD-FM transmitter,
for period ending April 30, 1952; cond.
WHBS-FM Huntsville, Ala.—Granted
special experimental auihorit%_go ofper-
ate station by remote con
transmitter of WHBS (AM) without li-
censed operator in attendance at WHBS-
FM transmitter, for period ending April
30, 1952; cond.

Following stations granted changes
in existing facilities as shown:

WNBC-FM New York, N. ¥. — To
change antenna from 1440 to 1445 ft.;
cond.

WTSV-FM Claremont, N. H.—To
change ERP from 1.5 kw to 4.8 kw., ant,
from 930 to 1,000 ft.

WOPI-FM Bristol, Tenn.—To change
ant. from 2210 ft. to minus 52 £t. sub-
ject to condition that applicant will
take whatever steps necessary to pre-
vent re-radiation of WOPI signal
FM antenna structure.

WLCS-FM Baton Rouge, La.—To
change ERP from 3 kw to 680 w, ant.
from 380 to 200 ft., cond., and subject
to power of WLCS being determin
indirect method during installation of
FM antenna, ete.

(Continued on page 112)
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tustody or return.

Payable in advance.

CLASSIFIED ADVERTISEMENTS

Checks and money orders only.
Situations Wanted, 20¢ per word—§2.00 minimum © Help Wanted, 25¢ per word—$2.00 minimum
All other classifications 30¢ per word—$4.00 minimum ® Display ads. $15.00 per inch
Na charge for blind box number.
BROADCASTING, 870 National Press Bldg., Washington 4, D. C.

If transeriptions or bulk packages submitted, $100 extra eharge for mailing. All transcriptions, phoj:g’s. etc., eent
to box numbers are sent at owner’s risk. BRroapcASTING exprésslv repudiates any liability or responsibility for their

Send box replies to

Help Wanted

North midwestern station needs follow-
ing personnel: Three experienced an-
nouncer - engineers  ($300-$400) per
month. Program director ($350). Sales-
man (15%), State all particulars in
first letter with disc or tape and pic-
tures. All replies answered. Box 240L,
BROADCASTING.

Managsri&.l

Commercial manager with proven sales
experience and background of sales
mansgement. Want a man with ability
in station promotion and with sales
irleas that will develop into sales. Posi-
tion will pay well with salary, per-
centage and override to right man.
Ilajor network affiliate in Pacific north-
west. Excellent future for energetic
man. Send complete history in first
letter, experience, past earnings, salary
expected, references and personal
habits, Car required. If you want to
live in the Pacific northwest and have
the qualifications, write Box 349L,
BROADCASTING.

Commercial manager who can sell and
irect salesmen, Must be experienced,
ersonable live wire. Excellent oppor-

tunity with successful network station

in medium sized California market.

Salary and override. Box 388L, BROAD-

CASTING.

Commercial manager wanted for net-
work southern California station. Start-
ing salary $400.00 per month with com-
mission arrangement that will earn
two to three hundred a month more.
Position open now. ' Apply Box 399L,
BROADCASTING.

. Wanted: Commercial manager of ex-
Rerience and ability on contract which
should yield $7,000 to $10,000 annually.
250 watts power. 70,000 gopulation.
South. Address reply ox 400L,
BROADCASTING. Send references and
qhotograph, personal data first letter.

Salesman

Salesman, drawing account with” 159
commission. $600 per month or better
ssible for good salesman. Send com-
ete details immediately. Box 36IL,
BROADCASTING,

Help Wanted (Cont'd)

Do impersonations famous stars, Cros-
bly, Boyer, Bugs Bunny, along with
clever, fiuent DJ chatter. Be in spot-
light, write today Box 313L, BROAD-
CASTING.

Fully experienced, all-round announcer,
who knows production, operates board,
studio and remote broadcasts, with
some sales experience and car, for
Michigan network kilowatt. Good,
sound operation and excellent oppor-
tunities for qualifying announcer. Send
all details and audition to Box 362L,
BROADCASTING. No beginners,
Please!

Wanted: Experienced announcer-sales-
man-copy-writer or announcer-copy-
writer. ABC affiliate, good small
Minnesota town. Send disc or tape
first. Man now in midwest preferred.
Start sixty five. Box 364L, BROAD-
CASTING.

Wanted—announcer with good hard
punching commercial voice. Large mid-
western market. Send audition disc
and all details first letter. Box 357L,
BROADCASTING.

Announcer wanted for AM-TV station
in midwest city, population over 100,-
000. Must be versed in all phases, with
emphasis on commercials, at least 3
years experience. Send tape and letter
to Box 414L, BROADCASTING.

Upper Michigan station desires staff an-
nouncer. One year experience. Send
letter and disc or tape. Box 418L,
BROADCASTING.

Wanted: Announcer-engineer with first
class ticket. 250 watt daytime Michigan
independent. Good salary, commission
on sales, Experience not necessary.
Box 423L, BROADCASTING.

Experienced announcer wanted. Local
metropolitan New York -station. Box
42_91.._ BROADCASTING.J

Announcer, experienced, although ex-
ceptional ability may compensate for
experience lack, single, interested in
exceptional! opportunity with rapidly
expanding organization. Send experi-
ence, age, education, salary require-
ments, photo and audition disc im-
irllqeéiately, Box 432L,. BROADCAST-

Salesman or announcer-salesman. 250
watt east central network affiliate.
Rush references, full information. Box
941, BROADCASTING.

Salesman, preferably with small market
erience, who desires to work for

only station in city of 50,000. Fine op-

portunity for man with ideas and sales

apility. Announcing experience help-

ful but not essential. tate, age, ex-
rience, educatio, marital status,

soall‘ary reguirement. Box 431L. BROAD-
STING. .

=
Wanted salesman capable of becoming
sales manager. Can earn $800-$1,000 a
month, $75 draw. 10% commission,
Spme existing accounts to start. Ken
Palmer, KVER, Box 1388, Albuquerque,
New Mexico.

Salesman that can sell service not just

time. In this major third market,

plenty “of competition but excellent

opportunity for experience. Details to
. 8. Manager, WKDN, Radio Park,
amden, N. J,

Salesmen—Single, to travel in 12 eastern
states by car selling in person and by
lung distance phone, our successful
eontinuity service and our 7 new con-
firuous script shows. Prefer salesmen
whose base is near center of this terri-
tory. Salary and expense arrangement
wi opportunity to grow. Write
Berchandising Division, National Re-
#fprch Bureau, Inc., NRB Building,
Chicago 10, Illinois.

Annsuncers

——
Announcer-engineer for station in Min-
nesota, Iowa, South Dakota area. Sal-
any oben. Write Box 249L., BROAD-
CASTING.

Good announcer-copywriter wanted im-
mediately by 5000 watt CBS affiliate,
Must be experienced newsman. Send
all details including salary require-
ments with disc or tape to KFBB, Great
Falls, Montana,

5000 watt ABC affiliate needs capable
announcer. Salary $65—40 hours, ex-
cellent working conditions, adequate
housing available, Send photo, refer-
ences, etc., first letter. 1so tape or
disc for audition. Charles Price, KMLB,
Monroe, Louisiana.

Announc¢er wanted KOPR, B_utte, Mon-
tana. Contact Ed Cooney.

Combination announcer-engineer. Em-
phasis on announcing. Salary com-
mensurate with ability. Call Manager,
at telephone 780 collect. WBSC, Ben-
nettsville, S. C.

Wanted immediately, opening for an-
nouncer-engineer on Florida network
station. $75.00 for forty hour week,
Contact Mel Wheeler, WEAR, Pensa-
cola, Florida.

Combination announcer-engineer for
morning shift. Accent on announcing.
Engineering experience unnecessary.
Salary $75.00 for 40 hours. WJEH, Galli-
polis, Ohio.

Experienced staff announcer needed
immediatelgv, salary depended upon
your experience. Send disc, letter, tele-
phone number Cal Mahlock, WKJIG,
Fort Wayne, Indiana.

Announcer with console board experi-
ence, parttime sales if desired, WKTY,
LaCrosse, Wisconsin.

Announcer, staff, DJ, some E;rs._Se_nE
disc, photo, WMGW, Meadville, Penn-
sylvania.

Help Wanted (Cont’d)

WOOF, 5000 watt station Dotham, Ala-
bama needs two combination men at
ninety dollars per week for daytime
work. Your announcing must be
above average.

Columbia station needs two announcers
for copy and hoard work plus traffic
manager to announce some. Good
working conditions. WPAD, Paducah,
Kentucky.

Combination man for morning shift.
Accent on announcing. $65.00 to_start.
WVOP. Telephone 327, Vidalia, Ga.

Announcer -engineer, first phone
WWGS, Tifton, Ga., Phone 921.

Technical

First class engineer. No experience re-
quired. Virginia network station. Box
238K, BROADCASTING.

Engineer or combination for 250 watter
?!5'“ N. Y. Box 585K, BROADCAST-

Wanted—Transmitter operator with car
for AM and FM station. Experience
unnecessary. $50.00 for forty hours
plus time and one-half for overtime.
Box 291L, BROADCASTING.

Engineer, announcer, salesman, first
phone, full trick plus commission, N. Y.
network. unlimited local. Consistent
income improvement right man. -
mediate opening. Box 360L, BROAD-
CASTING.

Wanted: Engineer-announcer at 250
watt east central network affiliate.

"Announcing experience desirable but

not essential. Box 393L, BROADCAST-

ING.

Engineer—First phone, no experience
necessary. Good future. Box 393L,
BROADCASTING.

Wanted: Experienced combination engi-
neer and anncuncer, Good working
conditions. Indiana. Box 403L, BROAD-
CASTING.

Just out of school? Well here's an op-
portuni:ly toc join a good network
affiliated Rocky Mountain west station.
Immediate opening for engineer-an-
nouncer. Send dise, photo and par-
{:_ilglélars to Box 411L, BROADCAST-

First class transmitter engineer. No
experience necessary. one kw in large
Virginia University city. $50.00 week
nger hours. Box 421L, BROADCAST-

Wanted: Experienced engineer who has
ability to supervise entire radio plant.
Must know how to delegate work and
teach subordinates. Good working con-
ditions. Midwest station adequately
financed. Good future. Box 404L,
BROADCASTING.

