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Elected ... by a landslide ! 
Campaigning on a platform of 5o,000 watts, 
the best programming and clear, power- 
ful reception for 9 out of every to 
Northern Californians, KCBS swept to 
an overwhelming Election Day victory at 
the San Francisco polls, according to a 

special Pulse study. 

Taken at a time (to: t 5 pm to 12:15 am) 
when all San Francisco stations were 
presenting election programs and bulletins 
throughout the evening, this Pulse study 
(which consisted of better than twice the 
normal San Francisco sample) proved 
that 50,000 -watt KCBS won more audience 
than the next two stations combined. 

Want a recount? Sure. The whole story 
is yours just for the asking. 

San Francisco KCBS 
Represented by 

CBS Radio Spot Sales 



WHAS-TV. . quality of programming 

makes the difference! 

Bill Pickett, 
featured baritone on 

The Herbie Koch Show. 

50,000 Watts 

Herbie Koch, at the console of the 

nation's largest studio organ. 
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A\NG Thursdays, 

9:30-10:00 P.Me 

"The Herbie Koch Show" is a musical variety program starring two of Louisville's outstanding 
musical performers, organist Herbie Koch and baritone Bill Pickett. It's Louisville's number 

one live musical show -first in audience size, first in audience acceptance. 

As a top show at a premium time, "The Herbie Koch Show" enables sponsors to reach a large 

nighttime audience with the kind of sales effectiveness offered only by a local program, 
featuring established local personalities. The show has been a regular Thursday night feature 

on WHAS -TV since March, 1950, and has a proved ability to maintain and sell a large audience 

in the Louisville Market. 
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16' 
serving a market of more than 105,000 television homes 

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

REPRESENTED NATIONALLY BY EDWARD PETRY AND CO. ASSOCIATED WITH THE COURIER -JOURNAL & LOUISVILLE TIMES 
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American Oil Company 
Anahist 
Atlantic Refining 
Bayer Aspirin 
Borden's Evaporated Milk 
Chase & Sanborn Coffee 
Chlorodent 
Coffee Time Beverage 
Crosley TV 
Diamond Match 
Downey Flake Waffles 
Edison Batteries 
H -O Oats 
Presto Flour 
Habitant's Soup 
Histoplus 
Howard Clothes 

Kellogg's All Bran 
Kirkman's Soap 
Eskimo Anti Freeze 
Motorola 
Musterole 
Nucoa 
Old Spice 
Omega Oil 
Pepto Bismol 
Pertussin 
Red Cap Refresher 
Red Devil Soot Remover 
Rem 
Silver Dust 
Stoppers 
Tenderleaf Tea 
Wonder Salve 
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Tharth .au . . . 

Compton Advertising 
Young & Rubicam 
Sullivan Stauffer Colwell 

& Bayles 
Dancer Fitzgerald & 

Sample 
Cunningham & Walsh 
J. W. Thompson 

Benton & Bowles 
BBD &O 
Kenyon & Eckhardt 
Donahue & Coe 
Peck Advertising 
Joseph Katz Co. 
N. W. Ayer 

Erwin Wasey 
Dowd Redfield & 

Johnstone 
Wesley Associates 
Ted Bates 
Chambers & Wiswell 
Wills Burgess 
Ruthrauff & Ryan 
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Providence, Rhode Island 

National Representatives Headley -Reed Co. 

Published every Monday, 53rd and 54th issues (Yearbook Numbers) published in January and February by BROADCASTING PUBLICATIONS, Inc., 870 National Press Buildin8 
Washington 4, D. C. Entered as second class matter ivia.ch 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879. 
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More Dallas Market in the ten 
year period ended 1950, shown 
by the U. S. Government Cen- 
sus Bureau: 

Dallas County: 
1950 612,318 
1940 398,564 

More Fort Worth Market also 
shown by the last government 
census: 59% 

Tarrant County: 
1950 
1940 

EXCLUSIVE DALLAS-FORT 

Owners and Operators of 
KRLD -TV CHANNEL 4 

Jorro W. Rverroer, President 
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359,157 
225,521 

/ 

WORTH OUTLET FOR CBS RADIO PROGRAMS 

The Branham Company 
Exclusive Representative 

( AC Rr:*ur. nt. Ctncrn! llmrc,:cr 

this is why 

In addition to the tremendous market growth 
of the great twin urban -market, Dallas and Fort 

Worth, with corresponding increases throughout 
the Southwest 

KRLD SOARS TO NEW HIGH 

IN MORNING AUDIENCE RATING! 

136% more listeners than the second highest 

rated Dallas Station for the period May through 
September, Hooper says: KRLD 35.9; Second 
station 15.1. 

KRLD's rates have been increased only mod- 
erately during the same period, but not com- 

parable to the market growth. 

RADIO and KRLD, Dallas, are clearly and con- 

clusively better buys than ever, based on cost 

and audience. 

KRLD is tops at night, too! 

KRL D 
is your best buy 

BROADCASTING Telecasting 
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CLOSED CIRCUIT 

CC IS TAKING preliminary look into new 
etwork contracts with affiliates to determine 
ohether suppression of competition in any wise 

involved by tying rates of one medium into 
lose of another (radio and TV). Study initi- 
ted by Commissioners rather than staff level, 
nd would be used as foundation for inquiry, 

that course is decided upon to determine 
hether in end result, dual operation of radio 
nd TV networks serves public interest. 

ONG PENDING issue of specialized FM 
?.rvices (Transitcasting, Storecasting, Muzak, 
unctional Music, etc.) appears headed for 
rrther inquiry rather than final decision. Door 
ill be kept open, it's understood, through set - 
ng of hearing at which questions will be 
ropounded as to legality and desirability of 
ich services and whether regulations actually 
an be complied with by "beep" and other 
pecialized operations. 

V FREEZE was subject of two all -day FCC 
ieetings Thursday and Friday, with virtually 
itire attorney- engineer -accountant task force 
fitting in with Commissioners while aspects 
iscussed and decided. One source averred 
kings were going along much faster than he 
Nought possible- indicating pretty general 
greement as issues were brought up. Feb. 1 

% still target date for release of allocations, 
rst step in thawing of freeze in force since 
948. 

.T THIS WRITING it's doubted whether any 
f hundreds of indicated TV hearings to fol- 
nv thawing of freeze expected in February 
an be held in field. Unless FCC .gets more 
honey, it's argued, it will be impossible to 
end examiners into home areas for hearings. 
Llternative is to haul them all to Washington. 

'HERE'S even money that NBC's Fifth Annual 
; onvention with affiliates, held at Boca Raton, 
?la., Nov. 28 -Dec. 1, will be last with formal 
lusiness agenda. Network, however, hasn't 
eached decision. Boca convention, incidentally, 
vas generally regarded as best conducted of 
di, despite critical nature of agenda. Copious 
redit given Frank Young, public relations 
yid to Vice President William Brooks, who 
candled arrangements. 

JBC REPORTEDLY in quest of top -flight 
)roadcast executive to take over station rela- 
;ions job in radio vacated by Norman Cash, who 
has joined Crosley -TV [BAIT, Nov. 12]. Since 
network's new rate plan, despite 3 -1 opposition 
vote, is slated for July 1 adoption, NBC offi- 

cials and station relations people intend to 
launch individual negotiations with some affili- 
ates in key markets at once. 

NEW CHRISTMAS COMPANY, Cowboy 
Suits Inc., with at least one employe from last 
year's disappearing Midland Adv. Agency 
operating out of New York address used last 
year by Forty Toys Inc., maker of some of $1 

mail -order items for which now defunct Mid- 
land placed time. When agency closed, number 

(Continued on page 6) 
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McDONALD NBC TREASURER 
EFFECTIVE JANUARY 1 

ELECTION of Joseph A. McDonald as treas- 
urer of NBC, effective Jan. 1, was announced 
by NBC President Joseph H. McConnell Friday 
afternoon following regular meeting of NBC 
board. 

