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Combines Large Sample “Interview”
and "Diary”

OR years, the lowa Radio Audience Surveys have been recognized
as thoroughly reliable and highly informative studies of lowa

A NEW IOWA SURVEY
WITH RELIABILITY PLUS!

Techniques

listening habits. They have answered such provocative questions as
“How much do people listen 1o car radios?” . . . “How much extra
listening takes place in muliiple-set homes as compared with single-set
homes?” . . . and “What is the listener attitude toward commer-
cials?”, as well as the more conventional questions concerning pro-

gram and station preferences.

The 1950 Edition of this famed Survey, now ready for distribution,
was conducted with the same scientific sampling methods that dis-
tinguished the i1welve preceding editions. However, the “interview”
method of gathering facts, which was the basis of the earlier surveys,
was this year combined with a new “diary” method. As a resuli, the
1950 Edition contains much new information and is cven more

reliable than in previous years,

INTERVIEW TECHNIQUE

The interview technique is based
on a personal interview in the
home, with one member of the
family. It permits a large and
statistically reliable sample to be
interviewed at reasonable cost.
It permits a correct proportion
of replies fromn every segment
of the State’s population — geo-
graphical, economical, ete. It has
two minor weaknesses, however;
it depends upon the “recall” of
the person being interviewed and
it usually reaches only one mem-
ber of the family.

DIARY TECHNIQUE

The diary lechnique as used in
the 1950 Radio Audience Survey

overcomes the handicaps inherent

in the interview technique. It pro-
vides each radio set in the home
with a diary which is filled in at
the time of listening by the per-
son in charge of the dial. This
diary is voluntarily kept for 48
hours.

The reliability of the 48-hour
diary-type radio survey used in
the 1950 Jowa Radio Audience
survey was established by a study
conducted in January, 1949, by
Dr. Arthur Barnes of the State
University of Iowa. He obtained
a ten-day diary record from 368
families in 41 Jowa counties. A
careful comparison of the first
three days of listening with each

corresponding day of the week |
(eighth, ninth and tenth days of |
the diary) showed no tendency |

on the part of diary families to
“listen more” when the diary
was first started.

COMBINED INTERVIEW-DIARY TECHNIQUE

The 1950 Survey combines the
best features of both techniques
by making every sevenih selected
home a “diary home,” as well as
an “interview home.” This elimi-
nates the weaknesses of Doth
metliods and at the same time
maintains a large and scientifie
sampling of the whole State by
farm, village, urban and other
categories.

The 1950 lowa Radio Audience
Survey is a “must” for every ad-
verlising, sales or marketing man
who is interested in radio in gen-
eral, and the Jowa market in
particular. It is not only an in-
valuable study of lowa listening
habits, it is also an outstanding
contribution to radio research in
general. Write for your compli-

mentary copy, today!

+ for lowa PLUS #

Des Moines . . . 50,000 Watts

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
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of Kentuckiana

Recent U.S.D.A. fngures show Kenfucky has
more cattle and calves, more hogs and
pigs, more sheep and lambs, more horses
and colts, and more chickens on farms
than any other state south of the Ohio and
east of the Mississippi Rivers.

50,000 WATTS % 1A CLEAR CHANNEL 840 KILOCYCLES

The only radio station serving and selling
all of the rich Kentuckiana Market

INCORPORATED @ ESTABLISHED 1922

VICTOR A. SHOLIS, Diractor . NEIL D. CLINE, Sales Director

REPRESENTED NATIONALLY 8Y EDWARD PETRY AND €O. < ASSOCIATED WITH THE COURIER-JOURNAL & LOUISYILLE TIMES



the meat
of the nut...

Why buy the shell?

In this billion-dollar Tri-Cities market, WTRY neatly
tucks in its coverage where the sales are, leaving the
fringe counties for the station with the oversized reach
and the costs to match. We can send you a book-full of
figures to prove it, but here is the meat . . .

WTRY (Skw) ........ .. .. 110,690 radio families
. Station A (10 kw) ..... .. 79,510 radio families
Station B (5-1 kw) ...... .. 79,340 radio families
Station C (50kw) .......... 116,390 radio farilies

(BMB Total Weekly Audience in the Tri-City Counties of
Albany, Sch tady, R laer)

Now—Ilet's scan station C. This 50,000-watter. spreads- its
coverage over mountain and dale, pours it out to less
populated areas. But, of 16 markets claimed by Statjon
C, five counties represent more than two-thirds or 67%
of the total 360,700 radio families. And, in these five
counties, WTRY delivers a larger audience than Station

C. Yet, Station C’s cost for an announcement, for instance,
is 2¥; times that of WTRY.

b [
i i R Does the extra coverage you get on
_} { Station C justify the added cost? Ask

W"'RY e yourself or ask HEADLEY-REED.

ALBANY o TROY  SCHENECTADY
980 kilocycles CBS 5000 watts

Represented by Headley-Reed Company ® Columbia Broadcasting System

Pubhshed every Monday, 53rd issue (Year Book Number) published in February by BROADCASTING Puaucanons Inc., 870 National Press Bullding, Washington 4, D, C.
Entered as second class matter March 14, 1933, at Post Office at Washington, . under act of March 3, 1879.
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[Closed Circuit

REPORTS persisted Friday that United Para-
mount Theatres is bidding for acquisition of
ABC, despite thorough denials. Formed in
divorcement of Paramount Pictures’ produe-
tion and exhibition activities, theatre firm has
long-pending FCC applications to take over
old' picture company’s control of WBKB (TV)
Chicago and half interest in WSMB New Or-
leans. FCC action on this -application has
been held up while FCC tries to arrive at
“gnti-trust policy””—which may come soon.

ONE of first results of Mexico’s withdrawal
from NARBA conference [BROADCASTING, Oct.
23] will be reactivation of Daytime Petitioners
Assn.’s efforts to get FCC authority for full-
time use Of six Mexican 1-A channels currently
used in U. S. on daytime-only basis.

POTENCY of radio, television and newspapers
to be tested in 13-market survey by Emil
Mogul Agency, New York, on behalf of its
client National Shoes. Campaign starts this
week. ~

FITCH SHAMPOQOO (Grove Labs) cancelling
its MBS show, The Shadow, effective Dec. 3,
and will probably buy spots in selected mar-
kets. Reason for cancellation increasing pro-
duction costs of product. Harry B. Cohen,
New York, is agency.

KENYON & ECKHARDT, New York, expected
to resign Sylvania Electric Products account,
effective Jan. 1.

FIRST CBS commercial color account could
well be Tintair, hair color restorative, now
sponsoring Sinatra on CBS-AM. Company,
paradoxically, is owned largely by Martin
Strauss, formerly of Eversharp, and Carl Byoir,
public relations expert just retained by RCA
in color fight. Don Nathanson, former ad-
vertising head of Toni during its phenomenal
development, also is with Tintair. They hope
to land Arthur Godfrey.

SAM SUTTER, vice president, Dancer-Fitz-
gerald-Sample, New York, moving to William
Esty, New York, as copy chief.

WITH TV freeze limiting their television sta-
tion representation possibilities, certain key
station representative firms are exploring pos-
sibilities of expanding their revenues by sell-
inz syndicated film to stations, along lines of
activities of Radio Sales, Radio and Television
Stations Representative, CBS.

NEGOTIATIONS of George B. Storer, presi-

dent of Fort Industry Co., with Cuban Banker
‘Jose Menanos for acquisition of Television de
Caribe, temporarily at standstill pending reso-
lution of a mix-up over allocation of perma-
nent TV channel to Cuban company.

ONE large midwestern agency began shoot-
ing all television commercials on color film
day after FCC decision adopting CBS stand-

(Continued on page 82)
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Qct. 29-Nov. 4: National Radio & Television
Week.

Oct. 30-Nov. 1: Radio-Television Mfrs. Assn.
ond Institute of Radio Engineers, Hotel Syra-
cuse, Syracuse, N. Y,

Oct. 31-Nov. 1: AAAA Eastern Conference,
Waldorf-Astoria Hotel, New York.

Nov. 2-3: NAB District 4, Williamsburg Inn
and Lodge, Williamsburg, Va.

{Other Upcomings on Page 67)

Bulletins

DEMAND that CBS avoid controversial color
TV discussion on Arthur Godfrey’s Talent
Scouts program on CBS-TV submitted Friday
to President Frank Stanton by William Brooks
Smith, advertising manager of Lipton Tea Co.,
Lever subsidiary. Protest arose from Mr. God- -
rey’s advice to set buyers on Oct. 23 program.

SOME SET MAKERS FORECAST
CUTBACK IN PRODUCTION

PORING over National Production Author-
ity's plan for up to 20 or 30% cutback in basic
metals (story page 19), some radio-TV manu-
facturers Friday forecast substantial curtail-
ment in civilian output, though most withheld
comment pending more thorough studies.
John B. Huarisa, executive vice president
of Admiral Corp., felt “apparently new re-
strictions are just beginning,” and said that
though next year’s outlook is “not clear,” he
thought production may be off 26% to 30% or
more.
* Leonard Ashbach, president of Majestic
Radio & TV Division of Wilcox-Gay Corp.,
on basis of newspaper accounts of NPA plan
said idea of 20-30% outback is “ridiculous”—
even now, he said, it's hard to get components
for TV sets for 50% of firm's capacity. An-

-other manufacturing representative felt NPA

cutback, coupled with color TV decision, 10%
excess profits tax on TV sets, etc., poses seri-
ous threat to TV manufacturer. !

Comdr. E. F. McDonald Jr., Zenith Radio
Corp. president, termed cutback “no surprise,”
said Zenith is preparing for future shortages
and production cuts. Pilot Radio Corp. Presi-
dent Isadore Goldberg forecast ultimate cut
in civilian production to about 509%. He
foresaw no effect until present inventories run
out, which he estimated at one or two months. -
Spokesman for John Meck Industries and
Scott Radio Labs termed NPA move “no
thunderbolt of news.”

Admiral’s Mr. Huarisa called for shelving
of color and UHF TV “until the nation can
return to a peacetime economy.” He said “we
would much prefer to let our engineers work
on government military orders than have them
devote time to a color- TV system which is
primarly for the use of a handful of CBS
exécutives.”

Among manufacturers withholding comment
pending further study of NPA action were

RCA, General Electric, Westinghouse, Emer-
son.

Business Briefly

THAYER NAMES @ Thayer Inc., Gardner,
Mass. (baby furniture), appoints McCann-
Erickson, Boston and New York, as agency.
Radio and TV considered.

CLUB CONTINUES @ Philip Morris Co. re-
newing for 52 weeks Johnny Olgen’s Luncheon
Club, Mon.-Fri., 12-12:25 p.m. on ABC and
One Man's Opinion, 8:55-9 a.m., over ABC,
Mon.-Fri. Agency, Cecil & Presbrey, New York.

CAMPANA ON NBC @ Campana Sales Co.
renews Solitaire Time for 52 weeks on NBC,
Sun., 11:45-12 noon. Agency, Clements Co.,
Philadelphia.

HARRISON EXPLAINS
CONSTRUCTION BAN

NO “specific assurance” ean be given that non-
defense building projects already begun may
be completed, William H. Harrison, NPA ad-
ministrator, reiterated Friday. Mr. Harrison
made statement in reply to telegram from
Associated General Contractors of America.
Officials said this would apply to radio-TV
construction, terming this “more essential” at
present time than types prohibited in original
order (story page 19). Mr. Harrison stated:

Possibly further types of construction would have
to be limited in the future. . . . No specific assurance
could be given that non-defense projects started
could be completed. Within the past few weeks we

have had requests for assurance on this particular
oint and in the publi¢ interest it seemed A)ortant
o make reference to (it) in the order. ppeals

procedures  are specifically provided for. . . .

We are mindful of the extreme importance of the
broad question . . . and should it later be found
necessary because of increased demands of the
defense program to limit further types . , . it will
be our intent to avoid interruption of projects
already underway as was done in the order. On
the other hand, we cannot ve assurance that
circumstances in the future will permit adherence
to this policy.

FALSTAFF MAY EXPAND

FALSTAFF BREWING Co. considering ex-
pansion of sponsorship of late evening movies
on television. Firm experimented in St. Louis
and now bought another show in Omaha be-
cause of successful results of free offer of salt
and pepper sets. Falstaff also switching its
transcribed Meredith Willson Show in more
than 60 radio markets to local shows relying
on station’s programs to reach its audience
best. Dancer-Fitzgerald-Sample, New York,
is agency. ’

AAAA TV DISCUSSION

FRANK STANTON, CBS president, and Fred
Rickey, CBS-TV producer in charge of color,
will discuss program production for color TV
Tuesday afternoon at radio and television
production session of eastern meeting - of
AAAA, to be held at Waldorf-Astoria, New
York. Mark Woods, ABC vice chairman; Brig.
Gen. Edward Lyman Munson Jr., director of
NBC’s TV film division, and Jerry Lester,
comedian, will also speak, following panel dis-
cussion conducted by Myron Kirk, radio-TV
vice president of Kudner Agency.

LEVER MAY ADAPT SHOW

LEVER BROTHERS considering daytime telle-
vision version of its Aunt Jenny radio show.
Ruthrauff & Ryan, New York, is agency.

BROADCASTING *® Telecasting
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; e g to augment your sales staff —effectively,

1 economically, quickly. Each station has
e an interesting record of sales achieve-

,
WORK YORK, ment for both local and national ad-
AR PENNSYLVAMIA . : N

advertisers! timebuyers! eight important
> , new business opportunities. Eight ways

vertisers. Each is outstanding in the
| | = particular market it serves. All are ready

E N

—
tion and rates. S
REA DING
WRAW PENMSTLYANIA

Represented by

], == ROBERT MEEKER Associates

NEW YORK LOS ANGELES CHICAGO SAN FRANCISCO
E T EASTON
PENHSYLYANIA

to sell your product. Write for informa-

STEINMAN STATIONS

Clgir R. McCollough
Gen. Mgr.
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Do kids love ''Cisco Kid?"
Klein's Dairy says: “‘Yes!|™

. 857 kids (Y2 of Cullman's
kid population) signed peti-
tions saying: ‘'‘Please keep
Cisco Kid on the airl —we fove
Cisco Kidl” Says Hudson Millar
WKUL Manager: “‘Cisco Kid is
the best show we have on
the airl”

MASHINGTON MEADQUARTERS

SOt TAISHOFF, Editor and Publisher

EDITORIAL: ART KING Ma'ruuﬂ Lg Editor J. !'nnk
Beatty, Rufus Crater. ditors; Fred Fitz
cerald. News Fditor: 'I‘vler Nourse Jo Hatley, Assl:t
ants to the News Editor, STAFF: David Berivn.
Lawrence Christopher, Mary Cross, Wilson D. Me-
Carthy. John Osbon, Ardinelle Williamson, EDITOR-
JAL ASSISTANTS: Estelle Dobschultz. Kathryn Ann
Jones, Pat Kowalczyk, Doris Lord, Jean D, Statz,

Keith' Trantow; Gladys L. Hall, Secretary to the
Publisher.

BUSINESS: MAURY LONG, Business Mﬂfuzaer- Win-
fleld R. Levi, Assistant Aavermtna a.mer, d;eorge

Dant, Adv, Production Manager; H: tevens,
Classiﬂed Adverﬂsing Meanager; mennm- Gchadi
Doris Orme, Judy Martin; B, T, Taigshoff, Treasurer;
Irving C. Miller, Auditor aerd Office Manager:
Eunice Weston.

CIRCULA'I'ION AND READERS’ SERVICE: JOHN P
COSGROVE, Manager: Elaine Haskell, Grnce Motta.
Liluan Oliver, Allen Riley, Warren Sheets

SENSATIONAL PROMOTION
CAMPAIGN

From buttons to guns—is break.
ing traffic recordsi

Write, wire or phone for proof
of “Cisco Kid's" sensational
LOW PRICED! performance. See the - factual
presentation!
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Ll 488 Madison Ave., Zone 22,
PLoza 5-7%5, EDITORIAL: Edwin H. James. New
York Editor; Florence Small, Agency Editor; Pete
Dickerson, Assistant to New York Editor; Gretehen

14 -Hour Western Adventure

Pragram . , . Available: 1-2-3

times per week. .Tmnsc'nbed Groff, Marths Koppel.

for Iocu.l and” regional B & Bruce Robertson, Semior Associate Editor.

sponsorship. R ¥ ADVERTISING: S. J. PAUL, Advertising Director;
Manning.

ﬂ.‘#ﬁ” Eleanor R.

Ll LS 3680 N. Michigap Ave, Zone 1.
iliam L. Thompson, Manager; Jane

EETSIETNINY v sulding, Holiymoos
and Zome HEmpstead $181; David Glick-
man, West Coast Mauoer, Ann August.

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

BROADCASTING ®* Magazine was founded in 1831 by

1 sa
Hﬂfﬂ $ 'h. HMIGHHI Broadcasting Pubhgcatlom Inc., using the title:

. BroapcasTING *—The News Magazine of the
Estate. Broadcast Advertising ®* was acquired in 1937
- and Broadecast Reporter in 1833,
*Reg. U, S. Patent Office

Copyright 1950 by Broadcesting PubMcations, Inc.
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There are 28 vehicles

for minute commercials
on New York’s four

major stations. But Pulse
proves the best buys

are all on the station

New York listens to most,
These WCBS shows

give participating sponsors
their biggest audiences
and greatest sales impacts.
Ask us or Radio Sales
which of these stars will

get you top billing in
the nation’s #1 market.
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S. INDUSTRIAL CHEMICALS Ine. (U.8.1. Permanent and Super
l I Pyro anti-freeze products) launches intensive radio spot announce-

ment campaign. Spots featuring “talking automobile horn” will
be broadcast 15 times weekly over approximately 100 leading stations in
small, medium and large markets. In N. Y. and Chicago, 30 spots will be
heard. Campaign will run through December on staggered basis keyed
to arrival of colder weather. Agency: Geyer, Newell & Ganger Inc., N. Y.

KIRSCH BEVERAGES Inc., Brooklyn, N. Y,, planning TV spot cam-
paign to begin as soon as satisfactory time clearances can be arranged.
Agency: Grey Adv.,, N. Y.

LADY'S CHOICE FOODS, L. A. (packer James grocery products), ap-
points Walter McCreery Inc., Beverly Hills, for radio-TV spot campaign
planned in 11 western states. First spots to get underway on KFRC San
Francisco Nov. 27; rest Jan. 1. Account executive is Jere Bayard.

FALSTAFF BEER, St. Louis, preparing to buy number of baseball sched-
ules including one on Liberty Broadcasting System. Agency: Dancer-
Fitzgerald-Sample, N. Y.

CANADIAN FUR Corp. to launch TV campaign in addition to present
radio activities. Programs being planned on WATV (TV) Newark (full-
length one-hour film, Tues., 6-7 p.m.) and WPIX (TV) New York (daily
participation in Ted Steele Show, 2-§ p.m.). Agency: Emil Mogul Co.,
N. Y. Agency’s TV director, Ely Landau, supervises production.

GROVE LABS, St. Louis (Four-Way cold tablets), running radio spot
schedules nationally, “blanketing the nation,” through cold season.
Agency: Gardner Adv., St. Louis.

CHICAGO WESTERN Corp., Chicago, for Pinafore chicken, continuing
series of TV spots in eight markets. Schedules call for as many as 30
announcements per week per market. Agency: Phil Gordon, Chicago.

COMET RICE MILLS, Beaumont, Tex., begins one-minute radio spot
campaign on 90 stations. Agency: Leche & Leche, Dallas.

HELBROS WATCH Co., N. Y., appoints Ray-Hirsch Co., same city, to
direct its advertising. Radio-TV will be used.

W. K. BUCKLEY Ltd, Toronto {proprietary), starts campaign of spot
announcements, weather forecasts, five and ten minute shows on large
number ¢f Canadian stations. Agency: Grant Adv. of Canada, Toronto.

A/atwot[ -ﬂccoants e s o

LUCKY LAGER BREWING Co., S. F. (Lucky Lager beer, ale), starts
26 weeks Ira Blue Sports Show on all ABC Pacific coast stations directly
following Gillette sponsored fights Fri.,, 7 p.m., PST. Agency: McCann-
Erickson, S. F.

ADMIRAL Corp. rénews Lights Out, dramatic series, NBC-TV, Mon.,
9-9:30 p.m., for 13 weeks. Agency: Kudner Adv, N. Y.

GENERAL MILLS Inc. (Gold Medal Kitchen Tested flour} will sponsor
Cal Tinney’s On, over ABC midwest and southwest network, Mon.-Fri,,
T7:15-7:30 a.m., CST. Program will be recorded for other parts of country.
Agency: Dancer-Fitzgerald-Sample Ine., N. Y.

BRISTOL MYERS Co. renews Break the Bank, NBC-TV, 10 p.m. Wed,,
for another 52 weeks. Agency: Doherty, Clifford & Shenfield Inc., N. Y.

BROADCASTING ® Telecasting

INDIANAPOLIS AUDIENCE

that PROMOTION FOLLOW-THRU
that BUYING RESPONSE

that SALES INCREASE

you expect in this potent
Indianapolis market

‘Wish

FREE & PETERS--Nuiional Representotives
GEORGE J. HIGGINS—General Manager
ABC—Indianapolis Affiliate
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ANY ADVERTISER CAN

AND

MOST ADVERTISERS SHOULD

Spot

REPRESENTED NATIONALLY BY

EDWARD PETRY & CO,, INC.

BROADCASTING ® Telecasting




WHO IN THE WORLD

ARE YOU TALKING TO?

You know when you use Spot Radio.

Men, women, children ... farmers, city folks,
families . . . pick the prospects you want and
need. Then pick the station, the time, the pro-
gram that carries your message direct to your

specific customers.

Spot and spot alone delivers your advertising
at precisely the right time. .. to precisely the
right people...in precisely the right words.
Day in, day out, in one market or as many as

you choose.

Spot works even better on
great stations like these. ..

SPOT RADIO LIST

WSB Atlanta
WBAL Baltimore
WNAC Boston
WICC Bridgeport
WBEN Buffalo
WGAR Cleveland
Dallas
WFAA {FI.Worfh}
KSO Des Moines
WJR Detroit
KARM Fresno
KPRC Houston
WDAF Kansas City
KFOR Lincoln
KARK Little Rock
KFI Los Angeles
WHAS Louisville
wTMmlJ Milwaukee
KSTP Mpls.-St. Paul
WSM Nashville
WSMB New Orleans
WTAR Norfolk
KOIL Omaha
wipP Philadelphia
KPHO Phoenix, Ariz.
KGW Portland, Ore.
WEAN Providence
WRNL Richmond
WOAI San Antonio
KOMO Seattle
KTBS Shreveport
KGA Spokane
WMAS Springfield
WAGE Syracuse
KvOO Tulsa
WWVA  Wheeling
KFH Wichita

NBC
NBC
MBS
MBS
NBC

CBs
NBC
ABC

CBS

C8S
ABC
NBC
NBC
ABC
NBC
NBC

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

THE YANKEE NETWORK
TEXAS QUALITY NETWORK

488 MADISON AVE.
NEW YORK CITY 22

CHICAGO * LOS ANGELES
DETROIT * ST. LOUIS * DALLAS
MU 8-0200 SAN FRANCISCO * ATLANTA

BROADCASTING ® Telecasting October 30, 1950 ® Page 13
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Cleveland, named vice president in charge of radio-TV.

MELVIN TENEBAUM director radio-TV Ohio Adv. Agency Inc,

JOHN COLE, Erwin, Wasey & Co., Minneapolis, to timebuyer Campbell-
Mithun Inc., same city. Will assist Arthur H. Lund, radio director.

KENT S. PUTNAM and EDGAR M. YAXLEY to staff G. M. Basford

Co, N. Y.
|

ROBERT E. BRADHAM, manager WTMA Charleston, S. C., opens

agency in that city. Firm will deal in radio aceounts.

- H. AUSTIN PETERSON, partner Ted Bates Inc. and head of Hollywood
office, transferred to N. Y. office as supervxsor of radio-TV for agency,

effective Nov. 1.

MYRON BROUN, TV director Sterling Adv. Agenecy, N. Y., to Demby

Co,, N. Y., as vice president in charge of TV and motion pictures.

will

continue as TV consultant for Sterling.

ARTHUR H. EATON, copy chief Erwin, Wasey .& Co., N. Y., named vice

president.

LESTER VAIL, Dancer-FltzgeraId Sample radio department, returns
to radio-TV department Young & Rubicam, N. Y., as producer-director

Aljﬂch Family, NBC-TV.

S,
49

IS

HEN La Guardia was run-
ning in New York, and Glenn
Cunningham was doing the
same in the Olympics, John Francis
Henry was doing a modest bit of
sprinting on his own over a path
that was to lead directly to his

present job as New York account

executive on Nash-
Kelvinator and Leon-
ard Appliances for
Geyer, Newell &
Ganger, New York.

Mr. Henry began
his industrial career
as a runner for a
typographical serv-
ice, |a part-time sup-
plerﬁent to his work
at New York U.
where he majored in
advertising and mar-
keting.

One of the stops
on Hlis route was the
advertising agency,
Benton & Bowles,
which quickly rec-
ognized the potential
mileage in the mo-
tive youngster and hired him to
work in the production department
there.

. Mr. Henry advanced with the
agency to the post of traffic man-
ager, the job he left in 1942 to join
the Navy. As a navigator in the
service he logged more than 2,000

Pagei{l4 ® October 30, 1950

Mr. HENRY

< onall accounts

flying hours in trans-Atlantic
flights.

In December 1945, he returned
to earth to join the traffic and pro-
duction department of Geyer,
Newell & Ganger. In March of
this year he was named to his cur-
rent post as New York account ex-
ecutive on the Nash-
Kelvinator account.

In Detroit John
McQuagg is office
manager supervising
the group on the
Nash-Kelvinator ac-
count, while Walker
Graham is account
executive on Nash
and Ralph Wolfe ac-
count executive on
Kelvinator.

The company spon-
sors Morton Downey,
Star of the Family
on CBS-TV, Friday,
10-10:30 p.m. to pro-

and the Nash-Air-
flute Theatre on
~ CBS-TV, Thursday,
10:30-11 p.m. ) !

Although both shows were
launched in the last week of Sep-
tember, dealer reaction already has
been so enthusiastic as to presage
a brilliant joint future for the ac-
counts and their New York ex-

{Continued on.page 80}

mote Kelvinators .
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ROBERT L. REDD, radio director, Erwin, Wasey & Co., L. A., named
director of radio-TV for agency's West Coast division.

W. A, HAMMOND and MACK CHRYSLER to Brooke, Smith, French &
Dorrance, Detroit, in administrative and creative capacities, respectively.

DOUGLAS COYLE, Vicks Chemical Co.,, N. Y., to Kenyon & Eckhardt,
N. Y., as member of merchandising department.

EDWARD J. MONTAGNE, motion picture director and writer, to Wil-
liam Esty Co., N. Y., as TV producer. First assignment is Man Against
Crime.

ROBERT CARLEY, Donahue & Coe, N. Y., to Geyer, Newell & Ganger,
N. Y., as account executive.

JOHN C. OLNEY, copy chief Lynn Baker Inc., N. Y.,
Chesley & Clifford Inc., same city.

DINA MIGLIORI, to copy department Federal Adv. Ine., N. Y. Was
with Kenyon & Eckhardt and J, Walter Thompson, same city.

to Kastor, Farrell,

LOUIS A. SMITH Adv., Chicago, moves to new offices at 161 E. Grand
Ave., after recent incorporation. Mr. Smith (see Front Office) sold firm,
which he owned exclusively, to JAMES BOWDEN, Taylor Co., Chicago,
and GEORGE BENTLEY, Presba, Fellers & Presba, Chicago. Mr. Bow-
den is in charge of radio-TV activities.

FRED M. JORDAN, executive vice president Erwin, Wasey & Co.,
L. A., resigns because of health. DAVID WILLIAMS, executive vice
president N. Y, office, heading up West Coast operations.

JOHN H. BURLEY, vice president Aikin-McCracken Ltd., to manager
Toronto office Crombie Adv. Co., Toronto.

ROL RIDER, producer advertising manager Albers Div., Carnation Co.,
L. A,, to contact staff Young & Rubicam Inc., L. A.

THAINE A. YOUST, assistant. merchandising director Doherty, Clifford
& Shenfield, N. Y., to Lennen & Mitchell, N. Y., as merchandising ex-
ecutive.

RUTHRAUFF & RYAN, N. Y., moves radio-TV department tolarger
quarters on 62d floor of Chrysler Bldg. to accommodate expanded
staff covering new programs agency is producing.

WARD WHEELOCK Co. moves Hollywood offices to California- Bank
Bldg., Vine St. and Selma Ave.

MEETING for the first time in their new executive offices in New York,

directors of Brand Names Foundation get together for their regular October

meehng {I to r): R. E. McKee, McCann-Erickson, who presented the Founda-

tion's 1950-51 advertising campaign; Frank White, MBS president; William

H. Eaton, president of the American Home Magazine Corp., and Paul S.

Willis, Grocery Mfrs. of America Inc. president. The last three are Brand
Names Foundation directors.

BROADCASTING ¢ Telecasting



WTOP duyﬁme shows
are 72% .
more-listened-to”

than the next station’s

o %0
o g
~
g v
| =1 N
%
-

And WTOP's
total week share
is 60% larger!
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Point of Sale. ..

In addition to regular
coverage of agencies and
tir;e buyers, may we re-
mind you that WRC Sales
Manager Mal Glascock has
a busy telephone these
days. Clients know that
WRC can produce.

An inquiry regarding
WRC availabilities is as
convenient as your tele-
phl)ne. Call either National
Spot Sales or WRC, wher-
evér you are.

Washington enjoys ex-
cellent position in the first
ten major markets in the
country . . . you'll find
WRC's results are a telling
reason in these years of
hard selling.

IN THE NATION'S CAPITAL
YOUR BEST BUY IS
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A LEADING Baltimore retail
grocery center, Schreiber Bros,, re-
ports prolific results with its first
TV venture. While upping Schreib-
er’s sales, the program on WAAM
(TV) Baltimore also is underscor-
ing a try at participating sponsor-
ship with tie-in merchandising by
national food manufacturers.

Called Magic by Christopher, the
show features an internationally
famous magician, Milbourne Chris-
tapher, ‘rho goes through a bag of
tricks in-a 15-minute presentation.

WAAM, which is promoting the
program extensively, stages the
Schreiber vehicle in its giant stu-
dio where the John Hopkins Science
Review is originated for the Du-
Mont Network. Anthony Farrar,
WAAM production manager, puts
the show through its camera paces.

The Wednesday night fare (10
p-m.) is compiling an unusual rec-
ord both in its sponsorship and in
its direct selling approach, accord-
ing to the station. George Poisal,
Schreiber’s advertising manager, is
quoted as saying the program is
making a big hit with the firm
which is a heavy user of newspaper
advertising.

“Although a bit early to make
predictions,” Mr. Poisal says, “it
is the consensus here that the me-
dium of television must definitely
be included in all of our future ad-
vertising plans.”

Citing merchandising success,
Mr. Poisal points to Ready White
Peeled Potatoes, a new item to the
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Schreiber’s showman performs.
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consumer and slightly in the “lux-
ury class.” The advertising execu-
tive told WAAM: “We are able
to move approximately 2,500 pack-
ages of this relatively unknown

product in one weekend, with

WAAM television our only means
of advertising.”

Schreiber Bros. offers manufac-
turers availabilities for 12 prod-
nets, six individual items empha-
sized on alternating weeks. This
plan permits the food concerns to
pay less than the cheapest 20-sec-
ond TV spot announcement in Bal-
timore, according to WAAM.,

The store, which began in Balti-
more as a 8mall meat stall in city-
owned Lexington Market and now
occupies twice the mart’s floor space
at an adjacent location, spends
about $175,000 annually for adver-
tising with the TV show appro-
priated from *“additional funds.”
Schreiber also uses radio spot in
its advertising.
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GORDON HAYES

HEN Gordon Hayes re-
signed as advertising man-

ager of the Washington

Daily News in 1943 to become as-
sistant sales manager of WTOP
Washington, several of his old
newspaper accounts paid him the
greatest tribute of his 10-year sales
career—they followed him into
radio.

