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VIRGINIA

FIRST STATIONS OF

WMBG
wcoD
WTVR

Esso Standard Oil Company knows its business well. It does a
complete job in the refining, distribution

and sale of Esso products. The geologist,

rigger, chemist, tank truck driver and your

Esso Dealer are but o few of the skilled

members of the Esso family. And their

specialists in advertising effectively use

the air to develop wide distribution and

sale of Esso products.

Specialists in management and programming at

the Havens & Martin Stations, Inc., also do

a complete job. You'll find a combination of
experience through pioneering and program
imagination that has built up large and loyal
audiences in the rich areas around Richmond.

It's a complete job of turning ideas into sales

results for advertisers on WMBG, WCOD and WTVR.
Plan your campaign to work hand in hand with the
“First Stations of Virginia.”

WMBG ~» WCOD ~ WTVR ~

Havens & Martin Inc. Stations are the onfy
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia’s first market.
WTVR represented nationally by Blair TV, Inc.
WMBG represented nationally by The Bolling Co.



The first, foremost and only facsimile service
operated exclusively for TV

There’s quite a difference between International News Facsimile and
other facsimile photo services now being offered to television stations. It
will pay you to check these facts before you buy facsimile:

1. International News Facsimile is a TV photo wire exclusively.
It does not attempt as others do to serve both TV stations and
newspapers on the same circuit, because that would sacrifice the
requirements and format of each at the expense of the other.

2. International News Facsimile transmits an average of 75
pictures a day—all of which are specifically sized and scripted
for immediate telecasting. No processing is required at the re-
ceiving end. '

3. International News Facsimile transmissions move at the
rate of 1% inches per minute. This is 50 per cent faster than any
other existing facsimile circvit.

4. International News Facsimile was first in the facsimile
news field by more than eight months. This pioneering experience
is reflected in a firmly established, operating, and rapidly ex-
panding client network that includes some of the nation’s top
TV stations (listed below).

5. International News Facsimile is now making installations
to transmit over the same facsimile circuit on-the-scene “taped”
recordings with actual photos of major news events or person-
alities—another first in TV news programming.

It makes sense to buy International News Facsimile — a fac-
simile service that is exclusively and completely tailored for
television. It is TV's own news photo service backed by the engi-

neering prowess and experienced know-how of the news agency
that has been the outstanding pioneer in TV facsimile as well as TV news

fiims (the top-rated Telenews daily and weekly newsreels).

INTERNATIONAL NEWS FACSIMILE CLIENTS

+ WFBG-TV—Altoona, Pa. » KOA-TV—Denver, Colo. « WOW-TV_Omaha, Neb.
«  WBAL-TV—Baltimore, Md. + WEOA-TV—Evansville, Ind. « WENS—Pittsburgh, Pa.
« WGN-TV—Chicago, II. * KQTV—Ft. Dodge, la. « WRAY-TV—Princeton, Ind.

= WOOD-TV—Grand Rapids, Mich.

« WIJAR-TV—Providence, R. I.
« WTIC-TV—Hartford, Conn.

+ WLWT—Cincinnati, Q.

« WNBK—Cleveland, O. - WFBM-TV—Indianapolis, Ind. * WHUM-TV—Reading, Pa.
« WLWC—Columbus, O, + KDUB-TV—_Lubbock, Tex. + WTVU—Scronton, Pa.
e« WLWD—Dayton, O. ¢« WNHC-TV—New Haven, Conn. ¢« KACY-TV-=St. Lovis, Mo.

INTERNATIONAL NEWS SERVICE

Robert H. Reid, Television Sales Manager - 235 East 45th Street <+ New York 17, New York
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CHANNEL 12

Wilmington’ Deluwure A colorful

first on
the first

Steinmon Station station in
Represented by the first city
MEEKER TV, Incorporated |2 '™
’ first state
New York Chicago San Francisco Los Angeles
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ZIV TELEVISION Inc., which pioneered
big-name talent on tailor-made film, has an-
other top-flight series upcoming. Announce-
ment probably will be made within the next
few weeks, and word is that it will be situa-
tion comedy half-hour starring one of con-
sistent top-rated performers, to be available
for national, regional, or local sponsorship.
* K K

ABC LETTER to basic radio and tv affiliates
asking approval of changes in affiliation
agreements to permit network to offer pro-
grams on split-sponsorship basis [B®T, Dez.
21, 1953] has been answered by about half
of basic tv affiliates and more than one-third
of basic radio affiliates, it was learned last
week. While response was said to be largely
favorable, enough questions were raised that
effective date was postponed from Jan.
1 to some time following ABC affiliates
meetings to be held this month and next
|BeT, Dec. 28, 1953], at which network’s
proposal can be discussed and questions an-
swered.
* * K

OPEN WARFARE on television patent
situation, precipitated during Christmas
weekend by Zenith, Philco and Ad-
miral, has been smoldering for months, in
light of expiration of RCA’s present basic
patent agreements at year-end. Portents of
this were seen at FCC, where staff attorney
sought desperately to have Commission in-
vestigate whole tv patent structure, and even
tried to elicit help of Dept. of Justice, but
FCC concluded patents were outside its
regulatory domain and that if anti-trust were
involved, Attorney General should move
[CLoseEp Circutt, Jan. 26, June 15, 1953].
* kW

TEXAS State Network takes over its first
operating tv and fourth radio station with
$700,000 purchase of KFDA-AM-TV Ama-
rillo, to be announced soon. KFDA sta-
tions now owned by publisher C. C. Wood-
son, Wendell Mayes and Gene Cagle.
Latter is principal in TSN, which owns
KFJZ Fort Worth, WACO Waco and KRIO
McAllen. KFDA operates on 1440 kc, with
5 kw day, I kw night, directional; KFDA-
TV on vhf ch. 10.
* Kk K

1T’'S UNDERSTOOD ABC-TV has received
goodly number of tentative clearances from
affiliates relative to network’s plan to launch
simulcast of Don McNeill Breakfast Club in
February [B*T, Dec. 28, 1953]. Present
radio sponsors—Philco, Swift, Toni and
Quaker Qats—have first refusal rights on
tv. Philco reportedly more receptive to tv
sponsorship than Swift, though it's known
latter would hesitate to give up tv rights.
* Kk K

WHILE NARTB will have chance to give
its views on NCAA football telecast con-
trols at convention this week, association
won’t offer formula for extension of weekly
schedule. Reason: Anti-trust and other pos-
sible legal pitfalls.

BROADCASTING ® TELECASTING
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THERE MAY be repercussions in Senate
Interstate Commerce Committee on FCC
proposal to increase tv station ownership in
hands of single entity from five to seven
(two additional uhfs). Last week prior to
convening of Congress, inquiries were made
by staff members of Senate committee as
to who “ramrodded” uhf proposal. Pre-
sumably Sen. Edwin C. Johnson (D-Colo.)
is manifesting interest.
* Kk n

OIL AND GASOLINE companies to be
using more spot radio-tv campaigns in up-
coming year. Gulf Oil, through Young &
Rubicam, planning expansion of present
campaign; Socony-Vacuum Oil Co., through
Compton Adv., renewing present schedule,
and Continental Oil Co., through Benton &
Bowles, planning schedule to start in Janu-
ary.
* K K

FCC SECRETARYSHIP, vacant since res-
ignation of T. I. Slowie under Republican
forced draft last Aug. 7, may be filled any
time now. FCC held post open because it
didn’t want to pay two salaries for same job
since Mr. Slowie had weeks of unexpired
leave. Last week FCC, Republican Com-
mittee and White House received petition
from Overseas Press Club, New York, bear-
ing big names in radio, tv and journalism,
supporting appointment of Lt. Col. William
B. Campbell, front runner from start.
Among others in runaing are Robert J. Dean,
KOTA Rapid City, S. D.: Francis B. Mur-
phy, former Labor Commissioner of Illinois,
and Mary Jane Morris, FCC attorney—al-
though latter apparently has despaired of
getting appointment.
* Kk X

EVEN skeptics who rebel over memories
of BMB aural radio coverage data are show-
ing tolerant attitude toward well-concealed
research formula developed by NARTB to
measure television circulation. While still
taking wait-and-see stand pending ficld tests
proposed for spring, they are impressed by
apparent enthusiasm of network research
executives who have studied plan slated for
NARTB Tv Board consideration in fort-
night.
* * K

VOICE OF AMERICA’s physical move
from New York to Washington must mark
time until broadcast studios are completed
in Independence Ave. building housing Dept.
of Health, Welfare and Education. Long-
range date for move is eight months from
now, with expectation it may come about
two months earlier.
* *

FEATURE RADIO Inc., feature foods,
plans to expand to other markets in near
future, and place food and drug services
on equally important basis. WBZ Boston
currently carrying drug plan, and WHO
Des Moines, WGN Chicago and KYW
Philadelphia, food package. Other markets
on drawing boards include Minneapolis.

.. AR FORCE
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When Upstart and Flount
iled down the account '
!(l)‘&‘fl SNARL, “The Top Canine Fare,”’ Said Flomnt, “Herc's thotiabt
' that’ll get the stuff bought —
The chance that we have’s
really rare!

We can crack the Midwest with
an Omaha test . . .

There’s a station out there that’s

,agem! igsitey] e
S i ALEEAS SRR s SRl ALl ~ b
— Our program needs tone — we’ll buy

KOWH alone . ..
Every guy and his dog tunes to them!

AVERAGE
HOOPER

KOWH |
34.5%)

EVERY GOOD TIME-BUYER
KNOWS KOWH HAS THE:

® Largest total audience of any
Omaha station, 8 A M. to 6
P.M. Monday thru Saturday!
(Hooper, Oct., 1951, thru
November, 1953).

® Largest share of audience, of
any independent station in
America! (November,

“‘America’s Most Listened-to Independent Station™

General Mcnner, Todd Storz; Represented Notionally By The BOLLING CO.
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NBC Plans 8-Show Lineup
Of Multiple-Hour Programs

ADDITIONAL mulitiple-hour radio programs,
including four-hour Saturday afternoon Road
Show designed specifically for motorists,
planned by NBC as part of new eight-show
lineup to be launched early this year, mostly on
Saturdays and Sundays.

Included: Road Show (Sat., 2-6 p.m. EST),
starting Jan, 9 and including safety driver
awards, contests for motorists based on license
plate numbers, etc.; Collector's Item (Sun.,
10:30 a.m.-12:30 p.m. EST), starting Jan. 10
and described as “Weekly Magazine” combin-
ing “the maximum available in education, cul-
ture, civics, and showmanship®; Never Walk
Alone (Sun.,, 9:15-10 a.m.), also starting Jan.
10 and consisting of hymn of the week, re-
corded interviews and reports on work of
clergymen in various sections, talk by Dr. Not-
man Vincent Peale, Sunday services, etc.

NBC spokesmen said details of sales plans
to be used with new multiple-hour shows were
not ready for disclosure. In case of “Long”
programs introduced in October, Big Preview
(Sat,, 11 am. to ! p.m.) and Weekend (Sun.,
4-6 p.m.), eight commercials per hour were
offered, each carrying fixed price-tag covering
both time and talent, and advertisers could buy
participations [BeT, Sept. 21, 1953).

Other programs being added: Breakfast in
Hollywood (Sat., 10-10:30 a.m.), starting Jan.
9; Heritage Over the Land (Sun., 1-1:30 p.m.)
starting Jan. 10; Show Tunes (Sun., 3:30-4
p.m.) starting Jan, 10; Sunday At Home (Sun.,
8:30-55 p.m.), starting Jan. 10; and People
(Sat., 6:30-7 p.m.), starting Jan. 23.

Ford Uses Large Screen

"Theatre Tv for Sales Meet

BOX OFFICE Television Inc., N. Y., will pro-
duce, direct and present private sales meeting
for Ford Motor Co. on Jan. 28 in 31 cities
coast-to-coast on large-screen theatre television,
W. P. Rosensohn, BOTv vice president, an-
nounced Wednesday. Closed-circuit telecast,
which will start at 11 a.m. EST and last about
two hours, will be carried in 31 theatres. Tele-
cast will be supervised by J. Walter Thompson
Co., Ford agency.

at deadline

RCA MARKETS TUBE

RCA VICTOR Div. announced Wednes-
day it has placed first all-electronic color
tube on market as commercial product.
Richard T. Orth, Tube Dept. vice pres-
ident, said 15-inch tri-color kinescope,
producing both color. and black-and-
white pictures, is available to set manu-
facturers. Tube has been produced at
Lancaster, Pa.,, plant of RCA on pilot
production basis. In November RCA
converted all Lancaster personnel and
equipment to tri-color tube production
exclusively. Increased capacity is prom-
ised. Before FCC approved color in De-
cember, RCA made pilot tubes and: com-
ponents available to individual man-
ufacturers for use in developing sets.

® BUSINESS BRIEFLY

ANTI-TOBACCO SPOTS ® Stations in the
middle? Norwich Pharmacal Chemical Co,,
Norwich, Conn., placing radio-tv spot cam-
paign this month in 20 markets for its Flavettes,
pill reported to cut down tobacco and food ap-
petite.  Some stations considering business
understood to be concerned lest they lose ma-
jor tobacco accounts if they accept. Benton &
Bowles, N. Y., is agency for Norwich.

SPOT USERS RENEW, EXPAND ® Number
of spot advertisers are in process of renewing
and expanding present campaigns: Cheer deter-
gent, through Young & Rubicam, renewing to
June 30; P & G's Gleem, through Compton
Adv., adding new markets; Wards Tip Top
bread, through J. Walter Thompson Co., re-
newing; Maxwell House coffee, through Ben-
ton & Bowles, expanding.

Committee Asks Station
Vote on ASCAP Tv Terms

ATTEMPTING to get rapid tv station reaction
to terms proposed by All-Industry Local Tv
Music License Committee for both blanket
and per program licenses for use of ASCAP
music on tv [BeT, Dec. 28, 1953]), Committee
Chairman Dwight E. Martin, General Tele-
radio, went on closed circuits of four tv net-
works—CBS on Monday, ABC, NBC and Du-
Mont on Tuesday—to explain licensing situa-
tion.

Copies of talk were airmailed to tv station
operators asking them two questions:

“I (do) (do not) approve of the sug;ested
settlement recommended by the committee” and
“our station will accept the proposed (blanket)
(per program) type of contract” Stations were
asked to wire answers to committee attorney,
Stuart Sprague, 36 W. 44 St, New York,

Letter concluded: “One final thought: Your
commitiee sincerely believes this proposal the
best obtainable by nefotiatmn under the present
circumstances. It is significant that the proposed
blanket rate, instead of being higher than the
radio rate as In the past, is below the radio rate.”

Rates proposed by committee, which will sub-
mit them to ASCAP if stations approve, are
2.05% of advertising revenue for station
blanket license and 2.475% for network blanket
license, plus monthly sustaining fees of high-
est quarter-hour rate for stations and highest
half-hour rate plus 109% for networks. Pro-

KCTY (TV) Moves from Empire to DuMont for $1

IN AN unprecedented transaction, FCC was
called upon at year-end to authorize transfer
of KCTY (TV) Kansas City (uhf ch. 25)
from Empire Coil Co., to DuMont, or see Sta-
tion go by boards.

Deal, filed at close of business last Wednes-
day, proposed $1 payment for Empire outlet,
and FCC promptly scheduled it for considera-
tion New Year's Eve, with every prospect of
approval. Herbert Mayer, Empire president,
had planned to close KCTY and take his tax
loss in 1953 calendar yvear, but.DuMont wanted
to maintain station, giving it its fourth outlet,
aside from Paramount’s ownership of KTLA
(TV) Los Angeles, charged to DuMont-Para-
mount quota.

Unique deal is subject to usual petitions for
reconsideration or oppositions under McFarland

BROADCASTING ® TBLECASTING

Amendments by parties allegedly aggrieved, it
was pointed out. This motivated FCC’s un-
usually expeditious handling.

Empire, New Rochelle electronics company,
owns WXEL (TV) Cleveland {vhf ch. 9) and
KPTV (TV) Portland (uhf ch. 27), nation’s
first commercial uhf. It holds construction
permits for ch. 26 Denver and ch. 67 Indian-
apolis. DuMont operates WABD (TV) New
York, WDTV (TV) Pittsburgh and WTITG
(TV) Washington, all vhf’s.

Kansas City now has three vhf channels oc-
cupied. KCTY, which began in mid-June, had
estimated construction costs of $304,400, first
year operating cost of $475,000. Latest TELE-
sTaTUs shows 52,000 uhf receivers, 353,000
vhf receivers in Kansas City.

posed per program license fee is 9% of net
revenue from sale of time or announcements
during which ASCAP music is used, with re-
duction to 4% if such music is merely back-
ground on films not made primarily for tv,
with sustaining per program scale of 3%%4% of
card rate applicable to period.

As to Jtas'. fees due from stations not licensed

by ASCAP since Jan., 1, 1949, when blanket li-

censes expiring Dec. 31, 1953, began, Mr. Martin
pointed out “ASCAF could not make concession
as to the past without treating everyone alike
and glving refund to all operators who had paid
the higher rates. It is therefore deemed acfvis-
able to offer to a{ for the period prior to Jan,
1, 1854, at the old blanket rate, or a commercial
rate of 2.475% and a sustaining monthly rate of
the highest half-hour rate glus 10% as an in-
tegral part of obtaining the more favorable
rates for the future.”

Combined Network November
Gross Up 14.9% Over 1952

COMBINED gross time sales of nationwide
broadcast networks—four radio and four tv—
in November amounted to $37,300,405, a gain
of 14.9% over November 1952 gross of $31,-
581,964, according to records of advertising
expenditures for network time compiled by
Publishers Information Bureau. For 11-
month January-November period, cumulative
combined gross time sales stood at $349,295,-
563 in 1953, up 12% from 1952 11-month
gross of $311,860,931.