Appointment of Mr. McDonald, vice presi- 
dent, secretary and general attorney of ABC, 
to an "important executive" post with NBC 
was announced late last month, but his exact 
assignment was not disclosed pending board 
meeting. There was speculation at outset, 
however, that he might be slated for treasurer- 
ship [BST, Nov. 26]. 

As treasurer, he will report to Joseph V. 
Heffernan, NBC financial vice president. 

In new assignment he succeeds John H. Mac- 
Donald, who resigned as NBC vice president 
and treasurer last June. 

LOS ANGELES IN '53 
NARTB convention scheduled to be held 
in Los Angeles in 1953, under decision of 
board of directors. Just before adjourn- 
ing in Washington Friday noon, board 
selected West Coast site provided satis- 
factory arrangements can be made. Up- 
coming 1952 meeting March 31 -April 2 
will be held again at Conrad Hilton 
merly Stevens) Hotel, Chicago. Conven- 
tion was held at Los Angeles in May, 
1948. 

NEW RCA V. P.'s 
RICHARD L. WARNER, general attorney, 
and ERNEST B. GORIN, treasurer, were 
elected vice presidents of RCA Friday. Mr. 
Warner, who becomes vice president and gen- 
eral attorney, joined RCA in 1947 as first as- 
sistant attorney. Mr. Gorin joined organiza- 
tion in 1944 as administrative assistant to 
Frank Folsom, then vice president in charge 
of RCA Victor Div. 

BUSINESS BRIEFLY 
LEVENSON FOR LEVER . Lever Brothers, 
N. Y., interested in half -hour television show 
featuring Sam Levenson. Format not set yet 
nor has definite time period been worked out. 

NEW YEAR TEA DRIVE Teltely Tea Co., 
N. Y., through Earl Bothwell, N. Y., placing 
campaign in several markets in January. Addi- 
tional campaign will probably be forthcoming 
after budget planning meeting in mid -January. 

PACKARD BUYS FILM Packard cars, 
through Maxon Inc., scheduled to sponsor half 
hour television show on film, Rebound, on spot 
basis starting first week in February. 

AMERICAN CHICLE PRODUCT New 
product in tablet form expected to be intro- 
duced by American Chicle Co. through Dancer- 
Fitzgerald- Sample, N. Y., in spot radio cam- 
paign starting in February. 

AGENCY FOR PURO %IN Liberty Vitamin 
Corp., N. Y. (Puroxin tablets), names Adver- 
tisers Broadcasting Co., N. Y., as its advertis- 
ing agency. Firm sponsors At Home With 
Lionel Barrymore five times weekly on WMGM 
New York. 

OIL CO. WANTS TV SHOW Cities Service 
Co. (petroleum) understood to be looking for 
television show, through its agency, Ellington 
& Co., N. Y. 

TRY TV FIRST TIME O'Cedar Corp., 
Chicago, uses network TV for first time 
Dec. 31 when it begins sponsorship of final 
quarter hour Mondays of Garry Moore Show 
afternoon strip on CBS. Products are Dri- 
Glo and Sponge Mop. Agency: Young and 
Rubicam, Chicago. 

LLD CHEMICAL AGENCY . LLD Chemical 
Corp., N. Y. (Topper, leather refinisher and 
reconditioner), to Rand Adv., N. Y. 

By -Law Change Would Give Networks Vote 
NATIONAL radio networks will be admitted 
to membership on NARTB Radio Board pro- 
vided membership ratifies series of by -laws 
changes adopted in Washington Friday by 
combined boards (see Radio Board story, page 
27; TV Code story page 23). 

Total membership of combined board would 
be limited to 48-30 radio and 18 TV directors 
=under plan. National radio networks have 
choice of active or associate membership, and 
can appoint own board member. 

Under by -laws change adopted last winter 
TV networks have been eligible for active or 
associate membership. Similar choice avail- 
able in case of Radio Board though network 
can't have director if it chooses to be asso- 
ciate. 

Networks were active members of NARTB, 
with own board members, in early '40s. Later 
change limited them to associate membership, 
with no directors. Whether active or associate, 
radio networks would pay $5,000 annual radio 

dues; TV networks now pay $1,200 TV dues. 
Next meeting of board will be held Feb. 

13 -15 at Lost Valley Ranch, San Antonio. 
Combined board ratified action of Radio 

Board 'calling for naming by president of 
special copyright committee representative of 
industry. 

System of combination dues for multiple - 
station interests favored by Membership Com- 
mittee in report to board. President instructed 
to prepare dues plan for February meeting, 
effective next April 1. Discounts would be 
given if all stations in group belonged to 
NARTB. 

Other changes in by -laws, subject to ratifi- 
cation, include provision for 90 -day resigna- 
tion notice, with month laxity granted in 
certain cases. Election procedure for directors 
was clarified. New paragraph adopted cover - 

(Continued on page 114) 
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THYAVALS STARTS 
CAMPAIGN IN CHICAGO 
THYAVALS INC., new corporation licensed 
to sell Thyavals, Orvita and Formula 621 by 
defunct American Vitamin Assoc., will begin 
advertising in Chicago Jan. 1, it was announced 
Friday by Jack Scott, president of Schwim- 
mer and Scott, Chicago agency to which AVA 
owes $290,000. This was amount contracted 
for by S. & S. before the Los Angeles vitamin 
firm "overextended" itself financially, and 
*hich agency is paying creditors (mainly radio 
and TV stations) over 30 -month period. 

Under new exclusive sales arrangement, 
50% of Thyavals net profit will be returned to 
AVA for distribution to creditors. AVA; 
which will continue to manufacture three items, 
will sell merchandise to Thyavals Inc. for 30% 
more than prices it received previously. This 
30% also will be divided among creditors. 

Mr. Scott said television and newspapers will 
be used in Chicago, but no details have been 
worked out. His agency will handle all 
Midwest billing, while West Coast business will 
go through Craig & Maudsley of Seattle. No 
advertising planned for East. 

Thyavals Inc. was formed to handle all sell- 
ing, advertising and merchandising of three 
products by group of station men in Wash- 
ington State including J. Elroy McCaw, presi- 
dent of KRSC Seattle and Archie G. Taft Jr., 
general and commercial manager of KOL 
Seattle. 

KINTNER SUGGESTS RADIO 
RATES DIP WITH RATINGS 
SUGGESTION that radio rates be reduced 
proportionately in TV areas where programs 
dip in ratings offered Friday by ABC President 
Robert Kintner to ABC Midwest Affiliates 
meeting in Chicago. 

Hope also was held out for larger spot 
adjacencies among affiliates. Network may 
offer block programming of afternoon serials, 
Mr. Kintner revealed. It was suggested that 
hourly segments of five programs be initiated. 

Mr. Kintner also described reports he would 
move to another large network as "unfounded." 
Session was held at Chicago's Ambassador 
East Hotel. John Norton, ARC Central Div. 
vice president, also presided, with other net- 
work executives. 

BAB ADDS 18 MEMBERS 
ADDITION of 18 new members in past two 
weeks brings BAB ranks of member stations 
to 955, President William B. Ryan said Fri- 
day. New members: KBRO Bremerton, Wash.; 
KBUR Burlington, Iowa; KFVD Los Angeles, 
Calif.; KLOK San Jose, Calif.; KMLB Mon- 
roe, La.; KPQ Wenatchee, Wash.; WSIW 
Woodward, Okla.; KVAN Vancouver, Wash.; 
KVON Vallejo, Calif.; KVOS Bellingham, 
Wash.; WCAU Philadelphia, Pa.; WGAP 
Maryville, Tenn.; WIRE Indianapolis, Ind.; 
WKPT Kingsport, Tenn.; WPLA Plant City, 
Fla.; WPUV Pulaski, Va.; WRAY Princeton, 
Ind.; WTVB Coldwater, Mich. 