Most of these loyal clients were
retail stores and théir conversion
to radio marked a major milestone
for WTOP. But Mr. Hayes, pres-
ent western sales manager of CBS
Radio Sales in Chicago, modestly
claims his 1943 achievement was
not as difficult as one might assume.
While on the News, he became
acquainted with every buyer, mer-
chandise manager, department
head, and retail store executive in
Washington, so all he had to do was
lead his friends into “the promised
land of radio.”

Gordon Hayes became an adver-
tising man by accident. A native

(Continued on page 40)
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IF YOU'RE

INTERESTED
IN WOMEN..

L
i
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Year After Year
WISN’s Ann Leslie
Proves That She Is
Milwaukee’s and
South eastern Wis-
consin’s MOST
POPULAR Wom-
en’§ Commentator.

|

F or More Than
17 Years Ann’s
“Over The Coffee
Cup” Tone Has
Made Her Programs
A BUY-WORD With
Her Host of Faithful
Listeners.

You’ll Like Doing
Bu§iness WithWISN.

IN MILWAUKEE
THEY LIS'N TO

WISN=

5000 WATTS

Represented by
KATZ .ﬁ.qen:y
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IT'S UNOBTRUSIVE. Umber gray colering blends
it right into the'\TV picture. Minimum reflection.

In the show...

without stealing the act

RCA’s new ribbon-pressure STA‘RM AKERII *

So SLIM YOU MUST LOOK sharply
to see it . . . so skillfully styled its
shape and coloring fade right into
the scene . . . this tubular micro-
phone has won the faver of enter-
tainers and announcers wherever it
has been shown.

Designed by RCA Laboratories
after more than three years of pains-
taking research, the STARMAKER
meerts the long need of broadcasting,
television, and show business for a
high-fidelity microphone that—will
not hide the features of performers—
is easier to handle—and yet retains
all the high-quality features of RCA
professional microphones. Pick-up is
non-directional. Frequency response
is uniform, 50 to 15,000 cps.

Here .is a “carry-around” micro-
phone free from wind blast and air
rumble. It contains no tubes, no con-
densers, no high-impedance circuits,
no special amplifiers, or power sup-
plies—is virtually impervious to me-
chanical shock.

The STARMAKER fits any standard
microphone stand . . . and can be
substituted for any professional high-
quality RCA microphone. No extra
attachments neecded!

For price and delivery, call your
RCA Broadcast Sales Engineer. Or
write Dept. 19JE, RCA Engmeermg
Products, Camden, N. J.

*Selected from entries snbmitted by Broad-
cast Stations in national contest.

IT'S SMALL. Diameter of body is only 114 inches. Diameter
of pick-up point is only % inch!

AUDIO BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N.J.

In Canada: RCA VICTOR Company Limited, Montreal




IT’S EASY,
WHEN YOU

KNOW HOW!

AND HERE'S THE PROOF!

SHREVEPORT SHARE OF AUDIENCE—TOTAL RATED PERIODS—DEC. '49-APR. '50

10% 20% 30% 40%

0%

AND BMB PROOF, TOO!
YES, month after month, year after year, KWKH 3
leads all Shreveport stations in Share-of-Audience
Hooperatings. The chart above shows KWKH’s su-
periority for Total Rated Time Periods for the latest
five-month period. KWKH also got the highest Hoopers

. ) ) KWKH DAYTIME
Morning, Afternoon and Evening, too! BMB COUNTIES

.. . Study No. 2—Spring, 1949
KWKH'’s tremendous popularity is just as outstanding

in the rich oil, timber and agricultural areas around
Shreveport. The 1949 BMB Study credits KWKH
with a Daytime Audience of 303,230 families in 87
Louisiana, Arkansas and Texas counties. 227,701 of

these families are "average daily listeners” to KWKH!
Let KWKH’s Know-How go to work for you here in .
our booming tri-state market. Write for all the facts,

today!

50’000 Watts . CB S Py The Branham Company

Representatives

Henry Clay, General Manager
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DEFENSE CUTBACKS

CUTBACKS in the nation’s civilian
radio - TV - phonograph -appliance
supply designed to meet defense
needs left manufacturers in a state
of mingled concern and confusion
last week as the government pre-
pared to clamp down on the flow of
vital metals into electronics chan-
nels.

National Production Authority of-
ficials flatly told manufacturers
that they may expect certain “lim-
itations”—ranging up to 20% or
30% on the consumption of raw
materials, ‘'with Dee. 1 as probable
effective date.

The government’s proposed or-
der, expected officially sometime
this week, provides that set-makers
may not consume more than'a cer-
tain percentage of material (cop-
per, aluminum, nickel and cobalt)
utilized during a base period, prob-
ably the fiscal year ended June 30.
Future uses will be governed by
average use of each manufacturer
during that period.

Thus all four metals—and rubber
and steel as well—used in varying
degrees in broadcast receiving and
transmission equipment appeared
destined to become critical high-
priority items, underscoring the
manufatcurers’ dilemma of balanc-
ing supply and demand.

Construction Ban

NPA last week also announced
a ban on construction of new
buildings for “amusement, recrea-
tional or entertainment purposes.”
Government officials explained that
the prohibition would not apply to
radio and television buildings or
studios, or plants engaged in
manufacture of electronics equip-
ment—for the present, at least.

They warned, however, that any-
one starting construction which is

not on the prohibited list, but which"

“does not further the defense effort,
either directly or indirectly, and
does not increase the nation’s pro-
ductive capacity,” runs the risk of
being unable to complete the build-
ing.

The scarce materials regulation,
revealed at a radio-TV representa-
tives’ meeting last Thursday with
NPA authorities, is expected to ac-
centuate civilian demand for radio-
TV sets and phonographs. Mate-
rials used in end products and com-
ponent parte already are acutely
scarce, authorities pointed out.

Not the least controversial ques-
tion posed by NPA’s riling is FCC's

WASHINGTON, D. C., OCTOBER 30, 1950

decision favoring the CBS color TV
system as well as problems related
to black-and-white television.
Manufacturers brought up the
TV question at Thursday's meet-
ing, but were lightly brushed aside
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$7.00 A YEAR—25¢c A COPY
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Put Manufacturers in Quandary

by NPA officials who felt the issue
was not their concern. The manu-
facturers and FCC will have to
puzzle that out themselves, they
indicated.

They also intimated that set-

#our Metal Cutbacks -ﬂéﬁect Sets. ..

CUTBACKS in s¢arce metals used
by radio and television set manu-
facturers will affect number of sets
produced and perhaps quality of
performance, according to views of
production engineers.

Even so, manufacturers already
are considering means of making
available supplies go as far as pos-
sible by means of substitutes and
efficiency methods.

The two key metals, copper and
aluminum, are used in many por-
tions of television sets, with the
pound ratio for television from
three to five times as high as for
radio sets. Size of the radio chas-
sis has been greatly cut in recent
years.

Copper is used frequently to
plate the steel chassis, but cadmium
also is popular and satisfactory.
Largest amount of copper is used
in the AC power transformer, which
must have this metal. It also ap-
pears in filter chokes. Almost all
coils have copper wire. During

World War II some silver was sub-
stituted for copper wire but in
most cases it was not as satis-
factory and the cost was high.
Aluminum is used in TV elec-
trolytic condensers and indoor
aerials. There is no substitute in
the case of condensers but other
metals can be used for aerials. In-
cluding can and foil, condensers
are 909 aluminum, with perhaps
a pound in each television set.
Cobalt and nickel are ‘used in
permanent magnet loudspeakers,
focus coils and ion traps. Earlier
models used electromagnets and
soft iron to some degree. The in-
dustry can go back to substitutes
in all magnetic uses though per-
formance might not be as good.
Some nickel is used in the gun as-
sembly of the cathode ray tube.
There are better magnetic ma-
terials than the popular nickel-
cobalt combination but these mag-
netic alloy steels are extremely ex-
pensive and in short supply.

S

makers should decide among them-
selves as to how they will meet the
pinch on raw materials—whether
to concentrate on radio or TV pto-
duction, while adopting a plan of
standardization on certain existing
models, how best to utilize “sub-
stitute” materials, and whether to
re - evaluate current allocations
among their distributors.

Emphasizing the military’s claims
for a substantial portion of elec-
tronics parts and equipment, NPA
stressed that the 20% to 309% was
flexible and no base percentage has
been established.

Cite Increase l?emand

Manufacturers also were quick to
point out at the meeting, presided
over by William Henry Harrison,
NPA administrator, that the mili-
tary is making increasing demands
on its trained electronics and com-
munications specialists. It was felt,
however, that the Defense Dept.'s-
new policy requiring each service
to estimate manpower needs six
months in advance of recall may
alleviate the growing drain on such
s\ervices, if only to spread it all
over longer periods of time,.

NPA officials' quoted industry rep-
resentatives as resigned to the “un-
pleasant fact” of curtailment of

(Continued on page 20)

W’S.WG’VE A w A YS AM ‘Stop The Music’ Stays

DEVELOPMENTS in the anti-
giveaway opinion delivered by Wis-
consin’s attorney general were
manifold last week. Stop the Music
remained on nine ABC AM stations
in the state, the TV version was
cancelled by WTMJ-TV Milwaukee,
which also dropped four other net-
work shows with giveaway ele-
ments, and Tello-Test was restored
after a technical modification in
format by the packager [BROAD-
CASTING, Oct. 23].

Stop the Music, on WMAW Mil-
waukee, was restored to that sta-
tion after agreement by station
officials that Wisconsin listeners
would be warned they could not
participate actively in the program.

‘(Listeners are telephoned, and
winners chosen for answering ques-
tions correctly.) Other ABC affil-

BROADCASTING ¢ Telecasting

iates in the state were puzzled as
to the legality of the broadcast.

ABC disclosed that none of its
Wisconsin affiliates had dropped
the show despite WTMJ-TV cancel-
lation of the TV version. An ABC
spokesman said the network will
take legal action in the matter but
the exact nature has not been de-
cided.

Lottery Issue
Thomas Fairchild and William

A. Platz, Wisconsin's attorney gen-

eral and his assistant, said the
program would not be in violation
of the state’s restrictive anti-lot-
tery laws if the element of lottery
was removed. The show, without
possible quiz participation by Wis-
consgin listeners, becomes an enter-
tainment feature, he said.
Although WMAW went along

-with the clarification, WTMJ-TV,

Wisconsin’s only video station, de-
clined to do so. In addition, WTMJ-
TV took four other network shows
off the air — Break the Bank
(NBC), Arthur Godfrey and Toni
Twin Time (CBS), What's My
Name (NBC) and Chance of &
Lifetime (ABC).

Messrs. Fairchild and Platz con-
ferred Wednesday with Walter
Schwimmer, president of Radio
Features, Chicago, which syndi-
cates Tello-Test on 276 stations. At
that time, Mr. Schwimmer agreed
to a “slight technical modification
in the handling of the question,”
which eliminated the lottery fea-
ture and enables the show to re-
turn to WISN Milwaukee. Mr.
Schwimmer expects Tello-Test to
return today or tomorrow. Because

{Continued on page 81)
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Defense Cutbacks
(Continued from page 19)

their civilian production. The in-
dustry group included R. C.
Sprague, Sprague Electric Co,
president of Radio-Television Mfrs.
Assn., and Fred R. Lack, Western
Electrie Co., who heads up the Joint
Electronics Industry Advisory Com-
mittee to the Munitions Board.

Manufacturers promised to set
up a “task force” to study the prob-
lems and report back to NPA,
which stressed initially that the
proposed regulation was not really
an “order” and hoped the industry
would cooperate on a voluntary
basis to meet defense needs.

NPA officials explained later that
all NPA regulations are carefully
evolved to avoid any implications
that suggest possible violation of
the anti-trust laws.

Effect on Civilian Needs

Spokesmen at RTMA, which of-
ficia]ly declined comment, said, how-
ever, that the “limitations” pro-
posed by the government would
have the ‘“effect” of curtailing
civilian radio-TV production. It
was believed that the full impact
would be felt about the first of next
year, though present inventories
certainly will be juggled.

R. C. Sprague, RTM A president,
said this past summer that the in-
dustry could expect anywhere from
a 15% to 20% cutback in civilian
radio-TV receiver output during
the Korean crisis. The NPA regu-
lation would lift the maximum ceil-
ing by 10% at the base of ma-
terials,

It was suggested that set-makers
who, for example, turn out a va-
riety of TV receiver models would
be forced to standardize their line
to accommodate fewer types. Tele-
vision saturation of production ca-
pacities already has drawn heavily
on components to such an extent

that electronics parts in other
ficlds are acutely scarce.
Authorities pointed out, too,

that the effect would be manifest
chiefly in the consumption of metal
units, rather than percentage of
output, and that the diversion of
civilian appliances would, in the
long run, be greater than appears
on the surface.

Set-makers reportedly held a
post-NPA meeting last Thursday
though details generally were un-
available. Discussions were de-
seribed as informal.

Same Plan Qutlined

Following the radio-TV session,
NPA authorities met with repre-
sentatives of the Electric Consumer
Goods Industry Advisory Commit-
tee, before whom they outlined sub-
stantially the same plan.

Representing NPA at the radio-
TV conclave, in addition to Mr.
Harrison, were H. B. McCoy, assist-
ant administrator of industry oper-
ations; Donald S. Parris, Communi-
cations Dept.; Thomas Delahanty,
General Products Division, and
Rollen Kadesch, NPA information
office, Other government officials
present included Marvin Hobbs,
Munitions Board Electronics Dept.,
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CBS Leads in Nine Months

Gross Billings—PIB

GROSS radio network time billings for the first nine months in 1950
totaled $135,722,285, some $3,290,613 less than the same period last year,
according to statistics released by Publishers Information Bureau last
week. September figures for the four networks were $13,931,561 as

compared to 1949 September totals
of $14,082,718.

Network leader in gross billings
was CBS which sold $5,849,786.

*w
NBC was second with sales total-
ing $4,416,328.

Sept. 50 Sept. 49 9 months 50 9 months 49

ABC .. ieiiiiiiei s $ 2,418,984 $ 3,077,282 $ 26,417,997 $ 31,874,690
(Y] coeoooosenoooenoooocaa 5,849,786 4,997,280 51,068,664 301,592
MBS i iiiiiiiaiiaannaans, 1,246,463 1,178,388 11,887,529 13,710,341
NBC . ..oveiiiiiiiaiianaaan 4,416,328 4,829,768 45,348,095 47,226,275
Tetal .....cviieeenns $13,931,561 §14,082,718  5135,722,285  $139,112,898

and Leighton Peebles, National Se-
curity Resources Board.

Industry officials attending were:

William Balderstone, Philco Corp.:
F. H. Vogel, General Electric Co.; Fred
R. Lack, Western Electric Co.; Ray C.
Eilis, Raytheon Mig. Co.: R. C. Sprague,
Sprague Electric Co.; H. A. Ehle, Inter-
national Resistance Co.; Franklin L.amb,
Tele-King Corp.; R. A. Graver and John
F. Gilbarte, Admiral Corp.; E. L. Hall,
Pilot Radio Ccr‘;.; David Wald and
Mark Glaser, DeWald Radio Mifg. CorF.;
Bernard Fein, Ansley Radio & Tele-
vision_ Corp.; William E. Wilson and
C. T. Little, Acme Electric Corp.;, W. J.
Moteland,” Conrac Inc.; Leonard Cra-
mer, Allen B. DuMont Labs.; David
Higgins, Hallicrafters Co.; A, P, Hirsch,
Macmold Radio Corp.. G. G. Felix,
Crosley Div.-Aveo Mfg. Corp.; Benja-
min Abrams, Emerson Radio & Phoneo-
Fraph Corp.; Paul V. Galvin, Motorola
nc.; W. A. McDonald, Hazletine Elec-
tronies Corp.; John Kruesi, American
Lava Corp.; A. D. Plamondon Jr., Indi-
ana Steel Products Co.; W. W. Watts,
RCA: Arie Liberman, Talk-A-Phone;
G. E. Gustafson and Hugh Boyer,
Zenith Radio Corp.

The effect of NPA’s proposed
order on raw materials appeared
certain to have ramifications all
down the line, through retailer and
distributor, and eventually for the
public. TV set retailers have com-
plained bitterly since Regulation W
was promulgated by the Federal
Reserve Board that sales have
dropped below normal.

Consumers now are required to
pay down from 15% to 26% more
on radio, TV and other household
appliances, with installment-paying
periods reduced from 18 to 15
months,

Earlier, last Wednesday alumi-
num representatives were told by
government officials that NPA must
reduce civilian consumption of that
metal—either by cutting alloca-
tions to each manufacturer or elim-
inating use of the item for hon-
essential types of manufacture.
Fabricators objected to both meth-
ods and proposed that any neces-
sary curbs be applied voluntarily
by industry.

C. Donald Dalles, chairman of the
board of Revere Copper & Brass
Inc., huge supplier of materials for
electronics use, questioned whether
accelerated rate of copper stockpil-
ing is justified and warned it may
take one-third of the available U. S.
supply. Copper is a key item in
manufacture of TV antennae.

Steel Order

A similar order issued on steel
also threatens to curtail supply of
that product in the output of tele-
vision and radio towers.

Manufacturers of radio receiving
tubes already have voiced their con-
cern over shortages and scarcity of
high-priority components comman-
deered for defense purposes
[BROADCASTING, Oct. 231.

Also & matter of concern is
the possibility that manufacturers
may find it more difficult than ever
to comply with FCC's proposal that
they build video receivers to accom-
modate CBS color TV. Adapters

-r___,..'#h-.

Drawn tbr BROADCASTING by Sid Hix

“It just proves, Honey, radio is here to stay!”

and converters also consume pre-
cious materials, it was pointed out.

A wholesale 309% curtailment of
civilian production, if it ever ma-
terialized, conceivably could send
repercussions right down the line
to advertisers and television broad-
casters, in view of TV’s accepted
rate structure based on set circula-
tion, some authorities pointed out.
This dire prospect was not seen,
however, in NPA's present pro-
posal.

With respect to top-priority or-
ders, the Munitions Board has an-
nounced a system of ratings to
guide contractors and sub-contrac-
tors., Electronic and communica-
tions equipment is rated seventh in
defense priority.

Requests from manufacturers
who would expand their electronics
and other plants for defense pur-
poses will be channeled to NSRB
Director W. Stuart Symington,
mobilization coordinator, who will
serve as “certifying authority” for
permission to take advantage of
special tax benefits under the NPA
Act. '

They could write off the costs for
tax purposes within five years as
was Substantialy the case during
World War II, and thus remove
themselves from higher tax brack-
ets.

Meanwhile, the Manufacture
Committee of the U. 8. Chamber
of Commerce met Friday to review
the nation’s defense production pro-
gram. They were joined by gov-
ernment officials. Committee is
headed by Chairman Stanley C.
Allyn and includes Frank Folsom,
RCA president.

CAAB MEET
Scheduled Nov. 9-10

THE CBS affiliates advisory board
will hold its second 1950 meeting
Nov. 9-10 in New York.

Members of the board are: I. R.
Lounsberry, WGR Buffalo, chair-
man; E. E. Hill, WTAG Worcester,
Mass., secretary; C. T. Lucy,
WRVA Richmond, Va.; Glenn Mar-
shall Jr.,, WMBR Jacksonville,
Fla.; Howard Summerville, WWL
New Orleans; Richard Borel,
WBNS Columbus, Ohio; William
Quarton, WMT Cedar Rapids;
Clyde Rembert, KRLD Dallas, and
Clyde Coombs, KROY Sacramento,
Calif.

CBS executives who are to attend
the CAAB meetings include: Frank
Stanton, president; Joseph H. Reaim,
executive vice president; Adrian Mur-
phy, vice president and general exec-
utive; Lawrence Lowman, vice presi-
dent and general executive: William
C. Gittinger, vice president and assist-
ant to the president; Herbert V.
Akerberg, vice president in charge of
station relations; Dr. Peter C. Gold-
mark, vice president in charge of engi-
neering research and development;
Earl Gammons, vice president in
charge of Washington office; Louis
Hausman, vice president in charge of
advertising and sales promotion; Hub-
bell Robinson Jr., vice president in
charge of network programs; J. L.
Van Volkenburg, vice president in
charge of network sales; William A.
Schudt Jr., director of stations rela-
tions, and E. E. Hall, eastern division
manager, station relations.

BROADCASTING ® Telecasting



DON LEE SALE

RECORD-SETTING $12,320,000
purchase of the Don Lee radio and
television properties by General
Tire & Rubber Co. and its parlay
sale of Don Lee's KTSL (TV) Los
Angeles to CBS [BROADCASTING,
Oct. 23] are slated to be placed
before FCC within a fortnight for
approval,

General Tire, owner of Yankee
Network, outbid Hoffman Radio &
Television Corp. and associates to
acquire all stock controlling Don
Lee Broadcasting System and
KTSL from the Thomas S. Lee
Estate, simultaneously announcing
the television station would go to
CBS.

Terms of the KTSL-CBS trans-
action were not disclosed. But it
was expected that CBS would
acquire station equipment at $300,-
000 to $600,000, depending on cur-
rent appraisals, and would lease
space in Don Lee’s new $3 million
studio building on a long-term
basis—10 to 15 years—and also
lease the Mt. Wilson TV site with
option to buy. .

It was estimated that the $5 mil-
lion-plus which the Lee estate al-
ready held in cash and quick assets,
plus returns from certain other
properties to be liquidated, would
bring General Tire's actual outlay
down to approximately $6 million,
and that about half of this would
be borne by CBS through its pur-
chase of KTSL equipment and,
primarily, its long-term leasehold
arrangements.

The bid was made through the
First National Bank of Akron as
trustee of the retirement plan for
employes of General Tire and cer-
tain other subsidiaries, and it was
thought the trustee would retain
ownership of the studio building
and other real estate while trans-
ferring all other radio properties
to General Tire and TV facilitieg
to CBS.

Jones To Head KTSL

CBS announced that Merle
Jones, general manager of KNX-
CBS Hollywood and the Columbia
Pacific Network, would become gen-

eral manager of KTSL when CBS-

takes over. Thomas G. O’Neil, vice
president of General Tire and vice
chairman of Mutual, said the Don
Lee Network and stations will be
under the executive management
of Willet H. Brown, now Don Lee
president.

Lewis Allen Weiss, Don Lee
board chairman, who had been ex-
pected to remain with the network
if the Hoffman group had acquired
it, meanwhile expressed his desire
to bow out of the organization and
asked attorneys for the Lee estate
last week to activate the resigna-
tion which he submitted July 19.-

The Los Angeles Times, 51%
owner of KTTV (TV) Los An-
geles, said it will acquire full own-
ership when CBS disposes of its
49% interest in KTTV under
FCC's duopoly rules.

ngeral Tire Bid Sets Record

Authorities said General Tire
will also dispose of one of its sta-
tions—KDB Santa Barbara—in
comformity with FCC’s AM mul-
tiple ownership “policy.”

Unlike TV, the AM duopoly rule
does not specify a maximum num-
ber of stations which may be owned
by a single entity, but FCC’s policy
has been to keep the limit at seven.
General Tire already owns WNAC
Boston, WONS Hartford, WICC
Bridgeport, and WEAN Provi-
dence in the Yankee group, and is
acquiring KHJ-AM-FM Los An-
geles, KFRC San Francisco, KGB

San Diego, and KDB in the Don
Lee transaction.

Purchase of the Lee interests
also gives General Tire another
19% of the stock of Mutual net-
work—in which it already owns
about 19%-—as well as Pacific
Northwest Broadcasting Co,
through which the Don Lee Net-
work has 25 affiliates in addition to
16 affiliated stations in California.

Whether General Tire will have
to sell its Mutual holdings down to
a total of 30%, to meet MBS pro-
visions, will be determined by the
Mutual board of directors.

4

The overall transaction is the
largest in radio history, over-shad-
owing the $8 million gross figure
in Edward J. Noble’s 1943 purchase
of the Blue Network (ABC) and
also exceeding the net price of ap-
proximately $6,600,000 involved in
the ABC transaction. Mr. O’Neil
pointed out that the Lee estate
included “substantially over $5
million in cash and quick assets,”
which would put the net’ price at
around $7 million (before further
liquidations, including sale of
KDB).

On behalf of General Tire, the
Washington law firm of Pierson &
Ball last week was preparing ap-
plications for FCC approval, and
expressed hope they would be ready

(Continued on page 30)

NETWORK GROSS UP

ACTIVITY of radio network adver-
tisers during the summer of 1950
continued to show an increase as
compared to 1949, according to
figures compiled for August and
released to BROADCASTING by Pub-
lishers Information Bureau. The
networks received $12,661,675 total
billing during August 1950, while
in the same month last year the
gross network time sales were
$12,164,974.

more spent over $1 million during
the month of August, while General
Mills with expenditures of $853,178
placed second. Third place was
taken by Miles Labs who spent
$696,545 in gross billing and
Sterling Drug ranked fourth, with
$662,278. Philip Morris Co. became
fifth heaviest advertisers in August,
by purchasing $426,324 worth of
radio time.

Among the product groups, the

For August—PIB

and within their category, Miles
Labs was top investor.

Toiletries & Toilet Goods pro-
ducers ran third with purchases of
$1,752,686, while Smoking Mater-
ials and Soaps, Polishes & Cleans-
ers were fourth and fifth, respeec-
tively.

® % ®

TOP TEN RADIO NETWORK ADVERTISERS
FOR AUGUST 1950

The total network sales of $121,- Food & .Food Product.s. bought $3,- 1. Procter & 'Gamble ©........ $1,240,600
861,900 from January to August 052,005 in network time, to rank g :i"::"l'u::"“ -------- :gz.;ig
1950 still lagged behind the $125,- first. General Mills led that group 4. Sterting Drug .01 562,278
027,864 eight-month cumulative of by spending $853,178 for radio ad- 2' z".':‘:m"“;;': d'C°- :;6232:
last year. . \]r)ertlslqg. The ma%ufa(;rurelrzg é)f :: ?,,,.,..,.,2 ,::m Produch 419,634

erennia rugs i ought o . Ligge# F Liiiiiiaans ,625
| Procte; & _Gamble, p 78g Re;ngd:es : gl $1, ::! 5 (i (e ganaane e
eader of radio advertisers, once 578 worth of time, to place secon 10. Campbell Soup Co. ....... 283,129

&« &2 &
TOP NETWORK ADVERTISERS FOR EACH PRODUCTY GROUP IN AUGUST 1950

Agriculture & Farming ......... Ralston-Purine Co. ...... $35,245  Industrial Materials ............ S. Steel ............. 108,210
Apparel, Footwear & Acces. ....Adam Hat Stores ........ 33,2 Imurunu ..................... Prudentia) ,............. 122,245
Automotive, Auto. Equip, & Jewsiry, Optical Good Comeras ...... feee

Supplies ... ... ... .00 Chrysler Corp. . .0vo..... 88,020 Office Eqmp, Writing Supplies,

Aviation, Aviation Equlp 3 Stationery & Acces. .. Eversharp .............. 66,588

Supplies ........c..0c0iiiiin viiiiann - ... Pofitical ..iiiirilia. .Roosevelt for Gov, Comm 704
Besr, Wine & quuor .......... Schenley Indumiu Inc. .. 79,425 Publishing & Medio ........... First Church of Christ
Bldg, Mal., Equip. & Fixtures ..Johns-Monville Corp. .... 104,873 Scientist (Moniter} .... 11,480
Confectionsry & Soft Drink .'Wm. H. Wrigley Jr. Co. .. 194,979 Radios, TV Sets, Phonographs, f
Consumer Services ......... .American Tel. & Tel. .... 45484 Musical Instruments & Acces. .. ......
Drugs & Remoedies ......... Miles Labs. ............ 696,545  Retail Stores & Direct Mail ..... Dr. Hiss ..............., 1,
Entertainment & Amusements ... ...... v... Smoking Materials ............. Philip Morris Co. ...... 426,324
Food & Food Products ......... General Mills .......... 853,178  Soaps, Polishes & Cleoners ..... Procter & Gamble ... .., 797,762
Gasoline, Lubricants & Other 18 Standard Oil of Indiana .. 116,271 Sporting Goods & Toys ........ Wilson Co. .......c..... 29,5614
Horficulture .. ... ....o..vviiis auunns .... Toiletries & Toilet Goods ....... Gillette Safety Razor Co. 337,817
Household Equip. & Supplie .Gulf Oil Corp. ......... 92,887  Transportation, Travel & Resorts .Assn. of Amer. Roilroads 66,228
Housshold Fummishings ......... Armstrong Cork Co. ...!. 35,282 Miscolloneous . ...vvvelll s Amer. Fed. of Labor .... 110,192

: —
GROSS AM NETWORK TIME SALES FOR AUG. AND JAN.-AUG. 1950—COMPARED TO 1949 BY PRODUCT GROUPS
Jon.-Aug. Jan.-Avg. Jan.-Avy. Jan.-Avg.
PRODUCT GROUP  Aug. 1950 1950 Aug. 1949 1949 PRODUCT GROUP  Aug. 1950 1950 Avg. 1949 1949
Agriculture & Inees="nl
Farming. - Materials 124323 1,382,682 123,845 1,430,031

& Access. 1 74,670 § &B5266 S 77,735 § 753,939 insurance . 232,036 1 91! 397 279,202 2,608,739
Apporsl, Footwear 76,571 816,906 70,858 860,282  Jowelry, Optical
Automotive, Auto- Goods &

motive Access. B Comeras ~ ........ 940,703 141,142 1,429,298

& Supplies 297,040 ° 3,591,555 335,050 4,918,751  Office Equip,, Sta-

Aviation, Aviation - tionary & Writ-

Equip. & ing Supplies 66,588 964018 ... ..,,, 862,380

Supplies L. ... e ceiieess eeeeeens Political 704 24,408  ..,..... ........
Beor, Wine & Publishing &

Liquor 115,209 1,729,549 104,884 664,875 Media 11,480 594,423 44,407 577,066
Bldg Muhrlall, Radios, TV Sets,

vip & Fixtures 104,873 893,783 108,167 873,685 Phonographs,
Con?uchomry & u Musical Instru-
1 Drinks 318,982 4,629,071 382.971 ‘;,486,433 . m:’lh & Access. .... ... 613803  ........ 731,545
i 1,896,578 .16,673,928 1,610,752 ,641,1 meking
e SHE et Materials 1,562,090 15,517,816 1,738,462 15,434,010

Amusements  ........ ceieiess eeiessee aaesaeas Soaps, Cleansers - oo

Food & Food s & Polishes " 1,433,312 13,557,928 1,254,985 13,121,792

29,636,959 2,689,605 29,271,412 porting Goo o oo

Garotimeubri, T & Toys 29,614 29,614 62,774 62774
canis 'l Other Toiletries &

Fusls 475,045 3,426,152 376,017 3,978,699 Toilet Goods 1,725,538 16,673,928 1,935,220 19,681,506
Horticubture 05000000 . 105,696  ........ 91,948 !m’mporgnon,

Housshold Equip. ) rave L
3 : Resorts 66,228 585,783 29,010 783,428
ol S0 R AL ) e 357,538 3,467,778 220,619 1,860,327
Furnishings 39,320 327,244 37,054 733112 TYotal $12,561,675 $121,861,900 512,164,974 $5125,027 864
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TELL RADID'S STORY—NOW s s comiv e

THE STORY of radio’s preeminence
in the media field, with its ability
to reach the most people at the
lowest cost, must be told forcefully
and frequently—and soon.

This position was taken by the
NAB AM Committee, meeting in
Washington Oct. 23-24, and NAB's
board of directors will have a
strong recommendation from the
committee at its mid - November
meeting.

Two days of committee discussion
covered the gamut of radio’s cur-
rent problems, under chairmanship
of Hugh B. Terry, KLZ Denver.

Out of the meeting came the
proposal that NAB tell the world
the true story of the broadcast
medium, a story that many mem-
bers felt has never been properly
told in radio’s 30-year history.