Engineers and combo men needed net

and local stations augment staffs. 40-

hour week and talent. Will train. Air

r&aﬂ‘.’ Engineer, Box 867, Morgantown,
. Va.

Engineer-announcer, young man to fit
into small staff. Sales commission if
desired. Deep in the heart of the pine
forest where hunting and fishing is ex-
cellent. Reply immediately to J. H.
Fleet, Owner, Manager, KAGH, Cros-
sett, Arkansas.

KPET, Lamesa, Texas now has an
opening for engineer-announcer.

Opcning for 1st class transmitter ope
erator. Contact Chief Engineer, WAYEB,
Waynesboro, Va.

Immediate opening for engineer with
first class license. Contact Allen B.
Jones, Radic Station WGNI, Wilming-
ton, N. C.

Help Wanted (Cont’d)

NBC affillate of 11 years standing wil
respected position in community nee¢
capable engineer for combination cor
trol room and transmitter operatio
Lots of recording and network switcl
ing in busy control room where produc
tion sense is essential. Kilowatt direx
tional fulltime. No announcing r¢

uired unless you are really goot

leasant working conditions wit
agreeable go-getting staff where abilil
is rewardes, Rapidly expanding agricu:
tural community with year-round dr:
sunny climate. KYUM, Yuma, Arlzoni

Enf!neer for 1000 watt directional ir
stallation near New York City. Im
mediate need. Chief Engineer, WGSN
Huntington, New York.

Wanted: Engineer for night shift. $§
weekly. Contact Jimmy Childres:
WHCC, Waynesville, N. C.

AM and FM NBi
ngsport, Tennesset

Wanted engineer
affiliate WKPT,

We seek permanent transmitter engi
neer. Experience secondary to char
acter an ambition. Car necessary
Contact Harold White, WKTY, La
Crosse, Wisconsin.

Wanted, engineers having desire an
voice to announce. Pay $55 or mor
while you learn. Wire WMFT, Florence
Alabama.

Engineer with announcing abilities, bu
not necessary. Good future, goox
salary and other benefits. Send qualifi
cation. WOCB AM & FM, West Yar
mouth, Cape Cod, Massachusetts.

Immediate opening for 1st class oper
ator. $54.29 for 43 hours per week
Wire or call Harold Peters, Chief Engi
neer, WOMI, Owensboro, Kentucky.

Immediate opening for engineer with
first phone license. No experienc:
necessary. Forward complete data
including photo, with application. Op
portunity to learn announcing. Als:
ogening for first class combo man, em-
phasis on announcing. Radio Statior
WSNW, Seneca, South Carolina.
First class phone transmitter operator
Experience not necessary. WSSV
Petersburg, Virginia.

First Class engineer. Immediate open-
ing. Contact James Trewin, Rural Ra-
dio Network, WVCV, Cherry Valley
New York.

Wanted, engineer with first class li-
cense. $50.00 for 40 hours, time and s
half overtime. Contact Radio Statior
WVOT, Wilson, N. C.

Production-Programming, Others

Where 'n Sam Hill are all the c¢opy-
writers! Good job, good pay, gooc
station, Good deal for good man,
Come on, fellas: Samples, background:
data to Box 218L, BROADCASTING
You want to get ahead in the world
Farm editor progressive Iowa station.
Rush photo, disc, full information first
letter. Box 351L, BROADCASTING.

Good opportunity for copywriter,
knowledge of traffic helpful, 1000 watter
100 miles of Washington, D, C. Box
4221,, BROADCASTING.

Wanted: Experienced news man, re-
write. Excellent opportunity for man
with writing ability and news judg-
ment. ir work not essential. Send
letter of qualifications, including ex-
perience, background and salary ex-
pected to Station WFDF, Flint, Michi-
gan.

Program director with keen sense pub-
lic relations and promotion to work
with topnotch program staff. Splendic.
opportunity with station operated by

experienced radio people. Contact D.
M, Kelly, Manager, WJBF, (NBC)
Augusta, Georgia.

Television -

TV radio contact man national organ-
ization has openin for personable
man between 30 and 40 to contact TV
stations. Limited travel! from New
York. This is an excellent oprortunity
for a person who can handle public
relations and sales. Must have well
rounded agency, station, network ex-
perience. Salary approximately $7,-
000. Send resume. All information
confidential. Box 428L, BROADCAST-
ING ¢ TELECASTING.



Help Wanted (Cont'd)

Technical

Television engineer, capable of work-
ing into any position from camera to
transmitter. License and TV schoolin{
required. Good opportunity for righ
man. Write Chief Engineer, KOTV,
Tulsa, Oklahoma.

Situations Wanted

Managerial

Attention owners! Is your station mak-
ing the profit it should? Here's the
man who can curb expenses, Increase
sales. Save money by a combination
manager, commercial manager. Ma-
ture, long experience, capable, smooth
economical operation. refer market
10,000 to 30,000. Box 4341.,, BROAD-
CASTING.

General and commercial manager avail-
able immediately. 12 years experience,
strong on sales and frogrammln and
promotion, successful business back-
ground, married, family, cocllege grad-
uate, will go anywhere, salary, com-
mission. Reply Box 324L, BROAD-
CASTING.

20 years broadcasting experience. Last
14 as manager. Age 4). Available now.
Box 390L, BROADCASTING.

General-commercial mahager profit
conscious available for small and
medium market station. Successful

background in station management and
sales, will travel, salary and commis-
sion commensurate with ability. Mar-
ried, veteran, college grad. Box 325L,
BROADCASTING.

Commerclal manager desires similar
position or general manager, Excellent
sales record in top independent opera-
tion major metropolitan market. Cur-
rently employed, $10,000. Box 402L,
BROADCASTING.

Commercial manager who gets out and
sells. Not high pressure, Sincere
worker for your interests. Mature,
long experience, pleasing personality.
Know and prefer southern single sta-
tion market., Box 433L, BROADCAST-
ING.

Salesmen
Commercial man, no fiare! No fancy
dresser! Consider central states. Box
4121, BROADCASTING,

Announcers
Announcer-program director desires

position in northeast. Ten year back-
gronnd. Box 55L. BROADCASTING.

Announcer-record librarian wants sta-

tion with ?portunlties. Experienced.
College graduate, good references, vets
eran. Box 323L, BROADCASTING.

iAnnolncer-program director, 29, ex-
empt, 7 years experience, presently em-
ployed, seeking advancement, ex-
perienced all departments, consider all
offers. Box 327L, BROADCASTING.

——

Situations Wanted (Con’t)

Topflight announcer just released from'

Army. Best agency and station refer-
ences. Thorough background includes
network and regional staff announcing.
Reputation for industry and sobriety.
Tape or personal interview on request.
Box 416L. BROADCASTING.

employed announcer,
perienced all phases, desires sales-
PD/announcing position with future.
Married. Details. Box 405L, BROAD-
CASTING.

Staff announcer, 1 year experience
affiliate and indie, show business back-
ﬁroundA Seeking position with station
aving good operation, where I can
settie, learn and grow. Vet, current
air check tape. Box 408L, BROAD-
CASTING.

Presently ex-

Situations Wanted (Cont'd)

Situations Wanted (Cont’d)

Capable anlnouncer—some experience.

Excellent on news and DJ. Handle any

board. Disc. Available immediately.

E. B. h?a‘;lfu':k' 25-23 23rd St., Astoria,
. I, N. Y.

Announcer, married,
College background. SRT graduate.
Strong on news, DJ, commercials. Also
write copy. Ed Sheaffer, Box 635,
Bensenville, IlL

draft exempt.

Sportscaster, flve years expérience in
all sports, pro-college, high school.
Also special events and news. Desire
position with sports-minded station.
Single. Will travel. Contact Bob Wil-
son, 1470 Warner Ave., Chicago 13, TIll.
or phone Buckingham 1-0565, between
5 and 9 p.m.

Announcer with good farm background,
for staff job. Emphasis on farm pro-
grams and rural audience promotion.
Married. Draft exempt. Audition disc
on request. Box 409L, BROADCAST-

ING.

Announcer-disc jockey. 2 years ex-
perience. 27, draft exempt. Prefer
midwest, but will accept reasonable

offer elsewhere. Tape and photo avail-
able., Box 413L, BROADCASTING.

Announcer, second phone, B.A. Eng-
lish. Can write copy. Married, vet, 28.
One child, no reserve. Permanent con-
nection with future desire. Box 415L,
BROADCASTING.

Topnoteh newscaster seeks station that
has or wants to have, a topnotch news
department. Net work and agency ex-
ecutives will attest to _ability and
character., Box 4l17L, BROADCAST-
ING.

Announcer, employed upper midwest.
Draft exempt. Younf. Ambitious.
Want security. Box 420L, BROAD-
CASTING.

Experienced announcer, formerly news
editor 1000 watt independent, plenty
of board and commercial experlence,
desires position in east. Emphasis on
news. NYC—UN., 4-8625. Box 426L,
BROADCASTING.

I can’t talk at people, but I can talk to
them. Young veteran, 25, single, col-
lege grad, desires beginning Dposition
in good down to earth tion. No
prima donna. Announce, DJ, write,
operate hoard or sweep floor. Have
alr experience, Prefer midwest. Will
come for interview. Write Box 436L.
BROADCASTING.

Announcer: Two years experlence,
know music and sports, can write.
Single, vet, easterner, available im-
meGiately. Box 438L, BROADCAST-
ING.

Sportscaster, radlo or TV. Tops in
baseball, football, basketball. boxing,
wrestling. Presently employed with
long list of satisfled sponsors. Only
highest references, major league offi-
clals, coaches, sponsors, previous em-
ployers. Check my record. College

ad. Vet. Family, draft exempt. \ 4
goo weekly requirement will be the
best investment you ever made. Write
Box 438L, BROADCASTING.