NEW BOLLING OFFICE 
THE BOLLING CO., New York, station repre- 
sentative firm, announce opening of Boston 
office at 80 Boyleston St. with James McCann 
as manager. 
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lin this Issue- 
CBS Radio announces "Selective Facili- 

ties Plan," permitting clients to use 
"any reasonable minimum" number of 
affiliates, if programs are available 
to other outlets and subject to sale to 
non -competitive advertisers through 
CBS Radio. Page 28. 

STIFF regulations, backed by penal pro- 
visions, are backbone of revised Tele- 
vision Code, adopted last Thursday in 
revised form by NARTB's TV Board. 
Page 28. Full text of Code, page 81. 

MINOR'S financial plight may erect 
more barriers to baseball broadcasters 

- in '52. Minor League Prexy George 
M. Trautman takes another swing at 
majors' radio -TV; Yankees bar na- 
tional broadcasts next year. Page 25. 

CHAIRMAN Olin Teague, chairman, 
House Select Committee investigating 
G.I. loan irregularities, lauds radio, 
TV for "honest -to -God job of good 
reporting." Committee testimony told 
of KFMB -TV San Diego's cancella- 
tion of a sponsored newscast when ad- 
vertiser insisted on suppressing cer- 
tain facts. Page 25. 

PROCTER & GAMBLE was No. 1 buyer 
of network time during September for 
both radio and TV. Radio billings 
grossed $1.3 million. Page 27. In TV, 
P &G passed $800,000 mark. Page 78. 

BAB members will take part in NARTB 
annual convention next year, though 
divorced from association next April 
1, NARTB Radio Board decides. 
Page 27. 

"RADIO'S comparison should be with 
other media, not with its past," C. E. 
Hooper counsels Radio Executives 
Club meeting. Page 28. 

NEW YORK Better Business Bureau 
warns of pre- Christmas per inquiry 
solicitation, urges avoidance of mis- 
leading advertising for direct mail 
offerings. Page 29. 

"CLEAN out the small percentage of ad- 
vertising which oversteps the bounds 
of truth or good faith," AFA's Elon 
Borton tells Denver Ad Club, adding 
that self -policing will stem increasing 
tide of legislation against advertising. 
Page 80. 

ALMOST $2.5 million will be expended 
in first year for Chicago TV educa- 
tional channel 11, applicant group of 
12 colleges and cultural organizations, 
tells School Broadcast Conference. 
Page 72. 

IS handwriting already on the wall for 
TV set equipment makers and tele- 
vision station applicants? It becomes 
more burning question this week as the 
cry increases for more military pro- 
duction. Page 79. 

Upcoming 
Dec. 10: Columbia Affiliates Advisory Board 

meeting Districts 4, 5 and 8, Hotel 
Roosevelt, New Orleans. 

Dec.. 13: Columbia Affiliates Advisory Board 
meeting, District 7, Muehlebach Hotel, 
Kansas City. 

(Other Upcomings page 30) 

Closed Circuit 
(Continued from page 5) 

of stations squawked they hadn't been pai 
and listeners complained of quality (or no 
delivery) of items ordered. Post Office Dep 
inspectors investigated and made report nc 
yet acted on by government attorneys. Cow 
boy Suits Inc., offering $1 "plastic" cowbo 
outfit punchouts, apparently using newspaper 
more than radio, however, though some ste 
tions have been solicited and at least one wa 
used for short time on PI basis. 

COMMUNICATIONS follow to President's pla 
for national civil defense snafued within Fed 
eral Civil Defense Administration. Author 
ties say two biggest roadblocks are: (1) lac 
of FCC rules for amateur radio operator 
(frequencies already have been designated) 
and (2) more definitive blueprint for broad 
cast station participation. It's speculated tha 
radio -TV phase may be omitted from forth 
coming technical manual and incorporated is 

later report. 

LOOK for voluminous report by Bill Paley' 
Materials Policy Commission sometime nex 
month. Study, underway for past six months 
is long -range blueprint for getting most mile 
age out of nation's resources, including inter 
national negotiations. Mr. Paley, CBS boar, 
chairman, still dividing time between NeN 
York and Washington. 

CHAIRMANSHIPS in "unintegration" o 
BAB's research -promotion committee slated t, 
go to WCAU Philadelphia President Donald W 
Thornburgh (promotion committee) and Cros 
ley Broadcasting System President Robert E 
Dunville (research). Memberships of separate 
committees now nearing completion. 

NETWORK representatives expected to confer 
today on standards of practice proposal b; 
Democratic and GOP National Committees fo 
'52 radio -TV convention coverage. Thoma: 
Velotta, ABC, is coordinator. 

BOOKLET suggesting ways of best utilizing 
radio -TV techniques being prepared for GOI 
political candidates by Republican Nationa 
Committee. It's to be released within next fea 
weeks. Incidentally, GOP won't set up medic 
budget and select advertising agency unti 
after nominating convention in Chicago next 
July. Democrats have deferred agency choice 
until January when executive committee meets 

FIRST RESULT of indication [CLOSED CIR- 
CUIT, Dec 3] that FCC contemplates "shwa 
cause" hearing on handling of horse race re- 
sults by stations has been informal advice 
given FCC that WWDC Washington will drop 
handling of racing returns. Station, of Bated 
with Mutual, understood to feel that this pro- 
gram service now is expendable. 

DEC. 23 to mark last TV appearance of Bob 
Hope for Liggett & Myers Tobacco Co 
(Chesterfields) as comedian has rejected offer 
to appear every fourth week in NBC -TV 
Thursday night half -hour purchased by L &M 
for Dragnet video series. He will continue 
Tuesday evening NBC radio program for same 
sponsor. 

LINCOLN -MERCURY, through Kenyon & 
Eckhardt, N. Y., understood to be preparing 
a spot announcement radio campaign to start 
after Christmas in about 400 markets. 

more AT DEADLINE see page 114 
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Tulsans Enjoy a 

Standard of Living 
Tulsans enjoy a higher standard of living than do 

citizens of Oklahoma City, San Antonio, and New 

Orleans, according to Sales Management's Survey 

of Buying Power. 

The Southwest average income per family is 

$3,784.00. The average per Tulsa family is $5,- 

292.00. Since markets are people with spendable 

income it makes good sense to put your advertising 
dollars where they can gain sales for your product. 

KVOO, alone, covers all of the rich Tulsa market 

area plus bonus counties in Oklahoma, Kansas, 

Missouri and Arkansas. 

For greater results at lowest cost per family put 

your schedules on Oklahoma's Greatest Station, 
KVOO, in Tulsa! 

KVOO 
Oklahoma's Greatest Station 7 

50,000 WATTS 1170 KC NBC AFFILIATE 

i 

TULSA, OKLAHOMA 
National Representatives -Edward Petry & Co., Inc. 
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THE NEWSWEEKLY OF RADIO AND TELEVISION 
Published Weekly by Broadcasting Publications, Inc. 

Executive, Editorial, Advertising and Circulation Offices: 

870 National Press Bldg. 

Washington 4, D. C. Telephone ME 1022 

IN THIS BROADCASTING . . . 