Four radio networks in 1953 were slightly
below their 1952 time sales record both for
November, down 1.5%, and for first 11 months
of year, down 5.6%. Tv networks, on other
hand, showed 1953 grosses well above those for
previous year, November’s gross tv network
time sales topping those of November 1952 by
24.3% and first 11 months of 1953 showing
gross billings 38.2% ahead of like period of
1952,

The PIB report:
NETWORK RADIO ¢
Nov. Jan.-Nev. Jan,-Nov.
1953 1952 1952

ABC § 2,798,532 $ 2,659,934 $ 26,953,930 § 32,166,319
CBS 5,409,246 5§ 172 823,861 53,793,409
MBS 2,090,007 2,172,485 21,030,808 19,011,789
NBC 3,372,330 4,138,979 41,517,433 556,850
Total $13,670,115 $14,477,570 $146,326,032 $148,528,367

NETWORK TELEVISION
$ 2,396,203 $ 1,396,999 $ 18,490,818 $ 17,021 415
9,778,028 6,654,812 87,106,365 61,970,042
1,790,981 1,026,566 10,757,302 929,340
9,665,078 B,026,017 86,615,046 75411767
$23,630,290 $17,104,394 $202,969,531 $163,332,564
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Bulls-Eye!

SPOT YOUR SPOT ANY TIME
NIGHT OR DAY ON WIJBK . ..

AND GET RESULTS!

WIBK's powerful balanced daytime and nighttime program

format gives you top adjacencies at any hour around the clock.

B - TOPS IN NEWS...Night and Day
' ] ' Every hour on the hour, WIBK's newscasts keep Detroiters

up to the minute on latest newsbreaks whether they're at
home or in their cars.

g ._:-._._".1:\ £ Th % '_"'- i _.. o Y " L : ..‘ L_'_-"",' _ : _ ¥ _' .-" :: _:
. TOPS IN MUSIC...Night and Day
T g Every moment, day and night, leading disc jockeys bring
favorite music to Detroiters in their homes, on their jobs
or in their cars.

ym
o 7 |ty F

¥ TOPS IN SPORTS...All Year Round
A T e ' ' Baseball and hockey key station . . . football and all the

R
other major sports on WIBK, the station that's tops with
sports fans in the nation's hottest sports town.

E’ﬁd“; . __lﬂ“m' msr . -Fﬁrimﬂ"wﬁd u‘f'ﬂ!‘.i:- p—
RS R A p—— SRR Compare WIBK's 44¢ daytime per thousand Michigan
radio households, 59¢ nighttime * with other Detroit stations’
rates and you'll see why WIBK is your best radio buy.

*'52 NCS Coverage Study

Detroit

STORER BROADCASTING COMPANY
Tops in MUSIC, NEWS and SPORTS

National Sales Director, TOM HARKER, 118 E. 57th, New York 22, ELDORADO 5-7690
Represented Ncﬂ.onclly by THE KATZ AGENCY

- i
S
- 3
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at deadline

Fm Functional Services
Proposal Issued by FCC

FINAL “MAJOR"” decision of 1953 by FCC
was order for proposed rule-making proceeding
to legalize functional fm services such as store-
casting, transitcasting and background music
“beep” services. Approved at meeting Wednes-
day with Comr. Frieda B. Hennock dissenting,
order was issued Thursday and calls for com-
ments on proposals by Feb. 15.

Proposals involved amendment of fm rules
including (1) revision of Sec. 3.261 to change
minimum hours of operation to reguire at least
36 hours of operation weekly in 6 a.m.-midnight
period; (2) plan to allow functional music or
“beep” service on simplex basis during those
hours when fm station is not operating its re-
uired 36-hour minimum hroadcast schedule;
3) proposal to allow multiplexing any time o
secondary functional service signal on regular
Pmta?icaSt program provided latter is not af-
ected.

Secondary functional-type service would have
to be like regular broadcast programs such as
entertainment, music or news and could not
be taxicak dispatching-type of operationh, ac-
cording to proposal.

To perform functional service either on sim-
plex or multiplex basis, fm station would be
required to obtain ''SCA" or subsidiary com-
munications authorization from Commission
first, new type authority. Only fm outlets could
get SCA. Sed. 3.261 now requires minimum oper-
ation of six hours daily, three in period § a.m.-
6 p.m. and three 6 p.m.-midnight.

KALB Alexandria Gets Ch. 5

KALB Alexandria, La., granted new tv station
on vhf ch. 5 with effective radiated power of
28.2 kw visual and 16.2 kw aural; antenna height
above average terrain 550 ft. Action was without
prejudice to any future action FCC ma%r take
on bid to effectuate merger agreement with
former ch. 5 competitor, KSYL there. KSYL
principals get two-year ogtion for 49% interest.
KSYL would be sold. tation executives re-
ported KALB-TV would be on air by August.

Sales Approved: WGAR, KOIL, KDLK, KPUY

FCC approved four station sales Wednesday, in-
cluding that of WGAR-AM-FM Cleveland from
Mrs. Frances S. Parker, widow of late G. A.
Richards, and associates to Peoples Broadcasting
Corp. (Farm PBureau Insurance companies).
Peoples already owns WRFD Worthington, Ohio;
WTTM Trenton, N. J.,, and W Fairmont,
W. Va,, and recently sold WOL Washington,
D. €. Consummation of $1.75 million transac-
tion is scheduled tomorrow (Tuesday).

Also approved: Transfer of control of KOIL
Omaha from Nebraska Rural Radio Assn. (farm-
ers cooperative) to group of local stockholders
headed by Charles S. Crabtree, Eeneral manager,
KWIK Pocatello, Idaho., and on W. Burden.
KWIK sales manager. Assignment of license of
KDLK Del Rio, Tex. from James A. Clements
and Richard J. Higiins to Don R. Howard for
$30.000. Assignment of licenise of KPUY Puyal-
lup, Wash., from Henry Perozzo and Antonio
Gomez to new partnership comprising same
two and Paul Schumacher who paid $5,000 for
one-third interest.

Other FCC action: Granted CP for new am sta-
tion in Tulia, Tex. to Tulia Broadcasting Co.
on 1260 ke with 1 kw, daytime only. Granted
CP for new Class B fm station in Tucson. Ariz.,
to Thomas J. Wallace (KTKT) on ch. 258 (99.5
mc) with 10 kw and a minus 7 ft. antenna height.
Advise KAGR-TV Yuba City, Calif., that appli-
cation for additional time to build on ch. 52 can-
not be granted on basis of evidence presented.
Designated for Jan. 29 hearing Miami vhf ch. 10
applicants: WKAT; L. B. Wilson Inc., owner of
WCKY Cincinnati; North Dade Video Inc., Pub-
Jic Service Television Inc. Also designated for
Jan. 29 hearing WWPG and WEAT for West
Palm Beach, Fla.

WDNC Dropout Clears WTIK Bid
MERGER of two applicants in FCC hearing for
vhf ch, 11 at Durham, N. C,, paves way for grant
to WTIK as competitor WDNC withdraws and
takes option for 25% Interest. To effect merger,
WTIK will be sold.

Radio Diablo Clear for Ch. 13
RADIO DIABLO Inc., Eitel-McCullough interest.
will become sole survivor in hearing status for
vhf ch. 13 at Stockton, Calif., when FCC ap-
proves newly-filed petition of KXOB there for
dismissal of competitive bid. KXOB principal

BROADCASTING ® TELECASTING

MBS OFFICIALS ON SPOT

EXECUTIVES of MBS to be asked to
answer all questions affiliates can pro-
pound, with direct replies expected, when
network’s affiliates hold first convention
in half-dozen years at Biloxi, Miss., Jan.
18-19. Affiliates will compile queries
opening day after hearing invited net-
work executives tell about new pro-
gram-payment concept (see story page
66). MBS spokesmen will be put on
spot morning of Jan. 19—though MAAC
emphasized there is no feud with net-
work.

Joe Gamble, alon%with his brother, broadcaster-
theatreman Ted Gamble, get option to buy up
to 10% interest in ros%ective ch. 13 operation.
Radio Diablo operates KSBR (FM) San Bruno.

KSCJ Granted Petition to Dismiss Bid

KSCJ Sioux City, Iowa, %ranted petition to dis-

ss bid for vhf ch. 4 there, leaving clear in
hearing status application of KCOM Sioux City.
{J(SCJ 130 acquire 50% in tv venture. KCOM to
e sold.

Elyria-Lorain Ch. 31 Bid in Clear

PROSPECTIVE grant of vhf ch. 31 to WEOL
Elyria, Ohio, appeared last week as competitor
Lorain Journal Co. petitioned FCC to dismiss
its ch. 31 bid at Lorain, Ohio.

Dropout Lauds Tv Tape

CONTENDING magnetic-tape tv holds salvation
for small-market uhf stations from "throttling
monopoly of networks and strategic vhf sta-
tions,” KICU (TV) Salinas, Calif., returned its
uhf ch. 28 permit to FCC for economic reasons.
Unsuccessful in Sec. 309(¢) economic protest
case against share-time grants of vhf ch. 8 to
KMBY-TV Monterey and KSBW-TV Salinas
[B:T, July 6, 1953], KICU asserted networks
failed to express interest in affiliation, cited
“fantastic’* charges for interconnection by phone
company even if network were achieved.

Ask Ch. 3 at Rapid City

TO BREAK deadlock on vhf ch. T at Rapid City,
S. D, between Hills Bestg. Co. and KOZY-
Inc.. Hills last week petitioned FCC for addition
of vhf ch. 3 there. Won't affect anyone e¢lse,
Hills said.

Two Channel Changes Asked

KALE Richland, Wash., petitioned FCC to allo-
cate vhf ch. 3 there by removing channel from
Lewiston, Idaho, where no bid pends. LE
proposes tv for Richland-Pasco-Kennewick.
Frank Kyle Spain asked addition of vhf ch. 9
at Tupelo, Miss., by substitution of ch. 11 for

9 at Jackson, Tenn.
Duncan KSIL Owner
JAMES H. DUNCAN, manager of KSIL Silver

City, N. M., for three years. became new Owner
as of Jan. 1 following FCC approval of purchase
of stock held by Mr. and Mrs. A. Carl Dunbar.
Station is CBS affiliate.

Oppose Reclassification of KXEL
PROPOQOSED reclassification of KXEL Waterloo,
Towa, from Class II to 1B on 1540 kc¢ opposed in
petition filed with FCC by WATH Athens, Ohio,
WATH contends KXEL should not be granted
preferential treatment.

UPCOMING

Jan. 5-9: Notienal Collegiate Athletic
Assn., Netherland Plaza Hotel, Cin-
cinnati.

Jan. 6: Second session of 83d Congress
begins.

Jan. 8: Daytime Broadcasters Assn.,
Lennox Hotel, St. Louis.

Jan. 10-12: National Appliance & Radio-
Tv Dealers Assn., Conrad Hilton Ho-
tel, Chicage.

For other Upcomings see page 78.

PEOPLE

REED T. ROLLO, acting managing partner of
Washington office of Kirkland, Fleming, Green,
Martin & Ellis, law firm headquartered in
Chicago, became managing partner Jan. 1. Late
LOUIS G. CALDWELL was managing part-
ner until his death two years ago. R. RUS-
SELL EAGAN, attorney with firm since 1947,
was appointed a resident partner, effective
Jan. 1.

TOM CARSON, broadcast media supervisor,
Benton & Bowles, N. Y., has resigned, effective
immediately. Future plans not announced.

NEAL HATHAWAY, account executive with
Calkins & Holden, Carlock, McClinton &
Smith, and before that with Benton & Bowles
and CBS, joins staff of Magazine Advertising
Bureau.

ROBERT M. BAIRD, in charge of Dallas of-
fice of John E. Pearson Co., station representa-
tive, named a television vice president of firm.

NORMAN II. BERTELS, creative traffic man-
ager, Kenyon & Eckhardt, N. Y., named a vice
president of agency to head newly-created con-
trol department. He has been with K&E since
1942,

138 Tv Stations in 84 Cities
Interconnected During 1953

AT&T’s Long Lines Dept. added 138 tv sta-
tions and 84 cities to Bell System nationwide
system of tv transmission facilities during 1953,
bringing_(total from 115 interconnected stations
in 72 cities as of Dec. 31, 1952, to 253 stations
in 156 cities as of Dec. 31, 1953, AT&T re-
ported Wednesday. Year also saw system in-
creased by 16,700 channel miles, bringing total
to 48,100.

Eight more tv stations were scheduled to be
interconnected to receive network program serv-
ice on New Year's Day, Long Lines spokesman
sald: WRDW-TV Augusta, Ga., KGNC-TV Ama-
rillo, WAYS-TV Charlotte, WNCT (TV) Green-
ville, N. C., WFBC-TV Greenville, S, C., WLBC-
TV Muncie, KSLA (TV) Shreveport, KFAZ-TV
Monroe, La., with Greenville, N. C.,, and Monroe

new cities in system. As of Jan. 1, 1954. then.
new total was 261 stations in 159 cities in U. S.

FTC Dismisses Charges
Against Soap Big Three

FEDERAL Trade Commission charges that
Lever Bros., Procter & Gamble and Colgate-
Palmolive Co. violated Sec. 2 (a) and (d) of
the Robinson-Patman Amendment to the Clay-
ton Act were dismissed last week by unanimous
FTC vote, affirming FTC Hearing Examiner
Earl J. Kolb’s initial decision last June.

FTC, in denying decision favoring counsel
supporting complaint that Big Three of soap
companies violated Sec. 2 (d) of amendment
(which prohibits payments for advertising pur-
poses to some distributors unless payments are
made on proportionately equal basis to all dis-
tributors), said company allowances to dis-
tributors need not be same for all types of ad-
vertising (media) available since such practice
would tend to create uniformity instead of
proportionality.
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MARTIN
BLOCK

and his
Make Believe
Ballroom

What an opportunity: Radio’s number-one salesman is now on New York’s
first station—WABC. Martin Block is in a class by himself! And has been for 18
long years! No other disc jockey can match his fanatical following, or phenomenal
sales successes; his afternoon program ranks consistently first or second in popular-
ity. Now he’s bringing his unique appeal to a 64% larger audience . . . thanks to
WABC’s impressive coverage (nearly 6,000,000 families in 8g counties). And you’ll
be surprised to find out how little Block costs to buy! Get the facts, figures, full in-

formation. Call SUsquehanna 7-5000, right away.
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Monday thru Friday 2:35-6:45 p.m.
Saturday 10-12 noon, 6-7:30 p.m.

WABC-770

NEW YORK, N. Y.
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RADIO STATIOM

Wiz

HUNTINGTOMN, WEST YVIRGIMIA
SERVIMG 3 STATES

"THE
SWANEE
RIVER
BOYS"
%

Nationally-known

SINGING
TALENT

HAVE NOW JOINED
THE STAFF OF

WS*AZ

NOW AVAILABLE
FOR
SPONSORSHIP

Contact: C. T. Garten
WSAZ Station Manager

THE KATZ AGENCY
National Representatives

3,000 WATTS DAY
1,000 WATTS MIGHT
930 KC

TELEVISION AFFILIATE
WSAL-TYV
Represenied by THE KATZ AGENCY
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Three of the seven new modern Insurance buildings
either completed or under construction by major

T eyt T - insurance firms, moking o total of seven
g e -

} 534 5o Y home offices and three branch home offices
SaggiF £33 =0 _,, now located in Jacksonville
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THIS IS

mt’ JACKSONVILLE

...WMBR is Jacksonville's FLORIDA...
Insurance center of

i

most-listened-to

radio station
...and WMBR-TV is

Florida's most powerful
television station!

the southeast!

Source: Latest Pulse Reports Represented by CBS Radio
and Television Spot Sales
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kacy....

Channel 14 ... Owned and operated by Ozark Televi-
sion Inc, Completely equipped by General Electric,
KACY boasts one of the nation’s first directionalized
helical antennas with a gain of 46 that puts their maxi-
mum signal in the 8t. Louis Metropolitan area. Their
transmitter site is located just South of St. Louis.

wivi....

Channel 54... A DuMont affiliate, went on the air orig-
inally in August, 1953 with interim power. President
& General Manager, Bernard T. Wilson has now
prepared the transmitter site at Belleville, Iil. to op-
erate with a G-E high power 12 KW unit. WTIVDs
ultra-modern equipment building is shown at the right.

kstm....

Channel 36...0pposite Forest Park, St. Louis. Here is
another show-place of the finest television broadcast
equipment obtainable, Owned by Broadcast House
Inc, KSTM is affiliated with the ABC network. In this
picture its personnel and General Electric engineers
prepare to install the station's 5-bay helical antenna.



for high power...

JIATIONS BUY G|

Three St. Louis TV OQutlets Will Use G-E 12 KW Tra'nsmitter Units.
Two More Have Specified G-E To The FCC!

WH'BN everyone votes for a single candidate
he’s got to be good! And, that’s exactly what
has happened in St. Louis’ UHF broadcasting field.
These stations will compete strongly for the largest
metropolitan audience possible. Still, when it comes
to selecting equipment, they all agree on General
Electric. Each knows that in order to have complete
coverage for advertising revenue and strong field in-

tensity for the best home receiver signal ... only the
General Electric 12 KW transmitter provides the
right and quickest answer to these problems.

All UHF outlets. ..new or already on the air...
must take note of this complete confidence vote.
Examine all you have to gain with this equipment.
Then, call our local representative and join the
growing number of G-E broadcast customers.

G-E 12 KW UHF Transmitter

Industry’s highest power TV equipment! Features
long-life Kiystron tube! Carrier separation accurately
maintained! Independent driver unit operation! Sim-
plified instaliation! Factory-tested! :

G-E 12 KW Amplifier

You can combine your present 1 KW UHF transmitter
with a high power General Electric 12 KW amplifier.
Get complete details from your local broadcast rep-
resentative or write us direct. Act quickly!

General Electric Company, Section 214-4, Electronics Park, Syracuse, N. Y.

Complete Television Equipment for UHF and VHF

GENERAL @3 ELECTRIC
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BACKBONE OF AMERICA

Network: NBC-TV, Dec. 29, 3-9 p.m. EST

Sponsor: Miller Brewing Co.

Agency: Mathison & Assoc., Milwaukee

 Stars: Yvonne de Carlo, Wendell Corey,
Thomas Mitchell, Gene Lockhart, Regis-
Toomey, Lee Patric

Original écript by Robert E. Sherwood

Producer: Adrian Samish

Director: Marc Daniels

Musical Director: Earle Hagen

Settings: JYay Krause

THE first meeting of Robert E. Sherwood and
television was a disaster for both. “Backbone
of America,” the hour-long comedy he wrote
as his first assignment for NBC-TV under
probably the most favorable writer’s contract
in television, turned out 10 be spineless. It is
hard to believe it came from a playwright
who has won the Pulitzer Prize three times.
In concept and execution the work was banal.
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RoBERT E. SHERWOOD

The central situation involved a young, female
and fierce construction tycoon, addressed as
“V. J.” by her cowed employes, and her pro-
motion manager, a young man with the con-
flicting wishes to marry his boss and to quit
the crass, commercial world and write a book.
But V. J, who is ravishing with her horn-
rimmed glasses off, thinks only of business.
She dispatches her promotion man to Fen-
wick, Ind., scene of one of her housing projects,
to find a typical American family that she can

 exploit for publicity purposes. Though his

natural compassions are disturbed by the as-
signment he carries it out. He finds what ap-
pears to be a suitable family, is invited to
dinner, and, after the father says grace, lapses
into a stream of consciousness about his own
boyhood home in the Middle-West.