A veteran broadcaster familiar
with the medium’s growth and its
current status, Paul W. Morency,
WTIC Hartford, led the committee
movement to gain proper recogni-
tionlLfor radio in the growingly
competitive advertising field. Mr.
Morency is Distriet 1 director.

Study Ryan Plan

The committee went carefully
into a plan submitted last August
by William B. Ryan, NAB general
manager, following demand by
Assn. of National Advertisers for
drastic radio rate reductions be-
cause of TV's impact on listening.
At [that tine Mr. Ryan proposed
that the true facts of media rate
structures be pitted against each
other [BROADCASTING, Aug. 28].

The Ryan plan supplied many
of the ideas behind the committee’s
recommendation, as finally adopted
for |board consideration.

Committee members felt that
the story of radio’s growth should
be told in terms of radio sets, audi-
ence and facilities. This would take
the form of a major project, pro-
viding an all-out analysis of the
broadcast medium. Sales impact of
the spoken word and programming
appeal would be portrayed in the
radio presentation.

While members agreed the im-
pact of TV on radio is serious in
major television areas, it was

%

NAB RADIO Committee held two-day session in Washington last week.

*

pointed out that all media and
living habits have been affected.
Therefore the committee advocated
a broad look at the advertising
media picture. Radio’s problem thus
is much more than a competitive
battle with TV, members felt.
The idea of an intensive study
of radio rates was taken up but
committeemen were opposed to a
survey of that type. They felt the
radio project should deal with audi-
ence and facilities. Many of the
members, however advocated radio
rate increases based on general in-
crease in operating costs, just as
1 . .
printed media have raised space
rates.

Convention Realignment

A second project that drew com-
mittee attention was the 1951 NAB
convention, to be held in mid-April
at the Stevens Hotel, Chicago.
Members favored the idea of a con-
current convention, with manage-
ment and engineering groups
meeting at the same time, For the
last two years the engineering
meetings have been held before or
after the management convention,
involving exhibitors in week-long
participation.

Committeemen agreed that the
1950 convention, with its high-brass
aspect, had been a disappointment.
They favored a convention with
both broad industry aspects and
specialized workshop sessions.

Main emmphasis was placed on the
need of brightening the agenda,
making the convention as inter-
esting as possible. Injection of
more showmanship and drama into
the convention meetings was fa-
vored. Workshop sessions would in-
terest such industry groups as
independents and network affiliates,
FM, TV and other segments.

Industry Problems Discussed

Other industry problems dis-
cussed by the committee included
national defense measures, taxa-
tion, manpower recruitment, wage
freezes, special orders by regula-
tory agencies and effect of the
Wisconsin court decision on give-
aways (see story page 19).

A number of NAB staff members

*

At-

teriding were (I to-r): Milton L. Greenebaum, WSAM Saginaw, Mich.; William

took part in last week’s committee
meeting, including President Justin
Miller; General Manager William
B. Ryan; C. E, Arney Jr, secretary-
treasurer; Robert K. Richards, pub-
lic affairs director.

Full Agenda

Hugh M. P. Higgins, director of
Broadcast Advertising Bureau, out-
lined projects of the association’s
sales promotion agency. Richard
P. Doherty, employe-employer re-
lations director, discussed operat-
ing costs and employment. Jack
Hardesty, NAB station relations
divector, who starts tomorrow on a
cross-country membership tour,
reviewed the status of NAB mem-
bership and steps underway to
bring in non-member stations.

Dr. Kenneth H. Baker discussed
NAB research projects and Ralph
W. Hardy, ‘government relations
director, reviewed lobby activities.

Committee members present, be-

WKBW STUDIOS
Ceremonies Held Oct. 27

OFFICIAL opening of the new
studio building -of WKBW Buffalo
[BROADCASTING, Sept. 25] was
marked last Friday with festive
ceremonies attended by leaders of
the industry. Climax of the oc-
casion was a scheduled ABC coast-
to-coast pickup from Buffalo at 11
p.an., with the broadcast featuring
FCC Comr. Frieda B, Hennock and
Mark Woods, vice chairman of the
board of ABC. Milton Cross served
as master of ceremonies.

Special contingent from New
York for the event was to include
Jack Purvis, N, W. Ayer; Frank
Silvernail, BBDO; Frank Coulter,
Young & Rubicam; Diek Grahl,
Wm. Esty & Co.; Frank Daniel,
Lennen <& Mitchell; Chet Slay-
baugh, Morse International; John
Kucera, The Biow Co.; Ed Whitley,
Badger, Browning & Hersey; Keith
Shaffer, Erwin, Wasey & Co.

Avery-Knodel Inc., national rep-
resentative for WEKBW, was to
be representated by Arthur McCoy,
Fred Newberth; John Tormey, J.
William Knodel and Lewis H.
Avery.

sides Chairman Terry and Mr.
Morency, were H Quenton Cox,
KGW Portland, Ore.; Simon R.
Goldman, WJTN Jamestown, N. Y.;
Milton L. Greenebaum, WSAM
Saginaw, Mich.; Glenn Shaw, KLX
Oakland; F. C. Sowell, WLAC
Nashville; William E. Ware, KSTL
St. Louis; Ben A. Laird, WDUZ
Green Bay, Wis.

CBS-NIHLEAN SUIT

Is Settled Qut of Court

MISAPPROPRIATION of dra-
matic property suit brought by two
writers against CBS for $150,000
was settled out of court in Chicago
last week and dismissed Monday in
Federal District Court by Judge
Philip Sullivan. Mr. and Mrs. Rus-
sell Nihlean of Chicago charged
last August that CBS broadcast a
network show, Hit the Jackpot,
based on an idea submitted by them
to WBBM (CBS) Chicago. They
alleged the idea for Hit the Jack-
pot was taken from their show,
Watch Your Step.

Judge Sullivan dismissed the case
“with prejudice,” which provides
that same suit may not be brought
into court again. The plaintiffs
and the defendants were ordered
to pay their own court costs, Co-
defendants with the network were
DeSoto and Plymouth, sponsors of
Hit the Jackpot.

Lindsey to KYMA

WILLIAM L. LINDSEY, at present
program director of KLAS Las
Vegas, Nev.,, will become general
manager of the new KYMA Yuma,
Ariz.,, according to an announce-
ment last week by Albert Johnson,
manager of Salt River Valley
Broadecasting GCo., which holds the
KYMA construetion permit as well
as the license of KOY Phoenix.
Mr. Lindsey is to leave KLAS Nov.
6 to take up his new duties pre-
paratory to the Yuma 250 w out-
let on 1400 k¢ taking the air
around Dec. 1. KYMA will affili-
ate with Mutual-Don Lee and the
Arizona Network, is was an-
nounced.

NAB president; Hugh B. Terry, KLZ
NAB; F. C, Sowell, WLAC Nashville;

Denver, chairman; William B. Ryon,

Simon R. Goildman, WJTN Jamestown;

E. Ware, KSTL St. Louis; Paul W, Morency, WTIC Hartford; Justin Miller, Ben A. Ldird, WDUZ Green Bay.

H Quenton Cox, KGW Portland;
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How KPFM(FM) Promotes
- Sponsor's Products
In 80 Supermarkets

POINT-OF-SALE radio advertis-
ing in supermarkets as a new off-
shoot of FM radio is doubling the
gross income of KPFM (FM) Port-
land, Ore, Manager Stanley M.
Goard has disclosed to BroaDcAST-
ING.

The independent FM station
channels music and spot announce-
ments to some 80 city supermarkets
promoting sale of food products
that shopper-listeners can buy in
the store. The 20-second store com-
mercials are purchased by food
manufacturers through Point-O-
Salescast Co., Portland, which
books the time with KPFM and pro-
vides the copy. .

Donald W. Greene, owner-man-
ager of the firm which was organ-
ized specifically for that purpose
last May 1, concedes that the idea
of storecasting is not new. But he
adds:

Cites Growing Success
Of Storecasting Technique

“. .. We've had unusual success,
and as far as I know, Portland’s
program, is the only one in which
the stores contribute to the cost, as
well as the sponsors , .., a service

* 4 @

Mr. Goard (1) discusses recording

of KPFM supermarket storecast-

ing commercials with Announcer
Tom Hotchlkiss.

more attractive both to the partic-
ipating stores and to the sponsors.”

Other cities which have inaugu-
rated storecasting in recent years—
but without charging the stores
—are, Chicago, Detroit, New York,
Philadelphia and Hartford, Conn.

Storecasting in Portland is aired
during store hours, from 9 a.m. to
6:30 p.m. with commercials accept-
ed only if the particular product is
carried by 90% of the participating
stores. Only deviation from -the
regular KPFM broadcast schedule
of continuous music is that involv-
ing use of supersonic signals in
supermarkets to- increase the vol-
ume’ on commercials and eliminate
station breaks and newscasts.

The storecasting arrangement
entails advantages for the station,
supermarkets and home listeners
alike, according to Mr. Goard. The
stores derive on-the-spot help from
manufacturers in moving merchan-
dise, vocal salesmanship, and a
more pleasant atmosphere for cus-
tomers and workers. Additionally,
merchants extend cooperation in
stocking advertising items.

Mr. Goard also singles out a
limit of three 20-gsecond commer-
cials per quarter-hour and several
hours per day when no commercials
are aired.

Taping In Advoance
Holds Down Costs

To help keep costs down and in-
sure maximum quality announce-
ments, the week’s commercials are
recorded in advance on reels of
“Scoteh” sound recording tape, with
entire operation handled by the sta-
tion engineer. Only special equip-
ment needed is a high-frequeney
oscillator for generating the super-
sonic signals, according to Mr.
Goard. Store equipment is furnished
by Point-0O-Salescast Co. on a
monthly rental basis. .

This special tape, which elimi-
nates the need for an all-day an-
nouncer and requires his services
only when he is “fresh,” is a prod-

BROADCASTING ® Telecasting

uct of Minnesota Mining & Manu-
facturing Co., St. Paul. The firm
specializes in production of
“Secoteh” sound-recording and other
pressure-sensitive adhesive tapes
for industrial and consumer use.

The station engineer, who exer-
cises complete supervision, over all
fare, fades out the music as com-
mercials or station breaks come up,
feeds in the appropriate high-fre-
quency signals, and starts the pre-
viously-prepared tape recordings,
reversing the procedure for re-
sumption of the musical portion
of storecasts.

Equipment Needs
In Markets

Within the supermarkets, neces-
sary equipment includes an an-
tenna, from two to six speakers,
an M receiving set, and a volume
control mechanism responsive to
UHF f{frequencies. Entire operation
is automatic in the stores and re-
quires no attention from employes.

With volume control adjustable
to any of several high frequency
signals, volume not only can be
increased in some stores but cer-
tain announcements can be either
entirely or partially blocked out
throughout the store chains — so
flexible is it.

One example of that necessity
arose recently whén a bakery in-
itiated a spot drive on behalf of
its bread and pastry. Inasmuch as
one of the stores made its own
pastry, it was able to carry an-
nouncements on the bread only
through use of a special signal that
would cut out the pastry plugs.

KPFM enjoys additional revenue
from such an operation by virtue
of the “somewhat higher price” it
commands for the added value of
point-of-sale broadeasting.

“Cost to the average store ig $15,”
Mr. Goard points out. “However,
the main income . . . is derived
from the purchase of spot an-
nouncements by manufacturers who

Starting the prepared “Scotch”
tape recordings once he hae “faded

out” the storecast music is the
KPFM station engineer, who super-
vises emtire storecast operation
from the studios of the independent

FM outlet.
+ 4 4

are finding this new medium . . .
very successful.”

One West Coast firm, for exam-
ple, added storecasting to its adver-
tising schedule and its sales jumped
147% over last year’s comparable
period, according to Mr. Greene of

-Point-0-Salescast Co. Another con-

cerned & Los Angeles firm which
introduced a product in the Port-
land area coincident with inaugura-
tion of storecast service.

Final Success Shown
In Volume Figures

“At the end of two months, with
no advertising except KPFM store-
casting, the firm's total volume on
the product in Portland was equal
to its total volume in Los Angeles—
& market five and & half times big-
ger, where the product had a six
years’ head-start,” Mr. Greene said.

Among the 20 products adver-
tised through KPFM are: Borden's
Cottage Cheese, Teagarden Pre-
serves, Crown Flour, Roman Meal
Breakfast Food, Fla-R-Pac, Beg-
More Dog Food, Shady Oak Mush-
rooms, and Par-T-Pak soft drinks.
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WGGG SWITCH

State Board Defers Action

PROPOSAL by WGGG Gainesville,
Fla., that it exchange frequency
and power facilities with WRUF,
the U. of Florida-owned station,
was deferred Oct. 23 following a
two-day meeting of the Florida
State Board of Control.

WGGG would exchange its 250 w
and 1230 kc dial spot with the 5
kw-860 ke operation of WRUF,
with which it competes in Gaines-
ville. WGGG is licensed to Alachua
County Broadcasting Co. Inc., with
R. M. Chamberlin as president
and general manager.

The meeting posed & contro-
versial issue in Florida radio cir-
cles where three stations—WRUF
WSUN St. Petersburg and WJAX
Jacksonville—operate as city or
college properties. Some broad-
casters, including Walter Tison,
president and general manager of
WALT Tampa, feel that the FCC
should draw a definite distinction
between commercial radio stations
and those operating as a service
rendered by civic groups. WRUF
has been listed as an MBS affiliate.

LILIENTHAL

Retained as RCA Counse"or.

DAVID E. LILIENTHAL, former
chairman of the Atomic Energy
Commission, has been retained by

RCA as special counsellor on policy -

and administrative matters. Though
no announcement has been made
by RCA, it is understood Mr.
Lilienthal has been serving in this
capacity for some weeks.

Mr. Lilienthal has extensive ex-
perience in scientific fields as an
administrator. Besides directing
Atomic Energy Commission in its
formative period he was a prime
mover of Tennessee Valley Author-
ity in the ‘30s. It is believed he
may assume a top research capac-
ity at RCA.

Within a fortnight Mr. Lilienthal
is expected to open a consulting
office in the American Security
Bank Bldg., Washington. He will
counsel on administrative and
policy matters.

* * @

Mr. LILIENTHAL
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Mr. Jabncke Mr. McDonald

Mr. Saudek -

Mr. Oberfelder

ABC promotions and realignments announced Oct. 20 [BRroapcasTING, Oct. 23]
include Ernest L. Jahncke, vice president in charge of stations, being ap-
pointed vice president in charge of all radio, including network and stotions;
Joseph A. McDonald, vice president and general ottorney, and Robert Saudek,
vice president in charge of public relations, being named assistants to Robert

E. Kintner, ABC president.

Mr. McDonald will be responsible for all legal

matters and labor relations, and Mr. Saudek, in addition to present duties,

will head advertising, promotion and research.
Also announced was the naming of Ted

and Saudek report to Mr. Kintner.

Messrs. Jahncke, McDonald

Oberfelder, head of advertising-promotion, as manager of WJZ New York;
and Clarence Doty as WJZ-TV manager, both reporting to Murray Grabhorn,

vice president in charge of owned and operated stations.
has been appointed acting manager of advertising and promotion.

Mitchell DeGroot
Benjamin

Gedalecio continues os manager of resedrch.

RED IDENTITIE

Stricter Compulsory Laws

May Be Enacted

WHEELS of new anti-subversive control machinery set up to compel
Communist “front” or ‘“‘action” organizations to identify their radio and
television programs and to impose other restrictions on their activities

began to turn slowly last week.

It was strongly evident that the
new law, which may face revision
once Congress reconvenes, may
have little practical effect on sta-
tion operations. The burden of en-
forcement doés not rest on stations.

Communist party officials and
fellow-traveler groups who subse-
quently may be deemed to fall
within that category had taken no
action to comply with the law's
provision calling for registration
with the Justice Dept. within the
30-day limit. Deadline on registra-
tions was last Monday evening.

It was believed that the issue
eventually would go to the courts
as a ‘“test case.” In the interim,
penalties for non-registration, cov-
ering prison sentences and fines up
to $10,000, cannot be enforced until
the government firmly establishes
who is required to register as an
“getion” or “front” group.

Board Created

To that end, President Truman
last Monday created a five-man
Subversive Activities Control
Board to be headed by Seth Rich-
ardson, chairman of the govern-
ment’s Loyalty Réview Board. The
Justice Dept. is expected to ask
the board for an order sometime
next month specifically requiring
the Communist Party to register.
The board will be asked to base
decisions in individnal cases on an
eight-point guide, with recommen-
dations from the Justice Dept. The
Communist Party, if it should be
so designated, then could appeal
the board’s ruling to the courts.

Section 10 of the Communist-

- control bill passed Sept. 23, would

make it unlawful for any “front”

*

or “action” group to air any radio
or television program without iden-
tifying, in advance, the program it
is sponsoring [BROADCASTING, Oct.
2]. The provision is not intended
to add further obligations to those
already imposed on broadcasters.
A Federal Register compilation
of registered organizations would
serve as the guide with. respect to
lawful groups. But broadcasters
would not be asked to rule off non-
registrants, upon whom alone the
burden of responsibility would rest.
FCC regulations already require
stations to identify sponsors of
radio and television programs.

Other Members

Other members of the new con-
trol board are Peter Campbell
Brown, special assistant to the At-
torney General; Charles M. LaFol-
lette, former Republican Congress-
man from Indiana and now execu-
tive director of Americans for
Democratic Action; David J. Cod-
daire, Boston lawyer, and Dr.
Kathryn McHale, former director
general of the American Assn. of
University Women.

Motenko Joins Muzak

APPOINTMENT of Alexander
Motenko as general sales manager
of Muzak Corp. Transcription Div.
has been announced by Richard A.
Wilson, vice presiden of the divi-
sion. Mr. Motenko, former vice
president of Children’s Press Inc.,
will assume full charge of all sales
departments. He also will continue
to serve as president of Brason
Assoc., Chicago record distributor.

BROADCASTING o

TOWER FALLS
KHQ Plans New Structure

PLANS are underway for another
826-ft. structure to replace KHQ
Spokane’s new radio tower that
jack-knifed in opposite directions
Oct. 18, according to R. O. Dun-
ning, president. Tower was to have
replaced KHQ’s present quarter-
wave antenna located 250-ft. from
the site of the construction.

The new structure collapsed at
the 608-ft. level as workmen began
to tension a second set of perma-
nent guy cables.

As yet, cause of the failure has
not been determined. Station was
off the air for 61 minutes when a
falling guy wire severed the trans-
mission line leading to the cur-
rently-used tower, which had been
cut from the half-wave size of 826-
ft. to 430-ft. by a windstorm last
November. The old tower was un-
supported and although damaged
by the storm still showed no ap-
preciable loss of coverage as it had
separated at nearly the exact
quarter-wave point.

The new tower, which suddenly
gave way, was of & uniform cross
section of 6’3", and was to have
been supported by two sets of three
permanent guys. Two workmen in-
stalling neon sections of the tower
were on the ground and, while
knocked from their feet, were not
seriously injured. Chief Engineer
John Walker and Salesman Charles
Lohnes, of XHQ, and William Whit-
man, International Derrick &
Equipment Co., who were at the
scene, sprinted to safety. Prime
contractor was RCA, fabrication
by International Derrick and erec-
tion by Radio Towers Inc., the
station reported.

NATIONAL GUARD

Sets Spots for 1,232 Outlets

NATIONAL. GUARD will launch
a spot announcement campaign
using three one-minute spots on
more than 1,232 radio stations dur-
ing the month .of November.

The advertising budget for Na-
tional Guard is $300,000, which
pays for recruiting aids such as
spot radio, posters and newspapers.

“Time and space is being bought
by the agency, Robert Orr & Assoc.,
on a long-term rotating basis so
that every station and newspaper
will be given consideration,” Jospeh
R. Joyce, account executive of the
agency, told BROADCASTING.

The current spot schedule in-
cludes stations of 6 kw and under.

During the month of September
the National Guard sent out a let-
ter under the signature of its chief
of bureau, Maj. Gen. Raymond G.
Fleming, asking radio stations to
use a quarter-hour transecribed show
featuring Mindy Carson and Bill
Stern, as a public service. Although
only 16 programs have been cut,
so far, eventually there will be 39
in the series. More than 1,660 sta-
tions have agreed to play the pro-
grams as a public service and have
been doing so since last September.

Telecasting



NARBA PROSPECTS e s

PROSPECTS of reaching agree-

ment on a new NARBA governing
AM allocations among all North
American nations except Mexico
appeared brighter last week, after
a succession of conferences among
the delegations following Mexico's
withdrawal from the session
[BroaDCASTING, Oct. 23].

Participants were unwilling to
predict that a new treaty is yet a
certainty, but said Friday that it
“appears near” and may be reached
in another week or 10 days. The
conference has been in progress in
Washington since Sept. 6.

Observers thought the agree-
ment—if achieved—would rest on
these bases:

® Cuba would be permitted to
use six U.S. 1-A clear channels, but
would agree to use directional an-
tennas to protect the U.S. dominant
stations along the lines provided in
the expired NARBA.

@® Cuba would be granted “spe-
cial protection” on 11 channels, and
a number of other “relatively
minor” adjustments in U.S. opera-
tions might result.

@ Cuba would commit herself

RADIO HOLDS

Williams Tells La. Meet

RADIO has no apologies to make
to any media, as its selling influence
is ever present and usually under-
publicized, Aubrey Williams, radio
director of Fitzgerald Adv. Agency,
New Orleans, told the Louisiana
Assn. of Broadcasters Oct. 25 in
New Orleans. The Fitzgerald firm,
one of the leading Southern agen-
cies, annually bills about $2 mil-
lion in national and regional radio.

Mr. Williams said radio should
sell aggressively what it has best
to sell — its instantaneous fluidity
which no other advertising medium
today enjoys. Radio should pro-
mote itself better as its potential-
ities are still an unknown quantity
in many advertising circles, he
added.

Tom Gibbens, WAFB Baton
Rouge, was elected president of the
Louisiana association. Howard
Summerville, WWL New Orleans,
was chosen vice president, while
George Martin, KROF Abbeville
was named secretary and treasurer.

Robert D. Swezey, WDSU New
Orleans, said TV has thrown off its
guard and given it an inferority
complex, all of which means radio
“will have to grow up for once”
and push a combined effort to sell
radio as the newspapers have sold
themselves against radio. He urged
support of BAB. Radio will re-
main a very effective advertising
medium for many years to come,
said Mr. Swezey, but “it’s later for
radio than you think.” TV i3 a
good means of advertising but too
expensive to take radio’s place, he
added.

to protect all other U.S. clears to
the U.S. border.

@® The Bahamas-Jamaica prob-
ably would be granted the use of
one and possibly two U.S. clear
channels, on condition that the U.S.
dominants are protected.

® The Dominican
would continue to use one channel
—class not yet decided—probably
with 10 kw power.

@ The U.S. and Canada would
be granted the right to move their
clear-channel stations as they wish
(that is, stations on clear channels
to which Cuba and other nations
are given no rights under the
treaty).

Cuba, whose differences with the
U.S. have been a major stumbling-
block in the year-long effort to
write a new NARBA, was under-
stood to be willing to make the new
treaty effective for five years and
then to keep it in effect until a
new one is devised. The U.S. dele-
gation was prepared to insist upon
this point as well as upon adequate
protection of U.S. interests by for-
eign operations.

Claim U. S. Would Gain

Authorities conceded that the
trend of current negotiations
seemed to make substantial conces-

Republic.

sions to Cuba, but pointed out in
defense that Cuban broadcasters
already have preempted more chan-
nels than those to which they
would have rights under the pro-
posed treaty. Accordingly, it was
argued, the U.S. ‘stands to gain
more than it would lose under the
tentative terms, which have been
evolved in negotiations led by FCC
Comr. Rosel Hyde, head of the U.S.
delegation.

U.8. 1-A clear channels discussed
in connection with Cuba’s request
for rights on 8ix, authorities said,
included 640 ke (KFI Los Angeles);
660 ke (WNBC New York); 670 ke
(WMAQ Chicago); 760 ke (WJR
Detroit); 770 ke (WJZ New York),
and 830 ke (WCCO Minneapolis).

Cuba Protection

The channels on which Cuba
would get special protection—and
the degree of special protection
that would be involved—remained
undecided. At the Montreal sessions
a year ago, it was recalled, the
Cuban delegation sought 50-micro-
volt protection—at the Cuban bor-
der—on two 1-A channels, several
1-B’s, and some regionals.

WCBS New York's 880 kc was
most frequently mentioned as the
1-A to satisfy Bahaman-Jamaican
demands.

The Dominican Republic cur-
rently uses 1040 ke with 10 kw and
was eager to continue this assign-
ment or to accept some other chan-
nel as a substitute.

There appeared to be no substan-
tial differences between the U.S.
and Canadian delegations.

Aside from the station-assign-
ment issue, the Conference’s prin-
cipal problems appeared to relate
to technical questions, particularly
the degree of mutual protection to
be accorded between nations.

All of the remaining delegations
except Cuba’s have agreed to re-
spect the existing “660-mile rule,”
and authorities said Cuba agreed to
adhere in substance but under a
different formula.

The Conference Juridical Com-
mittee approved re-establishment
of the main principles of the North
American Regional Broadcasting
Engineering Committee — which
had been opposed by Mexico in
particular—under a new name and
new formula. Mexico, before her
withdrawal, was represented on the
subcommittee which. unanimously
recommended this move.

The question of cutting channel
separations from 10 to 9 ke—which
at one point loomed as the only
hope of salvaging an agreement
but was pushed aside following
Mexico’s withdrawal—was not re-
vived during the past week, and
none of the remaining nations ap-
peared interested in pursuing it at
this time.

RADIO ON DEFENSIVE

RADIOQ, on the “offensive” through-
out its history, is now on the “de-
fensive,”” Les Waddington, radio
and television director of Miles
Labs, asserted Wednesday in a
speech before members of the Chi-
cago Radio Management Club. Re-
ferring to the “crisis” now facing
radic management, occasioned by
television, the threat of war or a
heavily-regimented peacetime econ-
omy and probable defense require-
ments, Mr, Waddington anticipates
“the blows to come will whittle
away at the soft and flabby outer
edges of radio” but the medium
“will emerge skinned down consid-
erably and in better fighting trim.”

Station managers must use their
“great brainpower to see the path
ahead” and use to advantage their
experience of being in radio since
its inception. “There’s a heap of
listening ahead,” he said. Because
the ‘“tools of radio analysis are
numerous—perhaps too numerous
—,” there should be a “quick weed-
ing out of the least useful reports.”

Although he believes television
will replace radio ultimately as a
top entertainment and sales medi-
um, radio will always be an im-
portant advertising medium, Mr.
Waddington said. Major networks
and stations, however, “should act
as though the two are related, and
not sell them against each other.
The transition period from AM to
TV will be happier and easier if
networks and stations show adver-
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tisers how the media can work and
grow together. TV is not the con-
stant evil spirit many people think,"”
he noted.

The radio industry has been “of-
fensive” on two scores—in its ag-
gressive business methods and in
it programming. Advertisers, as
well, have “financed radioc but also
defiled it, in one way or another.”
Mr. Waddington believes the auto-
matic commercial tuneout is an in-
herent part of the listener’s makeup
now. Television commercials are
“more palatable’” than those on
AM, he said, where “of necessity”
spots have had to feature hard-
hitting copy and repetition. ‘“Ad-
vertisers are being forced to do
something about their commercials
now.”

Uses Schwerin

Miles Labs has used Schwerin
Research Corp., New York, to ana-
lyze the psychological placing of
commercials within a program for-
mat to find the character of the
most effective commercials, among
other things.

Speaking of programming, Mr.
Waddington charged a need for a
greater variety of program ideas.
“As each program innovation, the
industry rides it to death,” he said,
referring to quiz shows and give-
aways especially. He reminded his
audience that radio is a communi-
cations medium with two lowest

" common denominators, a responsi-

Waddington Asserts

bility for enlightenment and edu-
cation. Miles maintains its pro-
grams at the highest educational
level consistent with selling the
product, he said.

To point up his predictions that
radio must reform itself, Mr. Wad-
dington introduced a musical de-
vice, the recorder, on which he
played “It's Later Than You
Think.,” “The piper must be paid,
and the piper is the radio industry
which is luring followers—listeners
and advertisers who pay the bills,”
he said.

“Radio has experienced a roaring
economy for the past few years, but
the next few years will be differ-
ent,” Mr. Waddington -continued.
“Advertising and costs will be sur-
veyed carefully in light of general
uneasiness, now detectable in ra-
dio, and the likelihood of strong
defense measures which mean an
unbalanced economy.”

Talent costs and rates have to be
adjusted, maintenance of full ra-
dio coverage is losing popularity
because of costs, and television can-
not be neglected, Mr. Waddington
said. “TV has complicated the en-
tire media picture.”

Miles in 1949 spent 85 cents of
its advertising dollar in radio and
television on 10 shows (five net-
work) and spot. Its formula for
program improvement is to add
producer experience to the measure-
ment of audience reaction.
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RADIO-TV WEEK OPENS  terts 300 vear

NATIONAL Radio & Television
Week opened yesterday (Sunday)
with jaural and visual stations join-
ing ih industry-wide observance of
the pbroadcasting industry’s 80th
anniversary. The observance winds
up Saturday night.

Key event in the observance of
somg 2,800 AM, FM, and TV sta-
tions was the fourth annual Voice
of Democracy contest in which stu-
dents of 28,000 high schools in the
United States and possessions are
participating.

Néwspapers -are joining in the
event with advertising projects
based on material supplied by the
Advertising Committee of Radio-
Television Mfrs. Assn.

NAB and RTMA are cooperating
in industrywide observance of the
week, with the U. 8. Junior
Chamnber of Commerce and U. S.
Office of Education joining in the
Voice of Democracy contest.

Agcording to NAB, the contest

NARND PLANS

Gomplete Meeting Agenda

K.EﬁPING in step with current in-
terest, the fifth annual convention
of the National Assn. of Radio
News Directors at Chicago’s Hotel
Sherman, Nov. 16-18, will feature
top military spokesmen.

Among speakers scheduled are
Gen. Hoyt Vandenberg, Air Force
chief; Rear Admiral R. F. Hickey,
USN, and Maj. Gen. Floyd Parks,
chief of Army information. Other
main talks will be made by Com-
mentator Lowell Thomas; Lyle Wil-
son, UP Washington bureau; Bob
Considine, INS correspondent; Clif-
ton Utley, WMAQ Chicago, and
Robert Dillon, general manager,
KRNT Des Moines.

Broadcast From Meet

Mr. Thomas, veteran radio mnews
commentator, will originate his
CBS newscast at the convention
with an informal discussion on ra-
dio news before and after the pro-
gram. Ben Chatfield, WMAZ Ma-
con, first vice president of NARND
and in charge of the convention,
announced managers and other sta-
tion officials are invited to attend
the 1950 meeting.

News Director Jack Krueger,
WTMJ Milwaukee, is handling de-
tails, of a pre-convention trip to
Milwaukee Nov. 15, NARND mem-
bers and other radio newsmen will
leave Chicago at 10:30 a.m., be
special guests of WI'MJ and be in-
terviewed on a radio and TV show.
Walter J. Damm, vice president of
the Milwaukee Journal Co. and gen-
eral manager of the Journal’s sta-
tiond, will be host to NARND
officérs, members and wives at
Radio City at noon. The party will
tourl the station and other high
points, and also the Blatz Brewing
Co. where they will be guests at a
buffet supper.
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will draw well over the record one-
million entries that featured the
1949 event. Stations already have
started broadcasting a series of
five-minute pilot radio essays to be
used as idea patterns by student
contestants.

Pilot Voices

The pilot transcriptions were
voiced by Justice Tom C. Clark,
U. S. Supreme Court, speaking on
“Platform for Democracy;” Sen.
Edwin C. Johnson (D-Col.), chair-
man of the Senate Interstate Com-
merce Committee, on “Democracy
at Work;” NAB President Justin
Miller, on “Freedom of Expres-
slon;” Earl J, McGrath, U. S. Com-
missioner of Education, on “Edu-
cation for Democracy” and Rep.
Brooks Hays (D-Ark.), vice pres-
ident of the Southern Baptist
Convention, on “Freedom of Wor-
ship.”