DEPARTMENTS 

Agency Beat 12 

Aircasters 74 
Allied Arts 100 
Editorial 64 
FCC Actions 106 

FCC Roundup 112 
Feature of Week 18 

Film Report - 90 
Front Office 70 

New Business 10 

On All Accounts 12 

Open Mike 16 

Our Respects to 64 
Programs, Promotions, Premiums 99 

Radiorama 47 

Strictly Business 18 

Upcoming 30 
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WASHINGTON HEADQUARTERS 

SOL TAISHOFF, Editor and Publisher 
EDITORIAL: ART KING, Managing Editor; EDWIN H. 
JAMES, Senior Editor; J. Frank Beatty, Earl B. 
Abrams, Associate Editors; Fred Fitzgerald, Assistant 
Managing Editor; Dave Berlyn, Assignment Editor; 
Lawrence Christopher, Technical Editor. STAFF: 
John H. Kearney, Wilson D. McCarthy, John Osbon, 
Keith Trantow. EDITORIAL ASSISTANTS: Pat 
Kowalczyk, Don Mortimer, Jean D. Statz, Hilda 
Toler, Nellie Youso; Gladys L. Hall, Secretary to 
the Publisher. 
BUSINESS: MAURY LONG, Business Manager; Win- 
field R. Levi, Assistant Advertising Manager; George 
L. Dant, Adv. Production Manager; Harry Stevens, 
Classified Advertising Manager; Eleanor Schadi, 
Doris Kelly; B. T. Taishoff, Treasurer; Irving C. 
Miller, Auditor and Office Manager; Eunice Weston, 
Assistant Auditor. 
CIRCULATION AND READERS' SERVICE: JOHN P. 
COSGROVE, Manager; Doris J. Buschling, Ruth W. 
Davis, Grace Schoren, Elwood M. Slee, Clyde Baker. 

NEW YORK BUREAU 488 Madison Ave., Zone 22, 
Plaza 5 -8355; EDITORIAL: Rufus Crater, New 
York Editor; Florence Small, Agency Editor; Dor- 
othy Munster, William Ruchti, Liz Thackston. 
Bruce Robertson, Senior Associate Editor. 
ADVERTISING: S. J. PAUL, Advertising Director; 
Eleanor R. Manning, Assistant to Advertising Di- 
rector; Kenneth Cowan, Advertising Representative. 

CHICAGO BUREAU 360 N. Michigan Ave., Zone 1, 
CEntral 6 -4115; William H. Shaw, Midwest Advertis- 
ing Representative; Jane Pinkerton, News Editor. 

HOLLYWOOD BUREAU Taft Building, Hollywood 
and Vine, Zone 28, HEmpstead 8181; David Glick- 
man, West Coast Manager; Ann August. 
TORONTO: 417 Harbour Commission, EMpire 4 -0775 
James Montagnes. 

BROADCASTING Magazine was founded in 1931 by 
Broadcasting Publications Inc., using the title: 
BROADCASTING .-The News Magazine of the Fifth 
Estate Broadcast Advertising was acquired in 1932 
and Broadcast Reporter in 1933. 

Reg. U. S. Patent Office 
Copyright 1951 by Broadcasting Publications, Inc. 

Subscription rates $7.00 for 52 weekly issues; BROADCAST- 
ING or TELECASTING Yearbooks $2.00 each additional if 
ordered with subscription. Add $1.00 per year for Canadian 
and foreign postage. Single copy 35F. 
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... get the NEW WORD in the Carolinas 

of Spartanburg 
NOW 

i 

Serving over a quarter million people in the thickly 
populated Piedmont Section of the Carolinas. 

'1000 WATTS DAY & NIGHT WDXY -FM 12,000 WATTS 

owned and operated by 

THE SPARTAN RADIOCASTING COMPANY 

Spartanburg, South Carolina 

WALTER J. BROWN, President 

Represented Nationally by GEORGE P. HOLLINGBERY 

ABC & NBC Programs 
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MR. SPONSOR: 

R 

New Orleans' Top Afternoon Show 

Is Setting New Records 

for Sponsors! 

It's the "Hit Parade" of New Orleans . 

hours of popular platters ... interspersed with 

breezy comments by genial Bob Hamilton. 

For sales -a- plenty, buy "Top Twenty" ... 
the perfect combination for spot participation 

Write, Wire 

or Phone Your 

JOHN BLAIR Man! 

Dew business 

Spot 

RSCHIFFMAN & Co., L. A. (Asthmador), Nov. 25 started three 
week radio spot campaign on five Los Angeles area stations. 

s Minute recorded spots to run 12 weekly each on KHJ Los Angeles, 
KWKW Pasadena; six weekly on KFWB; five on KMPC; two on KECA, 
all Los Angeles. Agency: Philip J. Meany Co., L. A. CARL TESTER, 
agency president, is account executive. 

CORBY DISTILLER Ltd., Montreal (anti -freeze), starts dramatized 
spot announcements five nights weekly for three months on large num- 
ber of Canadian stations. Agency: Stevenson & Scott Ltd., Montreal. 

MARVEN'S Ltd., Moncton, N. B. (biscuits), starts spot campaign on 
23 eastern Canadian stations. Agency: Harold F. Stanfield, Montreal. 

Natwoth 

CROSLEY DIV., Avco Mfg. Corp., Cincinnati, Jan. 10 begins sponsor- 
ship of Father Knows Best, Thurs. 8 -8:30 p.m. EST, on NBC, for 13 
weeks. Agency: Benton & Bowles, N. Y. 

COLGATE- PALMOLIVE -PEET, N. Y., renews Mr. & Mrs. North on 
CBS Radio, Tues., 8:30 -9 p.m. Program, which had been taped for a 
period, will return to live broadcasts effective Jan. 1. Agency: Sherman 
& Marquette, N. Y. 

JACQUES KREISLER Mfg. Co., N. Y., renews Tales of Tomorrow on 
ABC -TV, Fri., 9:30 -10 p.m., until July 19&2. Agency: Hirshon Gar- 
field, N. Y. 

MARS CANDY Co., Chicago, (Mars, Forever Yours candy bars), spon- 
soring Art Linkletter CBS Radio People Are Funny on alternate weeks, 
Jan. 1 takes over full sponsorship of transcribed program for 13 weeks, 
Tuesdays, 7 -7:30 p.m. (PST). Program now running sustaining on 
alternate weeks. Agency: Leo Burnett Co., L. A. John Guedel Produc- 
tions, Hollywood, packages program. 

AMERICAN CHICLE Co., N. Y., (Dentyne, Chiclets and Beeman's 
Gum), renews twice weekly Will Rogers Show, on 180 ABC Radio 
network stations, Tues. and Thurs., 5:55 -6 p.m. Agency: Sullivan, 
Stauffer, Colwell & Bayles, N. Y. 

PHILCO Corp., Phila., renews 9:45 -10 a.m. EST (Mon. -Fri.) segment of 
The Breakfast Club, over ABC Radio for 62 weeks, effective Dec. 31. 
Agency: Hutchins Adv. Co., Phila. Other sponsors of show are General 
Foods (9 -9:15 a.m.) and Swift & Co. (9:15 -945 a.m.). 

FRIGIDAIRE Div. of General Motors Corp., Detroit, to sponsor Pulitzer 
Prize Playhouse, bi- weekly over ABC -TV, 10 -11 p.m. EST, effective Dec. 
19. Program will alternate with Celanese Theatre Wednesdays. Agency: 
Foote, Cone & Belding, Chicago. 

flyancy 'Opp vintmantJ 

LINDSAY RIPE Olive Co., Lindsay, Calif., names Mogge -Privett Inc., 
L. A. Two television participations weekly being used on KNBH (TV) 
Los Angeles with plans to extend to eastern markets after first of year. 

GOLD ARROW TRADING Co., L. A., appoints Walter McCreery Inc., 
Beverly Hills,Calif. Radio and TV will be used. 

GIUSEPPI FROZEN PIZZA PIE, Phila., appoints Weightman Inc., 
Phila. Spot radio and TV will be used. 

CHAMBERS & ROBINSON, Seguin, Texas, (packers of Texas Tavern 
brand complete Mexican dinners in cans), appoints Ley & Livingston, 
S. F. Radio and TV will be used. JACK LEY is account executive. 

SEAMPRUFE Inc., N. Y. (manufacturers of lingerie and hosiery), names 
Joseph Katz Co., same city. 
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Look who's batting on our team! 