Avallable: Combo man, 1st phone, 5
years college, 2 years radio, emphasis
production, straight announcing, news,
personality shows. Knows music, pop.
Jjazz, classical, Ambitious but not im-

patient, wants place to grow. §70
weekly, Pacific northwest or Florida.
Box 343L, BROADCASTING.

Newscaster, 213 years experience, in-

cluding 2 years 5000 watt CBS affiliate,

currently employed network newsroom.

Seeks return broadcasting. Box
L, BROADCASTING.

Hold it! Experienced, ambitious an-
nouncer AM-TV, Strong commercials,
news, MC etc, Presently employed 50
ykw NBC AM-TV. Desire change. Ex-
cellent references. Disc, photo, par-
ticulars on request. Thanks for read-
ing. Box 363L, BROADCASTING.

Annolncer-engineer, first phone, two
years experience all phases, married
vet. Tapes, disc, Box 391L, BROAD-
CASTING.

Announcer-engineer-first phone, de-
sire combo job. Presently employed
as announcer with Liberty affiliate in
Penna, station not set up for combo
operation. Experienced on 1 kw West-
er Electric directional AM and 1°' kw
RCA FM transmitters, One year col-
lege. Graduate of N.A.O.B,,
ton, D. C. and
Available November
-BROADCASTING.

Announcer. Experienced, single. Pre-
fer Florida. Will go anywhere, Audi-
 tion disc. Box 397L, BROADCASTING.

ashing-
I.R.T,, Jacksonville, Fla.
28, Box 3951,

Announcer, commentator, news writer,
continuity writer available on weeks
notice. Built local news into_major
item of present station. Also DJ and
personality shows. Write Box 440L,
BROADCASTING.

Experienced A-1 newscaster - editor,
now employed top independent, wants
change to west or northwest. Top
Hooper on newscasts, sponsor testi-
monials on results. Experienced, cap-
able, as PD, continuity editor, general
staff and sales. y-five, married,
no neurotic. year minimum.
Increased earnings predicated on re-
sults. Prompt response all inquiries.
Box 441L, BROADCASTING.

Announcer, 10 month’s experience all
phases news, DJ, dance band, remotes,
sports, color, Let me have your phone
number, will travel immediately. Night
turn preferred, permanent position,
sal&ry $220. Box 443L, BROADCAST-
ING.

Attention southwest, midwest, An-
nouncer, DJ and PD. Elght years ex-
perience. Competent, reliable. Avall-
able 15th, Gregory, KWHN, Ft. Smith,
Arkansas. Please State salary, hours.

Technical

"Bulld sales., Add listeners. Woman's

director, experienced, excellent voice,
will create, sell and deliver woman's
features, shopping and fashion remotes,
disc shows. Also write copy. Box
427L, BROADCASTING.

Experienced, draft exempt newsman.
Capable in all phases of news work.
Can handle staff duties. Permanent
position desired. Have B. S. Degree
in  Radio Journalism. Box 435L,
BROADCASTING.

Tower painting wanted—very reason-
ably priced. fully insured, first class
brush ob  guaranteed, references
furnished on request. For further in-
formation write to the Refseth Steeple
Jack Service at Marshall, Minnesota.

Television

Combination chief engineer-announcer,
accomplished in both lUnes. Now em-
loyed as same. Family, settled, re-
iable, southerner. Alabama or Missis-
sippi stations only. Will arrange per-
sonal interview and audition. $400.00
monthly. Box 248L, BROADCASTING.

Engineer, 15 years experience including
. construction and directional operation.
Desires responsible position with pro-
. gressive company in midwest or west
coast. Box 253L, BROADCASTING,

Combo-1st phone, Good announcer,
capable technician, 3 years experience,
young, single, draft exempt. Available
December, Prefer Florida.
BROADCASTING.

Engineer: Four
AM/FM, combo,

years experience
nemos, recordings,
construction, maintenance. Present
chief kw. Available January. Box
386L, BROADCASTING.

Experienced chief, interested relocat-
ing. Ten years In radio. Box 396L,
BROADCASTING.

Married vet, 24 years old desires new
position. 3 years 50 kw master control.
First phone license. TV training. Give
all details first letter. Box 4I10L.
BROADCASTING.

Chief engineer, twenty years experience
maintenance, construction, also
service experience. Family, references.
Good record as chief.” Box ¢24L.
BROADCASTING.

Desire position as chief engineer re-
gional station. Seventeen years ex-
perience  all hases construction,
maintenance and operation including
50 kw. More than 15 years with pres-
ent employer, but desire change. Box
430L, BROADCASTING.

Engineer, first phone since 1939, §
years midwest broadcaster, 11 years
milltary radio, resently completing
two and one-halg vears with 100 kw
Army broadcaster, experienced trans-
mitters, studios, remotes, construction,
maintenance, college, married, family.
draft exempt, 35, references. Available
about first of year. Sfc Reuben David-
son, % Mrs. Davidson, 1430 S, Jefferson
St., Springfield, Missouri.

Engineer seeking permanent position
with solid operation. 15 months com-
bination, 11 months transmitter board
work, Will consider either. Family.
4-F. Due to man returning from service
will be available in December. Ex-
cellent recommendations, employer
paging for this ad. If your paymaster
acknowledges the high cost of living
and pays accordingly for good work.
contact Sam Pottéer, WPFB, Middle-
town, Ohio.

Production-Programming, Others

Program director. One of radio’s to
men. Creative. Knows radio, all
phases, Success story. Excellent ref-
erences, WIill do air work. Desires
metropolitan  area. Available one
‘months notice. Box 234L, BROAD-
'CASTING.

Box 385L, °

‘mitter

Technical

TV engineer: Experienced in trans-
mitter and TV studio controi design,
seeks association with group or station
planning TV broadcasting. Able to
establish station at minimum cost. Box
?’18&. BROADCASTING ® TELECAST-
NG.

For Sale

Stations

wanted—Experienced broadcaster with
capital to consider buying interest in
established blant in promising field, in
which choice of three affiliations has .
become available. Box 258L, BROAD-
CASTING. .

Southwest state. 1000 watts. Nettin
$2,000 month. Asking $130,000. Idea
opportunity in a growing area, Box
4441, BROADCASTING,

For sale: 100 watt unlimited station in
Texas, good location, Studio and trans-
together. Owner has other
interest démanding tfulltime attention,
Will sacrifice for quick sale, contact
Callan Graham, 914 Alamo National
Bank Building, San Antonio, Texas.

For $ale—broadcasting stations. Leonard
J. Schrader, 509'% East Green St.,
Champaign, Ill. Phone 5034

Equipment ete.

Tower, 178 ft. Truscon self supporti
with insulators and hardware. Bran
new and a bargain. Write Box 344L,
BROADCASTING. -

For sale. Magnecord PT6-AH recorder
with PT6-J amplifier. Both in port-
able cases and good condition. $450.00.
Box 401L, BROADCASTING.

Truscon H-30, 295 foot tower, 1 kw GE
FM transmitter, monitor and limiter,
Magnecorder PT6A and PT6R. W. E
arms and reproducers, Collins remote
single and double speech input equip-
ment. G. program and preamp
amplifiers. All used year and half. No
reasonable offer refused. Box 419L,
BROADCASTING. ' .

Latest model RCA 16-mm television
projector complete never uncrated
$4200. Box 437L, BROADCASTING.

For sale—Boardmaster schedule and
production board. New, cost $50, sell
for $30. KWRE, Warrenton, Mo.

106-ft. Truscon steel roof-type antenna;
2-section RCA pylon equipped with
[ ll%lating; and power cable.
$1500.00 or best offer.

L

Priced Aurora
(I11l.) Beacon-News.

For sale: Complete library of original
35-mm. Negatives, including television
theatrical and home field rights. 30,000

feet or more. Address H. A, S., Room
1040, 135 So. LaSalle Street, Chicago 3,
Illinois.

For sale—One 150 £#t. Windcharger used -
tower $290. F. O. B. Petersburg. U. S.
Tower Co., Union Trust Bldg., Peters-
burg, Virginia.

Wanted to Buy

"ABC—Means always better copy, yes,
experienced male writér, handles traf-
fic, wants station with chance for
advancement, Solid copy of any type.
References, Box 387L, BROADCAST-
CASTING.

Staff annouUncer, veteran, family, ex-
tensive experience, sports, disc jockey,
news. John Mackin, 552 West 133rd
Street, Néew York 33, New York,

Announcer-MC. Recent college grad-
uate, 25, vet, single. “Strong on music,
news and sports. Good ad lib. Tom
Quain, 19 Wyoming Avenue, South
Orange, New Jersey, SO. 2-4733.

Experienced copywriter, college .grad,
male, Writes copy that sells. oking
for a job with a future., References
,}ﬁlémy story.-Box 406L. BROADCAST-

Program Director, announcer, desires
California station, five years back-
ground, now living in So. California.
Box 425, BROADCASTING.

Stations

Station wanted-—Small market station
in California, preferably in northern
section. Must he reasonable with
strong potential. Network or inde-
pendent considered. Box 352L. BROAD-
CASTING.

Station wanted. Regional network sta-
tion in southeast, prefer Fla. location
but others considered, Your reply
strictly confidential. Box 445L, BROAD-
CASTI R

G.

(Continued on nexi page)



‘Wanted to Buy (Cond’t.)
Equipment, FEte.

Wanted: ! kw amplitude modulated

transmitter. State price,.condition, age.
Also need CAA-A3 beacon and flasher.
Box 264L, BROADCASTING,

Wanted, one RCA type TMV-129B
arystal oven, less crystal. Give con-
dition and price, Box 330L, BROAD-
CASTING.

Help Wanted

Announcers

COMBO MAN
wanted

Must be strongZ on an-
nouncing. Must be qual-
ified to serve as our
Chlef Send
tape or platter and state
|salary expected. Orth
Bell, General Manager.