You will have to go elsewhere to find out
what followed. At that point this reviewer
turned off the set.

An assembly of highly-paid performers did
what they could with trite situations and un-
imaginative lines, but Mr. Sherwood’s script was
beyond salvage.

£ * *

STROKE OF FATE

Network: NBC Radio

Time: Sun., 9-9:25 p.m. EST

Scriptwriter: Mort Lewis in consultation
with such historians as Alan Nevins
and Stefan Lorant

Director: Fred Weihe

Producers: Mort and Lester Lewis

SPECULATION based on historical possibil-
ity provides thevformat for a series of dramatic

programs NBC Radio has been offering listen-
ers each Sunday evening since last October.
The series, Stroke of Fate, has been constructed
on the premise that the fate of the world has
depended largely upon accidents or circum-
stances which, had they been slightly different,
might have completely altered the pattern of
Western civilization.

The idea has a great deal of theatrical value.
It is regrettable that the same cannot be said
of Stroke of Fate.

The Dec. 27 broadcast was concerned with
the Battle of Hastings and how our present
world may have been affected had William the
Conquerer not succeeded in his conquest. The
scriptwriter made a stab at penning an Anglo-
Saxon dialect a la 1066 AD. It just didn’t
match the 20th Century delivery of the actors
who were used on the show. This particular
broadcast from a production standpoint was
totally amateurish, music up, under and out
followed by narration, followed by dialogue
followed by more music. And so the cycle
went.

The mistake made in the production of this
series is an obvious one. Historians, not peo-
ple wise in the ways of radio drama, have been
at the helm. It was only correct that NBC
seek advice from history experts. But presum-
ably consultants ended up taking the show
over and the effect, though it has undoubtedly
met the test of historical accuracy up to the
point of speculation, is devoid of dramatic

merit,
* *® *

MUSICIANS' CHRISTMAS
PARTY

Network: ABC-TV, Dec. 25, 3-4 p.m. CST,
coast to coast

Executive Producer: Grover J. Allen

Producer: Dan Schuffman

Director: Richy Victor

M.C.: Frankie Masters

Cast: The Chavales, Skinnay¥ Ennis and
Orchestra, Orlando, George White, Dor-
othy Sarnoff, Richard Drake, Raymond
Sharp

Host: AFM President James C. Petrillo

THE AFM’s 17th annual party-benefit for
blind musicians on Christmas Day proved a
highly satisfying hour of tv entertainment, not
to mention a splendid vehicle of public rela-
tions for the union.

The highlight was, of course, James C. Pe-
trillo’s appearance. Mr. Petrillo, who mel-
lowed for the occasion, introduced his mother.
A crowning touch would have been “Hearts and
Flowers.”

Good bits in the show: Dorothy Sarnoff’s
“I Love Paris,” harpist Orlando’s ‘T've Got
You Under My Skin,” Skinnay Ennis’ classic
“I've Got a Date with an Angel” and guitarist
Richard Drake’s hilarious, deadpan “Second
Hungarian Rhapsody.”

® #* *

BOOKS

TECHNIQUES OF TELEVISION PRODUC-
TION, by Rudy Bretz. MecGraw-Hill Book
Co., 330 W. 42d St.,, New York 36, 474 pp.
$10.

THE aim of this book, says Mr. Bretz, former-

ly a CBS-TV producer-director and WPIX (TV)

New York production manager, and now a

tv consultant, is to bridge the gap between the

creative production man and the technically-
minded engineer. It concentrates on principles
underlying equipment and techniques, and its
most important parts, being basic, shculd not
become obsolete.

On slick paper and plentifully illustrated
with photos and diagrams, the book’s chapters
treat the cameraman, cameras, camera handling.

BROADCASTING ® TELECASTING
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lenses, cutting, switching equipment, technical
limitations and production problems involved,
graphic materials, projection equipment, mirrors
and prisms, composite shots and illusion of

space, special effects with graphic materials,

studio effects, electronic effects, scenery, make-

up lighting, audio problems and remote pickups.
£ E *

TELEVISION IN SCHOOL, COLLEGE, AND
COMMUNITY, by. Jennie Waugh Callahan.
McGraw-Hill Book Co., 330 W. 424 St., New
York 36. 339 pp. $4.75.

WHAT IS being done and what can be done for
education through television receives an able
and comprehensive treatment by Dr. Callahan,
a member of the Hunter College faculty. Part
I describes the functions and accomplishments
of the many groups which have helped to make
noncommercial educational tv possible: Govern-
mental agencies, national organizations, founda-
tions, companies, public and private groups and
individuals, commercial stations, and state, in-
stitutional and community groups. A chapter
includes data on financing and equipping educa-
tional tv stations.

Part Il describes some outstanding educa-
tional tv programming on commercial stations
by the stations and by local community institu-
tions and public schools, both for in-school and
home viewing. A chapter deals with college
and university adult education telecourses.

Part- III deals with educational tv writing-
production techniques for community institu-
tions, colleges and universities and public
schools, with widely-varied sample scripts.

#* * *
UHF TELEVISION ANTENNAS AND CON-

VERTERS, by Allan Lytel. John F. Rider

Publisher Inc., 480 Canal St, New York 13. |

118 pp. $1.80.

INTENDED to prepare the service dealer and
serviceman to answer questions on the various
uhf conversion systems on the market and to
prepare for the installation and maintenance
of these units, this paper-bound book covers
an introduction to conversion systems, transmis-
sion lines, antennas, converter circuits, single
channel converters, full range converters; all-
channel tuners and uhf test equipment specifi-
cations. Illustrated with photos and diagrams.
& * %

CREAM OF WIT, compiled by Rod Arkell.
Rod Arkell, Author & Publisher, American
Bldg., Sebring, Fla. 190 pp.

THIS is a dictionary of 6,000 alphabetized

quips, gags, puns, proverbs, wit and quotations,

ancient t0 modern, in two parts: “Cream of

Wit,” which identifies the originators, and “The

Gagmaster,” a gleaning from the wit of modern

speakers and writers. [t is just the thing, says

Mr. Arkell, to “help beat those jittery dead-

lines in the lives of editors, reporters, play-

wrights, tv, radio and screen writers” and others. |

Mr. Arkell is a former columnist, former nar-

rator for CBS, MBS and NBC and is a Florida

publisher and radio and motion picture scripter.
* * Bl

A PRONUNCIATION GUIDE TO NE-
BRASKA PLACE NAMES, prepared by
Arved Christensen, Wayne B. Wells, and
Nanci Debord under supervision of Paul
Schupbach. U. of Nebraska Publication, Ra-
dio Section, Dept. of Speech, School of Fine
Arts, U. Nebraska, Lincoln 8, Neb. 51 pp. $1.

THIS listing, in pamphlet form, is designed as
an aid to the broadcaster and to others in the
gencral news field. Listed are all Nebraska
cities and towns, the preferred pronunciation
for each, the 1950 population of each and its
approximate location in the state and county.
Copies have been distributed to radio-tv oper-
ations in the state free of charge. Additional
copies are available for $1 plus postage from
Regent Book Store, U. of Nebraska, Lincoln.

| FIRST single sponsorship of a tv show by
| Acousticon Div,, Dictograph Products Inc., is
| arranged by (I to r) Norman Knight, gen. mgr.,

WABD (TV) New York; Nat Strom, radio and
| tv dir., Buchanan & Co., and Maxine Cooper,

WABD acct. exec. Contract is for twice-

weekly sponsorship of WABD-DuMont Drew
Pearssn Show.

| b
| HERBERT F. AGENTO (r), Raytheon vice
pres., explains workings of company’s color
tubes and receivers to newsmen at preview
and reception at Sheraton Hotel, Chicago,
‘ Dec. 22.

& b, A
COOKING SCHOOL equipment at KCCC-TV
Sacramento, Calif. is demonstrated by Ashiey
L. Robison (at oven), gen. mgr., and exam-
ined by (I to «) Joseph J. Weed, pres., Weed
Tv, KCCC-TY representative; Don Staley,
Weed’s 5. F. mgr., and Harry McCart, pres.,

Capitol City Tv, station owner.

WINNER A. J. McElfresh in Nescafe’s $10,000
jiingle contest accepts check from pop-eyed
Jackie Gleason, star of his own CBS-TV show,
At presentation (I to r)r Win Stetson, vice
pres., Sherman & Marquette, agency; Mr. Mc-
Elfresh; Mr. Gleason; Dick Goebel, Nescafe od
official, and Bill Lawrence, The Nestle Co.




TSC rear screen projection
SAVES MONEY

Cuts personnel costs and program
Saves set construction

set-up time.
and equipment costs.

TSC rear screen projection
BUILDS PROFITS

Attracts local sponsors. Provides
invaluable aid to time sales. Cost

of equipment can be regained by
nominal facilities charges.

[

350 WEST 31s0 STREET =

Please send me, fres of chorge, your booklet “Profitmoking Reor S$creen Projection’

Design your

studio around TSC rear screen projection for

BETTER PROGRAMMING

TSC REAR SCREEN
PROJECTION for as little as

Provides multiple background
changes for variety and flexibility
in News Shows, Disc Jockey Shows,
Weather Shows and Commercials.

The Rear Screen system that is designed to yowr station. 80 TV
stations from coast to coast contributed the ideas and design speci-
fications that make this the ideal Rear Screen equipment for tele-
vision stations.
With a TSC installation your screen can be rolled up like a window
shade. Three minutes before air time the screen is pulled down, slides
placed in the automatic slide changer—and you are ready for the air
with the most economical, most convenient TV scenery ever developed.
Entire backgrounds can be changed in two seconds—merely by
pushing a button in the control room.
Your sponsors will [ike your TSC Rear Screen facilities too. You
can project backgrounds of their supermarket, department store,
or product display for the perfect tie-in with their sales story.
TSC Rear Projection provides that “priceless plus™ that makes
your operation stand out as the most complete and up to date
station in your area.
TSC salesmen have sold more Rear Projection equip-
ment than all others combined. The valuable ex-
perience gained in more than 80 TV stations is
available to help you profit from the use of
TSC Rear Projection equipment. Write
today for our free booklet “Profit-
making Rear Screen
Projection.”

TSC rear screen projection
SAVES SPACE

Converts scenery and prop storage
space into valuable usable studio
area. Back-to-back shows can be
played in the' same area. Reduces
space needed for scenery construc-
tion.

DELUX “PACKAGE” INCLUDES:
Projector

Automatic slide” changer

Dimmer cantral

8’ X 10’ screen

Mobile streen frame

Sei of slides Price complete $1292.00

SMAa_w‘chpmm.

NEW YORK 1, N. LO ngaocre 4-5326
At

DEPY. B-I

°

ELEVISION




CLEVELAND’S
CHIEF STATION

5,000 WATTS—850 K.C
8ASIC ABC NETWORK

- REPRESENTED
BY
H - R REPRESENTATIVES

WA <

GUVELAND'S Chile] STATION

No. 1 Radio Bl‘_l.}"

in Mew

Haven
s & & & & B

Merchandi sing
more guaranteed in-slore
food display than any
other Mew Haven station.

P]"I]E: rams
=
live wire local plus NBC
affiliation = proven
audience,

Saturation

run of station = day and
might « 20 spots a week
# 1-15-26 week package
+ §45—F518—§60 per

woels.

we three ."tl:FE CIVETR  ——

Mew

market on

WNHC

HMaven®s - nlira-rich

radi oe® ASK KAT
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OPEN MIKE

Travelers

EDITOR:

. . . Jan Gilbert and I both got a terrific
kick out of attending [NARTB district] meet-
ings and are definitely planning to hit every
meeting at least every other year from now
on.

John B. Crandall
Media Director
Sherman & Marquette
New York
EDITOR’S NOTE: Miss Gilbert, Sherman &

arquette timebuyer, and Mr. Crandall attended
several district meetings this year.]

Thank-You Note

EDITOR:

. . . As producers and distributors of televi-
sion film shows, we wish to thank you for
your generous recognition both of our pro-
grams and our company, and for your con-
tribution to the development of this still little-
recognized phase of the industry. . . .

Lou Shainmark
Vice President
Guild Films Co. Inc.
New York

Good Question

EDITOR:

Tv or not tv—the question is, how did the
picture of KL AS-Radio’s signing of Nevada
Beverage for 52 weeks get into Tv NEWSREEL
Dec. 14 issue, with the credit going to KLAS-
V?

We were gratified to find the picture in your
highly regarded and widely read magazine,
but, please give KLAS-Radio the credit, not

| our young cousin, KLAS-TV. ...

Tom Ivory, General Manager
KIAS Las Vegas, Nev.

More on Merchandising

EDITOR:

In connection with the Kenyon & Eckhardt
survey of merchandising methods [B®T, Nov.
30, 1953] we want it known that KVWO has a
food group offering premium display space in
eight Allied Stores to KVWO advertisers. Two
15-minute daily programs, seven days a week,
and 12 spot announcements daily, 10 in English
and two in Spanish, are devoted to the Allied
Group by the station. The eight stores and
their wholesale supplier feature in their display
and newspaper advertising KVWO advertisers
—both network and spot accounts. No mini-
mum is required. . . .

Bill Harrell
V.P. & Gen. Mgr.
KVWO Cheyenne, Wyo.

Shot in the Arm
EDITOR:
Congratulations on the merchandising sup-
plement [BeT, Nov. 30].
This is the shot in the arm our business
needs. .
Nathan Brook
Dir. of Promotions and
Public Relations
KLIR Denver, Colo.

Thousands More

EDITOR:

In your issue of B®T of Nov. 9 on page 112,
you make certain statements about the Sight-
and-Sound system being conducted by Redif-
fusion Inc.

I feel sure that you, as the editor of a respon-

sible journal, will want to correct some en-
tirely erroneous figures which were published
therein. For instance, you say in that article:
“Some 3,000 subscribers in Montreal receive
all CBFT Montreal programs and film from
Rediffusion’s Montreal office, as well as five
radio station programs, and a Muzak recorded
program.” In fact, there are more than 7,000
Rediffusion subscribers in Montreal and more
than 4,000 receiving the two Vision programs
in addition to the Sound programs. . . .

Arthur J. Mathers
Director of Advertising
Overseas Rediffusion Ltd,
London

Delayed Reaction

EDITOR:

I have—just this minute—completed read-
ing “What's Right and Wrong with Radio
News” in your Nov. 30 issue, so ably put down
on paper by Jim Reed. This belated report
is due to the fact that I must lay trade papers
aside to read features at some leisure time.

Congratulations are in order for that splen-
did piece of writing. I have never—during
my career in broadcasting—read an article
which so clearly imparts the pros and cons
relative to news coverage. . . .

Hal Fisher, News Editor
WALK Patchogue, N. Y.

Stab in the Back

EDITOR:

Television “goofed.” While radio stations
all over the nation are knocking themselves
out convincing advertisers that radio can com-
pete successfully with newspapers, certain tele-
vision stations beamed pictures of empty New
York stores during the recent newspaper strike!

Several local businessmen whe saw these
scenes are now even more completely sold on
newspapers and have told us so. The work of
years in building up the value of radio-tv ad-
vertising in competition with newspapers was
destroyed in a few minutes.

We had just started to enjoy the confidence
of advertisers and now must start all over
again in some cases. The morons who dreamed
up this monstrous bit of sabotage have done
an injustice to their sister-industry, radio, and
have in reality helped to cut their own throats.

William M. Brady
Program Director
WPRC Lincoln, lil.

It's Not Better to Give

EDITOR:

Our business is selling time—not giving it
away, or worse, by buying phono records to
promote someone else’s business.

We use the promotionals sent us by various
record companies and give them credit on air
occasionally. We don’t intend to mention brand
and artist of the few we buy, as that is cutting
the throat of the cnes who work with and favor
us.

The listeners apparently sort out the ones
they like and the ones they don’t, and buy from
the record shops the ones they like. Believe
the success average of the promotional lacquer-
ings is as good as the ones we don't buy. . . .

Bud Crawford, President
KCNI Broken Bow, Neb.

BROADCASTING ® TELECASTING-



How
President Pettibone
nearly bought a

Pig-in-a-Poke

(OR)
DON'T be “REMOTE” in your
REMOTE CONTROL THINKING

Jim Pettibone, President of WHOA AM-FM, was a mighty smart radioman. He was a superla-
tive sponsor seller. He never double-spotted on breaks, knew programming from “A” to “Z”,
maintained a nice commercial station log. He knew most everything about radio. He didn’t
know a BLAMED thing about Remote Control Systems.

He’d heard about RUST, the pioneer remote control manufacturers.

But he had a pleasant hour’s visit from the representative of a well-known “broadcast equip-
ment manufacturer” who nearly sold him a “Gashundheit Remote Control System”.

But then . . . up stepped Ed Brainvoltage, his Chief Engineer. Ed said,
“JIM...LOOK AT THE FACTS, NOT THE CLAIMS — BUY RUST!”

And here are the Facts™ Jim learned:

System “G” (for “Gashundheit”) has 37 tubee in its SYSTEM “G” has 16 relays. RUST has 15 HIGHEST
remote control system, failure of any one of 10 of QUALITY relays.

which would put Jim’s station off the air. SYSTEM “G” has 23 control adjustments. RUST has

The RUST system has NO TUBES. v
System “G” has 24 tubes at the TRANSMITTER RESULT: JIM PETTIBONE JOINS WITH
END, failure of any one of which would take the SCORES OF OTHER WISE STATION OPERAV-
station off the air ’til an engineer could be located TORS IN ORDERING THE RUST REMOTE
and sent to the transmitter to replace it. _
RUST HAS NO TUBES. CONTROL SYSTEM.