The U. 8. Office of Education
deseribed the event as “the con-
test for high schools.” In charge
of local ¢eliminations are radio sta-
tions, with local junior chamber
chapters cooperating in the judg-
ing process, Local prizes are of-

fered participants.

Both members and non-members
of NAB are taking part by broad-
casting the pilot essays and tran-
scribing winning scripts on the
subject, “I Speak for Democracy.”
Judging is based on content, 40
points; delivery, 40 points and
originality, 20 points.

By Nov. 256 winning state tran-
scriptions will be on their way to
Washington for further elimina-
tion. The four national co-winners
will be selected by a committee of
noted judges. Winning students
will be given trips to Washington
and Colonial Williamsburg, along
with $500 scholarsghips. They will
appear on numerous radio and tele-
vision shows.

To Judge Contest ‘

Members of the board of judges
are Erwin D. Canham, Christian
Science Monitor; Rabbi Norman
Gerstenfeld, Washington; Frieda
Hennock, FCC; H. V. Kaltenborn,
NBC; Corma Mowrey, president,
National Education Assn.,, Frank
Pace Sr., Secretary of the Army;
W. L. Spencer, president, National
Assn. of Secondary School Princi-
pals; Lowell Thomas, CBS com-
mentator.

IAAB ASSEMBL

Nunn, Arnoux Named
NAB Delegates

GILMORE NUNN, of the Nunn Stations, and Campbell Arnoux, WTAR
Norfolk, have been named NAB delegate and alternate, respectively,
to the Second General Assembly of the Inter-American Assn. of Broad-
casters, which convenes in Sao Paulo, Brazil, Nov. 15-25.

Plans for the 10-day assembly
were announced last week by Jus-
tino Jimenez de Arechaga, director
of IAAB’s permanent office at Mon-
tevideo, Uruguay. Goar Mestre,
CMQ Havana, is IAAB president.

Radio’s role in promoting demo-
cratic ideals, as well as its educa-
tional and cultural values; is ex-
pected to get widespread attention
in the meeting.

The IAAB board of directors al-
ready has adopted a “triple peti-
tion” asking “all the broadcasters
of the three Americas” to: (1)
make sure their broadcasts do not
serve “the cause of the enemies of
the democracy system”; (2) “give
all their support to the United Na-
tions Organization, contributing
fully and generously to the broad-
casting of the principles on which
it is based and the decisions they
adopt in defense of pacific nations
against unjust aggressions™; (3)
“participate, insofar as it is pos-
sible for each one, in an intense
campaign of propaganda directed
to the fundamental principles of
democracy and the strengthening
of the ties of brotherhood between
the peoples of America.”

The IAAB Board said:

The IAAB trusts that all its affili-
ates, which extend from the Bering

*

Sea to Cape Horn and which constitute
the most formidable network of or-
ganizations for the broadcasting of
ideas, will listen to this eall, which is
made at a critical hour for the whole
world and which is a most grave re-
sponsibility for those who possess
such powerful mediums for the for-
mation of public opinfon.

Agenda for the General Assem-
bly inecludes -a proposal by Dr.
Franklin Dunham, permanent ex-
ecutive secretary of the U.S. Inter-
parliamentary Union, regarding
“the necessity for cooperation in
international educational broad-
casting,” Other topies include “the
necessity of strengthening the
knowledge and consciousness of
the mission of radio,” and Code of
Ethics of the IAAB.

Mr. Nunn

Mr. Arnoux
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08D REVAMP

Changes Name, Top Staff

REALIGNMENT and change of
corporate name were announced
last Wednesday by O’Brien & Dor-
rance Inc., New York advertising
agency, which will be known as
Dorrance-Waddell Inec. effective
Nov. 1. Announcement was made
by Dick Dorrance, president.

Eugene Waddell, who joined the
firm as part-owner earlier in the

Mr. Bonyun

Mr. Cashman

year, becomes executive vice presi-
dent and chief plans writer. Wil-
liam Bonyun, former president,
Daggett & Ramsdell Ine., joins the
staff as director of marketing, Mr.
Dorrance said.

Mr. Waddell and William L.
Morison, the agency’s director of
media, have acquired ownership in
the firm formerly held by Henry F.
O'Brien, co-founder of O'Brien &
Dorrance which was formed some
five years ago as a promotion serv-
ice group. Mr. O’Brien, who is re-
signing as director and executive
vice president, plans to set up a
consulting design service and will
be associated with Dorrance-Wad-
dell on a consultant basis.

Cashman’s Position

John Cashman, also a part-owner
of the agency, remains as secretary-
treasurer and vice president in
charge of client service. According
to Mr. Dorrance, the new agency
will specialize in handling package
goods and general accounts, con-
tinuing merchandising and promo-
tional services to present and fu-
ture clients.

PBS Gets New Studios

PROGRESSIVE Broadcasting Sys-
tem, which starts its coast-to-coast
network broadcasts, Nov. 26, has
acquired the former audio-video
studios at 418 Robertson Blvd.,
Beverly Hills, Calif. Move puts
PBS offices, recording and TV
studios, as well as complete broad-
casting facilities, under one roof.

Telecasting
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PROGRAM PROBLEMS

MORE THAN a hundred program
directors of midwest and southern
broadcasting stations attended a
BMI clinic Monday in Chicago fea-
turing addresses by experts in
many branches of the programming
profession,

In addition te BMI Vice Presi-
dents Roy Harlow and Robert J.
Burton, such well informed program
authorities as Henry Weber, WGN
Chicago musical director; Harold
Safford, WLS Chicago program di-
rector; Al Morey, WBBM Chicago
program manager; Don Marcotte,
WMAQ Chicago supervisor of
musi¢, and Charles Barnhart,
WMBD Peoria program manager,
spoke at meetings in Hotel Stevens.
And to round out the program, two
of Chicago’s most popular disc
jockeys—Ernie Simon of WJJD
and Bill Evans of WGN—disclosed
their formulae for success, while
Elliott Henry, ABC Chicago’s pub-
licity director, told how to publi-
cize programs, and Reo Fletcher,
chief music librarian of ABC Chi-
cago, detailed how to streamline a
music library.

Cites Popular Music

Mr. Weber, well known as a di-
rector of symphonic and classical
works, unexpectedly placed popular
music “if it is good” on a par with
the classics for well-rounded pro-
gramming.

“A lot of classical music is bad
and a lot of popular musie is good,”
he declared. “The backbone of pro-
gramming is good music — that
which has withstood the severe test
of time, be it a’hit tune or Bach.”

The WGN musie director warned
against ‘“hamburgerizing” any
score, contending that the public
likes its music straight. He said
success in broadeasting music de-
pends on planning as much as on
execution. He pointed out that the
absence of mail from classical
musie lovers is no indication that
serious music has few listeners, for

*

THIS BMI Clinic group includes [l to r): Seated, Roy Harlow, BMI New York,

and Harold Safford, WLS Chicago.

*

“many a music lover is. not the
letter-writing type.”

Mr. Safford described farm lis-
teners as among the “keenest ob-
servers” of radio programming, to
whom listening is not a ‘“casual
matter, but essential to their day’s
work.”

“Market figures must be given
accurately. They are serious fig-
ures to the farmer,” said the WLS
program director. “And they should
be aired at a time when the farmer
can conveniently listen to them—
not just when your station has an
availability. No amount of money
should be able to buy certain farm
program slots.”

The farmer wants his programs
clean and wholesome; he wants his
music *“strong and virile, not ane-
mie,” Mr. Safford added.

“Sincerity is a smust in farm
broadcasting,” he concluded. “The
man behind the mike must sound
sincere, for the farmer quickly
makes up his mind whether a voice

GATHERED at the BMI Clinic (I to r): Seated, William McGuineas, WGN
Chicago; Don Marcotte, WMAQ Chicago; Roderick Cupp, KMBC Kansas

City.

Standing, Reo Fletcher, ABC Chicago; Charles A. Wall, BMI New

York; Claire Dowell and Frank B. Schreiber, WGN Chicago; Robert J. Burton,
BMI New York; Al Marlin, BMI Midwest field representative.

=

Aired ai' BMI Clinic in Chicu@-

]

Standing, Burt Squire, BMI Chicago;
Henry Weber and Bill Evans, WGN Chicago; Al Morey, WBBM Chicago;
Charles Barnhart, WMBD Peoria; Elliott Henry, ABC Chicage.

*

*

is genuine or phony.”

WBBM’s Al Morey observed that
the “grays in programming are just
as important as the blacks and
whites,” and that success in what
appear to be “simple things—like
the casualness of a Godfrey—re-
quires a lot of work.” Mr. Morey
noted that the electronic age allows
the performer to be more natural
than in the days when he was
foreed to exert himself to send his
voice to the back of a hall.

Mr. Marcotte urged program-
mers to strive toward “leaving each
listener with the feeling he has
shared in the performance.”

“Don’t be condescending. Regard
the listener as intelligent,” he said.
“But, on the other hand, don’t make
a presentation too formal. It
should be un-awed and friendly.”

A simple rule followed by Mr.
Marcotte in his programming for
NBC Chicago is that “music should
be sensed rather than heard.”

Rapping programmers who reach

*

for a pile of records and put them
on the air without pre-planning,
BMI's Roy Harlow asserted’ that
“four records don’t make a 15-min-
ute program any more than four
chocolate eclairs make a lunch.”
He noted a station trend away from
the idea that a broadcasting opera-
tion stems from the commercial de-
partment.

“If you put the right programs
on the air, you’ll hear from your
listeners, and the show will sell
itself,” he said.

Disc.Jockey Evans. quipped that
good programming is like good
bridge playing—‘“you never make
a play unless there’s a good reason
for it He said he lets the listener
choose the records he plays on
WGN.

“I never want it said of me that
[ made a hit,” he said.

Demand for Jazz

There was strong evidence at the
clinic that authentic Dixieland jazz
is in great general demand. A
number of those attending Mons
day’s sessions sought out Ed Hoer-
ner, program director of WWL
New Orleans, to inquire when
Dixteland Jazz Concert, which has
originated at WWL, will be back
on a network.

Encouraged by the large attend-
ance at the Chicago clinic, BMI
officials promised to sponsor more
gatherings of program personnel

in the future.

Those attending the eclinic in-
cluded:

Sil  Aston, WAIT Chicago; Charles
Barnhart, WMBD Peoria; Bob Burton,
BMI New York; John Bondeson, WKTY
LaCrosse. Wis.; Robert J. Bodden,
WRCO Richland Center, Wis.: Walter
8. Burr, WNMP Evanston, Ill.; George
Bi %_ar, WLS Chicago; M. M. Cole, BMI
publisher; Tom Compere, Chicago radio
attorney; John Coughlin, WOKZ Alton,
I1l.; Mary Casey, WKOW Madison, Wis.;
Ed Cerny, WMAQ Chicago; Roderick
cCupp, BC Kansas City; Edith Craw-
ford, WOC_Davenport; Bruce Dennis
and Claire Dowell, WGN Chicago: Rob-
ert Drain, WSBT South Bend: Hank
Dihlmann, KROS Clinton, Iowa; Wil-

(Continued on page 31}

*

AMONG those at BMI Chicago Clinic {l to r): Seated, Gus Hagenah, Standard
Radio Transcription Services; Howard Lane, Ficld Enterprises; Sil Aston, WAIT

Chicago.

Standing, John F. Meagher, KYSM Mankoto, Minn.; Thomas R.

Kelley, WRCO Richland Center, Wis.; L. A. (Jiggs) Miller, KFAB Lincoln,
Neb.; John Bondeson, WKTY LaCrosse, Wis.
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AL JOLSON

Industry Mourns Passing

FUNERAL services for Al Jolson,
64, radio-television, screen and
stage star, were conducted Thurs-
day from Temple Israel, Holly-
wood, with interment at Forest
Lawn Cemetery.

The famed entertainer had suc-
cumbed Oect. 23 in San Francisco
following a heart attack. He had
just returned from a tour of the
Korean battlefront.

Since his remarkable comeback
four years ago with Columbia Pic-
tures “The Jolson Story” after
his earlier stage and screen suc-
cess, My. Jolson had heen making
frequent guest appearances on
various major radio shows, par-
ticularly the Bing Crosby Show.
Earlier he was starred in NBC’s
Kraft Music Hall for a few seasons.
" In fall of 1949 CBS signed him to
an exclusive radio and television
contract. TV show was to get un-
derway as soon as his health and
commitments would permit. Radio
commitments were to be confined
to guest spots.

Typical of industry sentiment
was the expression of William S.
Paley, chairman of the bhoard of
CBS, who declared:

I have known Al Jolson for many
years and have always enjoyed him as
a great star. His untimely passing
comes as a great shock. We have lost
one of our most beloved figures, but
he will be in the heart and memory
of the world for years to come.”

Tribute to the entertainer was
also expressed by CBS President
Frank Stanton:

Through radio, the movies and per-
sonal appearances, Al Jolson brought
smilec and happiness to countless mil-
lions in every corner of the globe. It
was typical of him that he should just
have come back from entertaining our
GI’s in Korea before the final curtain
was rang down on his magnificent act.
The whole world, as well as show
business, mourns a great man, as well
as a great entertainer.

USING sledge hammer tactics to pro-
mote his new 1 kw. power on 590 ke
is Owner C. H. Fisher of KUGN
Eugene, Ore, The station formerly
operated with 250 w on 1400 ke.
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. tenna for

LESS than 24 hours after the Florida hurricane

leveled radio installations,

of WICD Miami, Fla., a

had

towers

Airlines plane took off from Philadelphia’s
International Airport with an emergency an-
150-foot tri-
angular tower was furnished by RCA through
When the storm
felled both WIOD's 300-foot towers off North

Bay Causeway, that station strung an eme¢-

the station. The

its supplier, Stainless Inc.

gency antenna from the top of the Miami

Daily News Tower and resumed

with an emergency transmitter at its studios.
BroapcastTING Qct. 23 erroneously stated that
WQAM Miami put up an emergency antenna
on the News Tower, whereas the WQAM an-

tenna was set up atop the Venctian Hotel. [

including

National

operation
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PARTY FUNDS

Some GOP Candidates
Cut Budgets

SOME GOP Senatorial and Congressional candidates for re-election
last week were beset with “financial difficulties,” wondering about their
next campaign dollar, with the apparent result that radio-television
budgets would be pared across the board throughout state and eity

provinees.

Rep. Leonard W. Hall, chairman
of the Republican Congressional
Committee, noted that some party
candidates were sorely pressed for
campaign funds. Many, he said,
would be forced to curtail their
contempiated radio and other ad-
vertising expenditures by as much
as 50%. Democratic finances ex-
ceed the GOP fund by five to one,
he added.

Committee spokesmen said it
would be difficult to estimate just
how much the radio-TV budget
would be slashed, because that
would depend on the “situation”
of individual candidates. But they
singled out the original GOP cam-
paign fund goal of $1,952,000 set
by the National Finance Commit-
tee for apportionment among the
Republican  National, Congres-
sional and Senatorial Committees
—and merely groaned.

They confirmed, however, that
some candidates had curtailed their
radio-TV plans, but declined to
identify them.

No figures were available on in-
dividual GOP purchases of radio-
TV time. One example, however,
is a $20,000 figure set by the Re-
publican State Central Committee
of Rhode Island.

It was learned that the Senate

*
Campaign Committee had doled
out a $5,000 check to Sen. Robert
Taft (R-Ohio), who reported that
he was running heavily in the red,
and $3,500 to Gov. James Duff of
Pennsylvania, another Senatorial
candidate. Sen. Taft, who listed
expenses of $1,049, has been using
radioc (eight Ohio stations) and
also television on a limited secale.

Meanwhile, the Senate Demo-
cratic Campaign Committee re-
ported that it had collected $40,807
and spent $29,000 thus far in state
races, but also was unable to give
radio-TV’s share. The Democratic
National Committee, however, al-
ready has indigated that it will
expend between $100,000 and $150,-
000 for radio and television time,
exclusive of expenses of record-
ings, etec.

The c¢ommittee is shelling out
approximately $40,000 for three
network addresses (two on CRBS,
one on MBS) by key speakers, in-
cluding cabinet officers and com-
mittee officials [BROADCASTING,
Oct. 23].

Campaign funds for radio-TV
and other media also will fall un-
der the serutiny of a special Con-
gressional Committee on Political
Campaign Expenditures, which has
slated hearings to follow the elec-
tions (see separate story page 52).

AUDIO ENGINEERS

Honor Chinn and Rackey

HOWARD A, CHINN, CBS chief
audio-video engineer, and Chester
A. Rackey, NBC manager of audio-
video engineering, were honored by
the Audio Engineering Society at
a banquet climaxing the society's
annual convention in New York
last week. Mr. Chinn received the
John H. Potts Memorial Award
for 1950-51. Mr. Rackey was pre-
sented with the society's own
award for 1950-51.

Mr. Chinn's award was for his
“many achievements and contri-
butions to the audio engineering
field during past years,” including
his part in determining techniques
for measuring audio levels, and in
the designing of volume-indicating
meters now used by AM, FM, and
TV stations,

A member of the society’s board
of governors, Mr. Rackey was hon-
ored for "his meritorious work in
the field of engineering and for his
furtherance of the progress of the
society.”

LAWS, BARON

In New ABC West Coast Posts

CARRYING out West Coast plans
for overall division of ABC Sales
Department into separate radio
and television sections, as an-
nounced by Robert E, Kintner, net-
work president [BROADCASTING,
Oct. 23], Frank Samuels, vice pres-
ident and general manager in
charge of ABC Western Division,
has named Robert F. Laws, ABC
Western Division sales manager,
as Western Division television sales
manager, and Amos Baron, KECA
Hollywood sales manager, as West-
ern Division radic sales manager.

Mr. Laws, sales manager of the
network’s Western Division since
May 1949, was formerly manager
of sales promotion, advertising, and
publicity for ABC-owned KGO San
Francisco. Prior to that he was
western television advertising man-
ager for Philco Corp. in 14 western
states.

Mr. Baron has been sales man-
ager of KECA and ABC Spot Sales
since 1945. Before that he was
general manager of KSDJ (now
KCBQ) San Diego for a year.

FRTEE

Mr. Baron Mr. Laws

WHDL-FM Joins RRN

THE ADDITION of WHDL-FM
Olean, N. Y., to the Rural Radio
(FM) Network has been announced
by Michael R. Hanna, RRN general
manager. The station will join the
FM network Nov. 1.
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You get a lot for a little®

IN BALTIMORE

SEE YOUR HEADLEY-REED MAN TODAY FOR THE WHOLE W-I-T-H STORY

*MORE LISTENERS-PER-DOLLAR THAN ANY OTHER RADIO OR TV STATION IN BALTIMORE
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Don Lee Sale
(Continued from page 21)
for filing this week or next.

In Los Angeles, President H.
Leslie Hoffman of Hoffman Radio
‘& Television Corp., which with a
group of associates had bid $11,-
200,000 for the Don Lee properties,
issued a statement last week con-
gratulating General Tire and ex-
pressing hope that the Don Lee
network would be kept intaet.

He also made clear that his com-
pany is not abandoning hope of
identifying itself with ownership
of a regional network.

General Tire's $12,320,000 bid

came a8 a surprise to the Hoffman
group, whose offer had been ten-
tatively accepted by representa-
" tives of the Lee estate—subject to
court approval—in preference to
the earlier bid of '$10,625,000 by
General Tire [BROADCASTING, Oect.
9, 16].

The revised bid—10% higher
than the Hoffman group’s, as re-
guired by law—was made and ac-
cepted in Los Angeles Superior
Court on Oct. 20.

The Hoffman group could have
stayed in the running by bidding
$1 more than General Tire's new
offer, but decided against it.

Counsel for the Hoffman firm
asked, however, that acceptance of
General Tire’s bid be subject to the
condition that, if FCC should fail
to approve the transfer, then Hoff-
man's $11,200,000 bid should stand,
subject again to a higher bid and
FCC approval.

The Hoffman group included the
Hoffman company, Industrialist
Edwin W. Pauley, Blythe & Co.
representing a group of Pacific
Coast bankers and businessmen,
and WOR New York.

" ‘Fair Business Appraisal’

Mr. Hoffman said their original
bid was “a high evaluation,” based
on “a fair business appraisal of
the property, taking into consider-
ation its net worth and earning
power.”

The Hoffman bid, he said, “was
$1 million more than net worth of
the T.ee estate.” It was “made on
the sound business judgment of
the value of the property and
never was intended as the premise
or beginning point for auction bid-
ding in open court,” he said. “Ob-
viously, the purchaser’s need for
the property was greater than ours
and the higher bid was made ac-
cordingly.”

Mr! Hoffman reiterated that he
felt “the business philesophy . ..
the common interest between a
great radio and television manu-
facturing concern and a great re-
gional communications network,
.« . which prompted our original
bid, is still basically sound. It is
my hope that in the future the
Hoffman Radio Corp. will still find
a way to bring this about.”

Announcing the Los Angeles
Times" intention to acquire com-
plete ownership of KTTV when
CBS disposes of its interest, Pres-
ident Norman Chandler expressed
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BREAKING the story at a news conference at CBS Hollywood of acquisition
of Thomas S, Lee estate by General Tire & Rubber Co., subject to FCC ap-
proval, are these smiling CBS, Don Lee and General Tire executives (I to r):
Howord S. Meighan, CBS vicé president and general executive; Willet H.
Brown, president, Don Lee Broadcasting System; Thomas F. O'Neil, vice presi-
dent, General Tire and Yankee Network; Ted Pierson, attorney for General
Tire, and Elliott H. Pentxz, Los Angeles, attorney also representing General Tire.

regret at dissolution of the asso-
ciation with CBS but said KTTV
would “go forward to become the
finest independent television sta-
tion in the country.”

Leaves CBS Deec. 31

Mr. Chandler said KTTV's affil-
iation with CBS will continue

‘through Dec. 31 and probably sev-

eral months afterward. He said:
The network’s personnel has been

most cooperative to work with and I
am sorry we will be disassociated as
result of CBS’ purchase of another
television station. However, I am con-
fident that ETTYV, with its splendid
new facilities and availability of great
Hollywood talent, will become the na-
tion’s finest independent television
station. It is in a position to create
and purchase the best in entertain-
ment and educational programs and
has access to The Times' unsurpassed
facilities for gathering and present-
ing the news.

KOWL ACTION

Cuts Rev. Russell’'s Sha*

REV. CLAYTON RUSSELL, min-
ister of People’s Independent
Church, Los Angeles, who has been
conducting a Sunday weekly half-
hour religious commentary pro-
gram, News and Comments by Rev.
Clayton Russell, on KOWL Santa

‘Moniea, has been taken off the sta-

tion by Manager Arthur Croghan
because of alleged “association
with Red front organizations.”

Mr. Croghan notified Rev. Rus-
sell of the action Oct. 23. He
stated the pastor was listed in
Myron C. Fagan’s book, Red Stars
in Hollywood, which claims to ex-
pose Red activities in the movie
industry, and that a check with
state, county and federal author-
ities showed the minister was as-
sociated with what were termed
“Red front organizations.”

Mr. Croghan said, however, that
during the 15 months the program
was on the air, he heard nothing
that could be termed Communistic
or subversive. Program, which
had been on KFOX Long Beach
for 12 years prior to going on
KOWL, consisted of religious com-
mentary, music and occasional
guest speakers.

Rev. Russell, denied that he is
a Communist or Red sympathizer.

FREQUENCY

REASSIGNMENT of some ama-
teur radio frequencies for use by
the military and in particular for
utilization by the proposed Civil
Defense Administration was
weighed last week by Pentagon
officials and a communications offi-
cer of the National Security Re-
sources Board’s Civil Defense Of-
fice. )

The meeting was one of a series
dealing with the problem of what
frequencies should be assigned to
the military, in view of growing
defense needs, and what role the
civil defense agency will play in
the communications picture.

The NSRB office, which President
Truman will set up as an independ-
ent agency by executive order, is
attempting to obtain some fre-
quencies in the amateur radic band
as well as some of the speetrum
space provided in FCC's proposed
1750-1800 kc disaster network cov-
ering intrastate emergency needs.

FCC had originally set a deadline
of Sept. 1B, later extended to Oct.
15, for comments on its disaster
communications system. Robert
Burton, NSRB civil defense com-
munications officer; filed a list of
probable national needs with the
Commission. Mr. Burton has held
a number of diseussions with Pen-
tagon planners.

Meanwhile, the civil defense office
is preparing a communications
manual, schediled to be released
late next month, for guidance of
state and city defense directors. It
will contain data on use of fre-

NEEDS May Switch Amateur Bands

quencies, steps in obtaining them,
civil defense organization, person-
nel needs, and other material, and
is patterned after the guide issued
by the Office of Civil Defense dur-
ing World War II.

Manual will be issued as a fol-
lowup to the President’s plan for
United States Civil Defense which
deseribed communications as the
“nerve center of civil defense” op-
eration and sets forth its functions
in the event of a national emer-
gency [BROADCASTING, Oct. 9, Sept.
25].

President Truman is expected
shortly to create a Civil Defense
Administration on a par with other
government departments and agen-
cies, For the present, it is pointed
out, the civil defense office func-
tions as an operational agency
within the NSRB, which is merely
a planning body. The Chief Ex-
ecutive has not indicated who
would head the new agency.

Skeleton Force at Outset

It was believed that it would
operate with a mere skeleton force
at the outset, having as its nucleus
present civil defense personnel and
facilities. As head of its communi-
cations, Mr. Burton would work
with FCC, the military, and
NSRB’s Leighton Peebles,
concerns himself with communica«
tions, with special emphasis on
manpower and equipment prob-
lems.

It also was revealed that the.

District of Columbia had applied

who .

to the FCC for a construction per-
mit involving use of three frequen-
cies for special emergency use.
Simultaneously, FCC and District
officials disclaimed reports that the
distriet’s CD planning was being
hampered while FCC “dallied”
over the disaster system proposal.

Herbert Friede, superintendent
of communications for the District
of Columbia, stressed that the local
CD office is seeking emergency, not
disaster or other band space, which
he anticipated very shortly. He
will purchase transmitters once
FCC has approved the request for
CP. The office is seeking space in
the 40-50 me: band.

FCC issued its proposed disaster
service rules last August following
hearings earlier this summer.
Broadcast stations already licensed
by the Commission, as well as
others, would be eligible. They
would be expected to organize vol-
untarily into area networks
[BROADCASTING, Aug. 17].

Mr. Friede said he likewise is
preparing a communications blue-
print—for the District—which he
will submit for recommendations
to radio and television engineering
representatives of local stations
and to the District commissioners.

The D. C. civil defense office is
operating with a budget of $100,-
000 calling for a staff of eight
people, including one radio tech-
nician. Six transmitters—two of
them to be located at command
centers — also will be purchased
from from that fund.
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RESEAR[:H DEBATE Highlights NCAB Meet

SOUTHERN PINES, N. C. (popu-
lation 4,500), became the radio
hub of the nation for a few hours
last week.

Some 60 members of the North
Carolina Assn. of Broadcasters
were regaled with a debate on au-
dience measurement and research
moderated by President Ken Baker
of Broadcast Measurement Bu-
reau, and in which the participants
were Dr. Sydney Roslow of The
Pulse Inc., Vice President T. R.
Shearer of A. C. Nielsen Co., and
Vice President Ward Dorrell of
C. E. Hooper Inc.

The group also heard NAB Pres-
ident Justin Miller salute Gordon
Gray,
Army, owner of WSJS Winston-
Salem, and the newly inducted
president of the U. of North Car-
olina. The event was carried over
a combined network of North
Carolina stations Tuesday night.

Joseph H, McConnell, NBC pres-
ident, and a native North Car-
olinan, addressed the association,
off-the-record on Monday night.
He had been inducted the preced-
ing Saturday as president of the
alumni association of Davidson
College.

Dorrell Predicts Vietory

In the research debate, Dr. Ros-
low and Mr. Shearer contented
themselves with affirmative pres-
entations of their respective aided
recall and automatic recording
{Audimeter) techniques of audi-
ence measurement. But Mr. Dor-
rell, in expounding on the virtues
of the telephone coincidental, pulled
no punches in cracking other meth-
ods. He predicted that Hooper
would win the “Battle of San Fran-
cisco” precipitated by the challenge
of KJBS [BROADCASTING, July 8,
et seq.].

Messrs. Roslow and Shearer
urged a proper perspective in ap-

praising the penetration of TV into

AM listening. Dr. Roslow cited
results showing that radio goes
down when TV enters a market,
but not in ratio to the TV increase.

Mr. Shearer, in alluding to the
“plus values” of radio, said TV is
not “licking the pants off radio.”
Audimeter studies, show he said,
that the drop in radio listening
after one year of TV set ownership
is only 16%.

Earl J. Gluck, WSOC Charlotte,
was elected NCAB president for
the ensuing year. He succeeds Bob
Wallace, WOHS Shelby, who auto-
matically becomes a board member.
Pat Patterson, WRRF Washing-
ton, was elected vice president;
Jack Younts, WEERB Southern
Pines, was re-elected secretary-
treasurer, and Cecil Hoskins,
WWNC Asheville, was elected to
the board.

A special committee, headed by
Ward Coleman, WENC Whiteville,
was named to conduct a study of
telephone line charges, mainly

former Secretary of the’

TRIBUTE was paid to Gordon Gray, newly appointed president of U. of
North Carolina, by North Caroline Assn. of Broadcasters at Oct. 24 ceremony.
NAB President Justin Miller mode the presentation speech at Mid-Pines
Club, Southern Pines, N. C., with the ceremony carried over statewide hookup.

Participating in presentation (1 to r):
Gray; Earl J. Gluck, WSOC Charlotte; Harold Essex, WSJS

Miller; Mr.

Bob Wallace, WOHS Shelby; Judge

Winston-Salem, which station is owned by Mr. Gray.

*

those invoked by independently
owned telephone companies. Num-
erous complaints have been made,
it was said, on inconsistent and

purportedly exorbitant charges

by the independents. Southern

Bell was not included.
Resolutions, brought in by a

committee headed by Ed M. Ander-
son, WBBO Forest City, and
unanimously approved, included:
A pledge to the President and to
the Governor of North Carolina
on the war effort; petition to the
NAB to take steps to assure con-
tinued operation of all licensed sta-
tions through appropriate revision
of licensed operators’ requirements
for the duration of the emergency;
support of BMI on its 10th anni-
versary, and salutes to two native

" sons—Gordon Gray and Joseph H.

MecConnell.

Attending Sessions

Attending the meeting were:

Allen, L. W., WFLB Fayetteville;
Anderson, E, M., WBBO Forest City;
Byerly, Keijth WBT Charlotte; Beard,
A, P., WSTP Salisbury; Brown, Mrs. D,

. WKBC North Wilksboro. Coan,
James, WTOB Winston-Salem; Cooper,
Nathan, WMNC Mor
D, L., WLOE Leaksville; Coleman,
Ward. A., WENC Whiteville; Dun]ea
Dick, WMFB Wﬂm ton; Drew, A, L.,
WCBT Roanoke Raplds; Dawson, Vic,
WFNC Fayetteville, Dunlea R A.,
WMFB Wilmington; Dunnagan, John
M., Washington,: D. C.; Dodge. Fred,
N.C. Div. of Brewers, Raleigh; Dorrell,
Ward, C. E. Hooper Inc., New York;
Eakin, Phi]lip, WBBB Burlington; Epps,
Law, WGIV Charlotte; Fletcher, Floyd,
WTIK Durham; Furr, R. A. WIST
Charlotte.