Engineer.

KLMR, Lamar, Colo.
5000 watt station
dothan, alabama

Situations Wanted

Managerial

STATION MANAGER
20 years experience

Not 2 swivel chair manager
but one who is 2 leg-man always
pounding the pavements for
sales. Excellent references.
Widely known among national
radio buyers. Been employed by
only two people in twenty years.
Write Box 365L, BROADCAST-
ING.

Television

Production-Programming, Others

Producer-director network and lndepandant
stations. Have outstanding record v
since early plomesring days. Over 20 spon-

WOOF NEEDS

1 ltwo combination men ot ninety dollars
per week for daytime work. Your an-
nounting must be above average.

sors and 3000 hours of direction in remots
and studio telecasts. I sm seeking a per-
manent berth with an advertising agency
TV departmeént. Present statjon or pending
llnenn:. ‘Will supply sll information on
reques!

Box 430L,
BROADCASYING o TELECASTING

For Sale

iy Ty T O P R B T N R N 3 ¢

Sta.tw'ns

————e s

Employment Service s

EXECUTIVE PLACEMENT SERVICE

Confidential netion - wide service
placing qualified, experienced man-
pro=
chief engineers and

MUST SELL AT ONCE
Emergency forces us to offer
at sacrifice price, good 250
watt fulltime station in grow-
ing east coast city. Excellent
potential.

BOX 366L, BROADCASTING

agers, commercial managers,
gram directors
dise jockeys. Inquiries invited from
applicants and employers.

Howarn 8. Frazim
TV & Radio Management Congultants
726 Bond Bldg.,, Washington 5, D, C.

e B e e T T T e e
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the following classified
rates will be in force:

SITUATIONS WANTED
¢ 20¢ per word ($2.00 minimym}

HELP WANTED g
* 25¢ per word ($2.00 minimum)

* 30¢ per word ($4.00 minimum)

DISPLAY ADVERTISEMENTS

* $15.00 per inch (one column x 1%);
* $30.00—(one column x 2');
* $45.00—(one column x 3"), efc

All classified advertising includes
the blind box number at no cost. Replies will
be mailed daily, first class, postage free. If tran-
scriptions or bulk packages submitted, $1.00
extra charge for mailing.

Payable in advance.
Checks and money orders only.

|
|

ALL OTHER CLASSIFICATIONS ; .

For Sale (Cont'd)

Wanted to Buy

Equipment, etc.

Stations

FOR SALE
Western Electric 504B-2 thres kw FM
xmitter-crystal for 92.5 MOC.
Lennox blower used with above,
Western Electric 5A FM frequency and
modulation monitor—erystais for 92.6 MC.
This equipment In use slightly over 3
years, and in good opersting condition.
Allo special transoiitting dipole antenna
or 92.5 MC made by Workshop Associates
—-will handle 3 kw—with app. 60 ft, of
-xIMIU flexible coax. WHAYV. Haver-
hill

Wanted to Buy

Stations

We have immediate buyers for
New England and eastern seaboard
stations.

call or write
R. C. Crisler .
1109 Union Trust Bldg. Phone
Cincinnati, Ohio Dunbar 7775

CBC AUDIENCE

New Study Issue
AUDIENCE STUDIES of large:

"WEER  gections of Canada than possibl
wanted to buy B with the coincidental telephon
250 WATT OR = method have been made by the C2

1000 WATT STATION

in small town in the southwest.

Miscellaneous

nadian Broadcasting Corp. througl
the radio panel of Internationa

® Experienced station operator. Surveys, Montreal, and Grunem
B Box 392L, BROADCASTING. Research Ltd., Toronto. The result:
(T[] of the surveys, which in some case:

show decided differences with the

urban telephone surveys, have beel

released to Canadian and Amer
ican advertising agencies and spon
sors.

The survey was made under the
direction of E. A. Weir, forme
commercial manager of CBC, whi
is still in charge of the project. In
his letter accompanying the repor

ANNOUNCERS @ ..oy e

big-timers make the big money., If
you're wondering what's holding YOU
back, maybe someone who's been through
the mill, from tin-pets te national net-
works, can help you. It only needs @
post card asking for details. Box 389L,
BROADCASTING,

he 'states that “no claim is mad

that these results are necessarily

conclusive but we believe that thej
are very strongly indicative anc
merit the very careful attention of
advertisers, agencies and stations
With television . . . in the offing
in Canada, it is also increasingly
important that the full impact and
comprehensive coverage of radic
should be appreciated.”

Major reason for the survey was
to find a more &ll-embracing means
of measuring radio audiences, espe-
cially for the large rural and semi-
rural coverage of several of the
CBC stations. These were placed in
a peculiarly disadvantageous posi-
tion with respect to the conven-
tional guantitative measurement ot
radio audiences. A sample was pre-
pared for the study by the govern-
ment's Dominion Bureau of Statis-
ties, covering all sections of On-
tario, after preliminary studies had
been made on a national basis.

NORTHWEST
BROADCASTING
SCHOOL

131h &« FORTLANKD,

533 3.0W DREG TN

Rocky Mountain Area T
Fulltime 250 Watt Station

$70.000.00

Located in ome of the most attractive western medium size cities having
outstanding climate, educational and business advantages. County retail gales
are in excess of $60,000,000.00 and gross factor ia good.

This well established facility is operating profitebly and future prospects are
excellent. Very valuable real estate and more than $10,000.00 in net quick
assets included in this sale of 1009 of the stock.

Appraisals « Negotiations ¢ Financing
BLACKBURN-HAMILTON COMPANY

RABIO STATION AND NEWSPAPER BROKERS
WASHINGTON, D. C. CHICAGO S8AN FRANCISCO
Ray V. Hamilton
Harold R. Murphy

Tribune Tower
Delaware 7-2755-6

James W, Blackburn
Washington Bldg.
sm-ung 4341-2

Lester M. Smith
235 Montgomery 8t.
Exbreek 2-3672




DPA-NPA NEWS

Security Group Set
FURTHER procedure for channel-
ing the flow of information from
the Defense Production Adminis-~
tration and the National Produc-
tion Authority was outlined last
week.

Plans for setting up a four-man
security committee to screen in-
formation dealing with the nation’s
defense production program were
announced Oct. 26 by DPA-NPA
Administrator Manly Fleischmann
[BeT, Qect. 29].

The Security Information Com-
mittee is headed by James F. King.
newly-chosen deputy DPA adminis-
trator and former Washington and
Baltimore mnewspaperman. Other
members, besides Messrs. King and
Moss, are C. H. Kendall, DPA gen-
eral counsel, and R. W. Lawrence,
security director. Mr. King was
with the Baltimere Sun and Balti-
more Post, as well as the Washing-
ton Daily News.

The new directive implements
President Truman’s recent execu-
tive order on security [BeT, Oct.
29, 22, 15]. It authorizes Mr.
Moss to “declassify” information
for public dissemination “whenever
in -his judgment it is necessary for
conformance to the basic informa-
tion policy of the agencies.” Re-
view by Mr. King and by the group
also is provided.

NABET PACT

Signed with ABC, NBC
TV and radio engineers, as repre-
sented by the National Assn. of
Broadcast Engineers & Techni-
cians (CIO), received general wage
increases from NBC and ABC in
a new union contract agreed upon
late Wednesday evening.

Agreement was announced by
J. R. Mandelbaum of the Federal
Mediation and Conciliation Service.
He said the contract would run for
27 months—or until Feb. 1, 1954—
with provision for a wage reopener
at the end of 15 months—or after
Feb. 1, 1953. The union could in.
voke its right to strike if no new
agreement were reached with the
networks, it was understood.

The contract became effective
Nov. 1 and was subject to approval
br some 1,800 union members—
1,250 employed by NBC and b50
by ABC—at a meeting scheduled
for last Friday at New York's
Shelton Hotel.

Joseph McDonald, ABC vice
rresident and legal representative,
described the wage inereases as
fairly substantial for some 11 dif-
ferent groups. Full details of the
contract were withheld pending the
union’s ratification and actual
signing of tbe pact.

WIBK A peal

APPEAL to the Supreme Court
is planned by the Rev. J. Harold
Smith, who lost a U. S. Court of
Appeals decision two weeks ago
when the FCC was upheld in de-
nying him a license for WIBK
Knoxville [B®T, Oct. 29].

BROADCASTING o

NEW YORK timebuyers enjoy KYW Philadelphia’s weekend party Oct. 27,
feature of which was the Penn-Navy football game. L to r: John McCorkle,

Sullivan, Stauffer, Caldwell & Bayles; Murray Roffis, Moxon

Carroll,

Inc.; Jean

SSC&B; R. R. Sommerville, Free & Peters; Mary McKenna, Benton

& Bowles; Robert H. Teter, KYW; Frances Velthuys, Compton Agency; Helen
Hartwig, Kenyon & Eckhardt; Edwin Jameson, F&P; Jerome Feniger, Cunning-
ham & Walsh.

GROUP at the KYW party join in festivities.

L to r: Penelope Simmons,

Federal Agency; Russel Woodward, Free & Peters; Edna Cathcart, J. M.
Mathes Inc.; John Meagher, KYW; Mary Dunlavey, Harry B. Cohen Adv.;
Helzn Thomas, Street & Finney; Thomas J. Lynch, Young & Rubicom; Char-

lotte Corbet, Cecil & Presbrey.

ROYAL TOUR

“Radio-TV Accord
Full Coverage

NETWORK coverage of Princess Elizabeth’s Washington visit gave the
public both radio and TV shows at varying time slots.
ABC, which along with NBC telecast the royal couple's visit bo ‘Windsor,

Ontario, on QOct. 15, again sched-
uled wide coverage with their ar-
rival at Washington’s National
Airport carried on ABC-TV from
4-4:30 p.m. EST Wednesday and
the press, radio, TV reception
from 5:45-6:156 p.m. later the same
day.