* based on complete systems of comparable eapacity

MORAL — Write, Wire or Phone. ..

the rust industrial company, inc.
608 WILLOW STREET MANCHESTER, NEW HAMPSHIRE, U. S. A,

INDUSTRIAL CO.
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300-POUND SALES FORCE!

Here’s a fast moving fat man who calls
on 53,000 TV homes in just 45 minutes
five days a week ...and he sells with
the speed of light! That's why sponsors
keep renewing the JACK McELROY
SHOW which airs over KNBH, Holly-
wood ... 12:15-1:00 p.m. Monday thru
Friday.

KEYS OPEN DOOR TO FOOD SALES!

A top-rated cooking show and an out-,
standmg TV food merchandising plan'
now give qualified sponsors a selling
combination that moves products fast,
KEY TO THE KITCHEN ({the show)
takes your sales message inte 30,000
Los Angeles homes daily. KNBH KEY
VALUE WEEK (the plan) provides
in-store displays, newspaper ads and
on-the-air promotion to 2,400,000
viewers. Food sponsors. can’t miss on
KNBH!

WHAT A PARTY !

BILL STULLA’S “Parlor Party” really
pulls in the gals — a host of sales, too!
The 2:00-3:00 p.m. Monday thru Friday
program leads all other local daytime
shows with a November ARB cumula-

tive audience of 5.7... just $125 puts
Bill and his gang to work for your
product. For additional informiation on
this and other KNBH “best buys,” con-
tact KNBH, Hollywood, or your nearest
NBC Spot SaIa Office right now.
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our respects

to JAMES EARL BARR

THE ranks of radio and television executives
are replete with engineers who first met the
magic of electronics at a basement bench. Like
many others of the art, James E. Barr, chief
of the FCC Broadcast Facilities Division, spent
many of his adolescent evenings wrapping wire
around Mother’s Oats boxes and hunting hot
spots on galena crystals.

One thing about Jim Barr—he started young
in his pursuits of an electronic career. Born in
1907 in Wise County, Tex., not far from Fort
Worth, he began monkeying with spark coils
at the age of 8. By 1921 he had a licensed
ham station in Fort Worth, though still barely
14 years old. R

After-school and between-hours spent with
his hands in condensors and such, he worked
in his uncle’s drug stores—14 of them, scattered
around Fort Worth. At various times he worked
in all the branches of this local pharmaceutical
empire, tossing cokes at bobbysoxers and dis-
pensing cosmetics to elderly spinsters.

The job security that went along with
nepotism had less appeal than modern develop-
ments in the science of communication, so the
young high school graduate entered Georgia
Tech a few months later (in 1926), taking
advantage of a cooperative educational plan.
After the first year at Tech he again spent a
year in Texas, working in stores.

One year of this was encugh and he returned
to engineering studies, this time at Southern
Methodist U. in Dallas. During his two years
at SMU he worked for the telephone company.
The depression was getting down to its lowest
point and for a year he was out of work.

The break came in 1934 when he got a job
at the old Southwest Broadcasting Co. network
headquarters at KTAT Fort Worth. The net-
work was key station for a hockup that in-
cluded WACO Waco, KTSA San Antonio,
KNOW Austin and KOMA Oklahoma City.

This work was pleasant, according to Mr.
Barr, and there was lots of it—70 or 80 hours
a week. A long tour of duty, he recalls, but
after all there was a depression, and that $20
a week pay envelope looked mighty good.

Eventually Southwestern was sold to the
Hearst interests, and then was disbanded, so
Mr. Barr became an operator at KTAT. By
that time he had accumulated a good fund of
electronic information and wanted to broaden
his perspective. The answer was a competitive
Civil Service examination, He passed and in
April 1938 left Texas for New York to be-
come an inspector in the FCC’s New York City
field office. Much of the Gotham tour was
devoted to ship safety work and he had the
opportunity to browse around some of the
mangiest tubs that ever tied up to a dock.

After two years spent around the Hudson

and FEast River harbor facilities he was as-
signed to FCC’'s headquarters in Washington,
serving in the Broadcast Division of the En-

. gineering Dept. under one of broadcasting’s

best-known engineers, Andrew D. Ring.

Soon he was named assistant chief of the
department’s allocation section for broadcast-
ing and then chief of the application section.
World War II somewhat limited the broadcast
regulatory job but the entire task of engineering
the 800-plus stations on the air was handled by
a little cluster of four or five persons.

Floods of -applications swarmed over the
Commission after the war and the staff was
enlarged to 70, with Mr. Barr as chief of the
Standard Broadcast Division of the Engineering
Dept.

About this time the international allocations
problem had again become acute. The first
NARBA negotiated in 1937 and effective four
years later was to expire in 1946. A preliminary
conference was held in 1945 and the pact ex-
tended on an interim basis to 1949. Mr. Barr
was chief technical advisor to the U. S. delega-
tion at the preliminary Havana conference in
1947. He attended the main NARBA sessions
at Montreal, Havana and Washington in 1949,

When the FCC was recorganized in 1951 Mr.
Barr became chief of the Aural Facilities Divi-
sion of the Broadcast Bureau, which included
both am and fm. A month ago the tv and
aural divisions were consolidated into the
Broadcast Facilities Division, so he now has all
three broadcast services in his operation.

Looking back on more than a score of active
radio years, Mr. Barr likes to recall his ham
days in Fort Worth when he hung around the
special ham club room maintained by WBAP.
At that time the presiding elder, janitor, execu-
tive in charge, chief announcer—and chief most
everything else—was Harold Hough, who still
can be found operating at the same stand. All
announcements on WBAP’s early air were
identified by the initials “H. H.” Because of
his varied functions, the WBAP audience
quickly translated the H. H. into Hired Hand,
and afflicted on the young executive a handle
that still is known around the radio world.

Mr. Barr married Maxine Hamilton, of Fort
Worth in 1935. They have two children,

As chief of the FCC Broadcast Facilities
Division his responsibility covers the issuance
of permits and licenses for all broadcast facili-
ties—am, fm and television.

He is known to large numbers of broad-
casters through attendance at industry meetings,
including the NARTB Engineering Conferences.
He has taken part, too, in some of the historic
Commission hearings at which broadcasters,
engineers and other industry authorities have
participated.
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This Kid Packs A
Terrific Punch!

YES, the Number One K I y

Independent in the
SEATTLE Market is . . .
FORMERLY KRSC — SEATTLE'S
BEST RADIO BUY SINCE 1926!

2 KAYO—BROADCASTING AT 1150 KC ON A
POWER OF 5000 WATTS!

2 KAYO—THE RATING CHAMP* AMONG INDEPEN-
DENT SEATTLE RADIO STATIONS! (*See Pulse)

2 KAYO—THE ONLY STATION IN' SEATTLE THAT'S
PROGRAMMED 24 HOURS A DAY!

AL KAYO—THE CHOICE OF SEATTLE'S LEADING DE-
PARTMENT STORE FOR 23 CONSECUTIVE, SUC-
CESSFUL YEARS!

Write for KAYO's Condensed
24-Hour Schedule—on Tape!

Listen to our top disc jockeys, classical music pragrams, and
other outstanding shows. They're all on tape, streamlined

for easy listening—and available to you FREE. Send today.

GEORGE W. CLARK, INC. Lee F. O’'Connell Co. Daren-McGavren Co. Moore & Lund

11 West 42nd 333 N. Mich. Ave. 517 N.W. Bank Bidg. { 111 La Cienga Blvd. 260 Kearney St. Cascade Bldg.
New York City Chicago Minneapolis Beverly Hills, Calif. San Francisco Portland, Ore.
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A New TV MARKET

OF sk —

TENN.

I ’74 9' 245 KNmE
PEOPLE
IN THE SOUTHEAST

N. C.

® CHARLOTTE
e o SPARTANBURG
a GREENVILLE

ANDERSON

Channel 4

WEBC-TV

HERE'S THE WFBC-TV MARKET

Greenville. S, C POPULATION 1,749,245 People

4 N ] 1
Lreenvilie, . L INCOME $1,892,961,000.
RETAIL SALES $1,187,300,000.

AREA SERVED 20,106 Square Miles

Market Data from Sales Management
Survey of Buying Power, May 10, 1953

Maximum Power
Began Operations Jan. 1, 1354

'

Most of these rich industrial counties had

SERVING 60 COUNTIES
INS.T., N.C., TENN., & GA.

only “fringe area" TV reception or none at
all until the advent of WFBC-TV:

LARGEST TV COVERAGE WEFBC-TV has far more TV Homes, Popu-
BY FAR IN S. CAROLINA lation, Income, and Retail Sales in its mar-

ket than any other television station in South

Carolina.
135,480 TV SETS WITHIN Most of these sets have low-band antennas,
WFBC-TV COVERAGE AREA tuned for VHF reception. |deal for WFBC-

TV [Channel 4] VHF station.

Qutranking several of the former leaders,
the WFBC-TV Market is truly a great new
TV empire in the Southeast.

RANKS WITH ATLANTA, WIAM!
JACKSONVILLE, NEW ORLEANS

Write now for Rate Card and Moarket Data
Brochure. Ask us or our Representatives for
information and assistance.

Channel 4

WEBC-TV

HIGHEST | VHF ANTENNA IN THE TWO CAROLINAS

1204 FEET ABOYE SURROUNDING TERRAIN

Greenville, S, C.

National Representatives
WEED TELEVISION CORP.

501 Madison Ave., New York 22 NBC NETWORK
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Marquis McLeod Smith

on all accounts

AS AN old-timer on the Chicago broadcasting
scene, Mark Smith well remembers the era of
the old Sears, Roebuck agricultural foundation
for radio in~whosg - activities he participated
over 25 years ago. And he is not apt to forget
the days when he wrote copy and announced
shows for S-R on WLS Chicago.

By contrast he might be considered a “young
old-timer” in agency circles because he has been

‘associated with Presba, Fellers & Presba since

its formation in the mid-'30s.

In any event, Mark Smith today is executive
vice president, radio-tv director, copy chief and
account executive of the Chicago agency.

M. Smith was born Marquis McLeod Smith
(he's of Scottish extraction) in Winterset, fowa,
on March 17, 1899 and attended Kemper
Military School in his youth. He took business
administration at the U. of Towa and graduated
in 1921, following that up with post-graduate
work at Towa State College in Ames.

In Mr. Smith’s early days he was persuaded
to teach Latin and mathematics. He taught for
one vear and served as principal of a consoli-
dated school system in Iowa.

Mr. Smith came to Chicago in 1925 and,
answering a local newspaper ad, accepted a
position in the mail order division of Sears, Roe-
buck which had launched a training course for
applicants. Sears wanted to build a plant in
Atlanta, Ga., and dispatched him down there
as manager.

At that time the Sears agricultural radio
foundation was gaining momentum. He worked
with George Biggar (recently with WLS and
now with WLBK De Kalb). Mr. Smith also
was operating supervisor of Sears’ store in
Memphis, and worked at WNBR (now WMPS)
there,

After a brief sojourn in Iowa, Mr. Smith
returned to Chicago and, when Ed Fellers and
Bert Presba started their own agency, he joined
them. He worked on the early Smilin' Ed
McConnell shows and others. According to
Mr. Smith, it was one of the first instances of-
the integration of commercial copy with pro-
gram format, with Mantc]l Aladdin Lamps as
sponsor.

Mr. Smith was elected a8 vice president in
1946. Among his radio accounts today are
Flex-O-Glass, Olson Rug,” Warp Bros., Bunte
Bros. and others.

Mr. Smith married the former Katherine Van
Spanckeren They live at Crystal Lake and
have one son, Marquis Jr.,, 27. Mr. Smith’s
hobbies are fishing and dabbling with machine
tools. He is a former president of the Chicago
Radio Management Club.
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e m\evmpt ﬂus Program

Effective January 1st, 1954

IKIROID

and

IKIROID- 6
T 7%

EL PASO, TEXAS
(CBS NETWORKS)

will be
Represented Nationally

“LET A BRANHAM MAN HELP YOU“

j _" THE BRANHAM comrany

New York * Chicago * Detroit * Saint Louis * Charlotte
Memphis ¢ Atlonta * Dallas * Los Angeles * San Francisco

U %n,, B o _j:

gm
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rljhe National Board of Fire Underwriters
will award a Gold Medal or $500 in cash to
the radio station and to the TV station which
have carried out the best fire safety and fire

prevention campaigns during 1953. Honor

Award Citations will also be made to other
Enter Your . . -
radio and TV stations. Identical awards will

Rfldlo 0{' be made to daily and weekly newspapers. We
TV Station et e e

extend you a cordial invitation to participate
f or the 1953 in this 13th annual award.

( Y L ¥
O I d Bl e d al All you have to do is to prepare a scrapbook

of clippings, letters, photographs, recordings
or other material that will tell the full story of

_.“_A“'F ards your fire safety and fire prevention activities

. . . for tl . This material should d trat
For Outstanding Public Service 0 7 e Maenaisiond Comonsiate

in Fire Safety
and Fire Prevention

the value of your community’s activities, par-

ticularly their performance and effectiveness.

Entries should be mailed on or before Feb-
ruary 15, 1954.

Judges who will select the winners are
nationally-known representatives in each me-
dium’s field. The National Board takes no part
in judging. It serves only as a liaison between
the community, the radio and TV stations or

newspapers, and the judges.

Plan Your 1954 Fire Safety Campaign Now !

Careful planning and full-scale use of
every means of promotion are the basis of
winning campaigns. So begin your plan-
ning now for next year. Be sure to keep
material so your exhibit will show to the
best advantage among Gold Medal entries
when 1954 awards are judged.

THE NATIONAL BOARD OF FIRE UNDERWRITERS

85 John Street, New York 38, N. Y.
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SPECIAL ANNOUNCEMENT for TV STATIONS, NETS, AGENCIES and SHOWMEN!

Coming Janwary E9th
TELEVISION ADVERTISING TODAY

A SPECIAL PI task force report documenting completely and with characteristic Printers’ Ink
thoroughness the first FIVE BIG YEARS of television as a major advertising force.

IN THIS report on TV to the largest audience of buyers of advertising reading any advertising

1. Introduction

Television 1949-1953—a general article which will be
an analysis of current production and programming tech-
niques and how they were developed. The advertiser’s
role as a showman,

2. Statistics

Growth charts on markets and sets; revenue and expendi-
tures; production vs. time costs (in 9); average cost
(5 yrs.) for 10 program categories.

TV market maps listing national and regional networks,
TV cities, TV stations both VHF and UHF, and their
affiliations and the Bell TV lines networks.

3. How advertisers use television

Examples of how advertisers use programs and commer-

publication existent, PI editors and contributors will cover television in six sections:

4, Color television .

A brief analysis of the state of color television with some
recommendations on how to prepare for it; do’s and
don'ts of production and planning.

S. What prominent people say
about television

Comments by advertising, agency, television, government
people.

6. Special aspects

There will be three articles dealing with special aspects
of television written expressly for this feature by people
prominent in television advertising. For example, one
deals with film syndication—especially important to spot
advertisers. Another deals with UHF—its status and
potentialities. The third explains the value of color tele-

cials, spot and network programs to sell products; results. vision as a brand new sales tool.

THIS REPORT will be especially valuable to you because it is appearing in Printers’ Ink—the
Voice of Authority in advertising and marketing. It follows others made to our readers recently
on Newspaper Advertising Today, Magazine Advertising Today, etc. . . . covering every major
medium. For our readers are interested in all media. Television Advertising Today will be read
by advertisers everywhere and extensive use of reprints of this feature will be made.

THE IMPORTANT part of this job to you having something to sell to television advertisers and
prospects is that you can get to prospects for television advertising while their thinking is in the
formative stages—prospects that you don’t know today but that can become your customers and
clients tomorrow!

THIS IS your chance to uncover hot new prospects . . . just as they’re coming to a boil!

GET TO these people first and get to them when their attention is turned to television by this most
comprehensive and authoritative report from PI . .. the Voice of Authority in advertising and mar-
keting. Use the coupon to order space today or to get full details, Advertising forms close Jan-
uary 19th—so you must act teday to capitalize on this!

Robert E. Kenyon, Jr., Adv. Dir.
PRINTERS’ INK
205 E. 42nd St., New York 17, N. Y.

1. Send full information and rates []

[ ] 2, Please reserve the following space for me in the January 29th issue

in the report Television Advertising Today:

for advertisers

Company _ S

Address

BROADCASTING ® TELECASTING

January 4, 1954 ® Page 29



RADIO KING
carries more national spots

than other two leading Seattle

network stations combine

Radio KING leads Network Station A
by 102% in Total National Spots

*

Radio KING leads Network Station B
by 187% in Total National Spots

RADIO KING also
wins with local spot advertisers*

Radio KING leads Network Station A
by 89% in Total Local Spots

Radio KING leads Network Station B
by 68% in Total Local Spots

*Based on independent monitoring of Seattle’s top three network stations, week of October 25-31

Radio KING

50,000 Watts « ABC Seattle

LEADING NATIONAL AGENCIES

N, W, Ayer & Son, [nc., New York

Young & Rubicam, Inc., New York

Young & Rubicom, Inc., Chicago

Batten, Bartan, Durstine & Osborn, Inc.,, New York
Batten, Barton, Durstine & Osborn, Inc., Detroit
Needham, Lovis & Brorby, Inc., Chitago

John F. Murray Advertising, New York

Focte, Cone & Balding, Chicago

Focte, Cone & Belding, Los Angeles
Horvey-Massengale Co., Inc., Atlanta
Doncer-Fitzgerald-Sample, Inc., New York
Gordner Advertising Agency, St. Louis

Erwin, Wasey & Co,, Inc,, New York

Erwin, Wasey & Co., Inc,, Los Angeles

Compten Advertising, Inc., New Yark
Campbell-Ewald Company, Detroit

Pollyeaq, Inc., Terre Houle, Indiany

The Biow Company, San Francisco

Streat & Finney, Inc., Naw York

Sidney Garfisld and Associates, San Francisco
Leo Burnett Co., Inc., Chicago

Doherty, Clifford, Steore & Shenfield, Inc., New York
H. B. Cohen Advertising Co., Inc., New York
Badger omd Browning & Parcher, Inc., Boston
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Ruthrauff & Ryan, inc., New York

Sherman B Marquette, Inc.,, New York

Ted Bates & Co., New York

J. Walter Thompson Company, New York
Donahue & Coe, [nc., New York

Byron H. Brown & Stoff, Los Angales

The Nealey Associates, New York
Sullivan, Stauffer, Colwell & Bayles, In¢,, New Yerk
Cunningham & Walsh, Inc., New York
Storm & Klein, Inc.,, New York

Benton & Bowlas, Inc., New York

Katter, Farrell, Chesley & Cliffard, New York
W, B. Doner & Co., Chikago

William Esty Ca., Inc.,, New York

Lynn Baker, Inc,, New York

Dan B. Miner Company, Los Angeles
Rockett-Lauritzen Company, Los Angoles
Campbaell Mithun, Inc,, Chicaga
MeCann-Erickson, Inc., Chicago

Raymond R. Morgan Company, Hollywood
Morse International, Inc., New York

Knollin Advertising Agency, San Francisco
Geyer Advertising, Inc., New York

National Representatives .