Gould, Lester, WINC Jacksonville;
Gluck, E. J.,, WSOC Charlotte; Goan,
Walter, WAYS Charlotte; Gillesple, H,
A.; Hankins, Jack, WADE Wadesboro;
Hanner, J. C., WFNS Burlington; -Han-
sill, Paul, Associated Press, Charlotte:
Hatrison, Harold, WTNC Thomasville;
Hester, Walter, WHPE High Point; Hil-
ton, J. R., and Hilton, 0. G., WRUY
Lexington; Hdward, Louis, WHIT New
Bern; Hoskins, Cecll, WWNC Asheville;
Jarman., Frank, WDNC Durham; John-
son, John B., WTOB Winston-Salem;
Kelley, Gaines, WFMY-TV Greenshoro;
Lambeth, Frank S., WMFR High Point;
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Lawrence, Nick, WHPE High Point.

McConnell. Joseph H., NBC New
York; MacNeil James, WTSE Lumber-
ion; Marlow, J. R., WGWR Asheboro;
Mason, R., WETF Raleigh; Munden,
Grover. WMBL Morehead City. Nelson,
David, ASCAP., Atlanta, Ga.; Patter-
son, Pat WRRF Washlngton Ray, Bob,
WBUY Lexington. Reg‘;nolds, D., Char-
lotte; Roberson, W WRRF Wash-
ington; Roslow, Dr. Sidney, The Pulse,
New York; Royster, N. L., WGBR
Goldshoro; 'Sheatrer, T. R., A. C. Niel-
son Co., Chlcago Smith, C. M, Jr.,
WIST Char]otte Smith. Edmond H, Jr.,
WIRC Hick John, WSAT
Salisbury; Sm th Len WFNS Burling-
ton; Sparnon, Ken.. BMI, New Yor
Stearns Frank, ‘Associated Press
Washmg'ton. Stubbleﬂeld Bill, Capltal
Transcriptions, Atlanta

Taishoff, Sol, BROADCASTING
Washington; Vickery, Vic.,, SESAC Inc.,
New, York; Wallace, Bob, WOHS
Shelby; Wallace, Jim, WMEIL, More-
head city, Walston, George, WRRF
Washington; Young, B1l] Lang-Worth,
New ork: Younts, Jack, WEEB
Southern Pines.

VOICE BLAST

Justice Dept. Makes Arrest

JUSTICE DEPT. last Thursday
announced the arrest of Herman
Floyd Kinner, of Wilmington, Ohio,
on charges of dynamiting the Voice
of America’s transmitters at Mason,
Ohio, last month. The department
said Mr. Kinner, described as a
former mental patient at & Dayton,
Ohio, hospital, had admitted the
charges.

Mr. Kinner also has been charged
with violating the government prop-
erty destruction law in connection
with the Voice blast. Other FBI
charges included those involving
grand larceny, agsault and battery
and disorderly conduct. Mr. Kinner,
a former serviceman, was arrested
in El Paso and arraigned there the
following day.

The blast took place Sept. 17 and
the FBI promptly announced it
would investigate. The explosion
earlier had been attributed by some
Cincinnati newspapers and mem-
bers of Congress to Communist
saboteurs. They all urged tighter
security safeguards.

ESSO MILESTONE

Banquet Honors ‘Reporter’

RADIO landmark in the Carolinas
was toasted at a gala affair last
Thursday ushering in the 15th an-
niversary of Your Esso Reporter
in the area. Held at the Hotel
Charlotte, Charlotte, N, C., the
banquet was attended by over 125
salesmen and officials of Esso
Standard Oil Co. and its agency,
Marschalk & Pratt, all guests of
WWNC Asheville, WBT Charlotte
and WPTF Raleigh.

Firm and radio officials present
included: For Esso—E. S. Diggs,
manager in the region; V, C, Car-
rier, assistant advertising man-
ager; Laurens Wright, division
manager; H. T. Sawyer, assistant
division manager; J. T. Holland,
division merchandising manager;
T. R. Jones, division operations
manager. For M & P—Curt Peter-
son, partner. For the stations—
Cecil Hoskins, general manager,
WWNC; Charles H. Crutehfield,
general manager, WBT, and Rich-
ard Mason, general manager,
WPTF. Sol Taishoff, editor and
publisher, BROADCASTING, and Carl
Goerch, publisher of North Car-
olina’s State magazine and toast-
master, also attended.

Entertainment was followed by
an exchange of plaques between the
three station executives and the
Esso firm officials. The news pro-
gram started on the three stations
in October 1835.

Program Problems
(Continued from page 27)

Ham Dean, WIBC Indianapolis; Alex
Dillingham, WILS Lansing: Bill Evans,
WGN Chicalg_l
Reo Fletcher, ABC Ch.lcago Ja er
Ferrando, WLPO LaSalle, Ill.; al-
ber, WTHI Terre Haute, rnd George
Higgins, WISH Indianam:lls. Roy Har-
low, BMI New York; B
LaSalle, Il.;
cago; T, H. Haye,
Ill.; Del Hester,
Hoerner WWL New Orleans; E
er, WSOO Sault Ste. Marie, Thomas
elley, WRCO Richland Center, Wis i
Robert Kelly, WIPG Green Bay.
Ken Kenne y, WDAY Fargo; Don Kern
WDIA Memphis: ere, WLBH
Mattoon, TIL; Howard’ Lane, Field En-
Jnrises, Chicago; John Moser, Chlcai{
o attorney; John Meagher, KYS.

Homer Heck

Mankato, Minn.; William McGuineas,
WEN Chicago; Al Morey, WEBM Chi-
cago; Don rcotte, hicﬁo,
Al Marlln BMI New York;

ler, KFAB Omaha; James_ E. Muse,
WIOU Kokomo; William F. Miller, WDZ
Decatur; Helen McKinley,
cago; Bab, Meskill, WCE
Mich.; Julie Norris, WNMP Evanston,
. ;lkGeorge J. Nicoud, WTMJ Mil-
ee
E Ow KXEL Waterloo, [owa.
Stan Pratt WS0Q0 Sault Ste, Marie;
Walter Preston, WBKB Chicazo, Donn
V. Rickey, Rock
Honere E. 'Igﬁgan %PI%N cl}::anvme.Fm :
Jeanne Rul g, icago; Fern
s on, WRMN Xl Klgin; Glenn Snyder.
hicago; Frank P. Schreéiber,
WGN Chic 0; S. Stern BMI publlsher.
gligold %aJJ'D Chi Bc o.S
on, cago. u
MI Chicago; A. F., Sorenson, V%KRS
Wauke an, IlL; Ellzabeth Sammons,
KSCJ Sloux City; George Sontag, WOC
Davenport° Kay Schiebel, El-+
gin, IlI.; John Somers Jr., WRMN g
Bill Tholrﬁpson. BROADCAS G-
TELECASTING Chicago, Edward
Thoms, WKJG Ft. Wayne; John R.
"WTNS Coshocton, Ohio; Carl W.
grn.:nil WOwWO Ft. Wayne; Hen!
Weber WGN Chicay harles W
BMI New York Eve! 3<” n_Welty, WKOW
Madison; B obus ammond'
Ralph D. Willey KWCR Cedar Ra| ids‘
Howard Wolfe, WKNX Saginaw, Mich.;
Don Wooten, KWPC Muscatine, Towa:
Gene Waters, WFTM Maysville, Ky,
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are 1n this
crowded room

This is a photo of a WOR program meeting room.

It's empty now—of people, that is, but crowded with the
tones and overtones of ideas that afiect the success of hundreds
of radio advertisers and their agencies.

You see, for more than a quarter-century WOR’s program
planning has been (and is) a very intimate and human thing.
It’s the basic reason why WOR is the station listened to by
more people than any other station in America today. That’s
stark and plain and proven truth.

But over and above WOR’s own normal selfishness for
station dominance and initial creativeness, hovers a very
acute sense of responsibility to its advertisers and the people
who work for them.

A program, either sustaining or commercial, is not placed
on WOR without thought; without thought of its importance
to the communities it serves, the nation that it’s an integral
part of and the duty that WOR must perform.

WOR knows that it may never achieve a state of pure
perfection in its news, sports, comedy, drama or any of its
other powerful programs, but it strives continuously to do so.
No medium of public information, whether newspaper, maga-
zine or radio station, has ever quite achieved this and perhaps
never will.

That may be good. Or maybe not. But fairness, decency,
an awareness of truth and its effects is the guiding rule of

conlinued




oontinlied from preceding page

what WOR does from day to day. Of course WOR is not
infallible, for nothing human is.

But the fact that WOR tries this and strives for it is what
makes you a most definite and important part of the room
pictured above. For WOR’s success is your success and your
success is ours. That’s why, very simply and plainly, the 305
advertisers who used WOR during the first six months of
1950...

1. Reached the largest single station audience—during
the day and during the night—from Maine to North Car-
olina—of all other radio advertisers in America.

2. Had their commercials carried into the homes of more
families at lower-cost-per-thousand than advertisers on
any other station heard in Metropolitan New York.

3. Talked to a nighttime audience 25% greater than the
combined nighttime audience of New York’s four leading
independent stations. During the day, families listening to
WOR far outnumber those listening to New York’s three
leading independent stations. In fact, WOR’s daytime
listening audience is 159% greater than that of the lead-
ing independent station in New York. During the night,
WOR tops this station’s audience by 270%.

4. Found that WOR’s average daily audience is greater than

~ the weekday circulation of any newspaper in America!

5. Discovered that, in Metropolitan New York, WOR’s audi-
ence each night is greater than the combined circulation of
LIFE, LOOK, THE SATURDAY EVENING POST,
COLLIER'S, TIME AND NEWSWEEK!

frankly—how can you not

buy WOR to sell
what you want to sell?

—that power-full station



FCC UPHEL

Court Okays Further Hearing

In 1230 kc Case

FCC’S RIGHT to conduct further hearings in a case which it has lost
in court was upheld in a decision handed down by the U.S. Court of
Appeals for the District of Columbia last Monday in the Easton-Allen-

town, Pa., 1230 kec case.

The court also held that it could
not stop FCC from holding the
further hearing even if the hear-
ing were contrary to FCC’s own
rules. The proper time for the court
to pass upon that issue, the deci-
sion said, is on appeal after FCC
has issued its decision.

Both Allentown Broadcasting
Corp. (WHOL) and Easton Pub-
lishing Co., which have been com-
peting for 1230 ke with 250 w for
some five years, had told the court
that its decision of May 1949 meant
for FCC to decide the case without
a further hearing [BROADCASTING,
June 51. FCC contended it could
not comply with the decision—
which sent the case back to FCC
for further findings on the relative
radio needs of Allentown and
Easton—without a further hear-
ing.

The court cited Supreme Court
decisions in the Pottsville and
Heitmeyer cases as holding “that
the Commission, the body charged
by Congress with the duty of ap-
plying the statutory criterion of
public convenience, interest or nec-
essity, is so charged at all times,
including the time of further pro-
ceedings after remand by a court.”

Stephens’ Decision

The decision, written by Chief
Judge Harold M. Stephens, con-
tinued:

Within this reasoning and since the
Commission in the exercise of its duty
has concluded that the original rec-
ord does not contain sufficient infor-
mation for a proper determination of
the issues before it, the Commission
in the instant case is warranted in
reopening the proceeding for the tak-
ing of additionual evidence.

The court’s remand must, in view of
the reasoning of the Supreme Court,
be read in the light of the Commis-
sion’s duty to award applications for
construction permits in satisfaction
of public convenience, interest or
necessity at the time of the award.

FCC’s original decision granted
the application of Allentown
Broadcasting. Easton Publishing
Co. appealed, and the court ruled
that, it could not tell, from FCC's
findings, why FCC had concluded
that Allentown needed an addi-
tional station more than Easton
did.

FCC then called for a further
hearing, asserting this was neces-
sary in view of changes made in
the ownership of both companies
since the original hearing. Allen-
town Broadeasting, which is oper-
ating WHOL under FCC’s original
decision nending outcome of the
case, and the Easton company both
asked that FCC be directed to
decide the case without further
hearing.

The Easton company also told
the court that FCC’s acceptance of
an amendment of the Allentown
application in effect created a new

BRCADCASTING e
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application which was not entitled
to comparative consideration, un-
der FCC’s 20-day cut-off rule.
Even if this were true, the court
said:

. . . the contentions that the fur-
ther hearing ordered by the Commis-
sion would in the respects mentioned
be erroneously conducted have no
validity as against the POWER of the
Commission to hold the further hear-
ing upon the issues above specified.

Moreover, the court cannot in this
proceeding pass upon the question
whether or not it would be error, in
view of the cut-off rule, for the Com-
mission to consider the amended ap-
plication of the Allentown Broadcast-
ing Corp., or whether or not it would
b error for the Commission to recon-
sider the changes in corporate struc-
ture asserted already to have received
its approval.

For the court to pass upon such
questions in this proceeding would be
for it to substitute a writ of man-
damuas and prohibition for an appeal
from a denial of an application . . .
in which appeal disregard of the cut-
off rule might be asasigned as error.

Date for the further hearing has
not been set, except that it will be
not less than 60 days after the
court decision.

4-WAY REMOTE
KFAB Spurs ;hurity Cause

KFAB Omaha's random interview
program, JMusical Doorbell, in-
volved a lot of people and equip-
ment in a recent fourway remote
that promoted a good cause for the
city’s Children’s Memorial Hos-
pital,

With Dise Jockey Bill Selah ask-
ing questions at the studio and Bob
Jones selecting candidates and
“bringing them in” by shortwave,
the station conducted a “test tube”
broadecast using four open KFAB
mikes in different sections of
Omaha. Purpose of the program
was to promote. the benefit football
game between Boys Town and Nor-
folk, Neb.

At airtime the day of the game,
advance ticket sales were so badly
off the pace as to generate concern
among committee members. After
the broadcast, however, Midwest
Empire listeners responded and a
capacity crowd turned out, despite
rain, “to see strong legs run that
weak legs might walk.”

Mr. Selah’s interview was a
roundtable comprising* (1) News-
caster Thomson Holtz with Father
Wegner of Boys Town and Bill
Savage, Norfolk football coach;
(2) Kay Wilkins, KFAB women’s
program director, and a group of
patients at Children’s Hospital,
and (3) Mr, Jones and officials of
the hospital and football commit-
tee.

Telecasting

HOST at fall meeting of ABC affili-
ates in upstate New York, Capt. Sam
Townsend (c), WARC Rochester pres-
ident and general manager, con-
verses with Ernest Lee Jahncke (1),
network vice president, and ABC
President Robert E. Kintner.

ADMIRAL Chester W. Nimitz, Fleet
Admiral of U. 5. Navy and public
relations consultant to the secretary
general of the United Nations, talks
to WCCC Hartford Manager Syd
Byrnes in an exclusive recorded in-
terview from the Connecticut gov-
ernor’'s mansion.

CBS STAR Gene Autry, feted at a

network party, is. flanked by H.

Leslie Atlass (1), CBS vice president

in charge of central division, and

J. L. Van Volkenburg, vice president
in charge of network sales.

CUTTING of 75-pound birthday cake
that marked third anniversary of
WXG! Richmond, Va., 'is watched by
Graeme Zimmer (” station vice pres-
ident, as Bill Catlton, advertising
director for RCA Victor in Richmond,
one of WXGI's largest clients, serves.

LOWELL THOMAS (r), famous news-
man marked 20 years ih radio Sept.
29, and is congratulated by William
S. Paley, CBS board chairman. Mr.
Palcy, who brought Mr. Thomas into
radio in 1930, presents him with an
antique Chinese bowl, circa 1760.

G. A. RICHARDS (c), chief owner
KMPC Los Angeles, WJR Detroit,
WGAR Cleveland, accepts citations gn
behalf his stations fram Boniface
Maille (r), national commander of
Disabled American Veterans, and
Erle Cocke Jr., American Legion com-
mander [BroapcasTinNg, Oet. 23].

LEE- MACK MARSHALL, advertising
manager of Continental Bukmg Co.,
toins srene Beuslay, singing m.c. of
CBS' Grand Slam, in celebrating the
fourth anniversary of the five-a-
week musical quiz. ‘

BEST reasons why advertisers should .
use radio for Mid-Hudson area won
six tickets to “‘South Pacific’’ for Rob-
ert Buechner (v}, BBDO account ex-
ecutive. Awarding is A. J. Barry, vice
president of WEOK Poughkeepsie,
which conducted the contest.



NATIONAL NIELSEN-RATINGS* TOP RADIO PROGRAMS

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

REGULAR WEEK SEPT. 17-23, 1950

Current Currant
Homes € Pravi Homes
Previous omes urrent Previous
c':::'l‘(' Rank Program % Rank Rank Program %
EVENING, ONCE-A-WEEK (Average For All Programs) 7.00 5 5 Aunt Jenny (CBS) ............... 79
1 1 Lux Radio Theatre (CBS) .... 16.4 6 6 Big d_S-mr ,(ESS) Apfeanacaa  conno: ;2
2 8 My Friend Irma (CBS) ....... 13.3 7 7 Guiding  Light. (CBS) RoSoY00 o4
3 45 Walter Winchell (ABC) .. 12.3 8 4 Arthur Godfroy (Ligs. & Myers) (CBS) 7.4
4 Jack Benny Show (CBS} ............ na3 9 13 Rcuﬂw? (CBS) oo (Nl pRa00000s e
5 15 Godfrey’s Tolent Scouts (CBS) ..... M2 10 8 Pepper Young’s Fomily (NBC) ....... .
6 19 Great Gildersleove (NBC) ........... 10.5 DAY, SUNDAY (Average For All Programs) ....... cee (30)
7 7 Hallywood Star Flayhouse (CBS)..... 10.5 1 1 True Detective Mysteries (MBS)........ 7.8
8 Theatre Guild on the Air (NBC)...... 10.5 2 3 Shadow (MBS) .... ................ 6.5
9 12 Mr. District Attorney (NBC) ....... 104 3 2 Martin Kane, Private Eys (M8S) .... 5.9
L . Mr. and Mrs. North (CBS) .. ..... 104 DAY, SATURDAY (Averags For All Programe) ...... ..... 5.1
EVENING, MULTI-WEEKLY (Average For All Programs) .... (4.1) 1 K Armstrang Theatre (CBS) ... ........ 9.1
1 1 Bevlah (CBS) ............ ........ 7.8 2 2 Grand Central Station {CBS) ....... 8.7
2 4 Oxydol Show (CBS) ............... 68 3 5 Cedric Adams (CBS) ............. e 1T
3 3 Lons Ranger (ABC) ............... 68 NOTE: Number of homes it obtuined by applying the “NIELSEN-
WEEKDAY (Average For All Programs) ..................c... (4.7) RATING” (%) te 40,700,000—the 1950 estimate of Total United
1 2 Mo Perkins (CBS) ... .... .. 8.8 States Radic Homes.
2 1 Romance of Helen Trent {CBS) ....... 8.3 X )
3 3 Our Gol, Sunday (CBS) ............ 8.3 (*) Hames reached during all or ony part of the pragrom, except for
4 10 Wendy Warren and the News (CBS).. 8.0 homes listening only 1 to 5 minutes.

Copyright 1950 by A. C. NIELSEN CO.

RETAIL SUPPOR

CBS Establishes New
Promotion Unit

CBS IJJAST WEEK announced a new merchandising service designed
to invigorate retailer support of CBS advertisers and their products.

Louis Hausman, CBS vice president in charge of advertising and sales
promotion, said a new operation, trade promotion, had been established,

with Henry Brenner, former mar-
keting assistant to the vice presi-
dent in charge of the grocery divi-
sion of Standard Brands, in charge.

The first program to be under-
taken by trade promotion is publi-
cation of “CBS Radio Picture
News” which will be distributed
monthly to grocers and druggists
throu%h CRBS affiliates.

The' first issue of the publica-
tion, a poster-size sheet that folds,
features Arthur Godfrey in a
Thanksgiving motif. The poster
can be wsed by retailers for
Thanksgiving displays. On the
back of the poster is information
suggesting ways to display the pos-
ter and giving general tips on mer-
chandising. There also is consider-

’ able*added gnaterial on other CBS

*x

stars and sponsors.

Mr. Hausman said the first issue
of the new monthly publication
would be distributed to some 30,000
retail outlets through 15 CBS saffil-
iates and owned-and-cperated sta-
tions. )

The publication will cost stations
$12 per thousand.for the first 1,000
and decreasing amounts for each
additional 1,000. Total cost of the
publication as estimated by Mr.
Hausman will be $50,000 a year.
Of that amount the network will
bear between 30 and 40% of the
cost.

Stations participating at the out-
set in distribution of the CBS pic-
ture news are:

WCBS New York, WEEI Boston,
WAPI Birmingham, KMOX St. Louis,
WBT Charlotte, WRVA Richmond,
KCBS San Francisco, WTOP Washing-
ton, WCAU Philadelphia, KNX Los
Angeles, KSI, Salt Lake City, KDAL
Duluth, WBBM Chicage, WCCO Min-
neapolis and KFRE Fresno.

In addition to the “CBS Radio
Picture News,” trade promotion
will .encompass other activities, Mr.
Hausman said.

“Mr. Brenner will work closely
with our advertisers,” Mr. Haus-

man said. “We will go the limit.

in cooperating with sponsors to
back up their selling efforts and to
help them get even more for their
money out of radio.”

Planning For Months

Mr. Brenner has been at work for
three months planning trade pro-
motion, Mr. Hausman said. Before
joining Standard Brands, from
which he resigned to join CBS, Mr.
Brenner was an account executive
for Arthur Cohn & Assoc., and be-
fore that headed his own market
research organization, the Grocery
Laboratory.

KMPC APPOINTS

Three to Executive Posts

EXPANDING station operations,
Robert O. Reynolds, vieé president
and ' general manager of KMPC
Hollywocod, has announced promo-
tion of three staff members.

Loyd Sigmeon, chief engineer for
several years and assistant to Mr.
Reyndlds, has been elevated to vice
president and assistant general
manager covering all phases of
operations. Mark L. Haas, director
of public relations and education
for WJR Detroit, who has been
assisting with KMPC public rela-
tions for past seven months, has
been transferred to the Hollywood
station and elevated to vice presi-
dent in charge of broadcasts. John
Baird, KMPC program supervisor,
has been promoted to director of
public -affairs.

KMPC in mid-October became a
Liberty Broadcasting System affili-
ate and Wil originate a variety of
sports and other type programs to
the network.
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Mr. Reymolds (seated center) corfers with newly - promoted KMPC
executives (1l to r): Messrs. Sigmon, Baird end Haas.
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WOR ADDS .

Nine New Members Named
NINE new staff members have
been added to the WOR-AM-TV
New York staff. Charles Roberts,
advertising and promotion manager
of General Electric Supply Corp,,
New York, has been named account
executive for WOR sales depart-
ment and Milford Fenster, film
industry attorney, appointed WOR-
TV film manager.

Other additions to the station’s
staff are: Albert Knudsen, WPIX
(TV) New York, as WOR continu-
ity editor; Ernest Pittaro, produc-
tion director at Spectrolux Televi-
sion, as TV film cutter and editor;
Walter Kapp, assistant stage man-
ager for Inside U. S. A,, as TV
production coordinator; Harold
Neustadt, assistant director of
Magic in the Air and The Bobby
Benson Shkow, as TV production
coordinator; David Traylor, ad-
vance agent for United Artists, as
TV continuity acceptance editor;
and Gerald Miller, Sterling Adv,,
New York, as TV staff artist.

AP RADID MEET

Set Nov. 19 in Baltimore

ANNUAL fall meeting of -the
Chesapeake Associated Press Radio
Assn. will be held at the Emerson
Hotel, Baltimore, Nov. 19 under
joint chairmenship of Dennis Sar-
tain, association chairman and
WWDC Washington news editor,
and Max Fullerton, secretary and
chief of the AP Baltimore bureau.

Members from Maryland, the
District of Columbia, northern Vir-
ginia and eastern West Vireinia
will hear reports on operations
of the AP newscast wire, including
results of a newly-instituted system
of regional news transmissions.
Roundtable discussions will be held
on coverage of the Korean war,
election campaigns, and national
and state sports events. Associa-
tion officers for the coming year
also will be elected.

SEARS’ BIRTHDAY
KTRI Moves to Store for Day

HELPING to celebrate the 60th
anniversary of Sears Rodbuck’s
Sioux City store, KTRI Sioux City
broadcast its entire 18-hour sched-
ule from a specially built booth in
the store. The night before the
broadcast the station moved turn-
tables, news teletypes, records
and transcriptions to the store.

In addition to regular programs,
KTRI carried two special programs
for the occasion. One was of the
interview type and the other a
quiz show with prizes for contest-
ants. The store donated all of
prizes given away.

Along with equipment KTRI had

.two staff members—trafic man-

ager and continuity director—do-
ing their regular work in the
s}?ecial studio. Sears officials had
high praise for the event, reporting
the broadcasts drew the largest
crowds in the store's history, aec-
cording to KTRI. '

Telecasting
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McCARTHY BLAST

Senator’s Charges
Denied by WQQW

CHARGE that WQQW Washington ‘“would appear [to be] completely
under Communist control,” made by Sen. Joseph R. MeCarthy (R-Wis.)
last week, was emphatically denied by M. Robert Rogers, vice president
and general manager, Radio Station WQQW Inc., licensee of the station.

The allegation was unfounded,
Mr. Rogers said, because the Met-
ropolitan Broadcasting Corp., for-
mer station-licensee and named in
the McCarthy statement, does not
exist.

Sen. McCarthy attacked the cor-
poration, which reorganized in 1948
as Radio Station WQQW Inc. with
new ownership, in a statement pub-
lished in the appendix of the Con-
gressional Record. Along with the
statement, he inserted a report,
which the Senator claimed, had
been prepared in 1946 by the House
Un-American Activities Commit-
tee and then “surpressed.”

Mr| Rogers said the station now

*

is controlled by five individuals,
other stockholders holding “non-
voting " certificates. The Senator
alleged that six stockholders of the
nation’s capital “good music sta-
tion” are “the largest creditors of
radio station WQQW and are affil-
iated with the Communist Party
in the District of Columbia”; and
that 17 other stockholders “are
considered to be affiliated with the
Communist Party.”

In his denial, Mr.
BROADCASTING:

“Sen., McCarthy’s cliarges have
no foundation in the facts. He is
quoting a repudiated report which

Rogers told

was rejected by J. Parnell Thomas.

[former chairman ,of the House
Un-American Activities Commit-
tee] as one of his first official acts
when he became chairman of the
Un-American Activities Commit-
tee.”

Mr. Rogers pointed out that the
former New Jersey Congressman
“fired Ernie Adamson, then coun-
sel of the committee, for issuing
this unapproved report [committee
report reprinted in the Record by
Sen. McCarthy],

Reorganized in 1948

Myr. Rogers said the corporation
had been reorganized in 1848 with
the complete control of the station
put in the hands of “five stock-
holders who constitute Radio Sta-
tion WQQW Inc.” These stock-
holders, in addition to himself, Mr.
Rogers listed as: Morris Rodman,
Washington, D, C., real estate man
and president of the corporation;

Yes! WDAY s 1HE

OVERWHELMING FAVORITE

YES! urban and rural, WDAY just doesn’t have much
competition in the wealthy Red River Valley! Here’s

the proof! =

T

(1) A 22.county survey of rural listening habits made
by students of North Dakota Agricultural College
shows that 78.6% of the families prefer WDAY,

vs. only 4.4%, for the next station!

2

For the period Dec. *49—Apr. 50, WDAY got

more than three times as great a Share of Audi-
ence as the next station, Morning, Afternoon and
Evening—got the highest Hooperatings among all
NBC stations in the nation, for the second year in

a row!

(3) BMB Study No. 2

credits WDAY with a Daytime

Audience of more than 200,000 families—77.797,
of whom are average daily listeners!

Write direct or ask Free & Peters for all the facts about

fabulous WDAY!

~o -
-

AND ON THE
FARM!

FARGO, N.D.

NBC — 970 KILOCYCLES
5000 WATTS
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Newscasts Pull

OFFER of a UP foreign news
map free on a “first come,
first served” basis has con-
vinced KTUL Tulsa of inter-
est in its newscasts. Listen-
ers deluged the station with
cards and letters far exceed-
ing the original supply of
1,000, KTUL reports. 8Six
plugs on the first day drew
1,459 requests in the next
day’s mail and foreced KTUL
to order another 6,000. Mail
pull for 14 newscasts in two
days reached 7,159, with re-
quests pouring in from as far
north as Wisconsin and south
as Louisiana, plus neighbor-
ing. 26 counties.

Pierson Underwood, station’s pro-
gram director, Irwin Geiger, an
attorney, vice president; the estate
of Jesse I. Miller, former Wash-
ington, D. C. attorney, deceased.

According to its application with
the FCC requesting change of
ownership [BROADCASTING, April
4, 1949], WQQW listed its prin-
cipal stockholders as Mr. Rogers
to acquire 30%; Mr. Underwood,
20%, and the remaining three,
Messrs. Geiger, Rodman and
Miller, to divide the other 50%
voting interest equally.

Last month, WQQW filed in
U. 8. District Court in Washington
a reorganization petition in a
move said to strengthen the sta-
tion’s corporate structure and
make ample funds available for
eﬁ;ansion [BROADCASTING, Sept.
11].

Financial Adjustment

The station had pointed out that
FCC in passing on an FM license
application, had requested the sta-
tion to adjust its financial struc-
ture in order to reduce a mortgage
indebtedness of $110,000. Fair
value of the station’s assets was
estimated at $138,000 but the peti-
tion - said - eomplete ‘value couldn’t
be realized by a quick sale.

In his assertions, Sen. McCarthy
pointed to Owen Lattimore, whom
the Senator already unsuccessfully
tried to label a member of the Com-
munist Party, and his wife, Elea-
nor, as stockholders of Metropoli-
tan Broadeasting Corp. According
to FCC records, Mr. Lattimore and
his wife each had 10 shares in the

corporation before it changed
hands.
In his disclaimer, Mr. Rogers

said: “None of the station’s clients,
including some of the leading and
oldest in Washington, has ex-
pressed any concern over Sen, Mec-
Carthy’s baseless statements and
on the day the report was made
public we wrote more new business
than we have written in any day
this year.”

ARTICLE on sborts coverage of
WHBY Appleton, Wis,, run in recent
edition of local newspaper.

Telecasting



YOU MIGHT GET A

175-POUND WOLF'—

BUT....
YOU WON'T GET MUCH
IN WESTERN MICHIGAN

WITHOUT THE FETZER STATIONS!

If you’re gunning for bigger sales in Western Michi
gan and Northern Indiana, look at what WKZ0O, WJEF
and WKZO-TV can give you!

WKZO-TYV is basic CBS—Channel 3. It is the only TV
station that delivers five large metropolitan markets
representing more than a billion and a half dollars
of buying income and more than 70,000 TV sets in
Western Michigan and Northern Indiana.

WKZO, Kalamazoo, and WJEF, Grand Rapids cost

A

209%p less than the next-best two-station choice in these
two cities, yet deliver about 57% more city listeners!
New BMB figures credit WKZO-WJEF with a 46.7%
increase in Daytime Audience and a 32.89% increase
in Nighttime Audience since 1946. In Grand Rapids
alone, the Fetzer stations deliver an unduplicated cov-
erage of more than 60,000 homes.

Write for all the facts today, including availabilities
and some really impressive figures about the Western
Michigan—Northern Indiana market.

* A wolf weighing just over 175 pounds was killed on Seventy Mile River in Alaska.

WJEF

WKZO-TV | wkzo

W‘ IN GRAND RAPIDS Wd IN WESTERN MICHIGAN topﬁ IN KALAMAZOO

AND KENT COUNTY I AND NORTHERN INDIANA
(CBS)

AND GREATER
WESTERN MICHIGAN
(CBS)

ALL THREE OWNED AND OPERATED BY

FETZER BROADCASTING COMPANY

AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES




Strictly Business
(Continued from page 18)

of Mellott, Ind., he studied jour-
nalism and political science at In-
diana U. and planned a writing
career. He worked nights on the
campus newspaper, the Indiana
Duily Student, and on graduating
became editor of an Indiana weekly
whene he did everything from writ-
ing editorials and laying out ads
to collecting delinquent accounts.
Meanwhile, however, he had ap-
plied to Scripps-Howard for a job
with! its organization “anywhere.”