Television operations from Wash.
ington were handled as a pool
through the facilities of NBC-TV.

Bryson Rash, ABC’s Washington
news correspondent described the
zirport greeting by President Tru-
m:n and his family, while Paul
i/ooten, chairman of the Joint
Committee of Correspondents, re-
ported the Statler Hotel welcome
'end news reception.

ABC Radio broadcast the Prin-
cess’ arrival and reply to official
greetings from 5-5:16 p.m. Wed-
nesday and carried a special pro-
gram, Princess Elizabeth— A
Special Report from 10:30-10:45
p.m. Thursday, with recorded
highlights of royal visits to Mount
Vernon and the British and Can-
adian embassies. Another broad-
cast was planned for 12:30-12:45
r.m. Friday (excepting ABC’s New
York outlet, WJZ) to describe
ceremonies in the White House
rode garden at which the Princess
presented a gift for the remodeled
White House.

NBC Radio broadecast events of
the day on tape and live program-
ming from the news reception at
5:45-6 p. m. Wednesday and sched-

Telecasting

uied the rose garden ceremonies
for 1 p.m. Friday. The same net-
work telecast, 6-6:15 p.m. Wednes-
day, questions asked by the radio-
TV-press and answers given by
Elizabeth from the hotel reception
and was arranging a time slot for
the Friday gift-presentation.

Via WTOP-TV Washington, the
CBS-TV network covered the ar.
rival of the heiress to the British
throne and her husband from
4-4:30 p.m. EST Wednesday, as
well as the official reception from
5:30-6:30 p.m.

. Mutual assigned reporters to
princess’ retinue for daily broad-

duPONT AWARDS
Transferred to W&L

TRANSFER of the Alfred 1. du-
Pont radio and TV awards to
Washington & Lee U. will take
place Nov. 12 at Lexington, Va.,
with industry leaders participat-~
ing. The university henceforth will
handle administration of the
awards with 0. W. Riegel, director
of the W&L Lee Memorial Journal-
ism Foundation as curator.

The duPont awards have heen
granted for public service in radio
and TV since 1942, W&L is cred-
ited with being the first institu-
tion to offer journalistic instruction
at the college level, starting during
the presidency of Gen. Robert E.
Lee. It was chosen to supervise
administration of the duPont
awards, according to the founda-
tion, because of its “traditionally
sound and universally recognized
principles of education.”

Scholarships in Communications

Three scholarship awards will be
included in the project, with win-
ning radio and TV stations and
commentators permitted to use the
$1,000 to set up scholarships or fel-
lowships in communications. Win-
ners may select the student and
university. In some instances the
scholarship’s value can be increased
to cover all educational expenses
from one to four years.

Members of the foundation com-
mittee of awards include Dr. Fran-,
eis P. Gaines, W&L president,
chairman; Mrs. Jesse Ball duPont,
widow of the American scientist
and founder of the awards; Mrs.
Hiram C. Houghton, president,
General Federation of Women’s
Clubs; Ben M. McKelway, editor,
Washington Star and Dr. Hadley
Cantril, director of Princeton Office
of Public Opinion Research.

cast on the MBS Newsreel, 7:45-
7:55 p.m.

At the press, radio and TV re-
ception in Washington’s Statler
Hotel, the Princess acknowledged
the media in the very first part of
her speech.

Thanking the correspondents for
the welcome, she said:

“Seeing so many of you here
brings home to us in & vivid way
the vast scale of the press, radio,
television and ‘newsreels of this
country.”

wvion 7. BMI 92 oirs

Another BMI “Pin Up

» Hit—Published by Hollis
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Docket Actions . . .
FINAL DECISION
Salem, Ind.—Don H. Martin, FCC is-
sued decislon granting application for
new AM station on 1220 kc, 230 w, day-
time; conditions. Decision Oct. 26.
INITIAL DECISIONS
Reedsburg, Wis.—William C. Forrest.
Hearing Examiner J. D. Bond Iis-
sued initial decision looking toward
grant of new AM stalion on 1400 ke,
250 w, fulltime; engineering conditions.
Decision Oct. 29. (See story this issue.)

Kvol, Lafayette, La. — Evangeline
Bcstg(.)l Co. Inc. ’ Heau‘ini1 Examiner
Fanney N. Litvin Issued itial deci-

sion looking toward denial of applica-
tion for daytime power increase from
1 kw to 5 Kw, 1330 kc, with non-direc-
tional antenna. Examiner found pro-
posed operation would cause objection-
able-interference with KXYZ Houston,
Tex., and KOLE Port Arthur, Tex.,
that there is no compelling need for
additional service KVOL proposea, that
applicant failed to comply with FCC
standards relating to blanketing, and
that applicant failed to show_ location
of centers of population, distribution of
population, location of trade areas, po-
litical boundaries, etc., with regard to
multiple Ownership situation proposed
service would cause. Decision Oct. 30.

OPINIONS AND ORDERS

Crescent Bay Bestg. Co., Santa Mon-
ica, Calif.; KLIK Escondido, Calif.;
Oceanside Bestg. Co., Oceanside, Calif.,
and Centinela Valley Bestg. Co., Ingle-
wood, Calif.—FCC denied application of

FCC Actions

(Continued from page 107)

Novembzr 1 Applications . . .
ACCEPTED FOR FILING
Modification of CP

WELK Elkin, N. C.—Mod. CP new
AM station to change antenna system,

et%PFA Berkeley, Calif.—Mod. CP f%s
mod. which replaced expired CP for
new FM station for extension of com-
pletion date.

License for CP

WINS New York—License for CP as
mod. authorizing power increase, DA-
DN, ete. i

WGAL-FM Lancaster. Pa. — License
for CP as mod. authorizing new FM
station. .

WLIN-FM Merrill, Wis.—License for
CP as mod. authorizing new FM sta-
tion.

AM—730 ke

WLIL Lenoir City, Pa.—Mod. license
to increase power from 500 w to 1 kw
on T30 ke.

AM—1010 ke

WIBV Belleville, Ill.—CP to increase
power from 250 w to 1 kw on 1060 kc
AMENDED to 1 kw_on 1010 ke, con-
tingent on grant of KJCF Festus, Mo,
application for frequency change, etc.

License Renewal

Following stations request renewal
of| license: WTTT Coral Gables, Fla,;
WIANS Anderson, S. C.; WDKD Kings-
tree, 8. C.

TENDERED FOR FILING
AM—1010 ke

WJVB Jacksonville Beach, Fla.—CP
to permit power increase from 250 w
to 1 kw, etc.
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SUMMARY THROUGH NOVEMBER 1

Summary of Authorizations, Stations on the Air, Applications

Cond’l Appls. In
Class On Air Licensed CPs Grants Pending Hearing
AM Stations 2,302 2,287 iz21 290 116
FM Stations 653 566 a5 *1 13 2
TV Stations 108 93 15 455 171
% On the air.
* * *

Crescent Bay Bestg. Co. for new AM
station on 1460 ke, 500 w, daytime. FCC
ordcred that in all other respects Ini-
tial Decision Aug. 29, 1950 {(BeT, Sept.
4, 1950) be set aside inveolving all four
applicants, re-opened the record and
remanded proceeding to examiner for
further hearing on (1) whether trans-
mitter tower of station proposed by
Centinela Valley Bestg., Co. would be
air hazard, and (2) whether the Cen-
tinela station would cause interference
with KALI Pasidena. Decision Oct. 26.

Eastern Cona. Bestg. Co., Norwich,
Conn., and the Cenn. State Board of
Education — ¥CC denied petition of
Eastern Conn. Bestg. Co. directed
against evidence in sworn statement of
Conn. State Board of Education in tele-
vision allocation proceedings. Decision
Oct. 31.

State of Ncw Jersey—FCC denied re-
quest for oral hearing in television
gilocation proceedings. Decision Oct.

Policy to be followed with respect to
new NARBA—FCC issued two orders
amending rules governing treatment of
applications for AM stations in conflict
with terms of North American Re-
glonal Broadcasting Agreement. (1)
Where application conflicts with
NARBA assignments of other signatory
countries, FCC will not make grant;
(2) Where application conflicts with ¢x-
isting stations on assignments to non-
sighatory countrics {(Mexico and Haiti),
FCC will not make grant. (NARBA
agreement reached Nov. 1950 awaits
Senate confirmation.) New policy is
immediately effective. Orders Oct. 26.

Non-Docket Actions . . .
TRANSFER GRANTS

WJHO Opelika, Ala.—Granted con-
sent to assignment of license Opelika-
Auburn Bestg. Co., licensee, from old
partnership to new one including Miles
H. Ferguson, who pays other partners
$7,500-plus for his 35 interest. Granted
oct. 26.

WMUS Muskegon, Mich. — Granted
consent to assignment of license from
George H. Cross, receiver, licensee, to
Greater Muskegon Bestrs. Ine., in order
to procure its discharge in bankruptcy.

No monetary consideration. Granted
Oct. 26.
WLDS-AM-FM Jacksonville, Ill. —

Granted consent to assignment of li-
cense from Milton Edge and Edgar J.
Korsmeyer d/b as Edge & Korsmeyer,
licensee, to Jacksonville Radio & Tele-
vision Bestg. Corp. for $100,000. Trans-
feree is owned 909% by Jacksonville
Journal-Courier Co. and 109, by R.
Karl Baker, executive secretary and

FARMWORLD TODAY!

A SPECIALIZED PROGRAM FOR A SELECTIVE MARKEY

(see inside front cover)

CHICAGO 7

| CLEAR CRANNEL Home of the NATIONAL Barn Dance

Page 112 ® November 5, 1951

manager of Jacksonville Chamber of
Commerce. Granted Oct. 26

WLIO East Liverpool, Ohio—Granted
consent to transfer control Pottery
Bestg. Co., licensee, from A. 5. Sick-
man and J. Milton Hammond to Paul
Bron Saliner through sale of 510 shares
(51%) for $3,570. Mr. Sickman retains
199, interest. Mr. Saliner owns radio
advertising agency in Chicago. Grant-
ed Oct. 26.