-------------=------- -------- --- --- -- 
ó 

, - - 

WSAVSAVANNAN 

-- 

WSAV is pleased to announce 
the appointment of JOHN BLAIR & COMPANY 

as exclusive national representatives, 
effective January 1st, 1952. 

HARRY E. CUMMINGS, SOUTHEASTERN REPRESENTATIVE 

lQ 1 

4 3 

It's 630 in Savannah WSAV 
BROADCASTING Telecasting 

630 ke. 
5,000 watts 
Full Timis 

R E P R E S E N T E D B Y 

BLAIR N` E. COMPANY 

.---...-..-...--.. ...-..... 
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St. Louis Radio 

KXOK is St. Louis' 

promotion station. KXOK 

builds extra audience for the 

"St. Louis Ballroom," through all - 
media promotion ... billboards, exterior 

bus and streetcar cards, interior bus and street- 

car announcements on Transit Radio, newspaper dis- 

play ads, promotion announcements on KXOK, special mail 

promotions and personal appearances of outstanding KXOK 
personalities. It's a plus that pays off for advertisers... 

makes KXOK a bigger buy for effective selling in 

the St. Louis market. Ask now about availabil- 
ities. See the John Blair man or KXOK today. 

KX 0 St. Louis' ABC Station, 12th & Delmar, CHestnut 3700 - 630 KC 5000 Watts Full Time 

Represented by lohn Blair S Co. 
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agency 

HENRY T. STANTON, senior vice president, director and manager J. 
Walter Thompson Co.'s western operation, is moving to San Fran- 
cisco where he will continue to give overall supervision to the acti- 

vities of the Chicago, San Francisco, Los Angeles and Seattle offices. 
GEORGE C. REEVES, vice president, director, creative head of ageny's 
Chicago organization since 1943, named manager of Chicago office. 
MERTON V. WIELAND, vice president and director, will assume overall 
function of senior consultant and will work with Mr. Reeves on general 
operation problems. 

ROISEN Adv. Agency, Buffalo, N. Y., changes its name to Roizen & 

Rich Inc. ARTHUR H. RICH, account executive Comstock & Co., 
Buffalo, elected vice president and secretary. 

DOUGLAS B. WALL, assistant account executive Allen & Reynolds 
Adv., Omaha, appointed media director. ROBERT SANFORD, assistant 
to EARL. ALLEN, retiring partner of firm, appointed account executive. 

FRED E. GERBERDING, vice president M. R. Kopmeyer Co., Louis- 
ville, Ky., assumes post of director of merchandising and promotion. 

EDWARD LOVETON appointed media director Creamer & Co., Holly- 
wood. He was with Keenan & Eickelberg, L. A., and Benton & 

Bowles, N. Y. 

REGINA J. HAUG, director of accounting department Grant Adv., 
Chicago, to Factor -Breyer Inc., L. A., as comptroller. 

on all accounts 

GEORGE PAMENTAL, media 
buyer of radio and television 
for Fletcher D. Richards Inc., 

New York, is a tenaciously honest 
fellow who exercises a simply rule - 
of- policy in his pur- 
chases: "Never buy 
anything you 
wouldn't sell." 

The rule works 
especially well in 
his case because for 
15 years he had 
carefully observed 
the other side of the 
coin as salesman for 
the Branham Co., 
station represent- 
ative. In that ca- 
pacity it was a trade 
fact that George 
Pamental would 
never willingly sell 
an entity he wouldn't 
buy himself under 
similar circum- 
stances. 

Mr. Pamental began his career in 
industry as a bank runner for 
the Chemical Bank and Trust Co. 
as a college student taking evening 
advertising and selling courses at 
New York U. 

In 1927 he joined the Branham 
Co. as an office boy, and almost 

instantly was promoted to sales- 
man, remaining with the firm for 
15 years. For the. first few years 
he sold newspapers and in 1934 
turned to radio. 

After a two -year 
hiatus from industry 
during World War 
II, he joined the 
Fletcher D. Richards 
Company as media 
buyer for both radio 
and television. 
Among the accounts 
he currently places 
time for are: U. S. 
Rubber Co., Eastern 
Airlines, Peter Fox 
Brewing Co., Dixon 
Pencils, and Quaker 
Sugar. The billing 
for these accounts is 
understood to be 
more than $1 million 
annually. 

The Pamentals- 
s'he is the former 

Rita McMahon- have been married 
since Sept. 26, 1936. They have two 
children, George Laurence, 13 years 
old, and Naomi, 10. The family 
lives in its own home in Hillsdale, 
N. J. 

For hobbies, Mr. Pamental sings 
in a church choir and likes to 
"putter about" in woodcarving. 

Mr. PA MENTAL 
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beat , r , 

ELLA HOWARD, senior presentation specialist CBS Radio, N. Y., to 
Ellington & Co., N. Y., in publicity and promotion department. 

JOHN M. WHITE, vice president Laughlin -Wilson- Baxter & Persons, 
transferred from Houston to Dallas office. 

JOHN BARNETSON Fuller & Smith & Ross, and DAN MacMILLAN, 
George H. Hartman Co., both Chicago, to Fitzgerald Adv. agency, same 
city, as group heads in copy department. 

MARK PARNELL, advertising manager General Electric Supply Co., 
S. F., to Biow Co., S. F. 

ANGUS BABCOCK, Guild, Bascom & Bonfigli, S. F., to Kelso Norman 
Adv., S. F., as television director. 

RICHARD JOHNSTON, advertising production manager, United Air 
Lines, Chicago, to Klau -Van Pietersom -Dunlap Assoc., Milwaukee. 

FRADKIN Adv., N. Y., moves to new and larger offices at 114 E. 40th St. 

MILDRED M. LOGUE, graduate home economist, appointed to TV staff 
Ketchum, MacLeod & Grove Inc.. Pittsburgh. 

KRAFT Adv. Agency, Seattle, moves to new quarters at 4507 University 
Way. Telephone remains MElrose 6037. 

MacWILKINS, COLE & WEBER, Seattle, announces opening of service 
office in Tacoma. DAN GERBER, account executive is in charge of 
office. ROBERT HARRISON, agency's Portland office, transfers to 
production department in Seattle office. 

NORMAN H. MEYER, copy chief R. E. Lovekin Corp., Phila., to copy 
staff Gray & Rogers, Phila. HENRY R. HALLOWELL Jr., Neal D. 
Ivey .Co., Phila., to contact department Gray & Rogers. JAMES S. 
REIFSNYDER, Geare- Marston Inc., Phila., to media department Gray 
& Rogers. 

DAN LADD, sales staff Parade Magazine, N. Y., to Cecil & Presbrey, 
N. Y., as account executive. 

RICHARD MARVIN, Grey Adv., N. Y., to William Morris Agency, N. Y., 
in radio programming department. 

JACK RUNYON, manager of Hollywood office Biow Co., and RUTH 
MARTIN, NBC singer, married Nov. 24. 

VIRGINIA RUSSET, J. Walter Thompson, Chicago, to radio -TV depart- 
ment Russel M. Seeds, Chicago. 

HAROLD FRANKLIN, program director Institute for Democratic 
Education and producer of Lest We Forget radio and TV series, named 
to radio and TV programming department William Morris Agency, N. Y. 

JEAN NELSON, Gimbel Brothers, N. Y., to William H. Weintraub & 
Co., that city, as member of copy staff. 

MICHENER & O'CONNOR Inc., Harrisburg, Pa., elected to member- 
ship in American Assn. of Advertising Agencies. 

VANCE FAWCETT Assoc., Honolulu, T. H., appointed to handle 
$298,000 fund raising campaign for Kuakini Japanese Hospital. 

JACK EARLY, account executive Wank & Wank Adv., S. F., resigns. 
Future plans to be announced at later date. 

DOROTHY ORRICK, Cecil & Presbrey, N. Y., to media department 
Cosby & Cooper, S. F. 