PLACING THESE TOP ADVERTISERS

ALL Detergent
Anacin

Armour's Star Franks ond Scutage

8. C. Headache Remedy

Bayer Aspirin

Broma Quinine and
4-Way Cold Tablets

Carnatian Evaporated Milk

Instant Chase & Sanborn Coffee

Chavrolet Trucks

Clabber Girl Baking Powder
Co-ots

Delrich Margarine
Dennison's Food Products
DeSote Motor Cars

Doan's Pills

Vano Dura Storch

Durkee Margarine
Feen-a-mint and Chooz
"Key Word" Game
Glamarene Carpet Cleaner
Hale and Vel

Hills Bros. Coffee

Jack & Jill Cat Food
Swansdown Cake Mixes
Jollo

Kool Cigarettes

Longendorf Bakery Products

Life Magazine

Lipton Soup

Liquid Lux

Manischewitz

Manning's Coffes

MGM Pictures

Minit-Rub

Mustercle

Nash Autemebiles

Men's Old Spice

Pall Mall Cigarettes

Cosmatics, Perfumes and Tintex

Popta-Bismal

Doctar Pierce’s Golden
Medicol Discovery

Prestone

Purex Liquid Bleach

Puss-n Boots Cot Food

Bu-tay Raindrops

* Skippy Pat Food

Snowy Bleach

505 Magic Scouring Pads

Thoro Fed and Kal Kan

Va-tra-nol, Vaperub,
Vick's Cough Syrup

Wildroot Cream-Qil
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UHF FARES ON PAR WITH VHF
IN ONE STATION AREAS-FCC

Commission’s first report on, post-freeze television stations shows
that those ultra-high outlets which don’t have competition are doing

as well as the very-highs in similar situations.

The unanswered

question: What happens when there is vhf competition?

POST-FREEZE uhf television stations—par-
ticularly those which are the only outlets in
their markets and are at least 50 miles from
existing vhf service—are doing as well as vhf
in revenue and network programs.

How uhf fares in pre-freeze vhf areas, or
succeeds after vhf is introduced in its area, is
still undetermined. .

In brief, that is the substance of FCC’s first
study of the progress of 101 post-freeze vhf
and uhf stations operating but a few months as
of Aug. 1, 1953 fCroseEp CmkcuiT, Dec. 21].

According to the report, made public by the
Commission last week, the success of all sta-
tions which were authorized since lifting of the
freeze and which went on the air by Aug. I,
1953, appears to depend generally upon (1)
the size of the market and (2) the age of
the station. This is true for both vhf and uhf.

Uhf's Two Yardsticks

For uhf, however, success also appears to
hinge directly upon two additional factors, the
report shows. These are: (1) distance from ex-
isting vhf stations and {2) uhf set saturation.

These latter factors affecting uhf success,
about which the report does not have much data
because of timing, are considered by both Com-
mission and. industry observers to require fur-
ther study. The initial report could not include
this information in detail because there were
not enough uhf stations operating in pre-freeze
vhf—or post-freeze vhf—areas as of Aug. 1.

Comr. Frieda B. Hennock expressed her con- *

cern over the problem in a separate opinion
attached to the report. She noted the report
covers only two uhf stations in pre-thaw vhf
areas while there are 23 such cases today.

Warning about the report’s limitations, Comr.
Hennock cautioned its use and urged a further,
up-to-date study.

The study, compiled under the supervision
of Hyman H. Goldin, assistant chief account-
ant in charge of the FCC Economics Div., was
ordered by the Commission in September to get
the facts on post-freeze progress, especially
uhf and network affiliation practices [BeT,
Sept. 28]. In brief, FCC wanted to find out if
the hard-luck stories of certain post-thaw uhf
grantees were typical of uhf as a whole.

The study covers the period from April
1952 (final reallocation and lifting of the freeze)
to Aug. 1, 1953, and is based on questionnaires
sent the 101 post-thaw stations on the air as
of the latter date. Replies were received from
83 of the 101, 42 from vhf and 41 from uhf
outlets. Average was on the air only 4.9 months.

Information also was obtained from the four
tv networks on stations carrying programs (34

BROADCASTING © TELECASTING

of the 41 uhf and 35 of the 42 vhf) and the
amount of compensation paid.

In addition, at FCC’s request, the Radio-
Electronics-Television Mfrs. Assn. supplied uhf
production figures up through Aug. 31 show-
ing a million uhf-equipped sets and 700,000
uhf tuners and converters had been shipped to
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Table 1
SUMMARY OF PROFIT STATUS OF POST-FREEZE
TV STATIONS
VHF UHF Total
A. Total Post-Freeze Tv Stations
(in operation on Aug. 1, 1953) 50 51 101
B. Total Stations Reporting 42 41 83
C. Number Reporting Profit from
total operations to date? 8 8 16
D. Number Reporting Losses from
total operations to date:
1. But reaching profit status on
monthly basis during one or
-more months of operation 12 8 20
2. But appreaching break-even
point on monthly basis 7 8 15
3. With continving  substontial
losses in @och month 15 17 32

1"To dote’” refers to either August 31 or September
30, 1953, depending upon which was the last month
included in the report by the station.
»* * *

Table 2

AVERAGE MONTHLY REVENUES AND EXPENSES
OF POST-FREEZE TV STATIONS

Avg. Monthly
avenue,
No. of Avg. Months Expenses
Group Stations In Operation & Profit
Profitoble from Total
Operotions to date:
VHF 8 8.6 Rev.: $26,600
Exp.: 20,400
Prof.: 6,200
UHF 8 68 Rev.: 26,400
Exp.: 20,300
Prof.: 6,100
Overall Loss but Prof-
itable in one or
More Months:
VHF 12 5.5 Rev.: 26,000
Exp.: 29,900
Prof.: (3,900}
UHF 8 58 Rev.: 16,800
Exp.: 19,400
Prof.: {2,600)
Overall Loss but Ap-
proaching Break-even
Point on  Meanthly
Basis:
YHF 7 35 Rev.: 11,300
Exp.: 13,400
Prof.: (2,10&;
UHF 8 4.6 Rev.: 17,6
Exp.: 22,300
Prof.: (4,700)
Overall Lloss with
Continuing Substan-
tial Monthlv Losses:
YHF 15 5.4 Rev.: 14,500
Exp.: g
Prof.: (12,700)
UHF 17 5.1 Rev.. 9,400
Exp.: 24,100
Prof.: (14,700)

{ } Denotes loss.
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distributors and dealers. An additional 700,000
uhf-equipped sets and converters were in fac~
tory inventory for a total of 2.4 million units.

Of the 83 reporting stations (42 vhf, 41 uhf),
the report shows, 16 stations (8 vhf, 8 uhf) re-
ported overall profitable operations to date.

Of the 67 stations reporting an overall loss
from operations to date, 20 stations (12 vhf,
8 uhf) reported a profit during one or more
months of their operation and 15 stations (7
vhf, 8 uhf) were approaching a break-even point
on a monthly basis. The report says data sub-
mitted by the remaining 32 stations {15 vhf,
17 uhf) indicated continuing substantial losses
in each month of operation. See Table 1.

The eight profitable vhf stations, FCC says,
had average monthly revenues of $26,600,
average monthly expenses of $20,400 and an
average monthly profit of $6,200. For the
eight profitable uhf stations, the comparable
figures were $26,400 monthly revenues, $20,300
monthly expenses and $6,100 average profit.

The report points out that among the un-
profitable stations, average monthly loss of
stations with a profit in at least one month of
their operation was $3,900 for 12 vhf stations
and $2,600 for eight uhf stations. For those
approaching a break-even point on a monthly
basis, the average monthly loss was $2,100 for
seven vhf stations and $4,700 for eight uhf
outlets.

The Ones Who Lose

For stations with continuing “substantial®
monthly losses, the average monthly loss was
$12,700 for 15 vhf stations and $14,700 for 17
uhf stations.

The age of the average profitable station was
8.6 months in the case of vhf and 6.8 months
for uhf. Average age for stations in the other
groups ranged from 3.5 to 5.8 months, accord-
ing to findings. See tables 2 and 3.

The average reporting station had been on
the air 4.9 months at the time of its report
to FCC, the study shows. Vhf outlets had an
average of 5.3 months and uhf 4.6 months. Of
31 stations on the air more than six months,
11, or nearly one-third, reported an overall
profit. Five stations of the 52 outlets in op-
eration six months or less also were profitable
overall.

“Combining the profitable stations with those
achieving a profit in at least one month of their
operation,” FCC says, “it appears that 58%
of the stations over six months in age were in
these two groups as compared to 35% of the
stations in operation six months or less. No
substantial differences are apparent between
vhf and uhf stations when compared by age of
station.” See Table 4.

“Stations in the larger-sized markets gener-
ally fared better than those in the smaller
cities,” the report asserts. “Thus, while 5 out
of 14, or 36% of the stations in markets over
300,000, were profitable overall, 7 of the 37
(19%) stations in markets of 100,000-300,000 -
and 4 out of 32 (12.5%) in markets below
100,000 were in that category.”

All eight of the profitable uhf stations were
in markets over 100,000 while the eight profit-
able vhf operations were evenly divided be-
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Table 3
Age of Number of Stations

Reporting Stations * UHF YHF Total
3 months or less 12 13 25
4.6 months 16 n 27
; 7-9 months n 14 25
10 months and over 2 4 6
Tatal 41 42 83
Median Age in Months 4.6 53 4.9

1 Age of station Is defined os the ber of months
the station was In operation as of August 31 or Sep-
tember 30, 1953, depending on which was the last manth
included in its report.

» * *

tween markets over and under 100,000. Of
the 41 reporting uhf outlets, 33 (80%) were
in markets above 100,000 as compared to 18
(43%) of the reporting vhf stations. See
Table 5.

Network reports, FCC states, showed that
“one or more commercial programs were car-
ried by 34 of the 41 uhf stations and by 35
of the 42 vhf stations. Five uhf stations re-
ceived commercial programs from all four net-
works; six received programs from three; 14
from two, and nine from a single network.
Approximately the same number of vhf sta-
tions were in each of these categories.”

Commercial Shows

The study points out that “commercial pro-
grams of the ABC network were carried by
16 vhf stations and 9 uhf stations; of CBS,
by 24 vhf and 24 uhf stations; of DuMont, by
16 vhf and 20 uhf; of NBC, by 23 vhf and 25
uhf.” See Table 6.

Network compensation received by the aver-
age station in operation less than six months
was $3,700 for vhf stations and $8,200 for uhf
stations for the period Jan. 1-Aug. 31. For
stations on the air more than six months, the
average network compensation during the same
period was $40,000 in the case of vhf stations
and $30,000 for uhf. See Table 7.

“Network compensation of the average sta-
tion was 13% of its total revenue,” according

* » »
Table 6
Number of Stations
Network Commercial Programs: =~ VHF UHF Total
Carried 35 34 &
Nat Carried 7 7 14
Total 42 4 83
Commercial Programs Number of Stations
Received From: VHF UHF Total
Four Networks 4 5 9
Three Networks 8 6 14
Two Networks 13 14 27
One Network 10 9 19
Total 35 34 49
No. of Station Carrying
Commercial Programs Of: YHF UHF
ABC 16 14
CBS 24 24
DuMont 16 20
NBC 23 25
* *
Table 7

Average Network Compensation
Received Per Station?

VHF UHF
& Months or Less $ 3,700 (18) $ 8,200 (21)
More than 6 Months 40,000 (17) 30,000 (13)
(Figures in porentheses represent the number of sta-
tions in each group.)
1 During period Jonvary 1-August 31, 1953,
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Age of Station:

FCC REPORTS ON UHF, VHF

Table 4
Age of Station
& Mos. & Under Over 6 Mos.
Station Grouping YHF  UHF VHF  UHF Total

Profitable Overall 1 4 7 4 16
Overall Loss but Profit-

oble During One or

More Months 8 5 4 3 20

Overall Loss but Near

Break - Even Point

Monthly é 7 1 1 15

Overall Loss with Con-

tinving Substantial

Manthly Losses 14 12 [ 5 32
Total 24 28 18 13 83

» »* %

to the FCC report. “For the average vhf sta-
tion, this figure was 10% while for the average
uhf station it was 15%.” See Table 8.

All eight of the profitable uhf stations “were
in cities located at least 50 miles from the near-
est operating vhf station,” the study finds. “Of
the unprofitable uhf stations which were either
profitable in one or more months or near the
break-even point on a monthly basis, at least
half were located 50 or more miles from the
nearest vhf station. Of the 10 unprofitable
uhf stations with continuing substantial month-
ly losses, nine were in cities which were located

Table 5
Population of Community
Under 100,000- 300,000
Station Grouping 100,000 300,000 ond Over Total
Profitable Overoll 4 vhf 3 vhf 1 vhf 8 vhf
+. ubf 4 ubf 4 uhf 8 ubf
Overall Loss but Prof-
itoble During One 5 vhf & vhf 1 vhf 12 vhf
or More Months 3 ubf 4 uhf 1 vhf 8 uhf
Overall Lass but Near
8reak - Point 6 vhi 1 vhf .. vhf 7 vhf
Monthly 3uhf 5 ubf .. uhf 8 uhf
Overall Loss with
Continving Subtantial @ vhf 5 vhf 7 vhf 15 vhf
Monthly Losses 2 vhf 9 ubf 6 vhf 17 ubf
Total 24 vhf 15 vhf 3 vhf 42 vhf
8 uhf 22 vhf 11 uhf 41 uvhf
LI T

within 50 miles of two or more vhf stations.”
See Table 9.

FCC found that as of October 1953 set sat-
uration in the majority of the uhf markets was
below 25% and no uhf market had more than
50% saturation.

“Of the eight profitable uhf stations, four
had set saturation between 25-50%, two had
less than 25% and information on the remain-
ing two was unavailable,” FCC reports. See
Table 10.

In evaluating results of the survey, FCC
warns, consideration must be given to such
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63 PRE-FREEZE AREAS "CRITICAL’ FOR UHF

H. H. Goldin of the FCC says
these markets, where vhf set
saturation is 80% or better,
preseni the greatest problems
for uhf.

CRITICAL areas for uhf tv are the 63 pre-
freeze tv markets in which vhf set saturation
is 80% or better, H. H. Goldin, FCC assistant
chief accountant in charge of the economics
division, told the Wednesday panel at the
American Economic Assn. convention in Wash-
ington, D. C.

About the Same

In other areas, uhf, by and large, is doing
about the same as post-freeze vhf stations, Mr.
Goldin explained.

Root of uhf’s problems is two-fold, he said:
(1) need for greater power, so as to be able
to offer coverage equal to that of a vhf station,
and (2) overcoming “incompatibility” of ex-
isting vhf receivers to uhf signals.

The panel also heard Dr. R. H. Coase, U.
of Buffalo professor of economics, and formerly
of the London Scheol of Economics and author
of British Broadcasting published by the Har-
vard U, Press in 1950, on the growth and
present status of television in the British Isles.

Dr. Coase foresaw the present Conservative
government in Britain coming forth with a re-
vised plan for commercial tv, following its
recent victory in getting the principle accepted
by both houses of Parliament [B®T, Dec. 14,
1953].

In referring to the FCC’s position that it
cannot take into account the economics of
broadcasting in determining where channels
should be assigned and who should be licensed,
Mr. Goldin, who holds a Ph. D degree from
Harvard U. in economics, had this to say:

But, while the FCC may not intervene to pro-
tect an individual station against fair competition
or against the impact of normal market forces,
the Commission does have a responsibility under

the Communications Act for the overall develop-
ment of the radio services. Thus, the FCC has

undertaken an investigation of the experience
of the post-freeze stations to determine whether
some new steps need be taken by the Commis-
sion to assist in the fullest implementation of
its-allocation plan. Or, stated another way, since
broadcasting is a regulated industry the FCC
partly determines the economic context in which
stations operate, and if it appears that a large
number of stations will fail and that this will
seriously impinge on public interest, the Com-
mission undoubtedly would consider the adop-
tion of appropriate overall measures to aid
2

In discussing tv, Mr. Goldin pointed out
that applications for cities of 10,000 or less
population numbered only 11—1% of the total
number of the channels available. He also
compared the minimum average costs of con-
struction of a radio station ($50,000) and of a
tv station ($200-250,000) to indicate why there
probably would not be the same number of tv
stations as there are aural broadcasters (2,600).

Mr. Goldin pointed to a 1951 FCC study
to show the sources of revenue for broadcast-
ing: There are 475 communities with radio
stations whose income was reported as $100,-
000 or more, while there were 715 communi-
ties with radio stations whose income was re-
ported as less than $80,000.

The Maijor Interests

In discussing the monopoly issue, Mr. Goldin
said that in 1951 the three largest interests in
am radio (NBC, CBS and ABC) accounted
for 17.4% of the total net time sales for that
year. He also indicated that.in the same year
70 groups had majority or minority interests
in more than one radio facility. From a pro-
gram poeint of view, he indicated that the four
networks accounted for 50% of the program
content on affiliated stations (which comprised
50% of all radio stations and all of the then
operating tv stations). This proportion rose
to 75% during the hours 6-11 p.m., he said.

In other statistics, Mr. Goldin pointed out
that 25% of the radio stations in the country
are owned (either through majority or minor-
ity interests) by newspapers or magazines. He
also stated that fm-only interests comprised
only 15% of the total fm stations.
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matters as the fact that the 101 stations quizzed
represent less than one-fourth of the total post-
freeze grants to date and represent less than
one-half of the total number of stations now
on the air.

FCC also notes that “the great bulk of the
stations were the only operating stations in their
community during the period studied” and
points out that “as more stations go on the
air, there will be an increasing number of two-
and three-station communities, thus changing
the competitive conditions under which the sta-
tions are operating.”