KOME Tulsa, Okla.—Granted consent
to transfer control Qil Capital Sales
Corp., licensee, through sale of 1009
interest now held by Harry Schwartz
and six others, to John Brown U. of
Siloam Springs, Ark., for $200,000.
School has been majority owner of
KUOA Siloam Springs since 1935 (John
Brown Schools of California Ine. con-
trols KGER Long Beach, Calif.), Grant-
ed Oct. 26.

KEYY Pocatello, Idaiho—Granted con-
sent to transfer control Radio & Tele-
vision Bestg. Co. of Idaho Inc., licen-
see, from Clayton S., Calara Q., Arden
D. and Rachel D. Hale to The Scripps
Newspapers Inc. (249%), Burl €. Haga-
done (249%), Robert S. Howard (24%),
and Harry Henke Jr. (8%) through sale
of 80% interest for $1 plus lease-option
agreement invelving $7,500 advance
against $300 monthly payments for five
years with option to purchase for $8,770
at end of flve years. Scripps newspa-
pers own part of KVNI Coeur d* Alene,
Idahe, and KNEW Spokane, Wash. Mr.
Hagadone owns 40% of KVNI and 50%
of KNEW. Mr. Howard is 33.7% owner
of The Dalles Chronicle, The Dalles,
Ore.,, and owns part of several other
newspapers. Mr. Henke is an attorney
and part-owner of KVNI and KNEW.
Granted Oct. 26.

WNBZ Saranac Lake, N. Y.—Granted
consent to transfer contrel Upstate
Bestg. Corp., licensee, from Thomas
Durkan and Eugene Fitzpatrick, exec-
utors of estate of John F. Grimes, de-
ceased, to Jacques DeMattos, Thomas
J. Day and Jeanne M. DecMattos
through sale of 100% interest for $50,-
000. Mr. DeMattos (459;) is sales man-
ager of WNBZ. Mr. Day (10%) is
owner and manager o0f Northwood
Sanatorium. Mrs. DeMattos (45%) is
wife of Mr. DeMattos. Granted Oct. 26.

KRON-FM-TV San Francisco—Grant-
ed consent to transfer negative control
of permittee (The Chronicle Publishing
Co.) from Kathleen Thieriot and Nion
R. Tucker (deceased), trustees, to
Charles Thieriot and Phyllis M. Tucker,
trustees of 25% each., No monetary
consideration. Granted Oct. 26.

WINZ Hollywood, Fla.—Granted con-
sent to involuntary transfer of control
Hollywood RBcstg. Co., licensee, from
Jonas Weiland, deceased, to Lenore
Weiland, Nathaniel J. Klein and Ed-
ward Mercer, co-administrators of Mr.
Welland’s estate. No monetary consid-
eration. Granted Oct. 29.

KSIL Silver City, N. M.—Granted
consent to assignment of license from
A. Carl Dunbar to Southwest New
Mexico Bcestg. Co. through assignment
of 235 shares of stock in new corpora-
tion to Mr. Dunbar for transfer of his
interests in KSIL to new corporation
and to Lorene B. Dunbar, and through
sale of 47 shares of stock in new cor-
poration to James M. Duncan for $4,700.
Mr. Duncan is manager of KSIL and
Mrs. Dunbar is wife of assignee.
Granted Oct. 29.

KSJB Jamestown, N. D. — Granted
consent to assignment of license from
Jamestown Bcestg. Co. Inc. to North
Dakota Bestg. Co. Inc. for 3502,000 to
be pald for with 502,000 shares of stock
of North Dakota Bestg. Co. (John W.
Boler and/or his wife own 930 out of
1000 shares of Jamestown Bcestg. Co.,
which in turn owns 51,200 shares com-
mon stock of North Dakota Bestg. Co.,
which constitutes majority of stock in
this corporation. North Dakota Bcstg.
Co. recently increased capitalization
from §100,000 to $§1,000,000 and after

BROADCASTING o

transfer Mr. and Mrs. Boler will own
558,650 shares [55.8%] of North Dakota
Bestg. Co.) Granted Oct. 29.

WATA Boone, N. C., and WKBC
North Wilkesboro, N. C-~Granted con-
sent to aequisition of control Wilkes
Bestg. Co., licensee, by Doris B. Brown
and Roland B. Potter from John T.
Cashian through sale of 70 shares of
stock for $12,000. Mr. Brown and Mr.
Potter, who held 70 shares each, will
now own 105 shares each. Granted
Oct. 28.

KBUH Brigham City, Utah—Granted
assignment of license from Samuel L.
Stephens Sr., licensee, to0 Revella M.
Bone for $22,000. She owns Bone Elec-
tric, Tremonfon, Utah. Granted Oct. 31.

KDLK Del Rio, Tex.—Granted con-
sent to assignment of license from old
partnership to James A. Clements and
Richard Higgins, d/b as Del Rio Bestg.
Co. Interest of former partner, Joe H.
Torbett, Is transferred to Messrs. Clem-
ents and Higgins for assumption of
obligations of asslgnor partnership.
Granted Oct. 31. ;

KVER Albuquerque, N. M.—Granted
consent to assignment of license West-
ernair Inc., licehsee, to KVER Bestg.
Co. for $80,000. Principals in transferee
are Helen A. Price (90.9%), housewife
in Atlantie City; Bertis A. Arnold Jr.
(9.1%), former operator of placement
bureau for radio personnel and man-
ager of WFLA Tampa, Fla., and Har-
old A Kertz, special partner in law
firm of Roberts & McGinnis, Washing~
ton. Granted Oct. 31.

WTRW Two Rivers, Wis.—Granted
consent to Jack A. Embs to transfer
control to his right and interest to 100
shares Two Rivers Bcstg. Co., permit-
tee, for which he paid $1,000 (and the
right to 1,000 shares) to J. H. Markel.
Mr. Markel is oOnly reimbursing Mr.
Embs for thc $1,000 he has paid for the
100 shares. Granted Oct. 31.

KWRN Reno, Nev.—Granted consent
to relinquishment of control by Kenyon
Brown to Donald W. Reynolds. Mr.
Reynolds is buying half of Mr. Brown’s
1009 interest in the station for $1,250.
Mr. Reynolds is majority owner of
Southwestern Pub. Co., which owns
KFS8A-AM-FM Ft. Smith, Ark., KBRS
Springdale, Ark. and has applied for
TV stations in Tulsa, Oklahoma City,
Las Vegas and Little Rock; he owns
part of KHBG Okmulgee, Okla., KAKE
Wichita, Kan. and WIKK Erie, Pa.; he
is alse part-ownetr of Erie Television
Corp., applicant for a TV station there.
Granted Oct. 31.

WAAT-AM-FM and WATV Newark,

. J.—Granted consent to relinguish-
ment of positive control Bremer Bestg.
Corp., licensee, by Yetta Pollack
through sale of 36% of her 133 shares
to Matthew B. and Sarah Rosenhaus

her daughter and seon-in-law) for

36,500. Granted Oct. 31.

WFIG Sumter, S. C.—Granted con-
sent to transfer control Radio Station
WFIG Inc., licensee, through sale of
63% licensee’s stock to Fulton B.
Creech for $51,975. Granted Oet. 31.

New Applications ., . ,

AM APPLICATIONS

Rockford, Ill.—Rock River Bestg. Co.,
1330 ke, 1 kw, daytime, DA; estimated
construction cost $34,965.51, estimated
first ycar operating cost $66,000, esti-
mated first Year revenue $75,000. Stock-
holders include Boyd Phelps (70%),
owner Phelps Precision Laberatories,
Minneapolis (radio broadcast frequency
measurements), and three Rockford
business men (each 10¢ ). Filed Oct. 29.

Killeen, Tex. — Highlite Bcstg. Co.,
1050 ke, 250 w, daytime; estimated con-
struction cost $17,450, estimated first
Year operating cost $33,600, estimated
first year revenue $52,800. Partners are
William A. Lee (3314%), obperating
manager Arrow Coach Lines, Brown-
wood, Tex., and general manager-part-
ner of Arroway Coaches, Brownwood;
A. W. Stewart (3314%), chief engineer
KBWD Brownwood, partner in Stewart
& Stewart (radio consulting engineers)/
and 20% owner KSTA Coleman, Tex.,
KGNB New Braunfels, Tex., and in
Eastland County Bestg. Co. (apblicant
for station at Eastland, Tex.), and
Franklin T. Wilson (33149%), general
manager and 20% owner KGNB New
Braunfels. Filed Oct. 29,

Delray Beach, Fla. — Sunshine Net-
work Inc., 1420 ke, 500 w, daytime;
estimated construction cost $14,275, esti-
mated first year operating cost $24,000,
estimated first year revenue $36,000.
Partners are H. T. Morris (25%), part-
ner Chatham Bestg. Co.; F. L. Baber
(42149, grincipal stockholder WWGP
Sanford, N. C., and Jeanette E. McKay
(3226 %), owner McKay’s Dress Shoppe,
Sanford. Filed Nov. 1.

Slaton, Tex.—South Plains Bestrs.,
1340 kc, 250 w, fulltime; estimated con-
struction cost $14,565, estimated first
year operating cost $24,000, estimated
first year revenue $48,000. Equal one-
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TWO NARTB directors and an ex-director at District 6 [B®T, Oct. 29]
(seated, | to r): Hoyt Wooten, WREC Memphis, ex-director; Harold Wheelahan,
WSMB New Orleans, District 6 director; George Thomas, KVOL LaFayette,
La.; Carter Parkam, WDEF Chattancoga. Standing, Jomes Gordon, WNOE
New Crleans; Roy Dabadie, WJBO Baton Rouge; Robert D. Swezey, WD5SU
New Orleans, NARTB TV director; Fred Brokaw, Paul H. Raymer Co., Chicago.