FRANK COX, partner J. Cunningham Cox Adv., Phila., and Patricia 
Roberts, married. 

PAUL -TAYLOR -PHELAN Ltd., Toronto, newly formed agency at 169 
Yonge St., has been enfranchised by Canadian Association of Broad- 
casters. 

ON THE 
WASHINGTON SCREEN 

Washington Viewers 
Get "EXCLUSIVES" With- 

Jack Olsen 
News! 

Monday thru Friday 
11 to 11:10 PM 

JACK OLSEN is a top -notch news reporter who 
gets behind the scenes and digs for news. His 

by -line stories have appeared in Scripps- Howard 
newspapers all over the country, as well as 

numerous other publications, including This Week 
Magazine. He has won the Scripps -Howard "Best 
Story of the Month" award. 

Now a Page -One feature writer for the Washing- 
ton Daily News and news editor and commenta- 
tor for WMAL, Mr. Olsen broke three important 
EXCLUSIVE stories the very first week he was 
on WMAL -TV! 

Call or Wire 
The KATZ AGENCY, Inc. 

WMAL WMAL-TV WMAL -FM 

The Evening Star Stations 
WASHINGTON, D. C. 
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Mother Parker, chief cook and homemaking expert of 

WEEI's Food Fair, stacks up an average rating of 4.7 at 

9:30 in the morning.' It amounts to a hearty 68% higher 

average daily rating than the second -best food program" 

in Boston! So, if you would like to be served up the biggest 

breakfast audience in the entire Greater Boston market... 

place at this table! 
The fact is, Mother Parker's program is so good and so 

effective that her audience keeps expanding (it's grown 

24.1% bigger since 1 948) . Last year, she won two coveted 

awards: the Grocery Manufacturers of America, Inc. "Life- 

line of America" trophy (for the second time) , and a scroll 

from the Grocery Manufacturers' Representatives of New 

England, Inc. (the first of its kind awarded to a woman 

in 21 years) for her "outstanding ability as a 

salesman of food." This praise is echoed, too, 

by the dozens of advertisers who keep renew- 

ing their participations on WEEI's Food 

Fair year after year. 

We'll make room for you at Mother 

Parker's table tomorrow morning, if 

you hurry. There's nothing like a 

participation on her program for meet- 

ing customers and cooking up big sales. 

Remember, 

in Boston...the station 

iSWEEI 
CBS OWNED 

REPRESENTED BY 

CBS RADIO SPOT SALES 

'Pulse of Boston, Monday through Saturday 

"Broadcast only Monday through Friday 



IN 

ORL NDO 
FLORIDA 

GETS 

BIG 
RESULTS! 

FOR SPOT AVAILABILITIES CONTAC:T: 

PAUL H. RAYMER COMPANY, INC. 

WL 
"FLORIDA'S SWEET MUSIC STATION" 

5000 WATTS 950 KC MBS NETWORK 

ORLANDO, FLORIDA 

J. ALLEN BROWN 

VICE -PRESIDENT & GENERAL MANAGER 

open mike 

Final Word 
EDITOR: 

There is one sentence in the 
editorial on the Richards' case in 
your Dec. 3 issue of BROADCASTING 

TELECASTING, which makes one 
wonder again whether your maga- 
zine shapes its facts to suit its 
editorial attitude. It is the sentence 
stating: "No conclusive evidence 
was ever presented that Mr. 
Richards' personal views were 
actually broadcast over his sta- 
tion." 

There are literally thousands of 
pages of uncontradicted evidence 
in the record which belies your 
statement. To learn how untrue 
this statement is, if you did not 
already know it, all you had to do 
was to consult the news accounts 
of the hearing appearing in your 
own magazine. 

The quoted sentence is an as- 
sertion made of whole cloth which 
was invented by those who sought 
to use the public press to mislead 
the public as to the true facts and 
issues involved in the proceedings. 

You could even have read the 
Proposed Findings of KMPC, WJR 
and WGAR in this case, which 
failed to contradict this over- 
whelming amount of evidence, and 
the Proposed Findings of the Gen- 
eral Counsel, to have found out 
further how untrue your state- 
ment is. 

But even if it had been true 
that the efforts which were made 
to procure the broadcast of slanted 
news and other one -sided program- 
ming on ÌCMPC, WJR and WGAR 
which reflected personal views and 
attitudes of Mr. Richards were un- 
successful, I find it impossible to 
see how you reconcile your editorial 
attitude in behalf of these stations 
with the thundering sense of 
righteousness with which you re- 
joiced over the action of the Com- 
mission and the courts in the case 
of one J. Harold Smith, who you 
thought was unqualified to hold 
a license for a small daytime sta- 
tion in Knoxville, Tenn., because 
of acts and views showing that 
Smith had been responsible for 
acts of racial and religious pre- 
judice prior to the time he received 
a permit. 

These were acts and views which 
you thought disqualified the cor- 
poration of which Smith was a 
stockholder from holding a license 
even though, unlike the situation 
in the KMPC, WJR and WGAR, 
case, they had been committed by 
Smith not in connection with the 
operation of a radio broadcast sta- 
tion. How could you consistently 
have been bleeding in the cause of 
righteousness in both cases? 

Benedict P. Cottone 
General Counsel, FCC 

[EDITOR'S NOTE: Mr. Cottons con- 
tinues to battle his cause celebre, even 

after the FCC voted 6-1 to dismiss the 
proceedings as moot. To us, he seems 
to draw a parallel that does not exist. 
Our editorial observation, to which he 
objects, was in precise accord with the 
facts, as we understand them. In the 
Richards case, there was no public 
protest against that which was trans- 
mitted over the microphones of his 
stations. In the case of Rev. Smith, he 
has a record of using the microphone 
and a newspaper to expound his views.] 

s * * 

NBC Anniversary 
EDITOR: 

Your entire record story will go. 
down in history. It's a classic. 

M. H. Aylesworth 
Rockefeller Plaza 
New York 

* s * 

EDITOR: 
As a long -time admirer of you, 

NBC, and others of the official fam- 
ily, I was greatly pleased to see 
this significant anniversary so ade- 
quately covered. We are preserving 
this issue in our library and making 
it required reading for our radio 
majors. 

John E. Drewry 
Dean 
Henry W. Grady School of 

Journalism 
U. of Georgia 
Athens 

* * s 

EDITOR: 
The pages dealing with the "Sil- 

ver Jubilee of NBC" are jampacked 
with history, firsts, pleasant mem- 
ories and tradition. I was elated to 
see the name and photographs of 
my good friend and former class- 
mate, Rudy Vallee. Rudy was re- 
sponsible for many of the firsts, 
who are now big time, and his tal- 
ents have contributed greatly to the 
history of broadcasting in America. 
In my books he is still the greatest 
showman of them all. 

David R. Masten 
Milsten, Masten, Johnston 

& Morehead 
Tulsa 

s s s 

Code Comment 
EDITOR: 
... Our feelings regarding the 

proposed code are the same as they 
were during the meeting in Chi- 
cago. We don't think the docu- 
ment is perfect but we feel 
strongly that there is no time to 
wait for a perfect document... I 
don't think we can wait until such 
time as all the lawyers involved 
would agree that all their clients 
could operate without jeopardy.... 

Otto Brandt 
V. P. & Gen. Mgr. 
KING -TV Seattle 

s s 

EDITOR: 
As the existing structure 

stands, subscription to the code by 
(Continued on page 110) 
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when it comes to placing your 

television programs, remember 

you can do 

better` with Spot... 
much better:` 

* Free choice of markets. 
* No "must" stations or minimum 

group requirements. 
* Wholehearted station cooperation. 
* Better picture quality than kinescopes. 

* Savings in time costs -enough to cover 
film prints, their distribution 
and other costs. 

full details from any Katz representative. 