Further on this point, the report states that
“only two of the uhf stations included in the
survey were located in markets where pre-
freeze vhf stations were in operation whereas
a total of 73 uhf stations have been authorized
in such markets.” !

Citing the average station was in operation

* &k %

Table 8

Percentage that Network
Compensation is to the

Number of Stations
Station’s Total Revenues:? YHF UHF

1% - 9%. 17 12 29
10% - 19% 12 11 23
20% - 2% 3 7 10
30% and over 3 4 7
Total 35 34 69
Medion 10% 15% 13%

3 During period January 1 - August 31, 1953

LI .

Table 9

UHF Stations Only
MNo. of VHF Statiens Within 50
Miles of UHF City

Twe Total
i or  UHF
Station Groupings None One More Stations
Profitable Overall 8 . 8
Overall Loss but Profitable
During One or More Months 5 3 oo 8
Overall Loss but Near
Breuk-even Point Monthly. 4 3 1 8
Overall Loss with Con-
tinving Substantial Month-
ly Losses .3 2 9 17
Total ' 23 8 10 41
* ® %

only about five months, FCC explains the re-
porting period generally was April through
August or September, which includes the sum-
mer months “when business is normally below
other months of the year.”

RETMA Totals

FCC states RETMA reported that during
the period Jan. 1-Aug. 31 a total of 124 vhf
and 108 uhf transmitters were manufactured,
the vhf units ranging up to 50 kw and the uhf
up to 12 kw. The bulk of the vhf transmitters
were in the category of 10 kw or less while
most yhf transmitters were rated at 1 kw,

“The major transmitter manufacturers in-
dicated that uhf transmitters of 50 kw rated
power are not expected to be in commercial

production until late 1955 or early 1956,” the
report says.

RETMA reported that a total of 2.4 mil-
lion receivers or tuners for uhf had been pro-
duced up te Aug. 31 and during the same pe-
riod a total of 1.4 million strips were made
for insertion in uhf-equipped sets to provide
for the reception of the specific uhf channels
available to the set owner.

~ RETMA pointed out, however, FCC states,
“that the figures reported do not include ‘in-
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PROMOTION of Maury Long, business
manager of BROADCASTING ® TELECASTING, 10
the newly created position of vice president
and general manager was announced last
week by Sol Taishoff, president of BRoOAD-
CASTING PUBLICATIONS INC., and editor and
publisher of the newsweekly.

Mr. Long, 42, has been business manager
of BeT since 1945, having joined the or-
ganization initially as YEARBOOK researcher.
He completes 20 years on the magazine next
July, having successively served as adver-
tising representative, advertising manager
and business manager following his editorial
apprenticeship. He will continue to head-
quarter in Washington, but will supervise
the business and sales activities of the pub-
lication’s bureaus in New York, Chicago,
Los Angeles and Toronto, as well as at
Washington headquarters.

Simultaneously, announcement was made
of the appointment of Edward L. Sellers,
formerly with NARTB and afterward with
Carl Byoir & Associates, as southern sales

manager,

Washington head-
quarters. He
joined the BeT
sales staff last
October, upon
leaving the Byoir
organization.
Promotion of
three editorial
staff members to
assistant editors
also was an-
nounced. David
- W, Berlyn, who
became a staff re-
Mr. Sellers porter in 1949;
Harcld C. Hopkins, who joined BeT in 1952
and Donald V. West, who became a staff
member last March, were elevated to the
new positions, under Art King, managing
editor, and Edwin H. James, senior editor.

Mr. Long was born in St. Paul Oct. 9,
1911. He received his elementary education
at Fargo, N. D., and attended North-
western U, from 1929 until 1931 when he
entered U. of North' Carolina, graduating
in 1933 with a B. S. in Commerce. While
attending high school in Fargo, he was on
the reportorial staff of the Farge Forum
(affiliated in ownership with WDAY). Be-
fore joining BeT, Mr. Long was supervisor
of Rural Tax Delinquencies of the Agricul-
tural Adjustment Administration in Washing-
ton, and afterward a project supervisor with
the Public Works Administration.

Mrs. Long is the former Wylma Hum-

Maury Long New B*T Vice President-General
Manager; Sellers Southern Sales Manager

Mr. Sellers will travel out of.

Mr. Long

phrey of Little Rock. Their son, Allen, is
a sophomore at U. of North Carolina.

Mr. Sellers, 39, was born in Baltimore,
but was educated in Virginia. He attended
high school in Roanoke, and graduated from
Roanoke College with an A. B. degree and
completed a post-graduate year in journalism
at Washington & Lee. Following service
with the Marine Corps as a flight instructor
during World War II, Mr. Sellers worked
with Norfolk & Western Railway (advertis-
ing-public relations); Capital Airlines (man-
ager of news bureau); FM Association, as ex-
ecutive director, and subsequently with
NARTB when the FM Assn. was absorbed,
and with the Associated Press, as a feature
writer for its radio wire.

The staff promotions were announced
with the beginning of the new year and
following the moving of BeT’s headquarters
in Washington from the WNational Press
Building to the BROADCASTING® TELECASTING
Building, Connecticut Ave,, and DeSales
just across from the Mayflower Hotel. The
magazine had been housed in the Press
Building from its start in 1931. !

The BeT building of eight stories, also
houses other radic and television operations.
In addition to the magazine’s executive, edi-
torial, advertising and circulation offices, |f
tenants include the Washington headquarters
of CBS and ABC. Others include McKenna
& Wilkinson; Fischer, Willis & Panzer, and
Haley, Doty and Schellenberg, attorneys |
(occupancy about Feb.1); Jansky & Bailey
Inc., consulting radio and television engi-
neers (occupancy about Jan. 15), and Sinrod
& Tash, certified public accountants,

formation on the conversion or adaption of vhf
sets to uhf reception in the field’ for the rea-
son that it has been so scattered as to be almost
impossible to assemble accurate data.”

Uhf-Equipped Sets

Monthly reports on receivers production
published by RETMA, FCC says, indicate that
vhf-equipped sets constituted 15% of all sets
manufactured in the period January-July 1953.
In subsequent months the percentage of uhf sets
to total production increased as follows: August,
17.3%; September, 25.1%; October, 29.8%,
and November, 35%.

Table 10
UHF Set Saturation ?®
Under 50% and Not
Station Groupings: 25% 25-50% Over Available Totaf
Profitable Overall 2 4 .o 2 8
QOverall Loss but Prof-
itable During One or
More Months 5 3 oo 0o 8
Overall Loss but
Near Break - even
Point Monthly 4 4 oo o0 8
Overall Loss with
Continvin, Substan-
tial Montﬁly Losses 11 ] 0o oo 17
Total 2 7 .. 2 &

i As of October 1953
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'AFFAIR OF ROSES’ BLOOMS IN N. Y.

Creditors meeting held after
Garden Guild of America fails
to deliver rose bushes to listen-
ers. Ned Smith of Smith,
Hagel & Snyder says the
agency is ‘liable for our debts
and we intend to take care of
them.’

AN *“affair of the roses” bloomed in New York
last week.

At a creditors meeting stemming from non-
delivery of rose bushes ordered by listeners to
a’ Garden Guild of America radic spot an-
nouncement campaign, President Ned Smith of
Smith, Hagel & Snyder, New York, agency
handling the account at the time, gave assur-
ances that as an agency “we are fully liable
for our debts and we intend to take care of
them.”

The agency head said his assurances extended
to the payment of some 50 radio stations re-
portedly not yet reimbursed for time used in
the campaign. They were offered at a meeting
held Tuesday in New York between SH&S exec-
utives and about a dozen station representa-
tives.

Harold Olsen, assistant credit manager of
CBS, and Joseph Burg of American Newspaper
Publishers Assn., the latter said to be acting
on behalf of two newspapers and in the in-
terests of ANPA members’ stations involved,
were named co-chairmen of a creditors’ com-
mittee to survey the situation and make rec-
ommendations to creditors.

Committee Members

The creditors’ committee also consists of
H. D. Neuwirth of Headley-Reed, Harry S.
Kirwan, Crosley Broadcasting Co., and Robert
Foselt, Free & Peters. The committee is slated
to meet tomorrow (Tuesday) to seek a solu-
tion in the best interests of all creditors, ac-
cording to spokesmen.

A personal letter was to be sent last week
by the guild to all customers whose climate
prevents planting now, giving them the choice
of waiting until March for the bushes, or a
refund. To all others, it was said, the rose
bushes were sent last week.

John Southwell, former vice president of
the agency and also president of the Garden
Guild, personally signed the letters. He, too,
has promised to pay the agency so that they
in turn can pay the stations for time used
during the ’53 fall campaign, which started
late in August and ran through November,
agency officials reported.

Mr. Southwell has discontinued his con-
nection with the agency but said he will con-
tinue the Garden Guild, transferring headquar-
ters from St. Louis to New York. The guild
account was resigned by SH&S three weeks
ago, and Mr. Southwell said he would appoint
a new agency this week.

Within 60 days, and certainly within 90, he
said, stations owed money by the guild will
be paid. He estimated the number at 31.

Mr. Southwell did not appear Tuesday
morning at a St. Louis hearing before the U. S.
Commissioner, being represented by counsel.
He was charged with using the mails to defraud.

According to St. Louis authorities, Mr. South-
well was arrested a fortnight ago at request of
a federal attorney and the Post Office Dept.
Postal inspectors, it was indicated, had received
hundreds of complaints from people who failed
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to receive roses or were not satisfied with the
product received. These complaints included
charges that refund checks were not good.

The roses were supplied by a nursery in
Tyler, Tex., it was stated by postal officials,
with the nursery complaining the guild was
behind in its payments.

Next move by federal officials, it was indi-
cated, may be an opportunity for Mr. South-
well to plead, with grand jury action being
considered.

BBDO Sees Need of More
Research on Tv Color Film

VIEW that “there still remains quite a bit of
research and experimentation before color film
on tv will be completely acceptable” was ex-
pressed by BBDO in announcing plans of its
screen department to stage a special screening
of tv color film in New York Jan. 14. In-
cluded will be showing of a special 16mm re-
duction reel of footage made in Technicolor
optical prints in Hollywood and Kedachrome
reverse prints in New York. ’ 3

Van Merritt Tests Radio

VAN MERRITT BREWING Co., Burlington,
Wis., is testing radic on a Chicago station as
part of a proposed advertising campaign, ac-
cording to Samuel Glueck, account executive
of Bozell & Jacobs, Chicago. The agency has
a list of good availabilities to submit to the
client, he added, noting that plans to expand
distribution are being considered.

Mr. Glueck said a project distribution plan
under which stations would aid in selection of
distributors and be paid on a sales volume
basis had been discarded. The plan was first
suggested in a December letter sent to a number
of broadcast stations. He added that the idea
had been abandoned as too complicated.

$100,000 Faith in Radio

THE SALES POWER of local radio was
acclaimed last week by Buddy Lee,
owner of clothing stores in Manhattan
and Brooklyn, as he signed for approxi-
mately $100,000 worth of additional time
on WMGM New York, 50 kw independ-
ent outlet. i

“Radio’s importance as a sales medium
hasn’t diminished ome bit in this great
metropolis,” he said. “All of us at the
Buddy Lee stores feel that most people
can no more get along without radio than
they can do without clothes or other
everyday essentials. We have been regu-
lar users of radio time on WMGM and
. . . have made a splendid sales impres-
sion on the listening audience., We are
certain that the new and concentrated
campaign of curs on the WMGM Winter
Sports program cannot help but bring
many new and satisfied customers into the
Buddy Lee stores.”

The contract, negotiated by Station
Director Bertram Lebhar Jr., calls for
Buddy Lee participations, totaling more
than 1,500 spots, in WMGM broadcasts
of New York Rangers hockey games,
college basketball games, plus four sports
news series in the spring.

Agency for Buddy Lee is Henry Bach
Assoc., New York.

Cards’ ’54 Network Planned;
Four Purchase Cubs’ Baseball

ST. LOUIS Cardinals Baseball Club last week
was moving ahead with plans for regional
radio network coverage of their 1954 home
and road games under sponsorship of its owner,
Anheuser-Busch Inc.

Anheuser-Busch (Budweiser), through D’Arcy
Adv. Co., St. Louis, has taken options on sta-
tions in about 19 states, but has released no
station list as yet, pending approval by other
teams and the outcome of the recent major
and minor league meetings. Regional network
may comprise between 100 and 200 outlets
[B®T, Dec. 7, 1953).

Meanwhile, it was learned that the four
advertisers who will sponsor all Chicage White
Sox games through WCFL Chicago for a re-
gional network of perhaps some 30 stations
also have contracted broadcasts of Chicago
Cubs contests, with WIND Chicago as originat-
ing outlet. Sponsors are Sinclair Refining Co.
through Morey, Humm & Johnstone; General
Cigar Co. through Young & Rubicam; General
Finance through Gordon Best Co., and Coca-
Cola through D’Arcy.

GLAMORENE PLANS
INCLUDE RADIO-TV

GLAMORENE INC,, New York, has designated
a total of $1 million for its 1954 advertising
campaign, the largest in the company’s history,
Clayton Hulsh, president of the firm, announced
last week,

The campaign will include tie-in magazine
advertising with newspaper promotions on a
local level.  Plans are being extended to back
up each market with concentrated radio and tv
spots. The starting date for the barrage of
spots is February through the newly-appointed
agency, Hicks & Greist, New York.

“The purpose behind this new vigorous adver-
tising campaign is to leave no stone unturned
in reaching the 25 million homemakers who
have yet to try Glamorene products,” Mr.
Hulsh pointed out.

Geyer Agency Promotes Four

GEYER Inc, New York advertising agency,
last week announced four staff promotions:
John Geyer, assistant secretary and director,
was named assistant general manager; John
Henry, transferred to the Detroit office to be
account executive on the Nash account; An-
thony La Salla, assistant general manager, to
assist Sam Ballard in supervising the Nash ac-
count in the New York office, and Leslie Van
Cleve, in charge of office personnel, was ap-
pointed New York office manager.

NEW BUSINESS

Liggett & Myers Tobacco Co. (Chesterfields)
renews Les Griffith and the News over full ABC
Radio network (Mon.-Fri., 7:55-8 p.m. EST),
effective today (Mon.) for 52 weeks. Agency:
Cunningham & Walsh, N. Y.

Mutual Benefit, Health & Accident Assn. of
Omaha has ordered three participations a
week for 13 weeks, beginning Jan. 25 on NBC-
TV's Today (Mon.-Fri., 7-9 a.m. EST). Agency:
Bozell & Jacobs, Omaha. Amino Products Div.
of the International Minerals & Chemical Corp.,
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WFBR Baltimore was host at a supper meeting for 160 Esso dealers and their wives to
start off Esso Standard Oil Co.’s schedule of 24 newscasts a week on the station. Attend-
ing were (I to r): G. O. Ulhman, head of the Esso Publications Group, New York; Judd
Dimling, Esso district sales manager; Jack Powers, radio-tv department manager, Mars-
chalk & Pratt; Robert B. Jones Jr., WFBR vice president-general manager; William S.
Pirie Jr., WFBR sales director; William Farlie, Esso district merchandising manager,
and Robert S. Maslin Jr., WFBR secretary and vice president for promotion, advertising

and merchandising.

Chicago, has ordered 26 participations on same
show, beginning after Jan. 1. Agency: BBDO.

§.0.8. Co., Chicago (scouring pads), has pur-
chased one participation per week for 52 weeks
on Today (NBC-TV, Mon.-Fri., 7-9 a.m. EST),
starting Jan. 7; seven-and-one-half-minute seg-
ment of alternate Wednesday, 3:15-3:30 p.m.
EST, period of Kate Smith Show (NBC-TV,
Mon.-Fri., 3-4 p.m. EST) for 52 weeks, start-
ing Jan. 13; and alternate Mcnday of Hawkins
Falls (NBC-TV, Mon.-Fri., 11-11:15 a.m. EST)
for 52 weeks, starting Jan. 4. Agency: McCann-
Erickson, S..F.

Van Camp Sea Food Co., Terminal! Island,
Calif., signed as alternate-week spomsor of
Edgar Bergen-Charlie McCarthy Show, CBS
Radio (Sun., 9:30-10 p.m. EST), effective Jan.
10. Agency: Brisacher, Wheeler & Staff, S. F.
Other sponsor is Consolidated Cosmetics.

Carter Products. Inc., N, Y., will resume spon-
sorship of City Hospital (CBS Radio, Sat., 1-
1:30 p.m. EST), starting Jan. 9. Agency: Sul-
livan, Stauffer, Colwell & Bayles, N. Y.

Procter & Gamble Co., Cincinnati, starts The
Brighter Day series over CBS-TV (Mon.-Fri,
1-1:15 p.m. EST) on Jan. 4. Compton Adv.,
N. Y., billing agency; Young & Rubicam, N. Y.,
producer.

Stewart-Warner Corp., Chicago (Alemite and
CD-W), renews John Cameron Swayze—News
(NBC Radio, Tues., Thurs. and Fri, 9-9:35
p.m. EST) for 13 weeks, starting Jan. 19.
Agency: MacFarland Aveyard & Co., Chicago.

DuMont Television Network’s Colonel Hum-
phrey Flack show to switch to Sat., 10-10:30
p.m. EST, period, starting Jan. 2 in move that
will enable at least 14 new stations to receive
program in addition to present 37. Program is
co-sponsored by American Chicle Co. (Clorets
and Dentyne), through Dancer-Fitzgerald-
Sample, N. Y, and Allen B. DuMont Labs
(Telesets), through Campbell-Ewald, Detroit.

Faith for Today Inc., Forest Hills, N. Y., re-
news Faith for Teday (ABC-TV, Sun., 12:30-1
p.m. EST), starting Jan. 3. Agency: Rockhill
Co, N. Y.

CBS-TV’s Garry Moore Show (Mon.-Fri., 1:30-
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2 p.m. EST), completely sold out, will be ex-
panded starting this Thursday, to include two
additional half-hour periods on Tuesday and
Thursday when program will be carried from
1:30-2:30 p.m. EST. Seeman Brothers (Air-
wick) will sponsor Thurs., 2-2:15 p.m. EST, pe-
riod, through William H. Weintraub & Co.,
N. Y. Absorption of Tuesday and Thursday
periods resulted in shifting I'tl Buy That to new
time (Fri., 11-11:30 a.m. EST), which started
Dec. 25.