AT NARTB District 6 meeting

W. Slavick, Earl Moreland, WMC-WMCT (TV) Memphis.

in New Orleans

Paul

(seated, ! to r):
Oliphant, WLAC Nashville; NMorman Thomas, WDOD Chattanooga; Henry

Standing, Mort

Silverman, WMRY New Orleans; Louis Draughan, WSIX Nashville; Pierre
Weiss, World Broadcasting System; Julian Haas, KARK Little Rock.

third-each partners are D. P. Pinkston,
general manager and 2% stockholder
KSCEL Lubbock, Tex.; M. M. Roches-
ter, commercial manager and 2% stock-
holder KSEL Lubbock, and Rex Web-
ster, partner and one-third owner
Buckner, Craig & Webster Adv. Agen-
¢y, Lubbock. Filed Nov. 1.
Cleveland, Tex. — Cleveland Bestg.
Co., 1410 ke, 500 w, fulltime, DA; esti-
mated construction cost $22,910, esti-
mated first year operating cost $30,000,
estimated first year revenue $48,000.
Partners are Howard C. Bailes (60%),
co-owner KSAM Huntsville, Tex., and
Theodore F. Lott (40%), minister First
gaptist Church, Mission, Tex. Filed
ov. 2

FM APPLICATIONS

Bloomington, Ind.—Trustees of Indi-
ana U, 103.7 me¢ (Ch. 279), ERP 33 kw;
no construction cost given since appli-
cant is operating WFIU (FM) on 90.9
mc (Ch. 215) (in portion of FM broad-
cast band reserved for non-commercial
educational stations). Although appli-
cant requests facilities in ‘“commer-
cial” portion of FM band, station will
operate non-commercial educational,
Filed Oct. 30.

Charlotte, N. C.—The Broadcasting
Co. of the South, 104.7 mc (Ch. 284),
ERP 50 kw, ant. height 283 ft. above
ground (includes 228 ft. building and
55 ft. tower); no construction cost
given since applicant wants to resume
operation of FM station (WIST-FM)
which was suspended Feb. 24, 1951, and
equipment for which is still on hand.
Applicant is licensee of WIST Char-
lotte. Filed Oct. 30.

Orangeburg, S. C.—WTND Inc., 102.7
me (Ch. 274), ERP 4.11 kw, ant. height
323 ft. above average terrain; estimated
construction cost $4,500 (estimated first
year operating cost and first year rev-
cnue not stated in application). Appli-
cant is licensce of WTND Orangeburg.
Filed Nov. 2.

TV APPLICATION

Muncie, Ind.—Tri-City Bcstg. Corp.,
Ch. 49 (680-686 mc), ERP 17.4 kw vVis.,
ant. height 524 ft.; estimated construc-
tion cost $185,502, estimated first year
operating cost $I83,000, estimated first
year revenue $192,000. Applicant Iis
licensee of WLBC and WMUN {(FM)
Muncie. Filed Nov. 2.

TRANSFER REQUESTS

WISR-AM-FM Butler, Pa.—Transfer
of contro! Butler Bestg. Co. Inc,, licen-
see, from Sara E. Rosenblum, executrix
of estate David H. Rosenblum, de-
ceased, to Sara E, Rosenblum, Joel W.
Rosenblum and Union Trust Co. of
Butler (guardian of Ray Harris Rosen-
blum) under devisees of will of David
H. Rosenblum. Before transfer David
H. Rosenblum, now deceased, held 400
shares, Sara E. Rosenblum 9% shares,
Joel W. Rosenblum 10 shares and Union
Trust Co., no shares; after transfer
David H. Rosenblum, deceased, will
hold no shares, Sara E. Rosenblum
2231 shares, Joel W. Rosenblum 1434,
shares and Union Trust Co. 1331
shares. No monetary consideration.
Filed Oct. 29,

KNAL Victoria, Tex. — Voluntary
transfer of control Victoria Bcestg. Co.
inc., licensee, from Louis Thurmond
Culp Krueger to Albert B. Alkek
through sale of 102 shares (51%) for
$20,000. Mr. Alkek is majority stock-
holder of Sinclair-Alkek 0Qil Co., owner
of Alkek Hardware Co.. A & A Trans-
port Inc. and Victoria Transit Co., all

BROADCASTING o

Rewrite Code?
(Continued from page 80)
basic safeguards thrown up by
American courts to protect prop-
erty are precise rules governing
evidence, witnesses, procedure and

findings.

Several disturbed attorneys want
the code to supply answers to the
following questions before they ad-
vise their clients to subscribe to
the NARTB seal:

Will hearings be transcribed?

Will complaints be listed in detail?

Will rules of evidence apply?

What kind of witnesses will be per-
mitted to testify?

What about rumors and anonymous
or nuisance complaints?

Will findings of fact be issued?

Will hearings be public?

What provision will be made to
disqualify board members who might
have a competitive interest in a de-
cision?

What rules will cover subpoenas
and depositions?

What is the status of the attorney
who represents the board?

Will a defendant have the right to
be represented by counsel?

What protection is given a station
for acts committed before subscrib-
ing to the code?

All these questions, and many
others, are based on the legal
rights of any person or business,
in Victoria. Filed Oct. 29.

WHUM Reading, Pa.— Transfer of
control Eastern Radie Corp., licensee,
from Jessie P. Greig and Humboldt J.
Greig to Humboldt J. Greig. Although
1,200 shares will be transferred to Mr.
Greig, there is npo monetary consider-
ation since Mr. and Mrs. Greig are
husband and wife and transfer is mere-
ly for voting purposes. {(Mr. Greig
now holds 2,800 shares.) Filed Oct. 3L.

KBMX Coalinga, Calif.—Assignment
of license from Rea B. Bowman and
Benjamin Bowman, d/b as Pleasant
Valley Bestg. Co., licensee, to John H.
Thatcher for $22,000. Mr. Thatcher is
chief electrician for Paragon Plywood
Corp., Crescent City, Calif.,, and for-
merly was chief engineer for KSEM
Moses Lake, Wash.; KPUG Bellingham,
Wash. KBI10 Burley, Idaho, and KAVR
Havre, Mont.; he owned 25% common
stock of KSEM and $8,000 of preferred
stock of KPUG. Filed Oct. 31.

WDSG Dyersburg, Tenn.—Relinquish-
ment of negative control State Gazette
Bestg. Co., licensee, by A. Le Roy
Ward to Robert Willlam Ward through
gift of 25% of Mr. A. Le Roy Ward's
509 interest iIn WDSG to son. No
monetary consideration. Mr. R. W.
ward is program director of WDSG.
Filed Nov. 1.

Deletions . . .

TOTAL deletions to date since Jan. 1:
AM 26, FM 59, TV 1,

Telecasting

it is pointed out by attorneys. If
the code fails to provide all such
rights in specific language, they
say, a station might run a serious
risk of signing its own death war-
rant by subscribing to the code.

It will be an easy manner to cite
a station for violations when the
defendant station may feel, on
competent advice, that it is fully
adhering to the code, some of its
critics contend.

A number of attorneys feel that
when the eriticism of the profes-
sional, political and prejudiced
groups has died down, the industry
will find it has taken a panicky
course only to be saddled with a
set of impractical standards diffi-
cult to enforce.

Severe objections are made to
the code on the ground that it flirts
with the anti-trust laws. - The
NARTB TV board is understood
to have studied this angle care-
fully, deciding it was a “calcu-
lated vrisk.”

The mere fact that a group of
stations decided to get together
and enforce a set of practices is
said to involve danger of being
charged with conspiracy to restrain
trade and commerce.

Getting down to details, attor-
neys point to the paragraph against
liquor advertising, for example,
and the danger of inviting suit
from a liquor firm desiring to ad-
vertise on television. Or suppose
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a laxative wants on the air and
is denied the right, they suggest.
An aggrieved advertiser might
feel he has an anti-trust case. Some
actions involve triple damages.

Emphasis is placed on the fact
that FCC application forms con-
tain a question covering conviction
of violating the law.

Feeling still exists that telecast-
ers should subscribe to a series of
high ethical principles without
shackling their creative talents.
Adherence would be voluntary and
stimulated by an educational cam-
paign.

The NARTB Standards of Prac-
tice for radio, it is argued by one
attorney, consist of a watered-down
version of a formerly strong code.
These standards are not generally
followed, he contended, proposing
a strong educational drive.

Another attorney said he would
rather submit his television client’s
stations to FCC decision than the
ruling of a group of industry “dic-
tators.”

He contended honest telecasters
will be at a disadvantage in sub-
scribing to a code with minimum
standards all good operators must
live down to or suffer competitive
hardships. He said he wanted to
be sure the NARTB board would
not have the right to deny the seal
to a station desiring to subscribe.
“Maybe our house isn’t so dirty
that it needs cleaning,” he sug-
gested.

FE Nl .
WCKY 3 5

CimEinwar

November 5, 1951 ®

Page 113



=

3o f 0=
i

deanE

MARTB DISTRICT HITS
CENSORSHIP MEASURES

%ARTB District 5, closing two-day meeting
in St. Petersburg, Fla., Friday (early story

puge 27), joined 12 other districts in denoune- -

ing Benton legislation to set up federal cen-
sorship board.
TOther resolutions condemned efforts to un-
dermine industry’s economic strength by rate-
cutting practices; commended NARTB admin-
istration of President Harold Fellows; thanked
FCC Chairman Wayne Coy for participating;
lauded work of Broadcast Advertising Bureaun
under President William B. Ryan; pledged
sypport to BMI and praised Thad Holt, WAPI
Birmingham, for his services as Distriet 5
director; commended directorship of A. D.
illard Jr., WGAC Augusta, representing
medium stations; endorsed BMI.

Members of Resolutions Committee were
Spencer Mitchel, WDAE Tampa, chairman;
James Woodruff, WRBL Columbus, Ga.; Bert
Banks, WTBC Tuscaloosa, Ala.; Hugh Smith,
WCOV Montgomery, Ala., and John M. Outler
Jr., WSB Atlanta. .