THE K A T Z AGENCY, INC. Station Representatives 

NEW YORK CHICAGO DETROIT LOS ANGELES SAN FRANCISCO ATLANTA DALLAS KANSAS CITY 
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IN THE WASHINGTON 

MARKET 

1 A. M. NEWS 
WITH 

HOLLY WRIGHT 

Here is another WRC pro - 
gam- personality combination 
doing a consistently solid sell- 
ing job for over six years. 
Holly Wright clearly leads the 
field, Monday thru Friday at 
7:00 each morning.* 

This is NOT an availability. 
We merely point to this record 
al. an example of the "sales - 
programming" WRC can do 
for you. Top -rated shows with 
selling power dominate the 
programming pattern. 

WRC pays out, not alone in 
top audience ratings in the 
rich District, Maryland and 
Virginia area - but in hard 
"over- the -counter" retail sales. 

*American Research Burcau 

IN THE NATION'S CAPITAL 

YOUR BEST BUY IS 

FIRST in WASHINGTON 

WRC 
5,000 Watts 980 KC 

Represented by NBC SPOT SALES 
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t.. feature of the week 

WMAQ (NBC) Chicago will 
use its most powerful weap- 
on- radio -in an effort to 

get a reversal on the city council 
order banning tape recordings of 
1952 budget hearings. 

NBC Chicago News Director Bill 
Ray, chairman of the Freedom of 
Information Committee of the Na- 
tional Assn. of Radio News Di- 
rectors, will publicize the council's 
failure to permit tape recordings 
on the hotly- debated civic issue. 
The station report to the public via 
special broadcast mentions will in- 
clude listing of the names of all 
aldermen who voted for and against 
the move. 

The council's continuing case of 
"mike fright" cropped up again 
Nov. 30 when the proposed tape re- 
cording of budget discussion was 
defeated in a 28 to 13 vote. After 
Mr. Ray's petition was read, Alder- 

man Herbert F. Geisler moved the 
council` suspend the rules and vote 
on the resolution immediately, 
rather than referring it to the 
rules committee. The matter was 
referred subsequently to that com- 
mittee, which, however, cannot act 
on it before budget hearings begin. 
Two years ago a similar resolution 
initiated by WMAQ was referred to 
the rules group and buried. 

Mr. Geisler, who supported the 
resolution, and Alderman Clarence 
T. Wagner, head of the finance 
committee and an opponent of ra- 
dio reporting, were interviewed via 
tape by station newsman Leonard 
O'Connor on News on the Spot. 
Alderman Wagner said radio cov- 
erage would "delay the hearings" 
and encourage uninformed persons 
to attend the hearings and ask 
statements which would "confuse 
the public." 

strictly business 

BRAINY, beautiful, busy -that 
is Dorothy E. Schlect, adver- 
tising director of the Cleve- 

land- Sandusky Brewing Corp. 
Miss Schlect not only directs the 

corporation's advertising activi- 
ties, but also has developed into 
one of Cleveland's more popular 
microphone personalities. 

How she happened to step be- 
hind a microphone involves her 
most interesting radio deal. 

For Gold Bond beer, the brew- 
ery's product, Miss Schlect had 
developed a radio show aimed at 
women, since she had learned from 
a survey that 75% of all purchases 
in beverage stores are made by 
women. 

An audition was set up, using a 
man as the star. Directors, how- 
ever, wanted women to audition. 
Miss Schlect put her voice on tape, 
presented it, and was selected. 

Under the radio name of Dottie 
Gay, she took over the show which 
was entitled For Women Only. 

On the program, the superiority 
of women over men was pointed 
up with a set of facts to prove it. 
A man was permitted to present a 
pet peeve against his wife. These 
pet peeves were submitted by lis- 
teners and a local announcer aired 
the complaint. 

After 18 months on the air, this 
daily, half- serious, half- humorous 
program held the largest Hooper 
rating of any show presented on 
any Cleveland station, except one 
national daytime serial. 

Although she has become an 
outstanding radio personality, 
Miss Schlect's training paralleled 

Miss SCHLECT 

the commercial rather 
creative field. 

She attended John Marshall 
High School in Cleveland, the 
Cleveland Advertising School and 
Cleveland College night school. 

Her business career began in 
December 1936 as secretary to the 
advertising director of the Great 
Lakes Exposition in Cleveland. She 
also was editor of the daily pro- 
gram and newspaper. 

In 1938 she joined the Trinity 
Universal Insurance Co., Cleve- 
land, as office manager. During 
1939 Miss Schlect was with the 
Glidden Paint Co. there as copy 
writer and secretary to the adver- 

(Continued on page 98) 

than the 

LOOK 
HERE! 

IF YOU'RE LOOKING 
FOR POWER ... WE 
HAVE THE KIND 
THAT COUNTS! 

THE POWER OF 
THE LARGEST LIS- 
TENING AUDIENCE 
IN WILKES -BARRE 

WYOMING 
VALLEY AREA. 

A recent Conlan Audience 
Survey showed WBRE pro- 
grams ranked FIRST. FIRST 

in the morning . . . FIRST 

in the afternoon and FIRST 

in the evening. Aside from 
the fact that WBRE's listen - 
ership to nearly every NBC 
program stood far above 
the national average for 
the same shows, it was 
proven that WBRE had the 
TOP THIRTEEN daytime pro- 
grams in listener popular- 
ity and THREE of the top 
TEN were our own local 
shows. You just can't go 
wrong on WBRE. 
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it's impossible. 

...as impossible as covering California's 

'Bonanza Beeline with outside radio 
The Beeline is no small sapling, 
either. In length, it measures over 
500 miles -from the tip of southern 
California to the base of Oregon. In 
width, it spreads across the i11ia d 
part of California into western Nev- 
ada. It's a populous, prosperous mar- 
ket, too - with more people than 
Philadelphia ... more buying power 
than Detroit.* 

But you're out on a limb if you 
try to cover the Beeline with outside 
stations - even far -reaching San 
Francisco and Los Angeles stations. 
Because the inland Beeline is an in- 
dependent market where people 
naturally prefer their own strong 
stations. 

Make sure, then, that you carry 
the five on- the -spot BEELINE sta- 
tions. Together, they blanket the 
whole 3- billion -dollar market. Indi- 
vidually, each does a top job for you 
in a major Beeline trading area. Fpr 
example . . . 

KMJ FRESNO 

It's the No. 1 station in the 4- c6unty 
660- million -dollar Fresno trading 
area - with a BMB total weekly 
audience of 92% daytime, 91% at 
night. In fact, KMJ'S "day after 
day" audience (72% of the area's 
143,030 radio families) is %.ths 
larger than that of the second best 
station! 

Soler .1lanegemenl't 1951 Copyrighted Survey 

McClatchy Sroadcastinq Company 
KFBK 

SACRAMENTO, CALIFORNIA PAUL H. RAYMER CO., National Representative 

KOH 
Reno (NBC) 

5000 watts, day; 10t 

KERN 
Bakersfield (CBS) 

KWG KMJ 
Stockton (ABC) Fresno (NBÇ) 
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ow to get a y TV 
TAKE ONE OF THESE 

TV TRANSMITTERS ... 

:. Y.® r ... e a:.a 

I kw, for UHF 
Type TTU -IB 
(All Air -Cooled) 

500 wafts, for VHF 
Type TT-500 A Al 
(All Air -Cooled) 

nano rw :iaió 10 lile 

4aa 

á°- 
2 kw, for VHF 
Type TT -2AL /H 
(All Air -Cooled) 

- 
Q°_u aGe a iaae o we a N us 

10 kw, for VHF 
Type TT- IOAL /H 
(All Air -Cooled) 

10 kw, for UHF 
Type TTU -IOA 

1 

20 kw, for VHF 
Type TT- 20BL /H 

- (A11 AAiir- Cooled) 

BOB Safiti "mu - - 

50 kw, for VHF 
Type TT -50AL /H 



power u to 200 KW! 