Assemblies of God, Springfield, Mo., will spon-
sor Revival Time over ABC Radio (Sun., 10:30-
11 p.m, EST). Agency: Walter F. Bennett &
Co., Chicago.

Safeco Auto & Fire Insurance Co. of America,
Seattle, renews Edward R. Murrow News on 22
CPRN stations (Tues., Thurs.,, 5-5:15 p.m.
PST) for 26 weeks from Dec. 22. Agency:
MacWilkins, Cole & Weber, Seattle.

Vanr Munching & Co. (Heineken's Holland
beer) extends its advertising budget to include
tv participation with tv being used in Miami
area. Agency: Hershon-Garfield, N. Y.

Mutual Benefit Health & Accident Assn. of
Omaha will shift its On the Line radio program,
featuring Bob Considine, from NBC to MBS
(Sun., 6:30-6:45 p.m. EST), starting Jan. 24.
Agency: Bozell & Jacobs, Omaha.

Supercola (soft drink) expanding its radio and
television schedule to include West Coast, using
six tv markets and 14 radic markets, effective
early in January for 52 weeks. Agency: Ted
Bates Inc., N. Y.

Bantam Books, N. Y., planning radio campaign
to promote books in Januvary in 10 top metro-
politan areas. Firm will use Housewives’ Pro-
tective League on CBS Radio wherever possible.
Agency: Al Paul Lefton, N. Y.

Internationai Appliance Corp. Div. of Bridge-
port Press Steel Corp. (Broil-King products)
names Richard I. Hirsch ad agency to handle
account. Firm using tv film series Craig Ken-
nedy Criminologist on WGN-TV Chicago, se-
lected as test market.

SPOT

Metro-Goldwyn-Mayer Pictures, Culver City,
Calif.,, used intensive one-week saturation
spot announcement campaign in L. A, area to
publicize theatrical film, “Knights of the Round
Table,” of 90 twenty-second and one-minute
spots on two tv stations and ‘150 half-minute
and one-minute spots on three am stations,
from Dec. 19. Agency: Donahue & Coe, N. Y.

General Electric Co. (tv receivers) preparing
saturation radio spot announcement campaign
starting Jan. 18 on more than 125 stations in
markets where new television stations are
opening up. Agency: Maxon Inc., N. Y.

Modglin Co., L. A. (plastic household products), _
in mid-January starts an 18-week tv spot an-
nouncement campaign in 23 markets. Agency:
Roy S. Durstine Inc., that city.

AGENCY APPOINTMENTS

Cinerama Theatres of Calif. Inc., L. A.; (“Cine-
rama” 3-D feature), names Mort Goodman
Advertising, Beverly Hills. Intensive radioc spot
announcement campaign, with 63 to 75 a week
on from 3 to 5 local stations, to promote the-.
atrical showing of “Cinerama” in Hollywood,
is slated for 4 weeks or more, starting today
(Jan. 4). Florie Field is account executive.

American Safety Razor Corp., N. Y. (Gem
Blades and Razors), appoints McCann-Erick-
son Inc., N. Y., effective Jan. 1.

KTHE (TV) Los Angeles, U.5.C. uhf educa-
tional station, -appoints West-Marquis Inc.,
same city, to assist in publicity and promotion.
Lee M. Smith is account executive.

B. T. Babbitt Inc. names Robert Otto & Co.,
international advertising agency, to handle ad- -
vertising for Babbitt’s cleanser, Glim and Red
Devil in export markets throughout the world,
effective immediately.

Rootes Motors (Canada) Ltd., Toronto (British
automobiles) appoints Erwin, Wasey of Canada
Ltd. to handle all Canadian advertising. "Same
agency’s offices in London and Paris to handle
part of account.

Wizard Mfg. Co., North Hollywood (radio con- .
trolled garage doors), names Walter McCreery
Inc., Beverly Hills. Tv will be used.

Smart & Final Iris Co., L. A. (Smart and Final,
Iris brands food products), appoints Stromber-
ger, LaVene, McKenzie, same city. Norval La-
Vene is account executive.

Zastrow-Goetten Co., L. A., (Apex Hour-Sav-
ing Appliance distributor for Southern Cali-
fornia} names Beckman, Hamilton and Associ-
ates, same city. Tv and radio will be used.
Milton J. Beckman is account executive,

Vic Tanny Gyms, L. A. (gymnasivm chain),
names Vignolle & Powell, same city. Gus V.
Vignolle is account executive.

AGENCY SHORTS

Compton Adv., N. Y., resigned the Hubinger
Co. Advertising Account, effective Jan. 1,

Carle Vinti Adv.,, N. Y., has moved to new
quarters at 551 Fifth Ave., on the 15th floor.
Telephone number is MU. 2-9061,

Frank-Gold Agency, Beverly Hills (advertising
and public relations), becomes Don Frank &
Associates. Mike Gold, account executive, re-
signs,

January 4, 1954 ® Page 35




’

. FILM

AIR TOUR BRINGS
NEW SALES TO UTP

APPROXIMATELY $500,000 in new business
has been recorded by United Television Pro-
grams Inc. as a result of a new approach pro-
moting Royal Playhouse and Counterpoint on
a special combination basis.

Assignment of Dale Sheets from UTP’s West
Coast office to a 21-day air tour of 17 states
was instigated, according to Wynn Nathan, sales
manager, so as not to disturb current efforts
by the distribution firm's sales force in behalf
of other filmed products.

The concentrated promotion has resulted in
purchases of the Bing Crosby Enterprises’ pack-
ages by KTTV (TV) Hollywood, ‘KPIX (TV)
San Francisco, KUTV (TV) Salt Lake City,
WBKB (TV) Chicago, WBNS-TV Columbus,
Ohio, WBAL-TV Baltimore, WBZ-TV Boston
and the six new stations comprising the recently-
organized Rocky Mountain Network.

Aaron Beckwith, UTP vice president in
charge of the New York office, reports con-
tracts also have been signed with WABD (TV)
New York and WXYZ-TV Detroit.

Guild Films 1953 Sales
At $2 Million—Kaufman

LISTING 1953 total billings of Guild Films
Co., New York, at nearly $2 million, Reub
Kaufman, president, predicted last week that
total billings for 1954 would be approximately
$5 million.

Organized by Mr. Kaufman as a production
and distribution firm 14 months ago, Guild
began operations with The Liberace Show. He
said the program currently is carried on 151
tv stations throughout the U. 8. and in Hawaii,
Alaska, and Canada, and estimated total Lib-
“erace billings as of Dec. 30 at $1,093,000.

Other tv films produced by Guild were Life
With Elizaberh, presented in 55 markets with
billings of $385,000, and Joe Palooka Story,
which has brought contracts totaling $117,000
'in the one month since it was placed on the
market. The firm also is distributing the Guild
Sports Library and several quarter-hour pro-
grams and feature films, with billings estimated
at $437,000.

Screen Gems Signs Young
To Two-Fold Film Contract

SCREEN GEMS Inc. has signed actor Robert
Young to a two-fold contract, under which
he will make his tv film debut in “One in Every
Family” for NBC-TV Ford Theatre and in
April will star in a video film yersion of his
NBC Radio Father Knows Best program.

Father Knows Best, besides Mr. Young,
will utilize a completely different cast from
the one heard on the weekly radio version.

A series of 26 half-hour programs is planned
with Eugene Rodney, Mr. Young's partner
in Cavalier Enterprises, to produce it in addi-
tion to the Ford film. The latter goes into pro-
duction Jan. 16.

Safford Heads M-S Sales

McGEARY-SMITH Labs Inc., Washington,
which processes film for television and in-
dustry, has announced appointment of O. D.
(Jack) Safford as sales manager. Mr. Safford
is former senior sales representative of Ameri-
can Aijrlines, that city, and has a total of eight
years airline sales experience.
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SHOOTING SCRIPT of new tv film series to be made for 1954 release by Television

Producers Inc. in cooperation with the U. S. Marine Corps. is examined by Gen. Lemuel

C. Shepherd Jr. {2d r), Marine Cerps commandant, and (] to r) TP executives Henry
Olmsted, Martin Jones and Gordon Knox.

NBC Film Div. Makes
17 Coanadian Tv Sales

NBC Film Division has completed 17 sales of
its properties in the newly-developed Canadian
tv markets, John B. Cron, national sales man-
ager of the division, announced last week.

With RCA Victor Co. Ltd. serving as its dis-
tributor in Canada, the Division has sold Vic-
tory At Sea in three markets; hour-long Hopa-
long Cassidy and Douglas Fairbanks Presents,
each in five; half-hour Hopalong Cassidy in one;
Watch The World in one, and Daily News Re-
port in two.

Mr. Cron pointed out that the Division has
sold programs in foreign markets since 1952,
with series having been sold in Mexico, Venez-
uela and Italy,

Pathe Labs Appointments

APPOINTMENTS of two executives to newly-
created posts in its West Coast division have
been announced by Pathe Labs. in anticipation
of “great demand for color processing, both of
theatrical and television motion pictures.,” Otis
W. Murray, for two years vice president and
general manager of Color Corp., manufacturers
of Cinecolor motion picture film, has been
named Pathe vice president in charge of west
coast operations; James S. Burkett, Color
Corp. vice president in charge of sales, was
appointed sales manager of Pathe’s West Coast
Division.

Clark Joins ABC Film Unit

WILLIAM L. CLARK, formerly sales manager
of WPIX (TV) New York, today (Monday)
begins new duties as Western Manager of ABC
Film Syndication, with offices in the ABC
Television Center in Hollywood, George T.
Shupert, vice president in charge of film
syndication, announced today.

. Mr. Clark previously was associated with
Tenn-Timers Inc., program package firm, and
with the sales staffs of ABC-TV, DuMont TV
network and WPIX.

FILM SALES

DuMont Tv Film Sales, N. Y., announces sale
of 1953-54 season of Madison Square Garden
to Shell Oit Co. on KFBM-TV' Indianapolis:-
Cincinnati Times-Star on WKRC-TV Cin-
cinnati; the Finney Co. on KNOE-TV Monroe,
La.,; and Sinclair Oil on KMID-TV Midland,
Tex. Producer is Winik Films, N, Y.

WGAL-TV Lancaster, Pa., has contracted for
89 two-reel silent slapstick comedies with Louis
Weiss & Co., Los Angeles, which will be shown
on a one-run basis over a period of 62 weeks.
Eversharp Inc., Chicago, started weekly half-
hour Story Theatre on KNBH (TV) Holly-
wood, for 26 weeks from Dec. 28. Series, pro-
duced by Revue Productions as Chevron The-
atre, is in its third run. Agency is Biow Co.,
N. Y.

Guild Films Co.,, N. Y., reported last week
that KOMU-TV Columbia, Mo., has purchased
the firm’s Life with Elizabeth, Liberace Show,
Invitation Playhouse and The Joe Palooka Story
tv film series.

PRODUCTION

Ginger Rogers, Academy Award winning mo-
tion picture star, has been signed to headline a
half-hour. tv film series, packaged and produced
by John Guedel, which will start sometime this
year on CBS-TV for a firm 26-week deal.
With a weekly budget of $37,000, each week
a group of supporting actors from one of the
1,800-0dd straw hat and little theatres will be
flown to Hollywood after being rechearsed by
Mr. Guedel's advance man in the script that
is to be filmed. Miss Rogers will star in each
week’s program.

The Gibbs Agency, production and package
firm; has completed negotiations with Street
& Smith, publisher, for tv film rights to radio
property The Shadow. Bill Tuttle, vice presi-
dent in charge of new program development
and sales, negotiated the deal. Company will
start production immediately on a half-hour
film version with the pilot scheduled to be shot
in New York.

Keitz & Herndon, Dallas, announces following
animated spot television commercials in pro-

BROADCASTING ® TELECASTING



1

duction: One for Maryland Club Coffee, three
for the Frito Co., and three for Wichita Federal
Savings & Loan Assn. Agencies: For Maryland
Club Coffee, Tracy-Locke Co., Houston; Frito
" Co., Glenn Adv. Inc., Dallas; Witchita Federal
Savings & Loan Assn., Wilson Adv., Tulsa.

Mavro Television Co.,, N. Y, to produce ' a
series of 13 films of historic fights dating back
to the 19th century. Hy Turkin, sportscaster,
WPIX (TV) New York, has signed to write
scripts and narrate series, which will be pro-
duced in New York.

Studio City Television Productions Inc., North

- Hollywood, is completing “The Dalton Gang,”
seventh half-hour film in Outiaws of the Cen-
tury tv series. Jim Davis and Mary Castle head
cast of each film, based on life of a famous
outlaw. Already completed are: “Geronimo,”
“IJohnny Ringo,” “Frank and Jesse James,”
“Billy the Kid,” *Quantrell and His Raiders,”
and “Belle Starr.” William Witney directs for
associate producer Edward J. White.

Video Pictures Inc., Hollywood, which has
eliminated canned laugh track for The Hank
McCune Show, is now incorporating adapta-
tion of fairy tales in situation comedy film
series. First one to be completed is Jack and
the Beanstalk, in which comic, as a baby-sitter
portrays “Jack” to keep his charges amused.
Sets, designed by Bob Haver, are stylized ab-
stractions.

DISTRIBUTION

Lux-Brill Productions Inc,, N, Y., tv film pack-
ager, announced it is releasing a new filmed
program, The American Adventure, which,
the company said, embodies a new technique
whereby two or three, short industrial films are
integrated into live production. The half-hour
program is described as a documentary point-
ing up America’s productive genius. According
to Dick Dubelman, executive producer for the
package, the series involves a cooperative ar-
rangement under which manufacturers assist
in the filming of highlights of their processes
and Lux-Brill provides on-the-spot narration
by Kani Evans. Mr. Dubelman said that the
series is under consideration for sponsorship
by several advertisers and noted that the co-
operative arrangement will reduce the cost of
sponsorship.

Alexander Film Co., Colorado Springs, an-
nounces release of new “package series” of tv
film commercials featuring ice cream, designed
to give local, national and regional sponsors
economical, personalized film commercials con-
taining all the advantages of special produc-
tions. Television packages are now available
on beer, bread, dry cleaning, milk and ice
cream and details can be obtained by writing
to that company.

RANDOM SHOTS

Seawave Productions Imc., producer of dra-
matic films for network tv use, has been formed
by Beb Huber and Daryl Parks of WKRC-TV
Cincinnati. Production is scheduled to start
early this month using the recently completed
sound stage and facilities of Film Associates
Inc., Dayton.

Harris-Tuchman Productions, Hollywood, pro-
ducers of tv film commercials, moves to 751
N. Highland Ave., that city. New facilities in-
clude a shooting stage with standing kitchen
set. Telephone is York 7189.
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FACTS & FIGURES =

FCC’S 1952 SCORE CREDITS BROADCASTERS
WITH $794 MILLION. 15.7% OVER 1951

Final revenue tabulation shows: Radio $469.7 million, tv $324 mil-
lion. Income: $116 million; radio $60 million, tv $56 million.

RADIO and television broadcasting industry
revenue for 1952 totaled $793.9 million, 15.7%
above that for 1951 when the total was $686.1
million, the FCC announced last week in re-
leasing final financial tabulations based on
reports to the agency by networks and stations.
Final tv figures were released last August [B®T,
Aug. 3, 19531

The revised am-fm-tv industry total was ac-
counted for by last week’s final figures on ra
showing that total radio revenue for 1952 was
$469.7 million, a 4.3% rise over the 1951
figure of $450.4 million, but less than prelimi-
nary estimates submitted to FCC of $473.1
million for 1952 [BeT, May 4, 1953]. For com-
parison, tv, as shown by final figures last Au-
gust, showed a 37.5% jump over 1951, going
from $235.7 million to $324.2 million in 1952.

Final radio-tv industry income total for 1952
(before federal income tax) was $115.6 million,
a 16.6% rise over 1951’s $99.1 million. Radio’s
1952 income was $60.1 million, a rise of 4.5%
over the 1951 figure of $57.5 million. This
compares with $55.5 million for tv in 1952,
representing a 33.4% increase over the $41.6
million 1951 figure.

Industry Expenses in ‘52

This means industry expenses in 1952
amounted to $678.3 million, up 15.6% from
$587 million in 1951, Radio’s expenses in 1952
totaled $409.6 million, a 4.3% increase from
the $392.9 million 1951 figure. Expenses in tv
totaled $268.7 million in 1952 and $194.1 mil-
lion in 1951, a 38.4% increase.

The FCC cautioned that some overhead
radio-tv expenses undergone by networks, but
not easily allocable to either medium, have been
charged to radio and may affect the totals to
this extent.

The FCC final am report showed the 2,355
am, am-fm or independent fm stations had
revenue of $369.1 million in 1952, an increase
of 6.6% over 1951 revenue of $346.4 million
(2,241 stations).

The four nationwide networks and three re-
gionals (including 25 network-owned stations)
had 1952 revenues of $100.6 million, down
3.3% from the $104 million 1951 figure. The

* *x X

Broadcast Revenues, Expenses and

Income of Networks and Stations

of Radio ! and Television Broad-
cast Services 1951-1952

1951-1952
($ Millions)
Total Broadcast Revenves
Percent
Increase
Service 1952 1951 In 1952
Radio $469.7 50.4 4.3
Television 324.2 2357 375
Industry Total $793.9  $686. 157
Total Broadcast Expenses
Radie $409.4 $392.9 4.3
Television 268.7 194.1 3.4
Industry Tofal $678.3 $587.0 15.6

Broodcast Income (before Federal Income Tax)

Radio # $60.1 $57.5 4.5

Tglelvoisiun 2 55.5 41.4 334

Industry Totol $115.6 §99.1 16.6

1 |ncludes AM and FM broadcasting. ,
2 Networks engoging in joint radio-tv operations

have indicated thot cerfain overhead expenses not
readily allocable between radio and television, have
been charged to radio. Ta the extent thot this has
occurred. the obove figures may understate radio in-
come and overstate television income.

FCC totals are adjusted to account for revenues
for three stations owned by networks only a
part of 1952, :

Final income figures show the 2,355 stations
with $48.9 million, a 3.2% increase from the
1951 figure of $47.4 million. .

Income for the four national networks and
their o & o stations, plus the three regionals
(Yankee, Don Lee and Texas State), totaled
$11.2 million—a 10.9% rise from the $10.1
million 1951 figure.