The call from S-H came within
a few months after Mr. Hayes had
left college, but it was not for a
writer. The Washington News had
an opening for an ad salesman in
1934, The youthful Hoosier got his
ﬁrst[ lucky break when his new
employers permitted him to hurdle
the classified department and move
directly into local display. Con-
centrating on department stores, he
was placed in charge of this divi-

l .

sion of the advertising department
within a year, and by the end of
six years was named advertising
manager. The move to WTOP
came four years later.

Some of the major retail ac-
counts which Mr. Hayes developed
for the CBS station were Lans-
burgh’s and Hecht's, both large
department stores; Brook's Wo-
men's Wear, and Raleigh Haber-
dashers. After two years at
WTOP, Mr. Hayes became an ac-
count executive on CBS Radio
Sales’ Chicago staff in January
1946 and by September 1948 had
been named western sales manager.

Born Jan. 6, 1208, in Mellott, Ind.,
Mr. Hayes is married to the fol-
mer Jessie Dowell of Fowler, Ind.
They have one son, Norman, 12,
whose burning ambition is to play
first base on a major league ball
team some day. The youngster,
known as Lefty in suburban
Libertyville where the family lives,
already is the star of a pennant-

P

winning cub team.

Mr. Hayes is an amateur wood-
worker, but confesses he has several
shiny new tools which he hasn’t
found time to use as yet. He is a
member of the Chicago Radio Man-
agement Club.

ASCAP Dinner

OTTO A. HARBACH, president of
ASCAP, presided over a dinner
given by the society last Wednes-
day in honor of the Committee of
International Copyright Experts
of UNESCO. Dinner was held at
the Mayflower Hotel, Washington,
with Luther H. Evans, Librarian
of Congress and U, S, delegate to
UNESCO, as one of the principal
speakers. Mr. Harbach and
ASCAP board members served as
co-hosts at the dinner, attended by
representatives of UN, U. S. gov-
ernment agencies and departments
and embassies and legations.

910 Kilocycles

- AMERICAN BROADCASTING COMPANY
REPRESENTED

s

and sell Flint.

BY THE

wll strike Pay-dirt in Flint!
: RETAIL SALES UP 14.9% |

BUILDING PERMITS UP 103.3%

NEW CAR SALES UP 41.2%

Sell the rich FLINT Market

At ram-jet pace, products are moving, business is booming in Flint.
Incomes are at an all-time high (higher than New York or Phila-
delphia or Cincinnati), The average weekly income in Flint is $84.51.
Retail sales are up 14.9% and still climbing (September 1950 23.8%
over September 1949). New car registrations are up 41.2%, building
permits are up 103.3%. Unemployment, on the other hand, is prac-
tically non-existent at 2%. Always a good market, Flint is the best
in the U. S. these days.

You won’t want to miss the Flint market . . . end
you can’t miss if you present your sales message over
WFDF—Flint’s first station. WFDF will bring you
more listeners—more buyers—than all other local
stations combined! (See your Hooper.) Buy WFDF

FLINT
MICH.

KATZ AGENCY
Associated with: WOOD Grand Rapids—WFBM Indianapolis— WEOA Evansville
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TONEY NAMED

Succeeds West at RCA Victor

APPOINTMENT of James M.
Toney as director of public rela-
tions of the RCA Victor Division,

. Radio Corp. of America, was an-

nounced last week by Charles M.
Odorizzi, operat-
ing vice president
of the division.
Mr. Toney, adver-
tising manager of
the RCA Victor
Home Instru-
ments Dept., suc-
ceeds John K.
West, who left
RCA Victor to
join NBC as vice
president in
charge of its western division
[BROADCASTING, Oct. 9].

It also was announced that
Thomas J. Bernard will continue
as assistant director of public re-
lations. . 3

Mr. Toney, whose new appoint-
ment is effective Nov. 1, joined
RCA Victor in 1943 as an expe-
ditor in the purchasing department,
working in the Chicago office. In
1946 he was transferred to the
RCA Victor Distributing Corp. in
Chicago as a sales representative.
He became general merchandising
manager in charge of sales activi-
ties in 1947, and a year later was
transferred to Camden as advertis-
ing manager of the Home Instru-
ments Dept.

AIDS FRENCH PLEA
WDSU Records Film Premiere

Mr. Toney

A SPECIAL recording of the offi-
cial premiere in America of the
French film *“Spirtualite Fran-
caise,” produced by the National
Federation of Assns. of Churches
and Religious Buildings Damaged
or Destroyed, was made by WDSU
New Orleans, Oct. 15, for use by
Radiodiffusion Francaise.

During the premiere, held at the
Municipal Auditorium in New Or-
leans, Joyece Smith, WDSU direc-
tor of women’s programs, intro-
duced Madame Madeleine Deletang,
French good will ambassador to
this country. Madame Deletang
is tourning the country with the
motion picture to solicit aid for
restoring the churces of France.

Congul General of France, Lionel
Vasse, appeared on the program
along with local leaders. Also
heard on program was a concert
of sacred music by the Scola Can-
torum of Notre Dame Seminary.
Mayor DeLesseps 8. Morrison of
New Orleans closed the broadecast
with official greetings from the
city. .

RECOMMENDED decision has been
filed by Everett F. Haycraft, trial ex-
aminer of Federal Trade Commission,
seeking order to prohibit misrepre-
sentation of radio-TV correspondence
courses by Radio Training Assn. of
America, L. A,

Telecasting
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J] buying : Home ...

sn Avtomobile...
¢t » Radio Station...

You buy where you get the most for your money

This being true, how can you afford
not to be on WGN...the one station
in Chicago and the Middle West that

reaches more homes than any other.*

*1949 BMB
Chicago 11
. Illinois
A Clear Channel Station ... e
Serving the Middle West 720 .
On YourDial |1 Lo [
MBS Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y.

West Coast Representatives: Keenan and Eickelberg

235 Montgomery St.. San Francisco 4 « 2978 Wilshire Blvd., Loa Angeles §
710 Lewis Bldg., 333 SW Oak St., Portland 4
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RESEARCH ‘STE

1 Oberfelder Sees Hope
In Test Survey

RADIC-TELEVISION is depending upon the special test survey com-
mittee to get it out of “the stew” over audience measurement, Ted
Oberfelder, former ABC director of advertising, promotion and research
and just named manager of WJZ New York, declared at the ninth annual

luncheon of Pulse Inc. in New York
last week.

It is the old, old story of too
many cooks,” Mr. Oberfelder said,
“only in this case each cook is pre-
paring his own soup, and when they
are done they are all dumped into
one huge cauldron. The result is
supposed to be a broth to please
the palate of all the radio and tele-
vision industry. Instead we seem to
find the entire industry in a stew.

“The inevitable conclusion to be
drawn about such a situation,” he
continued, “must be that there is
just too much quantitative research
being done in radio and television.
The mountains of material compiled
move across executive and mana-
gerial desks from day to day in
such volumes that it is often phys-
ically impossible to make use of all
the information gathered and pre-
sented.”

The necessity of buying all these
services in order to keep abreast,
Mr. Oberfelder pointed out, is hav-
ing the effect of “siphoning off . . .
research money which could well be
put into more constructive chan-
nels.” He said, “ It all boils down to
the fact that—based on what the
users of quantitative research pay
for their rating services—there is
too much material to be used intel-
ligently or profitably.”

Mr. Oberfelder’s views were rep-
resentative of the growing interest
in & movement to measure the rela-
tive accuracy of Hooper, Pulse, and
other audience ratings by a test
survey for that purpose [BRroap-
CASTING, Oct. 23]. Report of the
special test survey committee,
formed at the request of Stanley

-G. Breyer of KJBS San Francisco,

is expected in a fortnight.

SPECIALIST NEED

Akin Cites Army Shortages

ACUTE shortages of skilled com-
munications specialists because of
peacetime reductions in armed
services’ strength was gravely felt
during the KXorean campaign,
though equipment itself stood the
test well, Maj. Gen. S. B. Akin,
chief Army Signal Officer, has de-
clared. a

In a speech before the Washing-
ton Chapter of the Armed Forces
Communications Assn, Oct. 18,
Gen. Akin also noted that Korean
communications were further com-
plicated by mountainous terrain
and wide dispersal of troops. Em-
ployment of a radio relay system,
however, made the operation less
“difficult,” Gen. Akin said.

Radio relay, high-frequency
“line-of-sight” transmission, intro-
duced by the Signal Corps in
World War II and now in wide
commercial use, proved of “out-
standing assistance,” he noted.

ANSWERING the hopes of Arnold
Reid (r), paralyzed in both his legs
and arms, Gordon Baxter of KPAC
Port Arthur, Tex., presents him with
$1,553.70 that was sent in by KPAC
listeners for his benefit. Mr. Reid had
requested d tune to be played on Mr.
Boxter's Stringbilly Jumbalaya pro-
grom. In his letter he also mentioned
that he was paralyzed and would like
to go to Denver for treatment but
could not offord it. Mr. Boxter read
the letter over the air and ployed the
request. The following day donations
began coming into the station and in
less than twoe wéeks enough money
was collected.

WIND Aids Fund

COMMUNITY Fund of Chi-
cago has credited WIND
Chicago with “an outstand-
ing public service” for do-
nating all available time
during the Oct. 22 Philadel-
prhia Eagles-Pittsburgh Steel-
ers professional football game
for Fund announcements.
Chicago sports editors and
columnists on behalf of the
Fund, transcribed spots
which were interspersed
throughout the broadcast
when there was no action on
the field. Harold A. Moore,
general chairman of the 1950
Fund campaign, commended
WIND for “one of the most
important contributions to
to our drive.”

Why buy 2 or more...
do 1 big sales job

an YEADID BALTIMORE ™

WBAI
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AMERICAN
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IRON AND

... are brewed in the same pot. A ladle of molten steel

speaks all languages. In Russia, the language is war (bonhi) and they have

devoted their steel to war products. In America, steel has been used for the

machines that make work easier and daily living happier for everybady, Now,

we must turn a part of America’s river of molten steel into armaments to

rebuild our defenses. Most people are wondering what effect the change will

have on American life. Here are some questions and answers from the steel

industry that may help you:

How much steel can the American steel
companies make? Qur capacity is now
slightly over 100 million tons. Many companies
are adding new capacity, which will total
another 9 million tons.

How much steel can other countries
supporting the U. N. program against
aggression make? Their capacity is more
than that of the Iron Curtain countries. It is
56 million tons.

How much steel can the Iron Curtain
countries make? Russia and the countries

she dominates can make about 33 million tons
of steel per vear.

How fast does America’s steel indusiry
grou'? We will soon have 25 million 1ons more
steel capacity than we had at the start of World
War II. That increase, alene, is more than 4
times as much as next year's top estimate of
military needs. The steel industry always grows
in the competitive atmosphere of America.

Does plentiful production mean there
will be plenty of steel for everything?
The Army, Nuvy and Air Force need more steel.
The steel industry is responding with increased
capacity. But, the time niay come when even our
giant capacity will not He enough for bhoth de-
fense and unlimited personal buying. In effect,
you increase America’s supply of all important
materials when you buy only those things you
really need.

Is there any way in which I can get more
facts on America’s steel industry than
can be given in this advertisement?
Yes, write for the interesting booklet, “Report
to the American Public.” Address: American
Iron and Steel Institute, 350 Fifth Avenue, New
York 1, New York.

e

More than 200 :om‘p-bniu make up the free
and independent stedl industry of America.

I

INDUSTRY

STEEL INSTITUTE » 350 FIFTH AVENUE » NEW YORK 1, N. Y.
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SELL THE TOLEDO MARKE
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The nerve center of a teeming, rich trading area embracing one
of America’s richest major markerts is the city of Toledo, Ohio.
Here in a half dozen or so counties reside 659,000 people with
money to spend and places to spend it. Here the dominant selling

voice is WSPD—a voice that literally saturates the area as proven
by the above BMB percentages. 84%—90%—97%—what more
could you ask?

Do you have a product that needs selling to the 659,000 people
in the Toledo market? Then you had better get in touch with
your KATZ man right away regarding available time. The word
“selling”, you see, is spelled W-S-P-D in the Toledo area.

To learn how to spell it in six other major markets, consult the
list below. Like WSPD, all Fort Industry stations possess an alert
aggressiveness that makes them your best buys in the markets

they serve—if it’s listeners who buy that you're after.

THE FORT INDUSTRY COMPANY

WSPD, Toledo, O. . WWVA, Wheeling, W. Va. . WMMN, Fairmont, W. Va.
WLOK, Lirva. O. * WAGA, Atlanta, Ga. * WGBS, Miami, Fla. * WIBK, Detroit, Mich.
WSPD-TV, Toledo, O. . WIBK-TV, Detroit, Mich. . WAGA-TY, Atlanta. Ga.
National Sales Headquarters: 188 Madison ve., Neww York 22, ElLdorade 5-2455
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Increase Rates Now

BROADCASTERS, like their counterparts of
the printed page, are pondering rate structures
in these days of skyrocketing costs and infla-
tionary trends. The difference is that broad-
casters are doing very little. about it—except
in rare instances and for those in TV who are
enjoying dizzily expanding circulation and un-
equalled popularity. :

Newspapers and magazines romp along in-
creasing their rates on a what-the-traffic-will-
bear basis, with little or no retaliation from
advertisers. Yet advertisers demand more and
more research and measurement material from
-radic and TV, which they can turn against
these media in parrying rate adjustments.

It isn’t hard to discern what the Assn. of
National Advertisers is attempting to do since
its project for across-the-board rate reductions
in TV markets was nipped a few months ago.
They've embarked upon a temporary boycott.
There' little activity on new and renewal net-
work business, although national spot and local
are breaking records. ANA obviously is trying
to sweat the networks out on rate adjustments.

There are individual broadcasters who are
increasing rates. We know of no instance
where such increases, discreetly and soundly
evolved, have brought serious loss of revenue.
The rub has been the differential in network
rates as compared to spot. There hasn't been
an over-all increase in network rates for more
than a decade. Yet in the last dozen years
operating costs have more than doubled.

It’s no longer a matter of holding the line.
To do so, in effect, is to reduce rates, since the
dollar buys less and less.

Radio time is practically the only commodity
extant that hasn't increased in cost in the last
10 years. This is in spite of the virtual satura-
tion of the nation in set ownership and of un-
precedented tune-in.

Networks should heed the pleas of their
affiliates for horizontal rate increases. Excess
profits taxes are in sight. Institutional spend-
ing will increase. Paper rationing looms, and
newspapers are making their second round of
increases in a year, in anticipation of what
might amount to rationed advertising.

If rate increases aren't invoked now, to be-
come effective in six months or so, stations
and networks alike might find themselves doing
an unprecedented volume of business, but with
not enough return to meet increased overhead.

Help Wanted!

IT'S NO SECRET that BAB is looking for a
top executive in the $35,000-$50,000 bracket.
Several able and experienced radio men have
been considered but each has declined for good
personal reasons. The job is still open.

Plans for a more vital organization have
been taking shape under the guidance of the
selfless and intelligent BAB committee headed
by Robert D. Swezey, WDSU-AM-FM-TV New
Orleans, and composed of Edgar Kobak, con-
sultant and owner of WITWA Thomson, Ga.;
Charles C. Caley, WMBD Peoria; William B.
Quarton, WMT Cedar Rapids, and Allen B.
Woodall, WDAK Columbus, Ga.

No ‘ordinary task faces BAB.

First. is the overall job of selling radio in
competition with every other medium. That
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task has taken on new stature in the past few
months with the continued growth of television,
new-tax burdens and the spectre of prepared-
ness shortages of men and materials.
Second, an integral part of the first, is the
task of raising a sizable war chest for the
group. The ANPA Bureau of Advertising car-
ries a million-dollar budget. The magazine
publishers promote their medium on a similar
scale. If radio is to battle for the advertisers’
dollar on an equal footing it will need a like
amount. That war chest will be a primary
responsibility of the new BAB president.

Add it up. The task needs a man of consid-
erable talents. Events of the past few years
have aroused broadcasters to the necessity of
promoting their medium as competition be-
comes tougher and rougher.

_ Developments in the foreseeable future indi-

cate an increase in this necessity rather than
a decline. This quickening of interest should
make raising money for this essential purpose
easier than it would have been last year or
the year before. '

The challenge is inescapable. Radio, that
healthy giant, is not likely to ignore it. The
job calls for a good man,

Any suggestions?

War-Time Folly

NOT SINCE the days of the infamous Blue
Book have broadcasters been so aroused against
the FCC. The resurgence of mailed fist rule,
veering in the direction of control of the econ-
omy of the broadcast media, is the cause.

This was apparent at the NBC convention a
week ago at White Sulphur Springs. At dis-
trict meetings of the NAB and at state asso-
ciation sessions, anti-FCC fervor has become
evident. The feeling is that the Commission’s
lawyers are riding high again, on the crest of
the violence of the color TV fight. FCC Chair-
man Coy has made no bones about his dis-
pleasure over the opposition to the new color
standards. His dander is up.

The color decision is the more spectacular

. issue, but. from the broadcaster’s standpoint—

whether or not he is in TV—the real threat
lies in the proposed rules to control TV net-
work competition. That battle will be fought
largely behind the scenes, whereas the color
battle will be on the air and in the headlines
for months ahead.

These are not the times to have another
industry-government finish fight. Under Coy
direction these past three years, the FCC has
moved toward reasonable cooperation with
licensees. The Commission had retrieved much
lost prestige.

Now, in a war-time economy, warnings are
up. They come at a time when the resources
of radio and TV should be turned against the
enemies of democracy, and not in intramural
conflict.

Another Korea, or worse, could stop most
of our radio and TV production overnight. The
color issue then could become academic. - So
would & lot of others.

Energy, time and money—taxpayers’ as well
as corporate—will be wasted in the strife that
has been provoked. Licensees cannot afford to
let any issue which threatens to touch ever so
lightly upon the basic freedom of the broad-
cast arts, go by default. So they must and
will fight. To do otherwise is to invite disaster.

Before the conflict gets out of hand, we hope
that higher authorities—even the President—
will step in, to the end that the resources of
radio and TV can be utilized to the maximum
in preserving the freedoms of democracy in a
sorely troubled world.

THOMAS BERNARD McFADDEN

Fadden filled out his application for
employment as page boy at NBC New
York, one question on the form gave him a
moment's pause. It read: “What position would
you eventually like to fill if you are employed
by NBC?’ Young McFadden finally, after
considerable deliberation, wrote “President.”
Although Mr. McFadden has not as yet
realized that ambition, he is a young man who
has come a long way since Sept. 13, 1934, when
he first donned the gold braid of a Radio City
page. Since April 1950 he has been manager
of NBC’s Hollywood television station, KNBH
—a position he assumed after three years as
manager of the network’s WNBC-AM-FM
and WNBT (TV) New York.
That number 13, the date he went to work
for NBC, has been a significant one in the
McFadden career. In high school sports, his

(Continued on page 654)

Static and Snow

By AWFREY QUINCY

ONE of the big national agencies is being sued
by a script writer because the agency failed to
use a program idea he had submitted. Now, he
seeks to collect the compensation he would have
received if his idea had been used. We are
watching this one carefully, because if this
writer collects, we're IN, At one time or an-
other, we've had ideas on how to double the
profits of Standard Oil, how to quadruple Coca-
Cola’s production, how to vastly expand the
market for U. S. Steel. We’ll just sue and sue,
collect and collect, then dream up new ideas
leading to more suits. With all that wealth,
we'll line the padding in our cell with damask
and brocade. Might even build a new asylum.
& * *

WHEN 17-year-old Thomas Bernard Mec-

Now Transit Radio is raising rates. If anyone
asks why, they can always say., ‘“We were
waiting for another street-car.”

* L] *

Life gets tougher every day, more complex
in every way:

Wise guys scheme and cook up strife just in
complicate my life.

Tuning in a TV set causes me to stew and fret,

And it’s just an even bet that a picture I can
get.

So to really put me down, make me grit my
teeth and frown,

Make me kick my set and smack it, now it's
gonna have a bracket.

BROADCASTING =
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WSAI in Cincinnati is considered the top news outlet
by all listeners for the greatest variety and most thorough coverage
of the news. This is not surprising in view of the
’ fact that WSAI's news programs are handled by such top
personalities as Walter Winchell, Joseph Garretson, Baukhage,
Agronsky, Bill Robbins, Pearson and Elmer Davis . plus ’

the full services of Associated Press and United Press.

News commentator JOSEPH GARRETSON was sponsored
the first day he went on WSAI. by radio-wise 'SHELL OIL

And today — four years later — he has the same sponsor. Recently, a large

automotive manufacturer obtained permission to sponsor

Garretson at another time of day. News-wise you can't beat . ..

CINCINNATI

WAl

A MARSHALL FIELD STATION
REPRESENTED BY AVERY-KNODEL
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MYRON MAY, chief engineer KNAK Salt Lake City, to manager

KNEU Provo. GARN CARTER, commercial manager KOVO Provo,
to commercial manager KNEU.

MORGAN RYAN, national sales manager and head N. Y. office of
Liberty Broadcasting System, resigns to join Progressive Broadcasting
System as district manager eastern division.

BURN-SMITH Co. and DORA C. DODSON, Atlanta, named representa-
tives by WDVA Danville, Va,

FRANK JUNNEL to commercial manager KEYL (TV) San Antonio,
Tex. Was with KCBD Lubbock and KROD El Paso as
commercial manager. Replaces SHERRILL EDWARDS,
resigned [BROADCASTING, Oct. 9].

ELMER O. WAYNE, Curtis Publishing Co., Cleveland,
to sales representative WGAR Cleveland. Replaces
GLENN GILBERT, called to active service.

AL MAFFIE, WTSA Brattleboro, Vt., to WEIM Fitch-
burg, Mass., as commercial and promotion manager.

Mr. Junnel
sentative for WERI Westerly, R. I. New England representative re-
mains BERTHA BANNAN, Boston.

LIONEL COLTON, N. Y., named national sales repre-

JOHN CALLOW to sales staff WOR New York. Was with WCBS New
York and CBS research department.

C. M. GARNES, acting general manager KERB Kermit, Tex., named
general manager.

PAUL J. PERREAULT, manager WTAO Cambridge, Mass., to acting

“- (]

Lucille Ball
CBS Star

>
>

ALTOON
[ o

FIRST
You're on the INSIDE
with the OUTSIDE audi-
ence on WVAM. ONLY
000-watt fulltime cov-

erage in Altoona and
Central Pennsylvania.

IS GODFREY 25 or 327
As a fact, HE'S BOTH!
Godfrey’s daytime show
rates a 25.0 Hooper
Godfrey’s Talent Scouts
has a 32.4 in Johnstown
HOOPERFIRST Godfrey &
WARD

Represented by Weed & Company
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manager WNBH-WFMR (FM) New Bedford, Mass.

JOHN B. BURNS, salesman and promotion manager KROC Rochester,
Minn., to sales staff WGN Chicago.

ALBERT SCHERB, WGN Chicago sales staff, transfers to local TV sales
at station. WILLIAM DAVIS will leave sales staff WGN-TV soon to
return to active Navy duty. Expects to be assigned to staff of com- |
mandant of Naval Air Tactical Group in California.

J. GERALD MAYER, SCOTT G. RIGBY and F. HAMILTON SEELEY
form law firm, Mayer, Righby & Seeley, succeeding former Mayer, Rigby
& Ryan. Firm located at 1010 Vermont Ave.,, N.W., Washington, and
will practice before departments and agencies of government.

RUSS RYAN to KCNI Broken Bow, Neb., as assistant manager. Was
with station before associations with MBS and WGN Chicago.

W. S. HUNEFELD Jr., manager S. F. office KLX Osakland, recalled to
active service as Lt. in Navy.

WINI SCHAEFER, press representative WNBC-AM-FM and WNBT
(TV) New York, appointed director of publicity for stations. Replaces
SCHUYLER G. CHAPIN, who joins NBC national spot sales department
as TV account executive.

LOUIS A. SMITH, owner-operator agency of that name in Chicago, to
WOR-AM-TV New York as western sales manager., Will headquarter
in Chicago and be responsible for WOR sales between Buffalo and
Denver, Minneapolis and New Orleans.

p@f.’cﬂd[’ s s o

MILFORD JENSEN, operations director WCAL Northfield, Minn., ap-
pointed interim director Region IV National Assn, of Educational
Broadcasters. . . . EDWARD LAMB, owner WICU (TV) Erie, Pa., pre-
sented gold embossed Bible by group of local civic leaders as token of
“work done in advancing religious programming.”

HUGH B. TERRY, vice president and general manager KLZ Denver,
named Denver County chairman for 1951 Easter Seal Campaign. . . .
HERBERT L. KRUEGER, commercial manager WTAG-AM-FM Wor-
cester, Mass., back at desk after leg operation.

PAUL A. LOY-ET, vice president and resident manager WHO Des Moines,
father of boy, Michael Paul, Oct. 20.

timed to meet delivery of the
equipment which already has been
purchased.

Board of directors of the firm
includes four Valdosta business

T0 BUILD WGAF

New Valdosta, Ga., Outlet
THE Valdosta Broadeasting Co.

has announced plans to build a new
Fulltime AM station in Valdosta,
Ga. The company was granted a
CP in 1949 for WGAF to operate
with 5 kw on 910 ke. George B.
Cook, president of VBC, said the
construction of the station will be
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The Jackson metropolitan area,
in additien te a 32 per cont
population gain the last 10
years, has chalked up o 248 per cent
increase in dollar volume retail trade
and 322 per cent in wholesale sales.
Truly a big market . . . and getting
bigger,

men: Mr. Cook, president; A. J.
Strickland, vice president; L. O.
Smith, secretary-treasurer, and
Tom Bush Smith. A. D. Ring &
Co., Washington consulting engi-
neers, will supervise construction
of the station.

REPRESENTED MATIOMALLY

dy dhe

GEORGE P. HOLLINGEBERY CO,

BROADCASTING »
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Follow the lead of these

Business Leaders...
they're all gwmg Schenley to wish friends the best!

Harry G. Griffiths, President of the

Pennsylvania Drug Co., says: “I order
Schenley by the case—and my gift buy-
ing is through! 1ts quick and easy!
There’s no finer whiskey-gift.”

Herbert Sondheim, President of
Herbert Sondheim, Ine., Famous Dress

Manufacturers, says: “Lveryone appre-
ciated Schenley last vear, so I'm giving
it again this Christmas.”

i

US/NES'S' |

Col. William Schiff, President of Schiff
Terhune & Co., Inc., Insurance Brokers.
says: "I give Schenley because it's a
really fine whiskey . . . and a really fine

answer to my Chustmas problems!”

EL O

Richard E. Booth, Executive of Now-
land & Schladermundt, Industrial De-
signers, says: “A gift of Schenley is the
best way [ know to say, ‘Thanks for all
you've done for me this past year!’”

4 to- give

AP
L

BLENDED WHISKEY 86 PROOF. 65% GRAIN NEUTRAL SPiRITS. SCHENLEY DISTR.BUTORS, INC..

Arthur Martin Karl, President of
Names Unlimited, Inc.. Direct Mail
Consultants, says: “Schenley is the an-
swer to all my gift problems. I enjoy
Schenley in my home. too.’

Edward Lyman Bill, President of Bill
Bros. Publishing Co., Publishers of Sales
Management, says: “Schenley is an ideal
gift. Every man welcomes a gift of fine
whiskey.”

J
v
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=
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ALBUQUERQUE

NEW MEXICO

Leads in Total Retail
Sales Percentage Gains

uv# all “official”’ Metropolitan
-County Areas in 10 Years
(1939-1949)

Al uquerque is also tops

n sales increase in Food,
Furnlture, Household, and
Radio Stores, and second
in Drug Stores sales in-
creqses.

* featured Sales Management
Niw, 10th

Mutual - - Albuquerque

CHECK SRDS FOR RATES

HOOPER RADIO AUDIENCE INDEX
City Zoha, Albuquerque, N. M., Spring 1950

m' SHARE OF RADIC AUDIENCE

| KVER wb-"l"lsubn"c" Seation =D
wroaaevivioar | 320 | 307 | 226 | 102
i | 06 | 306 | 213 | 147
lowedr ke tiOAY | 309 | 340 | 239 7.4
uonpar deotmoar | 230 | 500 | 148 | 115
momoar e tuar | 306 | 366 | 216 9.7

M., G. M. Radie Attroctions.
Local and National Sports.
Only Albuquerque Station _with
morning, afternoon, ond evening
Sponish programs.

WM. T. KEMP, President

KEN PALMER, General Manager
KEITH TYE, Station Manager
PAUL KEHLE, Sales Manager
BERT LEBHAR, l11, Ass't Mgr.

FORJOE & CO.

NEW YORK CHICAGO
LOS ANGELES SAN FRANCISCO
ATLANTA
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AY A. LIUZZA to newly-created
post of sales promotion manager
WNOE New Orleans.

EARL STEELE, WCCO Minneapolis,
to WARC Rochester, N. Y., as pro-
gram director.

FRANK BABCOCK to announcing
staff WGN Chicago from chief an-
nouncer and assistant program direc-
tor KXYZ Houston.

LLOUIS FORD to staff announcer
WBUR (FM) Boston U, outlet, while
studying at university.

CATHERINE ROSS, WJR Detroit, be-
comes assistant to HARRY WISMER,
recently resigred from WJIR to re-
sume full schedule of sports broad-
casting. Mr. Wismer's offices are in
ABC offices, N. Y,

GEORGE D. COWLE, new to radio,
to promotion and merchandising man-
ager WEBC Duluth, Minn. Was in
motion picture and theatre promotion.

GEORGE T. CASE, general and com-
mercial manager WNAO Raleigh, N. C.,
to program director WONE-WTWO
{FM) Dayton, Chio.

DICK STEDMAN, sports director
WTXL W, Springfield, Mass., to staff
announcer WJIM-AM-TV Lansing,
Mich.

HERB DEXTER, disc jockey and sports
announcer WPEN Philadelphia, to eve-
ning production supervisor. Will con-
tinue sports announcing.

JOHN LINKER, WEOK Poughkeepsie,
N. Y., to WPTR Albany, N. Y., as staf?
announcer.

JOHN PALLADINE to staff announcer
WBUD Morrisville, Pa. Was with WIP
Philadelphia. Succeeds BOB KENT,
promoted to program director.

JAMES M. ORCHARD, WJAR-TV
Providence, R. 1., to program director
KOTV (TV) Tulsa, Okla.

AL KNIGHT to KITO San Bernardino,
Calif.,, to conduct 12 m.-6§ am. All
Night With Al Knight show.

ROD KLISE, staff announcer KHQ
Spokane. Wash., appointed head of con-
tinuity. Will handle 3 p.m, and 5 p.m.
newscasts. Succeeds PAUL LAW, re-
signed to freelance in Chicage.

ROGER CLARK, disc jockey WFGN
Gaffney, 8. C., to WNOR Norfolk, Va.

TONY BRYAN, graduate Northwest
Broadecasting Schoel, Portland, Ore., to
KERG Eugene, Ore.

JACK LATHAM to NBC Hollywood
announcing staff. .

DR. CHARLES EARLE FUNK, editor
emeritus Funk & Wagnalls since his
retirement three years ago, to replace
Prof. CABELL GREET as CBS speech
consultant while latter is in Paris for
next year, lecturing on American liter-
ature and civilization under Fulbright

_ scholarship:

DARROW (Tex) CLARK, KRUN Bal-
linger, Tex., to KRRV Denison, Tex.,
as staff announcer.

PHIL RUSKIN to remote director
WBKB (TV} Chicago, replacing BILL
BALABAN, who was inducted into
Army last week. JOHN PAVIS from
boom mike man to sales prometion
writer,

JACK WEBB, star of NBC Dragnet,

signed for featured role in forthcom-
ing 20th-Century-Fox production,
“The 1.8.8. Teakettle.”

Lt. ROLAND J. SCHUMACHER, St.
Louis policeman who airs So It Can’t
Happen to You on KXOK that city,
father of girl, Martha Jane, Oct. 8.