'Speakers at two-day meeting, besides
NARTB staff, included Oliver Gramling, As-
sociated Press, and Col. Charles Wall, for
BMI. Joe Kelley, WTSP St. Petersburg, was
thanked in resolution for setting up meeting
arrangements.

Sixty-seven were registered at meeting. TV
panel discussion was led by Messrs. Outler
and Holt. Richard P. Doherty, NARTB em-
ploye relations director, and President Fel-
lows joined panel. On BAB panel Friday after-
noon were Mr. Outler as chairman; Mr.
Mitchell; Frank King, WMBR Jacksonville:
Mr. Banks; Dewey Long, WABB Mobile and
Ed Mullinax, WLAG LaGrange. Mr. Ryan and
Lee Hart, of BAB Chicago office, were speak-
exs.

|Florida Assn. of Broadcasters opened two-
day meeting Friday night with S. O. Ward,
WLAK Lakeland, Fla., presiding as FAB
president. Mr. Ryan was to speak Friday with
Mr. Fellows on Saturday agenda.

DECCA BUYS INTO UNIVERSAL

Cb_MPLETION of arrangements to acquire
substantial interest in Universal Pictures Co.
by Decea Records announced in statement being
released today (Monday), with implications of
e:gtensive activities in television. Milton R.
Rackmil, Decca president, announcing Decca’s
acquisition of 271,900 shares of common stock
add 32,500 warrants of Universal, noted that
companies “have kindred interests in the en-
tertainment business” that “can be ‘developed
fur our mutual benefit.” Transaction, he said,
“indicates the confidence that our respective
companies have in the future of the motion
picture and allied industries.”

l
C&W TRIAL DATE

FACED with 17 counts of mail fraud, Harold
Cowan and Ralph Whitmore, partners in Holly-
wood mail order agency, scheduled to appear
before Federal Judge Leon R. Yankwica today
{Monday) for trial date setting. Pair last year
allegedly reaped fortune in pre-Christmas tree
ornament “pitch” deals on radio, television and
in newspapers [B®T, May 28]. They recently
filed bankruptey petitions in Los Angeles
[BeT, Oct. 1].

[ .
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RTMA FREEZE STUDY

TASK FORCE set up Friday by Radio-
Television Mfrs. Assn. to determine effect
of TV freeze on national economy and
mobilization program. Members of force,
named by Dr. W, R. G. Baker, chairman
of RTMA Television Committee, are Wil-
liam H. Chaffee, Philco Corp., chairman;
Keeton Arnett, Allen B. DuMont Labs.;
Adm. Edwin D. Foster, RCA; C. W.
Michaels, General Electric Co. )

Dr. Baker said he asked group to fore-
cast number of new TV transmitters to
be started in 1952 and first half of 1953,
and effect on demand for new TV sets.
He noted industry concern that delay in
lifting freeze might bring unemployment
despite military contracts.

Business Briefly
(Continued from page 5)

Welch Grape Juice Co.
operation by next June.

DIAMOND SPOTS @ Diamond Match. Co.,
N. Y., planning spot announcement radio cam-
paign in about 15 markets, starting mid-
November. Agency, Benton & Bowles, N. Y.

HOLIDAY SINGLE @ A. 0. Smith Co., Kan-
kakee, Ill. (Permaglass water heater), has
bought Lionel Barrymore in Chrigstmas Carol
on 537-station Mutual network Sun., Dec. 23,
3-3:30 p.m. (CST). Agency, Henri, Hurst &
McDonald, Chicago.

New unit to be in

LEVER SCHEDULE @ Lever Brothers Co.,
N. Y. (Silver Dust), placing radio spot sched-
ule in about 20 markets Nov. 12-Dec. 11.
Agency, Sullivan, Stauffer, Colwell & Bayles,
N. Y.

BIRDSEYE LOOKING @ General Foods
Corp., N. Y. (Birdseye frozen foods), looking
for availabilities for women’s participation
shows in radio to start in January. Agency,
Young & Rubicam, N. Y. )

GLIMPSES INTO FUTURE

NEW program series, Horizons, explor-
ing future of contemporary life and
thought, will be produced by ABC-TV
every Sunday 4:30 p.n. EST, in eco-
operation with Communications Materials
Center of Columbia U. Series staris
later this month.

Leading faculty members and Colum-
bia students will participate in telecasts
which, with aid of illustrative material,
will consider future of cities, western
Europe, psychiatry, academic freedom,
children and other topics. Supervisors
will be John W. Pacey, ABC public af-
fairs director, and Erik Barnouw, editor
of Columbia’s Communications Materials
Center.

With exception of brief initial pres-
entation by faculty members, programs
will be completely spontaneous. Series
will originate from ABC Television
Center, New York.

PEOPLE. ..

KEETON ARNETT named to new post of gen-
eral assistant to president of Allen B. Du-
Mont Labs., Clifton, N. J., Dr. DuMont an-
nounced today (Monday). Mr. Arnett, who
assumed new duties last week, recently re-
signed as senior vice president of Fred Eldean
Organization, where he directed establishment
of public relations program for oil industry.
As general assistant to Dr. DuMont, he will
handle administrative problems on behalf of
president, including overall responsibility of
DuMont public relations.

SYLVESTER L. (Pat) WEAVER Jr, NBC
vice president in charge of television, elected
to NBC board of directors at board’s monthly
meeting Friday, Board Chairman Niles Tram-
mell announced in statement released today
{Monday).

R. J, CUNNINGHAM, manager of film opera-
tions at Foote, Cone & Belding, Chicago,
named to new position of manager of broad-
casting operations. He will coordinate work of
radio-TV production director, timebuyer and
business manager in radio-TV department.

PAUL M. SEGAL, Washington attorney, in
Rose Memorial Hospital, Denver, recovering
from pneumonia, contracted shortly after ad-
dressing Colorado Bar Assn. at Colorade
Springs fortnight ago. .

BERNARD I. PAULSON, an ABC-TV film
program editor for past two years, named to
new post of program operations manager for
ABC-owned WJZ-TV New York.

ALBERT W. GASS and W. SCOTT LEONARD,
account supervisors of Young & Rubicam, Chi-
cago, named vice presidents of agency.

WILLIAM A. WHITEHOUSE, news editor of
ABC Radio since July 1948, has been named
manager of special events for radio for the
network.

BANKRUPTCY PETITION
FILED BY BCA

PETITION to reorganize under Federal Banx-
ruptcy Act was filed in Los Angeles last weeit
by Broadcasting Corp. of America (KPRU
Riverside, KREQ Indio, KROR Blythe, KROP
Brawley, Calif.). Court issued order restrain-
ing foreclosure sales in Imperial and River-
side counties until action on reorgzanization
petition, due to be heard this week in San
Bernardino.

According to published reports, reorganiza-
tion was forced by pending sheriff’s sale of
KROP equipment and furniture. Foreclosure
action was brought by Mr. and Mrs. Fred K.
Wahl of Escondido, Calif.,, who claimed $8,-
120.41 due on a $10,000 promisory note signed
in 1946 by W. L. Gleeson, president of Broad-
casting Corp. of America. Reports indicated
that Wahl’s have another $10,000 note or
which $7,875.05 is due.

Assets of Gleeson-owned company were re-
ported as $550,874.12, liabilities $244,554.93.
Reason for unfortunate financial position was
expenses attendant on prosecution of its TV
grant, made in 1946 but later withdrawn when
Channel 1 was deleted from TV bands, accord-
ing to company’s petition to Los Angeles Fed-
eral Court.

Broadcasting Corp. of America is TV ‘ap-
plicant for Riverside and San Jose, Calif.

Company applied for an RFC loan, but was
denied, its petition said, by an RFC rule pro-
hibiting it from making loans to radio stations,
newspapers, magazines.

BROADCASTING
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6TH OLDEST CBS AFFILIATE

W holehearted
On The Air — or In Person!

Program organization and the wide
coverage of The KMBC-KFRM Team
provides an important daily link be-
tween the trade capital, Kansas City,
and thousands of rural homes in Kan-
sas, Missouri, and portions of the sur-
rounding states which comprise Kan-
sas City’s Primary Trade Area.

Just as important, however, is the
wholehearted personal link between
the Team personalities and the listen-
ers. During the Missouri State Fair.
the Kansas State Fair, and the Amer-
ican Rayal, thousands of folks met
and visited with Phil Evans—with
Hiram Higsby and other KMBC-
KFRM personalities. Similarly, every
Saturday night hundreds more attend
the “Brush Creek Follies” and during
the course of the year, countless con-
tacts are made through the sports, news
and special events departments.

Evidence of the success of this “on-
the-air or in-person” technique is that
it is in part responsible for the fact
that in urban, rural and metropolitan
areas alike, The Team is on top by a
margin of 3 to 2.

This advantage of more loyal listen-
ers means more impacts for the adver-
tiser, less cost per thousand and more
product or service sales. Write, wire
or phone KMBC-KFRM or your near-
est Free & Peters Colonel.

To put it simply, to sell
the Whole Heart of
America, Wholeheart-
edly, use . ..

» PROGRAMMED BY KMBC




That's a remarkable record for any TV
station in any market. In Detroit,
WWJ-TV has it!

According to Pulse, Inc. July-August
ratings—seven out of the top ten

multi-weekly shows are on WWJ-TV

Five** of these seven originate with
WWJ-TV and its staff.
Two* are NBC shows.

This teaming of talents and reliability of
production have consistently enabled
WWIJ-TV to provide its advertisers

with the largest and most responsive
audience in the great and prosperous

**George Scolti Detroit Market—where family income is

**Man About Town
**Eleven O'Clock News
*Comel Caraven
**let's Toke o Holidoy
**Curtain Call

*Cactus Jim

the highest of all major cities in the U.S.A.

FIRST IN MICHIGAN Owned and Operated by THE DETROIT NEWS
'Y
- »
National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
ASSOCIATE AM-FM STATION ww)J
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TV

NBC Television Network