Revenue received in 1952 by the seven radio
networks and 2,324 stations (excluding 56 inde--
pendently-operated fm stations). was- derived:
$109.8 million from sale of all types of network
time, $363.3 million from non-network time
sales and $48 million from incidental broadcast
activities. From the first two is deducted $52.6
million for commissions and from the resulting
total $407.5 million for total expenses, to total
$61 million income before federal income tax.

Average 1952 broadcast revenue for the 816
radio stations licensed in 1941 or before was
$295,473, with income before federal income

*

tax $49,126, Average revenue for the 1,333 sta- °

tions licensed between 1942-50 was $98,937,
with income of $9,668.

The 90 network radio outlets (excluding net-
work o&0’s) with revenues of more than $500,-
000 averaged $878,982 revenue and $181,259
income before federal tax. Their $697,724 ex-
penses were broken down as follows: Technical
17.9%, program 37.1%, selling 13.3%, general

" and administrative 31.7%. The 25 non-network

radio stations in this revenue category (average
revenue $88,232, income $151,584) had $732,-

x *x *x

Broadeast Revenues, Expenses, and
Income of Radio Broadcast Services

1951-1952
{$ Millions)
Total Broodcast Revenves
Percent
Increase of
{Decrause)
1952 1951 In 1952
4 nationwide networks and
3 rTgionuI netwderksd
including owned an
S:parated stations} 1 $100.6 $104.0 {3.3)
Other radio stations 2 369.3 346.4 6.6
Total $469.7 $450.4 4.3
Tatal Braadcast Expenses
4 nationwide networks and
3 relgLonuI netwgrksd
including owned an
A e & $89.4 939 (48)
Other radio stations 320.2 299.0 7.1
Total $409.6  $3929 43

Broadcast Income (befare Federal Inconie Tax)

4 notionwide networks and
3 regional networks
{including owned ond

operated stations) $11.2 $10.1 10.9
Oihl:r radio stotions 48.9 47 .4 3.2
Total $60.1 $57.5 4.5

1lncludes the operations of 25 netwark owned sta-
tians in both yeors. As o result of awnership .chnngu
in 1952, however, operation of three such stotions are
included only for that part of 1952 durin which the
stations were natwork-owned and operated. The thres
stations are included in '‘ather radic stations’” for the
remainder of the year.

2 Including 2241 AM. AM-FM ar Independent FM sta-
tions in 1951 and 2355 in 1952
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648 expenses as follows: technical 17.7%, pro-
gram 35%, selling 19%, general and admin-
istrative 28.3%.

In the $100,000-$500,000 revenue group 678
network outlets (non-o&o’s) averaging $200,-
* * *®
Comparative Financial Data of Radio ?
Networks and Stations 1951-1952

($ Thousands) Parcent of
Amount  Amount Increase  the $25,000-$100,000 revenue group had ave-
N :’"‘of stworks '9527’ '95'7 {Decrease) .06 revenue of $70,819, income of $6,658 and
Number of etorions 2324% 2,200 $64,160 expenses: technical 19.1%, program
A. Revenues from the 31.8%, selling 12.4%), general and administra-
sale of time: ti 16.7%
1. Network time sales 1ve 170,
0 The 688 independents in the $25,000-$100,-
b n;iwork;l $102,076  $113984  (10.4) 000 revenue group averaged $61,466 revenue,
. Regional net- : . s
worke 4413 4,664 (5.4) $4,344 income and 57,123 expenses technical
c Miscallkunoouds 18.3%, program 30.9%, selling 13.5%, general
+ a P N
HRD L 297 3817 (23.5) and administrative 37.3%.
Total $109,410 $122,445 (10.7)
2. Dedyct—Payments
to dfore[ign stuﬂonsf ’D : 7 :
and eliminotion o Y
miscellaneous T L
duplications {452) 431 ra g n et ops u cy
Revenue kfmm O A . ARB S
network time
sales 109862 122,034  {(10.0) nce gain, ays
3. ’:‘::";;fm'k time THE FANS do not love Lucy on tv so much
a. :;Juﬁ'm‘li ondlre: as they used to, according to American Re-
glonesd advertisers i
S eponvers 123658 - 119,559 an search Bureau audlenge figures for the we?ek
b. Local advertisers Dec. 1-7. ARB says it was Dragnet replacing
- g:;il sponsors 239,631 214,519 n7 I Love Lucy for the second time this year and,
fror non-network according to ARB, the first time since Feb-
time sales 363,289 334,078 87 ruary 1952 any other program has had a
Total revenues from R
time  soles 473,151 456,112 37 greater audience than Lucy.
4. Dedvct—Commissions Ratings follow:
to regularly estab-
lished ugonci;s, rep- Program Rating
resentatives, brokers
and others 52,646 5,561 2.1 : ',"f'fv'f'lf:’c()css) s
Net revenues from 3y YY ife (NBC N
time sales 420,505 404,551 3.9 ou Bet Your Life (NBC) 513,
B. Revenues from inci- 4 Milton Berle (NBC) 49.0
dental broadcast 5 Jockie Gleason (CBS) 48.3
activities: 6 Talent Scouts (CBS) 46.5
'golednf — 33,418 26,889 24.3 7 Toast of the Town (CBS) 45.6
undry broadcast 8 Godfre: d Friends (CBS 2.
: ;m;a?ues f 14,669 17,788 {17.5) [} Whmr'syMuyn lin;e(rén’s)( J :’g
Cincidental broad 10 Our Miss Brooks (CBS) P
. cnlstbucﬂ;i'ies 48,087 44,675 7.6 Viewers
otal broadcast
revenues 458,592 449,226 43 Program {Add 000)-
C. Toted broadcast ex- 1 Dragnet (NBC) 39,780
penses of networks and 2 | Love Lucy (CBS) 39,690
stations 407,516 389,975 45 3 Milton Berle {NBC) 35.030
D. Broadcast incoms (or 4 You Bet Your Life (NBC) 33,770
loss) before Federal 5 Jockie Gleoson (CBS) 33,090
income tax 61,076 59,25 3.1 6 Godfrey ond Friends (CBS) 3720
1Excludes 56 independently operated FM stations. 7 Toast of the T CBS L
%includes 3 ragional networks, the Yonkes Network, ocast of the Town (CBS) 31,430
Inc., the Don-Lee Broadecasting System and the Texas 8 Comedy Hour (Durante) (NBC) 27,410
State Network, Inc. 9 Burns and Allen (CBS} 24,280
82,200 stations reported in 1937, 10 Talent Scouts (CBS)

Average Per Radio ! Station Broadcast Revenues and Broadcast
Income ? in 1952 Classified by Year Licensed and by
Class and Time of Station

FACTS & FIGURES

004 revenue and $25,924 income, had $174,080
expenses: Technical 16.6%, program 30.3%,
selling 15.5%, general and administrative
37.6%. The 351 non-network outlets in this
category, with $173,851 revenue and $19,897
income had $153,954 expenses: technical
15.9%, program 30.3%, selling 16.6% and gen-
eral and administrative 37.2%.

Some 375 network affiliates (non-0&o’s) in

23910

As in Radio, U. S. Tv Shows
Becoming Canada’s Top Fare

Elliott - Haynes Ltd. ratings
show U. S. programs popular
to the Canadian viewer, The
trend has set in with increased
telecasting by our Northern
Neighbor. .

TV program popularity in Canada is follow-
ing the pattern which developed in radio over
the years, setting the U. S. imports as the fa-
vored fare. This trend to U, S, shows is being
emphasized now that more programs from the
south of the U. S.-Canadian border and more
tv stations are making debuts in Canada.

December “Telerating” report of Elliott-
Haynes Ltd., Toronto and Montreal, points to
U. S. shows in the lead among the top 10 pro-
grams. In the Toronto area where there are
some 225,00C tv sets, the rating report on
CBLT Toronto, gives NHL Hockey (Canadian)
a leading rating of 53, followed by Jackie
Gleason, 52; Sports Club, 50.5 (Canadian);
Dennis Day Show, 44; Saturday Dinah Shore
Show, 41; Our Miss Brooks, 38.7; Douglas
Fairbanks Presents, 35.7 (British); Toast of
the Town, 34.9; Kraft Theatre, 33.1; Tuesday
Dinah Shore Show, 32.9.

The same audience also looks at WBEN-TV
Buffalo, where leading shows have a higher
percentage of the Canadian audience. The
first five are Arthur Godfrey, 64.5; I Led
Three Lives, 63.3; Studio One, 59.7 (13.2 on
TForonto the same time); Life of Riley, 58.1,
and Groucho Marx, 57.4.

On CBFT Montreal, only station received
by 87,000 receivers, the 10 most popular
shows in December were NHL Hockey (Ca-
nadian), 89.9; Hit Parade, 89.4; Wrestling,
86.6 (Canadian); Foreign Intrigue, 81.6;
Studio One, 80.4; Big Revue, 79.6 (Canadian);
La Famille Plouffe, 78.6 (Canadian); Jackie
Gleason Show, 78.4; Ford Theatre, 76.9; Gen-
eral Motors Theatre, 75.6 (Canadian).

CFPL-TV London, during its first week on
the air, with competition from U. S. border
stations, had in the lead, Dennis Day, 81.6;
Sunday Movie, 80.5; Show Time (Canadian),
78.4; Ford Theatre, 76.5; Four Star Theatre,
75.2.

g

Average Broadcast Expense per station of 2207 Radio Stations *
Classified by Total Broadcast Revenues

1952

Stations with Broadeast Revenuves of:

Average per statio Over Less Than
Broadeast Reveruer . Broadenst ncome # $500,000 $100,000-8500,000 $100,000
Number of Stations 1952 1952 : Parcant AT Percent
- v - Type of Expense Amount  Total Amount Total Amount Total
a8 b 38 Stations Serving as outlets for nation-wide Networks 2
32 4y 3% 4 18
=% g0 0k gon = 2o, Technical 125003 17.9 28,933 164 12,215 19.1
88 £ 8.8 30 8.8 S Program 258,506 37.7 52,697 303 20,405 31.8
A 2x €8 S 8 b Selling 92,864 13.3 26917 155 7974 12.4
_!.g =i g-g =g &< -2 General ond Administrative 221,350 31.7 85533 374 23,566 1367
. . =] — -
Class ond time of stotion 5 | Total 697,724 100.0 174,080 100.0 64,160 100.0
U] (2) 3) (4) 5 {6 (7) Averoge broodcast
Clear chonnel: revenues per stotion 878,982 200,004 70,819
50,/ watts: Average broadcast
Unlimited 62 4 $983,808 $234,925 $183,136 ($36,037) income per stotion ? 181,259 25,924 * 6,658
Part-time 4 2 976,798 — 127157 — | Number of Stations 90 678 375
5,000 ta 25,000 watts: Stations not serving as outlets for Nation-wide Networks
Unlimited 32 15 396,030 228,232 68,926 22,210 Technical 129,425 17.7 24419 159 10,421 18.3
Part-time ~ 3 3 261,865 15,01 58,536 25,67 Program 256,510 350 678 30.3 17,661 30:9
s Selfing L. 113508 190 25573 1636 713 fas
Unlimited are 262 307126 153757 52799 1,455 | Oorerol and Administrative 207,805 28.3 57.284 372 2,328 37.3
Part-time 33 354 206889 89199 20928 10,022 Total 732,648 1000 153,954 1000 57,123 1000
Local: . Average broadcast
Unlimited 292 556 132,742 81,056 17,396 9,015 revenuves per station 884,232 173,851 47,466
Day ond part-time 1" 137 68,654 69,758 5,606 6,708 Averoge broadcast ‘
. r station ? 151,584 19,897 4,344
All stotions 815 1,333 295,473 98,937 49,126 9,668 Number of Stations 25 as1 588
- 1 See footnote 1, table 3. Sioti included h fi
1 See footnote 1, Toble 3 3 Badluaan o e Tt uperaiac:ior;:ult?;n‘; .of N‘:‘?(vevo:-z‘:. sales of $25,000 or mors.
3 Before Federal income tox * Before Federal incoms tox.
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Telecasting
on Channel 8

in Nashville..NOW! &

Big, Powerfull

WSIX-

WSIX-TV began telecasting on Chan-
nel 8 on November 29, 1953, to Middle
Tennessee and Southern Kentucky . . .
with excellent quality reports from
viewers even in Northern Alabama.
We've had numerous consistent-signal

reports from points more than 100 air

line miles from Nashville.

Power: 90,000 watts video {e.r.p.)—
CP for 316,000 watts

Networks (live): Basic CBS

ABC & DuMont Affiliate

Television sets: 135,993 in Nashville
area on October 31, 1953. (50-mile
radius).

Antenna: 1370 feet above sea level,
New antenna will be 1749 feet above
sea level. :

Call your Hollingbery man or the sta-
tion for availabilities or additional in-
formation,

CBS BASIC AFFILIATE

SUPPLEMENTARY AFFILIATE

NASHVILLE 3, TENNESSEE
' ABC and DuMont

NATIONAL REPRESENTATIVE
THE GEORGE P. HOLLINGBERY COMPANY

® NEW YORK ® CHICAGO @ ATLANTA ® LOS ANGELES ® SAN FRANCISCO



TRADE ASSNS.

NARTB’S RADIO-TV BOARDS SET PARLEY
TO OUTLINE 1954’S EXPANDED WORKLOAD

Arizona meeting Jan. 21-23 will study tv and radio growth, asso-
ciation structure, membership, budget, research, codes, access to
news—and the Chicago convention in May.

NARTB's Radio and Television Boards, and
the combined boards, will meet Jan. 21-23 at
Camelback Inn, Phoenix, Ariz,, to lay plans
for a year of expanded work in line with 1954
expansion of radio-tv broadcasting into a
billion-dollar industry.

New functions centering around tv's fast
growth and the continuance of aural broad-
casting’s steadily increasing business will be
considered by the boards as the association
Iadapts its operations to these trends. -
1 The board will examine the association’s
Istructure after three years of radio-tv life under
la single trade organization roof. Tv was
jbronght into NARTB in early 1951 when by-
laws were rewritten to keep the two electronic
media working in harmony,

Following committee meetings early in the
week, the Tv Board will meet Thursday, the
21st. The Radio Board meets the next day
followed by a combined meeting on the 23d.

Membership has reached the 1,800 mark,
13.6% over a year ago. Tv members have
'more than doubled, with about 225 video
;stations now, compared to half that number a
lyear ago. Associate membership, too, is at a
irecord high, and aural broadcast rolls have
been moving continuously upward. A nation-
lwide membership drive is in the works.

One effort to set up a separate radio-only
association appeared during the early autumn
when a group of stations proposed formation
of a Federation of American Radio Broad-
casters [B®T, Sept. 28, 1953]. The idea drew
enthusiastic support in some quarters and vigor-
ous opposition in others. Nothing happened,
however, and the plan has been inactive.

Some increase in the association’s budget is
anticipated in view of the bigger servicing job
and the expansion of activities, particularly in
the committee field. The 1953 budget ran a
little under $740,000 or about $50,000 over
the 1952 figure. -

A big topic at Phoenix will be the plan to
set up a television circulation study project,
The idea was born at the Television Board’s
meeting in December 1952, Intensive studies
have been made during the last 13 months and
the project is ready for field testing on a pilot
basis, if the board approves. The project would
accomplish for tv the type of service developed
by the two Broadcast Measurement Bureaun
surveys for radio.

Dr. Franklin R, Cawl, former Wharton U.
professor and a market-research consultant,
has developed the tv circulation measurement
formula. Details have been kept secret ‘pending
final approval by the Television Board and

launching of the pilot study,

The radiorand tv boards will go over the
separate department budgets after preliminary
finance committee study and review programs
of each department and committee.

Contact of Judge Justin Miller as chairman
of the board expires March 31. Judge Miller
became president Oct, 1, 1945. He was elected
chairman of the.board in 1951 when Harold E.
Fellows was selected as president. In addition-
to the board chairmanship, Judge Miller has
been general counsel. His three-year contract
provided salaries scaling from $35,000 to
$25,000.

If the contract is not renewed Judge Miller
becomes eligible to participate in a pension
plan that becomes effective July 1.

First results of a tv program-advertising
monitoring campaign under the auspices of the
NARTB TV Code Review Board will be sub-
mitted to the Television Board. This monitoring
is based on observations by staff monitors and
self-examination by stations and networks,
Preliminary monitoring -by staff personnel had
shown too much commercialism on tv, accord-
ing to the code group. Edward H. Bronson, di-
rector of code affairs, conducted a trial-run
monitoring effort. Stations have now been given
monitoring logs as a means of checking com-
pliance with the code.

The code is widely credited with having elim-
inated much objectionable program matetial
from tv programs since it went into operation
22 months ago. The principal concern at the
Code Board’s recent meeting centered around
commercial violations [B®T, Dec. 14, 1953].

Thus far the code group has anncunced no
punitive action against subscriber stations. If
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BOARD TO ADVISE ON SRA ‘CRUSADE’

Nine - ‘man station advisory
board will meet Jan. 12.

STATION advisory board to advise and deter-
mine policy for the Crusade for Spot Radio
has been created by Station Representatives
Assn. (Crosep CircurrT, Dec, 21, 1953), which
launched the Crusade early in 1953 and has
sponsored it since then, John Blair, SRA presi-
dent, announced in a statement for release
today (Monday),

Nine-man station advisory board, which will
hold its first meeting Jan. 12 in New York,
comprises: Harry Burke, KFAB Omaha; Robert
B. Jones Jr., WFBR Baltimore; Leslie L. Ken-
non, KWTO Springfield, Mo.; Richard H.
Mason, WPTF Raleigh; Philip Merryman,
WICC Bridgeport; William B. McGrath, WHDH
_Boston; Charles F. Phillips, WFBL Syracuse;
Odin S. Ramsland, KDAL Duluth; Ben Strouse,
WWDC Washington.

Board’s Agenda

Incorporation of the Crusade will be con-
sidered by the new station advisory board,
Mr. Blair said, noting that if this idea were
adopted the members of the station board
would become directors of the new corpora-
tion along with the present directors of SRA.,
Other matters to be taken up at the initial
meeting will include recommendations for a
new dues schedule for the more than 300 par-
_ticipating stations, plans for a membership cam-
paign and a budget for the year ahead with
. possible provisions for additional personnel to
increase the effective sales activity of the
Crusade,
- Reviewing the history of the Crusade, Mr.
Blair pointed out that since its found