BOB SWAN, dis¢c jockey WPTR Al-
bany, awarded Canadian and Ameri-
can Newspaperman’s 1950 Achievement
award ‘‘for outstandmg- radio enter-
tainment.”

LOWELL T. CHRISTISON, continuity
director WRFW Eau Claire, Wis., and
FLORENCE HELM, traffic manager,
were married Oect. 7

RILL TRACEY, promotionr manager
WSAZ Huntington, W, Va.,, now on
active duty with Marines, father of
girl, Kathleen.

BUDDY MENNETT, l4-year-old dise
jockey, to Best on Wax show, WSTC-
AM-FM Stamford, Conn,

ROBERT GREEN, commentator-
critic, to Top of the News show,
WTOP-TV Washington.

TEX DAVIS, disc jockey WLOW Nor-
folk, Va., sworn in as deputy sheriff of
Norfolk County.

FRANK CASON, producer WSB-TV
Atlanta, and Valerie Drake have an-
nounced their marriage, Oct. 7.

BUD STEFAN and VIRGINIA MYER,
both KTLA(TV) Hollywood staff mem-
bers, married Oct. 16.

TONY MOE, sales promotion manager
WCCO Minneapolis-St. Paul, named
radic chairman Hennepin County
March of Dimes for 1951.

TOM BELCHER, director KNBH(TV}
Hollywood, and Roberta Alderson were
married Qet. 21.

JULIA (Nicky) CHASE to Don Lee
Hollywood publicity staff as log editor,
succeeding SALLIE MONTGOMERY,
resigned.

TONY BOMBA, KPIX (TV) San Fran-
cisco, father of girl, Lizbeth Ann.

ROBERT REGAN, chief announcer
KCBQ San Diego, father of hoy, Jef-
frey Robert.

CHARLES PAUL, music director CBS
Mr. and Mrs. North, in Europe for
three-week concert tour. Will direct
Philharmonic Orchestra of London,

Paris Conservatory Orchestra and
Royal Danish Symphony, Copenhagen.

JACK HUSTON, WGCCO Minneapolis-
St. Paul announcing staff, father of
boy, Brian, Oct. 15.

ALLAN JEFFERYS, staff announcer
and disec jockey on Dinner Bell show,
WFPG Atlantie City, N. J., and JUNE
HOOPES, co-disec jockey Dinner Bell,
have announced their marriage.

FRANK BARTON, writer on NBC’s
Welcome Travelers, father of girl,
Amy, Oct. b.

JOHNNY GRANT to host of all
KECA-TV Hollywood weekday after-
noon programming, given overall title
Afternoon With You.

FRANK SWEENEY, WGN Chicago
announcer, father .of boy, Daniel
Scott.

HEDDA HOPPER, columnist, starts
half-hour weekly Hedda Hopper Show
on NBC, Sat., 8:30-9_p.m., PST.

STANLEY NOONAN, tenor, replaces
Bob Callahan on Young Man With a
Song, KCBS San Francisco.

MARGARET WHITING, singer, moth-
er of girl, Deborah Irene, Oct. 10.

TOMMY THOMPSON, floor manager
ABC-TV Muyasteries of Chinatown, and
GLORIA SANDERS, star of show,
have announced their marriage, Qct. 22.

JIMMY HUTCHINSON, of Sage
Riders at WLS Chicago, father of
boy, James S., Oct. 6.

MARY and HOWARD JONES, stars

of Mary Jones show WFIL Philadel-

phia, awarded Blue Ribbon by New

Jeraey State Fair committee for “most

outstanding public service and home

entertainment . . . over the airways
. . during past year”

ED BRADY, announcer KNBC San
Francisce, father of boy, Michael,
Oct. 22.

/Vﬂ'! e o o

BILL CROWLEY, sports director
WONE Dayton, Ohio, to sports direc-
tor WARA Attleboro, Mass.

REX LORING, staff CFPCF Montreal,
appointed associate news editor-news-
caster.

TOM McCARTHY, chief of news de-
partment WKRC Cincinnati, author
of article on Milford Farm and Home
Center in Farm Quarterly.

FRANK GOSS, CBS Hollywocod news-
caster, father of girl, Pamela Lynn,
Oct. 14.

'BLAIR MOODY, Detroit News' Wash-
ington correspondent and conductor

T
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Meet Your Congress series WINX
Washington, transcribing broadcasts
with touring Senators while abroad.
JACK CHANCELLOR, NBC Chicago
news writer, and Constance Herbert
were married Oct. 14. .
GRANT HOLCOMB, director of news
KCBS San Francisco, named commit-
tee member for USS San Francisco
Memorial dedication Nov.. 12.

HAL KOSUT, newsman WHLI-AM-
FM Hempstead, L. L, father of girl
Judith Ellen, Oct. 14.

JAMES A. BYRON Jr., news editor
WBAP-AM-FM-TV Fort Worth, elect-
ed president Fort Worth chapter Sig-
ma Delta Chi.

ROBERT BRUCE MOORE, news and
music editer WLAW Lawrence, Mass.,
father of boy, Robert Bruce Jr., Oct. 6.

CIVILIAN NEEDS

Can Now Be Met, Hessler Says

DIMINUTION of Korean hostili-
ties will enable the nation’s vast
electrical manufacturing and dis-
tribution industry to make firm
commitments for future delivery on
materials for civilian needs, G. F.
Hessler, vice president of Graybar
Electric Co., told the annual con-
vention of the Pacific Div. of Na-
tional Assn. of Electrical Distrib-
utors in Coronado, Calif., last
Wednesday.

Asserting that the “rush and ur-
gency” to complete civilian projects
no longer exists, Mr. Hessler felt
that “we are going to be able to
carry along a more sizable portion
of our civilian “zconomy without
seriously impairing either it or our
preparedness program.”

The Graybar executive said that
raw materials supply and availa-
bility constitute the “most cruecial
problem” and that manufaeturers
still could expect a pattern of regu-
lation, priority, and inventory con-
trol. He predicted controls on cop-
per of which the electrical industry
consumes approximately 50% of
the total supply, much of it for
radio, television and other elec-
tronics equipment.

STORIES on operation of WGAY Sil-
ver. Spring,.-Md., appeared in recent
foreign publecations. London Daily
Telegraph and Morning Post carried
item written by Marsland Gander, who
had followed BBC observers at station.
Picture and short article appeared in
Grosse Osterreich Illustrierte, Aus-
trian weekly.
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DEFENSE FUNDS

Request Expected Soon

CIVIL defense planning and the
government’s stockpiling program
were discussed at length Oect. 13
in a conference between W. Stuart
Symington, chairman of the Na-
tional Security Resources Board,
and Sen.- Kenneth McKellar
(D-Tenn.), chairman of the power-
ful Senate Appropriations Com-
mittee.

Sen. McKellar expressed belief
the administration would secon ask
for additional funds to set up a
Civil Defense Administration en-
visioned in President Truman’s re-
port on civil defense and communi-
cations [BROADCASTING, Oect. 9,
Sept. 25], and to further the Muni-
tion Board’s stockpiling program.

License Suspended

FIRST CLASS radiotelephone
operator license of A. J. Hoggins
has been suspended for six months
on ground he operated KICA
Clovis, N. M., without such re-
quired license on several occasions
between May 16 and May 29, FCC
has announced. The suspension
would be waived temporarily, FCC
said, if a hearing were requested.
The Commission contended Mr.
Hoggins allegedly ‘“represented to
the management” of KICA on May
11 that he held the license “for the
purpose of obtaining employment.”
The license was issued May 29,
FCC szaid.

WHILE Farm Service Director Chuck
Worcester (1) looks on, General Man-
ager William B. Quarton points to
past lucky winners of WMT Cedar
Rapid’s, lowa’s farm journalism schol-
arship award. Current winner, Leon
Kline, gives the familiar finger sign
pointing toward success gained by his
predecessors. All were “tutored’” in
farm broadcasting by Mr. Waorcester.

U.S.-Seoul Contact

RADIO contact and telegraph serv-
ice between the United States and
Seoul, Korea, was officially re-
established at 5:45 a.m. Oct. 18, by
repairing transmitting and re-
ceiving facilities after recapture of
the South Korean capital, according
to H. C. Ingles, president of RCA
Communications Inc., New York.
RCA also has sent a complete
mobile station to Korea, enabling
men at the front to radiotelegraph
their families directly.

KBA MEETING

Discuss Future BAB Head
AT its semi-annual meeting Oct.
18-19, the Kentucky Broadcasters
Assn. unanimously adopted a reso-
lution urging NAB President
Justin Miller and William B, Ryan,
general manager of NAB, to use
their influence to see that the new
director of BAB is experienced in
radio time sales. The resolution
went on to ask that he be familiar
with the sales problems of all sta-
tions “but especially lower powered
operations.”

Charles Warren, WCMI Ashland,
was elected president of KBA at
the Hopkinsville meet. J. W. Betts,
WFTM Maysville, was named first
vice president and Joseph Eaton,
WEKLO Louisville, second vice
president. Hugh Potter, WOMI
Owensboro, was re-elected secre-
tary-treasurer.

Retiring President J. Porter
Smith of WGRC Louisville, Ed-
ward Paxton Jr., WKYB Paducah
and Mike Layman, WSFC Somer-
set, were named to the executive
committee.

A plaque was presented by KBA
members to Bill Ladd, radio editor
of the Louisville Courier Journal,
for his “unselfish efforts on behalf
of better radio.”

CKLS La Sarre, Que., new 260 w sta-
tion on 1240 ke, is now on the air,
according to Radio Branch, Dept. of
Transport, Ottawa.

PROOF OF

PACKAGE

PERFORMANCE

Audio oscillator; noise and distortion meter; variable gain set with reference meter; fixed
and variable pads; diode rectifier with pickup coil and complete manual for taking
proof of performance—all for $392.50. A well planned complete kit for measuring
from microphone input to transmitter output. Better broadcasting stations will use this
equipment regularly to assure top quality transmission. In stock for quick delivery.

HADIO COMPANY

BROADCASTING ® Telecasting
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REK-O-KUT’S

CONTINVOUSLY

VARIABLE-SPEED
TURNTABLE

The New and Needed Tool
That Every Broadcast
Engineer, Disc Jockey and
Anneuncer Dreamed About!
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simple to op-
no mainte-
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MODEL-CVS 12
(INustrated)
Chassis, Motor and
Jurntable Assem-
bly Plays all rec-
ords from 6 té 16

incnes,

$84.95 net

MODEL-CV5 12pP

In portable case with
dual-stylus 16”
Pickup.

$124.95 net

SOUND EFFECTS:

Patented Varikon Drive assures absolutely
true running speeds for highest fidelity re-
production of all sound effects.

TRANSCRIPTIONS:

Permits speed-up or siow-down of recorded
transcriptions to fit inte allotted airtime . ..,
no more cut-off commercials!

REHEARSALS:

(A) Excellent check to determine whether
overlong musical program can be used when
squeezed into ailotted time by speeding up
in playback.

(8) For Disc Jockeys, Vocalists, Musicians,
elc.| permits singing and playing with any
recording by matching .the pitch of the rec-
ord ‘with voice or instrument. Reproduces
the long sustained notes without warble or
Sourness.

SPECIFICATIONS

Speed Changes: Continuously variable
(a) 110v—60 Cycles, Range: 25 to 100 R.P.M.
(b) 110v—50 Cycles, Range: 20 to 85 R.P.M.

Turntable—12" cast aluminum, hardened an
gmtlmd shaft. . 4

Motor—constant speed, 4 pole.

Drive—exclusive Rek-O-Kut VARI-CON* self-seat-
ing rim drive.

Nolsiz eL'ev\el—SOt‘ib maximum below recording
vel.
Dimensions—-16" L., 12* W,, 5” below chassis.

Avollable A Your Regulor Pourts Dis-
tribvior. Literatlure on Request .. . Write
Direct to REK-O-KUT.

REK-0-KUT CO., ..

31-19 Queens Boulevard
Long Island City 1, New York
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CAMPAIGN PROBE

To Eye Radio-TY Expenditures

A CONGRESSIONAL committee
plans to turn its spotlight on money
spent in radio and television during
this year’s Congressional election
campaign, it was revealed last
weelk.

Investigating for the House is
its special Committee on Expendi-
tures in Political Campaigns headed
by Rep. Mike Mansfield (D-Mont.)
who has sent notices to NAB’s
Justin Miller and to heads of the
major radio-TV networks to appear
at hearings tenatively scheduled
for “shortly after the elections.”
If necessary, the committee will
ask individual station officials to
testify, it was explained.

Specifically, radio and television
representatives will be asked to
testify on the use of the media in
political campaigns. .

Rep. Mansfield’s group was set
up last July by the House to in-
vestigate and report by January
1950 on campaign expenditures by
candidates for Congressional seats.
The committee, composed of Demo-
crats Mansfield, Frank L. Chelf
(Ky.) and Charles B. Deane (N. C.)
and Republicans John J. Jennings
Jr.- (Tenn.) and Frank Fellows
(Me.), was voted $40,000 for the
probe last summer.

Also asked to testify are political
party heads, labor, corporation, bar
associations, veterans groups, state
councils on government, political
action and other such groups on
the amounts spent on behalf of in-
dividual candidates.

There is the possibility that
President Truman will call Con-
gress back to Washington before
the Nov. 27 resumption date (see
story this issue). In any event, a
Congressional committee may con-
duct hearings in Washington at
any time since the nation’s legisla-
ture is technically in recess.

It was disclosed that the com-
mittee’s staff is compiling statistics
in a nationwide survey to show
candidates’ budgets for primary
and national campaigns. This
survey will be broken down into
categories including that of radio
and television advertising.

Purpose of the committee is to
deem whether there is need for
remedial legislation on the account-
ing of funds spent by Congressional
candidates. It has been pointed
out by interested observers that a
law passed in 1923 on returns filed
by House candidates on campaign
expenses exempts billboard and
newspaper advertising. Radio, as
an advertising medium, was not
referred to in the act.

Miller’'s Connection

W. B. MILLER terminated his con-
nection with KEYL(TV) San An-
tonio, Tex., this past summer, ac-
cording to W. D. Rogers Jr., vice
president of KEYL. In the Oct. 16
issue of BROADCASTING, Mr. Miller
was inadvertently identified as vice
president and general manager.

=y

DISCUSSING the Chevrolet-sponsored U. of Maryland football games, fed

to a 10-station network from WITH Baltimore, are (I to r): Sportscaster Bob

Wolff, Gov. Preston Lane of Maryland, Steve Douglas, sportscaster, and

Dr. H. C. (Curly) Byrd, President of U. of Maryland. Ketchum, Macleod &
Grove, Pittsburgh, places the schedule.

LOCAL ADVERTISING TRENDS

Wenner Finds 38% of Budget Goes to Radio

LOCAL radio advertisers, con-
sidered the “most important” by
stations in small Indiana communi-
ties, spend an average $5,260 on
advertising vearly, of which 38%

or $2,006 goes to radio. Most also
use newspapers.
These figures were compiled

through personal survey by Leon-
ard Wenner in “Indiana AM sta-
tions in Communities Under 50,000
Population,” a thesis for Master of
Arts degree in Indiana U.'s Dept.
of Speech. The survey was based
on 40 usable returns (53% total
response) from 85 prominent local
advertisers in the state.

The survey showed 30 of the
respondents found radio advertis-
ing resulted in “moderate success”
while five said radio resulted in
“much success” and one cited “no
success.” Mr. Wenner explained,
however, that those having “much
success’’ spend at least $1,000 a
year in radio and have been adver-
t'sing more than a year.

Newspapers are used as well as

radio by 35 respondents, the survey
disclosed, while 11 use billboards,
seven use letters, five use postcards
and five use handbills as well as
radio and newspapers. Four re-
spondents use radio exclusively.

FTC Report

LESS than 3% and 1% of all tele-
vision and radie continuities, re-
spectively, were set aside during
the month of September by the
Federal Trade Commission’s Radio
and Periodical Advertising Division
as being “possibly false and mis-
leading,” according to FTC’s
monthly report. The division ques-
tioned 96 out of 2,676 TV continui-
ties and 1,333 out of 54,402 radio
advertisements. examined during
the month. Newspaper and maga-
zine advertisements set aside
amounted to over 5% % of all copy
analyzed in each field.
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OPERA RIGHTS

Court Halts "Off Air' Records

UNAUTHORIZED recording o
broadcast Metropolitan Opera per-
formances “off the air” and sale of
the recordings so labeled was halted
by order of the New York Supreme
Court, in a precedent-making ruling
of a fortnight ago. Judge Henry
Clay granted a temporary injunc-
tion which, until trial is held, re-
strains the Wagner-Nichols Re-
corder Corp. from “recording, ad-
vertising, selling or distributing”
such broadcast performances.

Complainants in the action,
brought last July, were the Metro-
politan Opera Assn.; the American
Broadeasting Co., which had exclu-
sive right to broadcast the perform-
ances; and Columbia Record Co.
Inc., which had exclusive right to
" record them.

Hh

Court Rules Contract Rights

The court recognized the exclu-
sive right of the Metropolitan to its
name, reputation, and perform-
ances; ABC’s exclusive contractual
right to broadeast them; and Co-
lumbia Record’s exclusive contrac-
tual right to record them. These
rights were not abandoned by wvir-
tue of performances before a live
audience, or on the air, the court
said. |

Although before Judge Clay’s
ruling, the law protected against
unauthorized broadeasting of per-
formances, unauthorized re-broad-
casting of broadcasts, and unau-
thorized sale of recordings, the
present ruling extends protection
against “off the air” recordings for
the first time in New York State,
and possibly the nation.

The effect of the ruling is ex-
pected to be widespread in view of
the extent to which “off the air”
recording is practiced commercially.
Suggestive in this respect is that
part of Judge Clay's order which
restrains Wagner - Nichols from
using, recording, advertising, or
selling records of any performances
over the ABC network.

In 5 clinical surveys,
KFM)  outsells Tulsa
newspaper advertising
3 to 1in dollar volume,
actual sales. Ask us for
details. KFMJ, the Fred |
Jones Station, Tulsq, |
Okla. One of America's
top independents, Law-
son Taylor, Mgr.
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ESAC Ine, N. Y., acquires music
publishing affiliate,
CHORAL PRESS,
Evanston, I1l. NO-
BLE CAIN, pro-
ducer and conductor
of all Choral activi-
ties for Midwest
division NBC, joins
SESAC.

JANE W. KALMUS,
director of women's
activities, Carl By-
oir & Assoc., N. Y.,
to Arthur H, Mil-
ler, publie relations,
N. Y., as associate to Mr. Miller, Mrs.
Kalmus will handle publicity for radio-
TV accounts.

JOHN LaCERDA, owner public rela-
tions and advertising agency of that
name, Phila,, author of article on Pine-
hurst, N. C, in Nov. issue Nation's
Busginess magazine.

PHILIP HAMBURGER, TV writer
New Yorker magazine, elected to board
of George Foster Peabody radio-TV
awards,

NAT V. DONATOR, sales manager C,
P. MacGregor Transcriptions, father
of boy, Peter Vincent, Oct. 18.

JOHN E. GIBBS & Co., N. Y, package
agency, offers Ding Howe and the Fly-
ing Tigers, half-hour children's filmed
TV series adaptable to radio. Pro-
duced by LARRY C. MOORE and
written by ROBERT T. SMITH, pro-
gram stars film actor, RICHARD
DENNING. Syndicated comic strip
tie-in planned.

JAY & GRAHAM RESEARCH Inc.,
Chicago, publisher of Videodex tele-
vision rating reports, opens N, Y, office
at 342 Madison Ave. as client service
bureau for subscribers in N. Y. and
other eastern cities, Chicago will con-
tinue as production point for Videodex
materials.

WORLD BROADCASTING SYSTEM
Inc. will move into its West Coast of-
fices in former Administration Bldg. of
California Studios, Hollywood, Nov. 1.
FRANK WRIGHT NATIONAL: Corp,
S, F., moves Southern Calif. office to
2404 W. 7th St., L. A. Firm opens
radio-TV production office in Pantages
Bldg., Hollywood.

Mr. Cain

fguipmant o o s

DAVID S. RAU, assistant to vice pres-
ident in charge of engineering, RCA,
promoted to assistant vice president
and chief engineer RCA Coemmunica-
tions Ine.

JOHN WOOD and WILLIAM NEWITT
to phono-pickup development and high
fidelity loudspeaker design, respec-
tively, at Electro-Voice Inc., Buchanan,
Mich,

JACK CROSSIN, field sales manager
Air King Products Co., promoted to
manager defense products division.
WARREN E. ALBRIGHT, general
plant manager RCA Victor recording
department, appointed manager gen-
eral materials division for home in-
strument department.

TRAD TELEVISION Corp., Asbury
Park, N. J., acquires control of Wil-
Ray Products Co., Marlboroe, N. J.
Latter firm is TV cabinet manufac-
turer and changes name to Trad Cabi-

BROADCASTING ® Telecasting

net Corp. Mr. Trad becomes its presi-
dent,

MARK SIMPSON Mfg. Co., Long Is-
land City, N. Y., announces six models
of “Sound Reel,” dual-speed, dual-
track tape recorders.

Technical « o «

BOB BEATTY, graduate Northwest
Broadeasting School, Portland, Ore,, to
KREW Sunnyside, Wash., as ecombina-
tion man.

GENE POTEET to TV engineering
staff NBC Chicago from WOW-TV
Omaha.

LARRY McARTHUR, engineer KECK
Qdessa, Tex., to XFMB San Diego in
same capacity.

STANLEY STYDNICKI, communica-
tion and traffiec division Midwest Air-
lines, to engineering staff KAUS
Austin, Minn. Replaces ROBERT
ERICKSON, resigned to join George
A. Hormel & Co.

M. J. MINOR, chief engineer WBT-
WBTV (TV) Charlotte, N. C., named
senior member Institute of Radio En-
gineers by virtue of 27 years of radio-
TV experience.

RAY KUBLY, KAVR Havre, Mont., to
engineer-announcer KIST Santa Bar-
bara, Calif.

PAUL VAN PELT, WBAP-TV Fort

Worth; CARL THOMPSON, EKEYL
(TV) San Antonio; BILL KEY, WMCT
(TV) Memphis, and BILL KNIGHT,
WFAA-FM Dallas, to WFAA-TV tech-
nical and engineering staff,

ROBERT G. EHRHART, control engi-
neer WTMA Charleston, 8, C,, resigns
to attend Central Airlines School,
IKansas City, Mo.

NAME TRENCHARD
Head of N. J. AP Radio Assn.

ROLAND TRENCHARD, public
relations director for WAAT and
WATV (TV) Newark, N. J,, was
elected president of the New
Jersey Associated Press Radio
Assn. at a meeting in New York
last week.

Other officers elected were: Vice
president, Kenneth A. Croy, secre-
tary of WMTR Morristown; secre-
tary-treasurer, Samuel G. Black-
man, chief of bureau, AP New
York.-

NBC at Dedication

CEREMONIES at the dedication
of Pacific Memorial Stadium of the
College of the Pacific, Stockton,
Calif., Oct, 21 were covered by NBC
which carried a half-hour show on
its western network and fed the pro-
gram to four local stations in the
city, KWG KSTN KXOB KGDM.
Program featured Gov. Earl War-
ren of California and Dick Powell,
who plays the role, “Richard Dia-
mond” on NBC,

A Salesman Talks

“I dropped in to see the Advertis-
ing Manager of a school that of-
fers an adult educational course,
and he was ina pretty good mood.
He's been using WINS—half an
hour nightly —with consistently
good results. WINS is the only
New York station he’s used for
three years without a hiatus.”

L R

“A letter came in from an agency
about an account of theirs which
tested radio for the first time this
summer, with the 15-minute Art
Scanlon showon WINS across the
board. It said, “The results have
far exceeded our expectations.
Although the months of June,
July and August are traditionally
the slow months for reupholstery,
Art Scanlon kept our client’s sales
at peak month levels. So satisfied
has this client been with WINS
results that we plan to increase
our time onthe Art Scanlon show,
to the exclusion of other media.’”

* * %k

“The other day I talked to a fur-
rier who's used our station for
nine years—the only radio adver-

tising he’s done. He's stayed on
this station because his sales have
been growing each year—directly
traceable to WINS through tests
he's made on his programs. I al-

ways say local advertisers are a
good indication of a station’s val-
ue, because they either get results,
or they don't stay on.”

see him when he calls. Buy WINS
«e.it 5ells! CROSLEY BROAD-
CASTING CORPORATION, WINS

* k%
Call your WINS representative . ..
[ 50 KW, New York.
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Respects
{Continued: from page 46)

number was 13. After going to
work on the 13th, he received his
first pay raise on the 13th. He
was promoted to NBC news room
on the 13th, and on a later 13th
was appointed a sports writer.

During World War II, Tom
McFadden reported to Kelly Field
on the 13th, was graduated from
flying school on the 13th, went
overseas on the 13th and returned
to the United States on the 13th.

By now so attached to the
alledged jinx number, he purposely
set his wedding date for Oct. 13,
1950, in Montclair, N. J. But he
ran into an embarrassing snag. It
turned out that his future parents-
in-law| had taken a fancy to that
date many years before. It is the
date of their wedding anniversary.
So in order not to steal the spot-
light from them, Mr. McFadden
and his future wife, Marjorie
Hutchison of Montclair and former
business manager of WNBC and
WNBT, were married on Oct. 7
instead.

A Native New Yorker

Tom McFadden is that rare indi-
vidual+—a native New Yorker. He
was born on Feb, 11, 1917, in
Manhattan, in an area which is
now the New York end of the
George Washington Bridge at
174th St. He is the son of John J.
McFadden Jr. and his wife Bridget,
both of whom were born in Ireland.

The future radio-TV executive
was only 18 months old when his
parents moved to Teaneck, N. J.
It wag there he spent his early
childheod. The family moved again,
however, to Bogota, N. J., where
he attended public schools. He
still regards Bogota as his perma-
nent home.

Mr, McFadden's page-boy job at
NBC Radio City was on a part-
time basis while he was attending
New York U. He received his B. A.
degree in 1938, majoring in domes-
tic marketing and radio advertis-
ing. Upon graduating he had- -his
choice of two jobs—continuing with
NBC or going to work as office
boy for BBDO. Although he wanted
to be jn the advertising business

and thus was tempted by the agency
job, Mr. McFadden was more im-
pressed by the magnificence of
Radio City, which was then brand
new. He chose NBC.

By 1938 he already had risen in
the network’s ranks,—from page
to guide, then to guide ‘instructor
and finally to copy boy in the news
room. Mr. McFadden is still proud
of the fact that he was the first
person to hold this exalted position.
At that time NBC newsroom was
made up of only Abe Schechter,
now with Crowell-Collier Publish-
ing Co., and Don Goddard, now an
NBC commentator.

Six months after going into the
newsroom, Mr. McFadden became
a junior writer. As such, he was
sent to various NBC stations as
vacation relief man. In this capac-
ity, he did his own broadcasting
at such network stations as WRC
Washington and WGY Schenec-
tady.

Wrote for Stern

When Bill Stern joined NBC in
1938, Mr. McFadder was assigned
to write for him. Later the same
vear, he was made sports editor of
the network. He returned to a
straight news assignment in 1940
when the international situation
began to develop.

Mr. McFadden wag on his way
to play touch football near his
home in Bogota on Deec. 7, 1941,
when he heard the news of the
Japanese attack on Pearl Harbor.
He didn't wait to change his
clothes, but headed for the NBC
New York news room and was on
the job all day and night as the
crisis developed.

On returning home the next day,
young McFadden was informed
by the Navy that he had been on
active duty since 4 p.m. the day
before. So instead of returning to
NBC, Ensign McFadden reported
to the Press and Short Wave Cen-
sorship Unit of Naval Intelligence
in New York.

~ He is extremely modest about his
leaving the Navy. He explains
it .as: “I got tired of hanging
around New York. I wanted to see
a little action.” As a result, he
went into the Air Force as =
private in February 1942 and was

KS W M ReacHES 446,600

JOPLIN, MO,

KANS )
Kansas Cityf _St. Loui

PERSONS WHO SPEND...
$285,550000 ANNUALLY
IN TOTAL RETAIL SALES/

* This map shows airline
miles lo nearest metropoli-
ton centers, asuring undun-
plicated CBS service to the
KSWM andience.

Now in its fifth year of service,
KSWM is an integral part of all
community affairs and activities.

Austin A. Harrison, President

CBS in JOPLIN,MO.

Nationally Represented by WILLIAM G. RAMBEAU CO.
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sent to Kelly Field, Tex., as an
air cadet. Although he was trained
as a fighter pilot, he eventually
ended up in the Ferry Division of
Air Transport Command.

There he flew almost every type
of American aircraft. Commis-
sioned a first lieutenant in early
1944, he was sent to Africa. He
flew troops and supplies from the
Dark Continent to Karachi, India.
During a six months' tour ‘of .duty,
he flew across the Hump.

Lt. McFadden received his cap-
tain’s commission in late 1944 and
was appointed operations officer
for the air base at.Acora, on the
Gold Coast of West Africa.

He returned to the United States
in 1946 where he was assigned
briefly to Military Air Transporta-
tion Service before returning to
civilian life.

Back on the job at NBC in New
York, Mr. McFadden’s rise con-
tinued from where it had left off
four years before. In 1946 he was
made director of news and special
events of WEAF, now WNBC. He

became assistant manager of the

station in 1947. It was late the
same year that he was elevated to
manager. WNBT (TV) was added
to his repsonsibilities in 1948.
Today, at 33, Mr. McFadden has
come farther and done more than
many men do in a lifetime. Holly-
wood, his new headquarters, is now
learning the reasons why he has
come so far, so fast. Tom Mec-
Fadden combines the Black Irish
charm and humor of his forebears
with a practical, hard-headed
American business sense. His ambi-
tion is to make KNBH a potential
community force, as well ag an
important network outlet.

Uses a Tried Formula

In this, he follows a pattern set
at WNBC and WNBT, which under
leadership of Mr. McFadden and
his predecessor, James M. Gaines,
(now director of owned-and-oper-
ated NBC stations), were built
into the position of leadership at
the strictly local level they now
hold. )

Mr. McFadden realizes that he
is now up against the toughest
job he has ever tackled in his young
career. “The Los Angeles televi-
sion market, with seven outlets, is
the most competitive in the coun-
try,” he says. “And we've got our
work cut out for us to put KNBH in
front.”

In his brief tenure at KNBH

" he has stepped up station opera-

tion to meet that keen competition.
Besides surrounding himself with
an able staff, he has extended oper-
ating schedule to include daytime
telecasting. He also garnered one
of the video “plums” of the West
Coast with signing executive rights
to telecasting football games of
the professional Rams.

Like many of his colleagues at
NBC, Mr. McFadden is a good
golfer. He usually shoots in the
80’s. His favorite hobby, however,
is woodcarving, which he finds
completely relaxing after a tough
day at the office.

Although he has fitted himself
perfectly into the scheme of NBGC
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in Hollywood, Mr. McFadden still
feels and looks like a transplanted
Easterner. Instead of loud sport
shirts and jackets, he wears busi-
ness suits. His shoes are black and
ties conservative. Instead of a
convertible automobile, he drives
a two-door sedan. His office walls
are not decorated with autographed
photos of Hollywood stars. In-
stead there are Tex and Jinx, Bill
Stern and Mary Margaret McBride,
his friends of New York days.

Mr. McFadden’s habits are
methodical and business-like, and
he is known for an un-Hollywood
like punctuality. In fact, the only
thing about him which cries Holly-
wood is something he was born
with—his looks.

CORRIGAN DIES
Was Veteran Agency Official

EMMETT CORRIGAN, b9, chair-
man of the board of Albert Frank-
Guenther Law Inc., New York, died
Oct. 21 as the result of a heart at-
tack at the home of friends in
Southampton, L. I.

Mr. Corrigan entered advertis-
ing with the firm of Rudolph
Guenther Inc., New York, in 1915,
following a two-year period as prin-
cipal of Altona (N. Y.) Union
School. He remained with the
agency, which later changed its
name to the present title, until his
death. He specialized in bank, in-
vestment house and insurance com-
pany advertising, utilizing all
media.

Surviving are his wife, the for-
mer Barbara Koehl; two daughters,
Mrs. Floyd Carlisle Jr., of Locust
Valley, L. I., and Mrs. Day Thorpe
of Alexandria, Va., and four grand-
children. His son, First Lt. Em-
mett Thomas Corrigan was killed
in action in Germany during World
War II.

KIHR ON AIR

New Oregon Fulltime Outlet

KIHR Hood River, Ore., began
broadcasting operations Oect. 17.
The new station operates fulltime
on 1340 ke with 250 w. KIHR
licensee is Oregon-Washington
Broadcasters, with C. H. Fisher
and C. O. Fisher as partners.

C. H. Fisher also is general
manager. Don McCutcheon is sta-
tion manager and Robert Houglum,
chief engineer. €. H. Fisher, who

also is president of ' KUGN Eugene,
Ore., has announced an increase in
power for that station from 250 w
on 1400 ke to 1 kw on 590 ke as of
Oct. 8.

Tl

Ie Nation's Richest Farm Market

Local Retail Scles, 1949, 18% above
the Nation’'s Average—1950—higher.
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BALTIMORE, MARYLAND

Third Anniversary, October 27th, 1950
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PROGRESS REPORT

1. Our two mobile units have made 832 on-the-spot remote pickups.

2. Our newsreel department has produced a daily newsreel every day without
interruption. 220 miles of film.

3. Our three hour afternoon studio “Sports Parade” has been on the air six days
a week the past 18 months. During that period it has been picked off the air
and rebroadcast in Washington.

4, Currently we’re carrying 53 C.B.S. network programs totaling 35 hours per
week. :

5. If you are a movie fan, you may view anything from mysteries and westerns
to classic Korda films, an average of 9 hours a week.

Represented by THE KATZ AGENCY, INC. NEw YORK + DETROIT + KANSAS CITY  SAN FRANCISCO
CHICAGO »  ATLANTA *  DALLAS *  LOS ANGELES.

TELEVISION AFFILIATE OF THE COLUMBIA BROADCASTING SYSTEM
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330,000
TV SETS
...Now in Detroit!

And the most-tuned-to of the 3 stations in the multi-billion
dollar Detroit market is WWJ-TV, Michigan’s first televisicn
station . . . now in its fourth year of undisputed leadership
in pioneering, programming, public service and pulling power.

WWJ-TV not only gives your product story the effectiveness

of visual selling; it also lends to your product community-

acceptance which no other TV station in this market can
approach.

To sell Detroit, you need WWJ-TV. It is the dominant
television voice in a market that is the outstanding sales
opportunity in the nation!

FIRST IN MICHIGAN

J =Y
Owned and Operated by THE DETROIT NEWS

NBC Television Network

National Representatives: THE GEORGE P. HOLLINGBERY COMPANY
ASSOCIATE AM-FM STATION WW])
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BRIDGEPORT UHF

“BASED on the facts and not any
loose conclusions, it will be most
unfortunate if the television expan-
sion has to go into the UHF band.”

These words, spoken softly, re-
servedly, by an RCA-NBC engi-
neering executive, were virtually
the only comment FCC could obtain
last week as to how the industry
pioneer possibly views the UHF as
a practical medium for commereial
TV at the present time.

RCA submitted—without inter-
pretation of any kind—a volumi-
nous, factual report on.its UHF
experiment at Bridgeport. This
report, FCC was told, was the com-
plete RCA presentation at the Com-
mission’s comprehensive TV alloca-
tion proceeding which commenced
only a fortnight ago on multiple is-
sues relating to opening of the
UHF band, revised VHF-UHF al-
locations throughout the U.S., as
well as general allocation princi-
ples, rules and technical standards
[TELECASTING, Oct. 23].

FCC Disappointed

FCC officials expressed obvious
disappointment. But RCA’s sole
witness preferred to make no rec-
ommendation on the usability of
the UHF band.

Representing three years’ work,
the Bridgeport report offered only
limited conclusions on certain
phases of the KC2XAXK operation
on 530 me with effective radiated
power of 13.9 kw. Highlights are:

® Grade A service area distance
was found to be three miles and Grade

distance seven miles.

® Comparing local KC2XAK rece -
tion with VHF reception from NB
WNBT (TV) New York, 35 miles away
26.99% of recelving locations reporte
“excellent” UHF picture while
cited same grade VHF picture; 14. 9‘70
cited “fair” UHF picture while 46.2%
reported same grade VHF.

® 90% of the test homes received
signals less than theoretical—to extent
that 4,000 times the power wovld be
required to bring these up to theory
strength.

@® While this simooth-earth theory of
Dr, K. A, Norton, National Bureau of
Standards radio propagation authority,
is considered correct, the signal dif-
ferences are atiributed to terrain effect.

& Other factors alse appearing to
have greater.effect on determinine pic-
ture quality in UHF than in VHF are
foliage, location of receiving antenna
(termed “critical’”), heavy rain and
snow _storms.

® Multipath reflections were found
less troublesome than on VHF; little
or no interference was noticed from
auto ignition or diathermy.

Other developments during last
week’s hearing, held Tuesday
through Fridev with Actinre Chair-

man Paul A, Walker presiding:

® Suggestion by RCA-NBC that FCC
engineers actively participate in forth-
coming comparative tests between
KC2XAK and NBC’s developmental
VHF Channel 4 (66-72 mc) station

BROADCASTING -*

there, granted power boost to 250-w
ERP by FCC Thursday.

@® Agreement by both RCA-NBC and
ABC to cooperate in gaining added
VHF data from the new Empire State
Bldg. transmitting site of all New
York TV outlets, as suggested by
Comr, George E, ﬁterung

® View of John H. Poole, based on

his West Coast UHF work, that an-

“excellent calibre of technical service”
in possible via UHF in such communi-
ties as Long Beach, Calif., but suc-
cessful UHF development derends upon
big city VHF-UHF intermixture and
other allocation policies which will
assure fair competition.

@® Earlier opinion of DuMgnt and
Philco that practical UHF development
is possible was bolstered by CBS
while ABC expressed regret added
channels for TV expansion haven’'t been
found near existing VHF service.

® Belief of several witnesses that
satellite operation will find its place
in future TV picture, but prospects
appear dim for Stratovision since tests
were considered “discouraging.”

The detailed report on the Bridge-
port tests was presented to FCC
by Raymond F. Guy, NBC manager
of radio and allocations engineer-
ing. He assured the Commission
the developmental work “will con-
tinue for some time.”

Comr. Frieda B. Hennock was
concerned over the limited coverage
area for high grades of service as

RCA-NBC Report Stirs FCC Hearing

disclosed by charts in the report.

“This proves you are going to
have great dnfﬁculty giving excel-
lent TV service in the UHF,” Mr.
Guy explained.

He emphasized, h0wever, he did
not wish to give “opinions,” since
it was RCA’s purpose to give FCC
the factual data “and let you draw
your own conclusions.” He spe-
cifically declined-to make any rec-
ommendations as to the usability
of the UHF for commercial service.

Cites DuMont Report

When reminded that DuMont
earlier had reported good pictures
from the Bridgeport station at
considerable distances, Mr. Guy ex-
plained he thought these may have
been over water paths. He cited
reports of VHF reception up to
1,200 miles due to troposphere and
said NBC has also obtained good
pictures at the Empire State Bldg.
from Bridgeport but this was be-
cause of antenna height.

Mr. Guy contended conclusions
of other UHF investigators such

as Frank J. Bingley, in charge of
TV research for Phileo Corp., have
supported findings in the RCA-NBC
report.

The NBC engineer contended he
did not wish to leave any impres-
sion the UHF is a completely bad
part of the spectrum since he
“wouldn’t say it’s not good for any-
thing.” Usability depends upon
terrain and location, he explained.

Mr. Guy told FEC 5 kw UHF
transmitters will be required to
give “good service” in smaller
communities. He said 1 kw trans-
mitters have been built for 500 me
and 5 kw models would be developed
“in due course.” He could give no
time estimates on higher power
transmitters above 500 mec.

When the RCA-NBC counsel, Ray
B. Houston, explained no other
witnesses or evidence would be
presented, the Commission indi-
cated disappointment.

Harry Plotkin, FCC counsel, ex-
plained this was RCA’s privilege,
but he was disconcerted because

. (Continued on page 58)

COLOR FURORE Nov. 8 Seen for RCA-NBC Hearing

WHILE the color television furore
raged unabated, an early Novem-
ber (probably Nov. 8) hearing on
RCA-NBC’s request for a stay
order against FCC’s adoption of
CBS color standards was expected
to be set in Federal Court in Chi-
cago today (Monday).

RCA and FCC agreed on the Nov.
8 hearing date, subject to confirma-
tion by the court today.

The temporary or interlocutory
injunetion sought by RCA, NBC
and RCA Victor Distributing Corp.
in their joint suit would stay the
Nov. 20 effective date of CBS color
standards pending trial and deci-
sion on their request for a perma-
nent injunction [TELECASTING, Oct.
23].

But FCC was preparing to file,
over the weekend, motions for dis-
missal of the suit and for summary
judgment upholding its decision.
FCC was expected to contend NBC
and RCA Victor Distributing Corp.
should be eliminated as plaintiffs
on grounds that they have no rea-
sonably close relationship to the
color controversy; that RCA has
failed to show a sufficient cause of
action, and that in any event the

Telecasting

Commission is entitled to summary
judgment supporting its decision.
FCC was expected to push for
argument on these motions in the
hearing tentatively set for Nov. 8.
Through the Chicago law firm
of Kirkland, Fleming, Green, Martin
& Ellis, RCA filed a motion last
Tuesday asking for a temporary
injunction and also requesting that
a three-judge court be convened to
hear the case. The motion was filed
in the court of Judge Philip L.
Sullivan, who will be one of the
three judges in the case and who
is expected to reveal the names of
the other judges at today’s session.
Pilot Radio Corp. was expected
momentarily to file a petition to
intervene on the side of RCA, in a
follow-up to its Oct. 20 decision
to drop its own suit in New York.

CBS To Intervene

CBS meanwhile was reported
Thursday to have decided—as anti-
cipated--to intervene in support
of FCC’s decision.

Other developments on the color
front included:

@ Black-and-white TV set man-
ufacturers stepped up the drive to

convince set owners and prospective
buyers that present-day sets are not
obsoleted by the FCC color decision.

@ Westinghouse reiterated that
black-and-white sets are far from
obsolete, and said it will make CBS
adapter-converter packages avail-
able “if and when color broadcast-
ing reaches your market.”

@ Sightmaster Corp. sued CBS
and President Frank Stanton for
$750,000 for allegedly discouraging-
purchases of black-and-white re-.
ceivers (see story page 68).

@ KLZ Denver, a TV applicant,.
notified FCC it would include color-
casts in the program schedule of’
its proposed station (story page
70).

@ R. C. Sprague, president of
Radio-Television Mfrs. Assn., went.
on the CBS radio network to an-
swer an earlier speech by CBS
President Stanton, who came back
with a counter-charge.

@ Raytheon Mfg. Co. reported
an unexpected deluge of returns
from a guestionnaire directed to.
both set-owners and non-owners
in a “Straight Facts” color TV
advertisement published in 59 cities,

(Continued on page 66)
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THIS IS HOW RCA-NBC compared practical UHF reception with theoretical

. calculations as to whot service should be at 600 me.

The basic data on

actual experience is a composite of the Bridgeport UHF tests and similar sur-
veys made earlier by RCA-NBC, Philco, Westinghouse and CBS., The com-
parison uses transmitting antenna height of 500 ft. with effective radiated
power of 10 kw and receiving antenna height of 30 ft. The outer circle in
each figure represents the prediction of service area distance according to

the ““smooth-carth (billiard ball) theory’” developed by Dr. K. A. Norton,

National Bureau of Standard radio propagation authority,

The second circle,

*FCC allocations proposals,’” is the coverage predicted in FCC's proposed

allocation plan.

This is the modification of the Norton smooth-earth theory
made by the FCC-industry Ad Hoc Committee.

The center circle, “Smooth

Earth Corrected,” represents the smooth earth theory as corrected by the
“average experience factor” computed by RCA-NBC from the surveys.

Bridgeport UHF

(Continued from page 57)
RCA was giving “propagation data,
period.”

Comr. Hennock said she was
“baffled” by RCA's attitude.

“You don’t want this hearing to
go by default, do you,” she ques-
tioned, noting that if RCA was put-
ting in data it “must have views.”

Mr. Guy stated RCA was willing
to do everything to *“help the
cause.”” Asked to ‘ define the
“cause,” he described it as the “ac-
cumulation of data to assist in a
wise decision in the expansion- of
television.”

In his introduction to the Bridge-
port report, Mr. Guy related the
need for UHF experience and
RCA’s efforts through the years to
gain factual data. He indicated in
the 1945 general allocation pro-
ceeding one brief was submitted
which claimed a § kw UHF trans-
mitter would give service com-
parable to that of a 500 kw trans-
mitter at VHF. Asked to identify
the party he declined because he
“wouldn’t want to embarrass any-
body.”

FCC records disclosed the cita-
tion quoted was in a brief filed by
CBS in February 1945 and which
was based upon theoretical calcula-
tions by Dr. Norton. The citation
also referred to testimony by Dr.
Peter C. Goldmark, then chief TV
engineer for CBS.

Dr. Thomas T. Goldsmith, Du-
Mont director of research, on Tues-
day completed explanation of the

- extensive, revised DuMont alloca-
tion plan for the VHF and UHF
[TELECASTING, Oct. 23]. The pro-
posal incorporates both technical
and economic  factors in making
suggested assignments for 1,400
communities throughout the U.S.

Chief objectives of the DuMont plan
are to: Minimize co-channel, adjacent-
channel and other interference in both
the VHF and UHF, especially the
“questionable” cases cited in FCC's
Pproposed allocation; avoid where 8=
sible any intermixture of VHF and UHF
channels in the same primary areal
rovide multiple choice of programs in
rger communities, and provide a
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minimum of four VHF channels in each
major market to assure healthy net-
work competition, a

The DuMont proposal is based
on the assumption the Bell Tele-
phone bid for 470-500 me for
mobile common carrier operations
will be denied, leaving the full 470-
890 me band assignable to TV.
DuMont would allocate 6% six-
megacycle UHF channels through-
out the upper band to *‘supple-
ment” its proposed revision of the
present national allocation of 12
VHF channels. Mexican and Can-
adian VHF allocations also are
suggested. The revision is in-
tended to aid long-term TV prog-
ress.

Dr. Goldsmith explained this
would mean switching a few exist-
ing VHF stations to new VHF
channels, and in some cases, to
UHF assignments. A three-year
“orderly” conversion would be em-
ployed in the latter case.

The DuMont brief showed the
following VHF stations would be
moved to new assignments in the
UHF:

WOI-TV Ames, Iowa; WNBF-TV
Binghamton, N. Y., WITV Blooming-
ton, Ind.; WLWC, WTVN and WBNS-

TV Columbus, Ohfo; WHBF-TV (Rock
Island, I,) and WOC-TV Davenport,
Towa;. WLWD and WHIO-TV Dagton e
Ohio; WICU Erie, Pa: WLAV-TV
Gtand rwams, Mich.; WSAZ-TV Hunt-
ington, W, Va.; WJAC-TV Johnstown,
Pa.; WKZO-'I.‘V Kalamazoo, Mich.:
WGAL-TV Lancaster, Pa.; WJIM-T
Lansing, Mi¢h.; WNHC-TV New Haven,
Conn.; WJAR-TV Providence, R. L;
WTVR Richmond, Va.; WSYR-TV and
WHEN Syracuse, N. Y.; WSPD-TV To-
ledo, Ohio; WKTV Utica-Rome, N. Y.;
WDEL-TV Wilmington, Del.

Following VHF stations would
be required to switch to another
VHF channel under the DuMont

plan:

WNBE_ Cleveland; KRLD-TV and
WFAA-TV Dallss, Tex.; WSM-TV Nash-
ville, Tenn.; WRGB Schenectady, N. Y.

The DuMont brief supports
FCC’s proposal to specify mini-
mum VHF co-channel separations
of 220 miles and UHF 200 miles.
However, DuMont proposes only
76-mile minimum adjacent chan-
nel spacing for VHF stations.

Dr. Goldsmith explained FCC’s
proposal allocates only 493 VHF
stations in 204 communities
throughout the U.S. while the Du-
Mont plan allocates 621 VHF sta-
tions in 247 communities. The FCC
total includes the 107 VHF stations
in operation while- the DuMont
total includes all but-a few of these

existing outlets.

The DuMont official said that
his firm’s plan provides 190,000~
8¢. mi. more VHF coverage than
does the FCC plan and hence better
meets the requirements of FCC
allocation Priority 1 than does the
Commission proposal. This is based
on Grade C service radii of 57
miles for VHF stations and 43
miles for UHF stations.

FCC's Priority 1 is "“to grovide at
least one television service all parts
of the United States.” Requirements
proposed by FCC for Grade C service
are that 50% of the receiving locations
in the area 30% of the time must ob-
tain 220 microvolts _Eer meter (47 db)
for VHF Channels 2-6, 832 uv/m (56 db)

for VHF Channels 7-13 and 1,264 uv/m
(62 db) for UHF Channels 14-55.

Goldsmith Contention

Dr. Goldsmith contended the
.DuMont plan satisfied the other
four FCC allocation priorities bet-
ter than did the Commission pro-
posal, using the Grade C service
comparison.

To inquiry by Comr. Robert F.
Jones on how many of the 9,000,000
existing VHF receivers would have
to be adapted to provide full serviee
in intermixed VHF-UHF cities, Dr.
Goldsmith pointed out only 898,600

DISTRIBUTION OF 178 METROPOLITAN COUNTY AREAS BY NUMBER OF TV CHANNELS ALLOCATED
(Comparison of FCC Proposal and DuMont Proposal)

Number of Communities Hoving:

VHF AND/OR UHF SERVICE

1er2 3 or More 4 or More {Intermixture Included) .
Channels Channels Channels 70 8 108 146 81 m
FCC DuMont FCC DuMent FCC DuMont VHF OR UHF SERVICE
VHF SERVICE (No Intermixture)
47 3 63 7 34 74 61 28 59 145 25 130
UHF SERVICE Note: In DuMont pn.polcl. five areas are combined for TV coverage
102 28 3 . 72 1 81 and one (L I Haverhill) is added
DISTRIBUTION OF COMMUNITIES BY POPULATION AND NUMBER OF CHANNELS ALLOCATED
Number of C Having: . 1or2 3 or Mere 4 or More
) 1or2 3 or Mors 4 or Mors Pop Ch ! Channsls Channels
Population Ch [ . ch I Channels Grovp FCC DuMont FCC DuMont FCC  DuMont
Grovp FCC  DuMont FCC  DuMont FCC DuMont VHF AND/OR UHF
VHF SERVICE {Intermixture Included)
50,000-100,000 2 3 ° 22 18 50,000-100,000 15 95 30 54 19 37
i i 4 100,000-250,000 41 16 39 60 12 $3
;%,000-250.% ?; 3 }8 ?; 13 g; 250,000-500,000 6 3 29 32 17 a2
,000-500, 6
500,000.und over 4 26 28 %6 a7 S00000-and over 3 .. 2 ¥ 7y ®
TOTAL Y 2 '6_9. E '3_6' E TOTAL 165 ||: o 130 181 75 155
HF OR UHF
UHF SERVICE {No Intermixture)
50,000-100,000 122 92 n 32 3 19 50,000-100,000 107 95 10 54 5 37
100,000-250,000 438 16 12 - 35 oo 30 100,000-250,000 3 16 24 &0 4 53
250,000-500,000 15 2 [ 15 15 X ,000 5 3 18 32 9 32
mlm-an over 19 1 3 7 1 5 500,000-and over 4 0o 14 34 10 32
04 M 2 e PR TOTAL 149 14 % 180 2 1%

TOTAL
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sets would be affected under the
DuMont plan while 3,298,000 sets
would be affected under FCC’s
plan.

Dr. Goldsmith explained DuMont
favors least possible intermixtuve.

Explaining the receiving set fac-
tor, Dr. Goldsmith said it would
take about a year to get universal
receivers on the market, DuMont
is planning all-channel continuous
tuning VHF-UHF sets, he indi-
cated, pointing out DuMont now
makes continuous tuning VHI sets
while nearly all others on the mar-
ket are snap tuning.

The witness said manufacturers
who did not use continuous tuning
for VHF-UHF would penalize
themselves saleswise. Televiewers
with _such sets would have to call
for adjustment of their receivers
whenever they moved te another
town, he explainéd.

Asked his views respecting Poly-
casting, whereby a group of low-
power stations would be assigned
an area in lieu of one higher-power
outlet, Dr. Goldsmith said FCC
would be forced to use more total
frequencies to get the same grade
of service as presently proposed.

He considered the problems of
Stratovision “so severe as to pre-
clude its use” as a practical TV
service. “I won’t say it can never
be done,” he added.

Pressed by Comr. Hennock on
the fairness of only UHF chan-
nels for educators since it appears
UHF renders less coverage than
VHF, Dr. Goldsmith noted that
DuMont got “excellent” pictures
30 to 35 miles from the RCA-NBC
Bridgeport UHF station on 535
mc. He considered the UHF pie-
tures better than any VHF pie-
tures available there.

Considerable concern was ex-
pressed over the DuMont proposal

n—

RGA. CAMPAIGN

Byoir in Preliminary Study

CARL BYOIR ASSOCIATES, pub-
lic relations firm retained by RCA
[CrosEp Circurr, Cct. 23], last
week was starting preliminary
work on a campaign to get RCA's
attitudes on color television across
to the public.

The nature of the campaign will
hinge to a large extent, it was be-
lieved, on the outcome of the fed-
eral court hearing on RCA’'s in-
junetion suit against the FCC’s
decision adopting CBS color stand-
ards (see story this issue).

At week’s end a Byoir executive
said his firm had so far been en-
gaged only in informing itself on
the general problem of color TV
and RCA’s position. He did not
expect that a campaign counld be
designed before considerably more
preparatory work was done.

A rteport that RCA had ear-
marked $500,000 a year as a fee for
the Byoir company was described
as “ridiculous” by the Byoir ex-
ecutive,

Telecasting @®

for- stripping New England of all
VHF channels except at Boston.
Dr. Goldsmith explained, however,
that with additional UHF chan-
nels the DuMont plan supplies more
total channels than the FCC alloca-
tion “and thus provides for better
and more competitive service.” He
also explained the DuMont plan
for the seven major markets in New
York provided a more suitable
distribution. (See tables page 65).

On Tuesday and part of Wednes-
day, John H. Poole, West Coast
broadcaster and investor, related
details of his Long Beach, Calif.,
UHF experiments. Mr. Pocle oper-
ates KSMA Santa Maria and KALI
Pasadena, Calif.

Test UHF Claim

Conducting his UHF work since
May 1948 under the name of Pacific
Video Pioneers at Long Beach, Mr.
Poole told the Commission his chief
interest in operating KM2XAZ on
530 mc was to develop equipment
and determine whether a usable
UHF service could be provided in
Long Beach. He stated he wanted to
test claims that the UHF would
never he practical.

Mr. Poole pointed out the UHF
represents roughly five-sixths of
the TV spectrum and VHF but one-
sixth, with the VHF fraction al-
ready proven inadequate. Hence, to
make effective use of the UHF,
avoid monopoly and “paucity of
service to the publie,” Mr. Poole
urged every effort must be made to
“place UHF on an equal competi-
tive level with VHF.”

Some of the measures which will
help UHF “catch up” with VHF
and then become well established,
Mr. Poole said, are:

A planned mixing of VHF and UHF
channels in c¢ommunities throughout
the nation with special emphasis on
admixture in the great metropolitan
areas, An exception might be made to
this rule in the interest of reducing the
competitive inequalities that will exist
in established VHF areas of popula-
tions under 1,000,000 persons. In these
cases intermixing should be avoided if
possible when it appears that undne
hardship would result for the new tele-
caster if forced to operate at UHF.
Even with this exception all the top 14
markets and the large majority of the
first 198 markets would be VHF-UHF
areas.

I believe that this arrangement would
provide the necessary impetus to all
manufacturers to standardize on all
channel television receivers and, at the
same time, would solve in great part
the competitive problem feared by new
UHF telecasters, since intermixing
would be limited almost entirely to
markets of 1,000,000 or over and to those
smaller markets which are not now
served by a VHF station.

If adequate propagation data fs not
now available for allocations purposes,
an immediate partial opening of the
UHF band for commercial use, using
VHF transmission standards with chan-
nels available on a demand (non-allo-
cation) basis.

Cooperation by receiver manufactur-
ers who should plan now for converting
to production of all channel television:
receivers exclusively as soon as the
allocation plan is announced.

Unique feature of the Long Beach
transmitter is that it employs
phase -‘to - amplitude modulation,
heretofore not used in television.
Mr. Poole explained the advantage
of such a method permits great in-

(Continued on page 61)
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AT ABC’s Billy Rose Show opener
(I to r): Seated, N. R. Van Derzee,
v.p. sales, and A. E. Bareit, pres.-
gen. mgr., Hudson Motor Car; Wil-
lard S. French, pres., Brooke, Smith
& Dorrance; standing, George R.
Browder, Hudson adv.-merchandis-
ing dir.; John H. Norton, ABC v.p.

INDIAN MAID, singer Gloria Yan on
the Wayne King Show via NBC-TV,
explains the histery of “Injun Sum-
mer,” the theme of a recent program,
to Wesley 1, Nunn, advertising man-
ager of Standard Oil of
sponsor of

Indiana,
show.

CBS-TV's Star of the Family premicre
celebrated at Stork Club luncheon by
Morton Downey, star, at the piano.
Harmonizing are (I to r} H. W. Newell,
partner, Geyer, Newefl & Ganger, and
J. C. Bonning, Kelvinator (sponsor)
udvertising sales promotion mgr.

YYING for Miss Television of 1950,
Shelia Jackson, bones up TV facts
with aid of Raytheon whom she
represents in contest, Award to be
made at Chicago’s Coliseum. Miss

Jackson started new TV show '

Oct. 1.

PHILO FARNSWORTH (1), noted tele-
vision and radio inventor, is the fea-
tured guest on KPIX (TV) San
Francisco’s Del Courtney Show. Con-
ducting the interview is Philip G.
Lasky, KPIX's vice president .

and general manager. '.'

PRE-TELECAST debut of ABC’s Life
With Linkletter Oct. 6 finds parley
by (I to r) James Stirton, sales mgr.,
ABC Central Div.; Ward H. Patton,
sales v, p., Green Giant Co., sponsor;
William Weddell, radio-TV v,p,,

Leo Burnett agency, Chicugo.-

KLAUS LANDSBERG, KTLA (TV)
Hollywood gen. mgr., assists on
marquee of new KTLA Studie Theatre,
formerly '‘Melvan Theatre in Los
Angeles.
seats 1,000, located at Mel-
rose and Yan Ness Aves.

House, leased by station,

. 4




STATION LOSSES

THE 97 TV stations on the air last
year showed an aggregated loss
of $25.1 million, 45.2% of their
combined capital investment of
$66.9 million, J. R. Poppele, presi-
dent of Television Broadcasters
Assn., stated Thursday. These
figures, which came from an analy-
sis of data on file with the FCC,
were made public together with the
announcement of a special com-
mittee of television broadcasters
to study the probable effects of an
excess profits tax on TV broadcast-
ers, should Congress vote such
a measure at its forthcoming ses-
sion.
Committee Members

Representing broadcasters from
all sections of the country and in-
cluding non-members as well as
members of TBA, the committee

comprises.
John A. Kennedy, WSAZ-TV Hunt-
ington, W. Va.,, acting chairman;

Richard A. Borel, WBNS-TV Colum-
bus, Ohlo, George B. Storer, WSPD-
TV Toledo; Jack A. Gross, KFMB-TV
San Diego; Herbert Levy, WAAM
(TV) 'Baltimore.

Noting that from 1946 to 1949
the number of commercial TV sta-
tions in the country grew from 8
to 97, including 13 stations owned
by the four networks, Mr. Poppele
stated:

“During these four years, tele-
vision broadcasting was in the pio-
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neer Or experimental stage. In
recognition of this fact, the FCC,
as a condition of securing a tele-
vision license, required the appli-
cant to demonstrate that it had
made provision, and was financially
able and willing to invest, not only
the amount of capital required to
build and operate the station, but
also to take care of the inevitable
deficits that the station would suffer
for an extended period, which was
estimated by the FCC to be for
as long as five years after the sta-
tion began operations.

“That the policy of the Com-
mission was correct and sound,”
Mr. Poppele observed, “is demon-
strated by the fact that in 1949

$25.1 Million in 49

{when, as of Dec. 31, the average
period during which the 97 stations
then doing business were in com-
mercial operation for only 15.48
months) a staggering proportion
of the ecapital invested by them was
lost in operation.”

Analysis of FCC figures as of
Dee. 31, 1949, the TBA president
said, show: “The four networks
with their 13 stations had an ag-
gregate loss of $11.7 million, 61.3%
of their aggregate capital invest-
ment of $19.1 million at cost; the
84 independent stations had a com-
bined loss of $13.6 million, 36.9%
of their combined capital invest-
ment of $36.8 million; all 97 sta-
tions had a combined loss of $26.1

NETWORK GROSS

Billings Still Surge
PIB Figures Show

GROSS TV network billings for the cumulative months, J anuary-August,
continued to show a tremendous gain over the same perlod in 1949, with
the 1950 totals as $20,880,816 compared to last year's cumulatwe,
$6,495,346. September network sales of $3,616,897 showed the same jump

over September 1949’s $989,054
worth of gross network time sales.

NBC led all other networks (Du-
Mont figures not available) with
total billings of $2,145,664 for

months of $11,830,309. Second
place CBS sold $888,431 worth of
gross time in September and
$6,164,692 during the January-

September and the first nine August period.
* ® » LI I

Sept. 50 Sept. 49 9 months 50 9 months 49
(Y48 ooooooaonooanacoonacaaaa $482,912 $155,480 $ 2,885,814 $ 740,795
(£33 oooacooo00c00000800006000 888,431 271,938 6,164,692 1,609,718
DuMont TV ... .........c0.uv. (not available) 91,556 (not available) 644,197
BC ... Il 2,145,554 470,080 11,830,309 2,500,636
Total .......cciiun $3,516,897 $989,054 $20,880,815 $6,495,346

million, 46.2% of their aggregate
capital investment of $55.9 million.”

“It can be seen,” Mr. Poppele
concluded, “that for some years, or
at least for a lengthy period, an
excess profits tax would wipe out
any possibility of getting back
losses that the pioneer television
stations have encountered, and of
getting any earnings for those
stations at all.”

KMBC TV PLANS
Would Operate With 50 kw

KMBC Kansas City is ready to
begin building “one of the most
powerful television  stations in
America” as soon as FCC “is in
a position to approve our applica-
tion,” Arthur B. Church, president,
Midland Broadcasting Co., which
operates KMBC and KFRM Con-
cordia, Mo., said last Wednesday.

On Oct. 23, Mr. Church pointed
out, Kansas City's City Council

" approved a rezoning ordinance to

permit the station to erect a 1,000-
ft. tower and other TV facilities
at 23d and Topping Sts.

Mr. Church revealed a modified
TV application will be filed with
the FCC requesting an effective
radiating power of 50 kw for the
proposed TV station. Meanwhile,
he said, Midland will move its
operations into a new radic and
television center at 11th and Cen-
tral Sts. “early in 1951.” Renova-
tion of the building underway for
several months, is nearly completed,
and delivery of modern broadcast
studio equipment is expected by
December, he said.

l&M TOP BUYER In PIB Aug. Network Report

LIGGETT & MYERS Tobacco Co.
gained leadership over all network
TV advertisers during August by
spending $187,750 in gross billing,
according to report by Publishers
Information Bureau released to
BroADCASTING last week. (DuMont
figures not available.)

The tobacco firm replaced July’s
leader, Anchor - Hocking Glass
Corp., which dropped to second
place with expenditures 