YOUR 

POWER 

ADD ONE OF THESE 
TV ANTENNAS... 

With RCA's complete line of transmitters 
(seven different models), you can get any 
ERP' up to 200 kw -on any channel from 2 

to 83. And in most cases, you can get the 
power you want in several different ways! 

If your requirements are best met with a 
low -power transmitter and a high -gain 
antenna, RCA has the combination! However, 
if your needs are better met with a higher - 
power transmitter and a lower -gain antenna, 
RCA has that combination too! 

Ask your RCA Sales Representative to sit 
down and help you plan the most practical 
and economical equipment setup for your 
station. He has an intimate knowledge 
of station planning -knows TV equipment 
from A to Z. He can tell you exactly what 
you'll need to get "on the air" ... with 
the power you want ... at the lowest cost. 

Call him today. Or write RCA Engineering 
Products Department, Camden, N. J. 

section 
V Super Turnstile 
ype TF -6 

-TV Super Turnstile 

5- section 
TV Super Turnstile. 
Type TF -5 

"Effective radiated power 

. . . 

RADIO CORPORATION of AMERICA 
ENO/NfRR/N6 B/ßpDUCTS DEPARTMENT, C.9 MDEN, N. J. 



... no if- and -or -but about it, the big 

in Baltimore is 
t 

ask your Headley-Reed man to prove it! 
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`SELECTIVE FACILITIES PLAN' 
By RUFUS CRATER 

INTRODUCING a new con- 
cept of network advertising, 
CBS Radio will let advertisers 
use any reasonable minimum 
numbor of affiliates they wish, 
provided the programs also 
are made available in all other 
markets and subject to sale 
there to non -competitive ad- 
vertisers through CBS Radio. 

This projected venture, desig- 
nated "Selective Facilities Plan" 
and effective Jan. 1, is the striking 
feature of a series of policy 
changes being announced today 
(Monday) by CBS Radio President 
Howard S. Meighan in an obvious 
counter -move to keep CBS Radio 
competitive with NBC under NBC's 
new basic economic plan of opera- 
tions [BT, Oct. 8, et seq.]. 

Other departures announced by 
Mr. Meighan, also effective Jan. 1: 

For non -users of the Selec- 
tive Facilites Plan, a new "Stand- 
ard Facilities Plan" liberalizing 
network group requirements to 
per purchase of any "satisfactory 
combination of stations so long as 
the 26- station "basic" group is 
used. 

Substitution of dollar volume 
discounts for station hour dis- 
counts, "in line with the practice of 
other networks." Otherwise, rates 
remain the same. 

CBS Continues Offer 
Additionally, Mr. Meighan said 

CBS Radio will continue to offer 
specially packaged facilities -plus- 
program services at specified rates, 
including "alternate -week a n d 
shared- sponsorship programs, foot- 
ball roundups, special holiday and 
seasonal programs, summer sat- 
uration drives, The Red Skelton 
Show available for individual 
dates, etc." 

Both the Selective and Stand- 
ard Facilities Plans are available 
on 13 -week cycle contracts -which, 
it was noted, represents 98.3% 
of CBS Radio's current time 
schedule. In addition, programs in 
the Selective Facilities Plan must 
be at least 15 minutes in length. 

Chief objective of the Selective 
Facilities Plan, officials said, is to 
maintain maximum audience for 
each show while giving advertisers 
flexibility in choice of markets. 

Under the plan, the advertiser 

must agree to make his program 
available to the full 200 -plus sta- 
tions of the network and to permit 
it to be sold through CBS Radio 
to non - competitive advertisers 
without repayment to the initial 
advertiser -in markets the original 
sponsor doesn't use. Where the pro- 
gram is unsold, it may be carried 
sustaining, with the original ad- 
vertiser's commercials cued out. 

CBS Radio did not undertake to 
speculate officially on what pat- 
terns might develop in this field of 
"subsidiary" selling but one re- 
sult, it was thought, might be a 
form of co -op sales in the markets 
not used by the original advertiser. 
Another might be the evolution of 
special networks with, say, re- 
gional advertisers regularly buy- 

by the first sponsor. Or, it was 
said, a subsidiary "national" net- 
work conceivably could develop for 
certain programs. 

The new dollar volume discounts, 
to be substituted for station hour 
discounts, will be computed on 

Projected by CBS Radio 

gross weekly billing for time and 
allowed on 13- week -cycle contracts 
as follows: 

Less than $2,750 a week, net; 
$2,750 up to $6,000 a week, 21 %; 
$6,000 up to $15,000 a week, 5 %; 
$15,000 or more per week, 71 %. 
It was pointed out that "two or 
more network contracts for the 
same advertiser may be combined 
in computing dollar volume dis- 
count rate." 

The absence of changes in the 
rate structure itself was not unex- 

pected. Two 
weeks ago, ob- 
viously referring 
to NBC's current 
reappraisal of the 
network rates of 
its affiliates, Pres- 
ident Meighan 
labeled rate re- 
evaluation at this 
time as "prema- 
ture" [BST, Nov. 

Mr. Meighan 26]. Readjust- 
ments now would 

have to be made on the basis of 
"obsolete" data, he declared. But 

he said CBS Radio is subscribing 
to the new circulation measure- 
ment project of Standard Audit & 
Measurement Services Inc. "be- 
cause we believe that only when 
the new data are available can 
stations and networks take con- 
structive steps in a thoroughly 
realistic re- evaluation of radio." 

Details Policy Changes 
The policy changes were detailed 

in a statement sent out by Mr. 
Meighan over the weekend to ad- 
vertisers, agencies and CBS Radio 
affiliates. Members of the Columbia 
Affiliates Advisory Board were ap- 
prised of the new plan in advance. 
First real chance for affiliate re- 
action to manifest itself may come 
at the CBS district meeting in 
New Orleans today. 

the and 
ard facilities plans differ from NBC 
Radio's method of increasing ad- 
vertiser's flexibility in picking and 
choosing markets. NBC's plan 
eliminates "must buys" altogether, 
but requires the advertiser to use 

(Continued on page 34) 

TV CODE ADOPTED 
By J. FRANK BEATTY 

TELEVISION stations must con- 
form to a stiff set of advertising 
and program regulations, backed 
up by penal powers, if they wish 
to carry NARTB's newly- adopted 
TV Seal of Approval after next 
March 1. 

The TV code was adopted in re- 
vised form Thursday as the 
NARTB TV Board wound up two 
days of code discussion in Wash- 
ington and prepared to meet joint- 
ly with the NARTB Radio Board. 

As finally approved by the TV 
board, the code carries new lan- 
guage designed to protect stations 
by revising the penal provisions as 
originally approved by the TV 
membership at Chicago last Oct. 
19 [BST, Oct. 22]. 

Briefly, the TV code provides: 
Five -man review board to 

review programming, screen and 
clear complaints, prefer charges 
for action by NARTB TV Board, 
and propose code changes. 

List of specific do's and 
dont's. 

List of suggested advertis- 
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ing time standards and program 
practices. 

Subscription to seal by both 
members and non -members. 

Recommendation against 
charging churches and religious 
bodies for TV time. 

Annual revision of code to 
meet changing conditions. 

e Power for TV board to re- 
move or suspend seal after due 
hearing procedure. 

Having completed the code in a 
little over five mcnths, the TV 
board now faces the job of "sell- 
ing" the seal to both member and 
non -member stations and making 
it stick. This will be done, it was 
indicated, by a promotion cam- 
paign although the nature of this 
drive remains to be determined. 

NARTB plans an effort to es- 
tablish the seal in the public mind 

FULL TEXT of the re- 
vised NARTB Television 
Code is on page 81. 

Effective March 1 

as a symbol of program and ad- 
vertising purity. It hopes that 
fear of withdrawal of the seal will 
be a "powerful moral weapon," ac- 
cording to Robert D. Swezey, 
WDSU -TV New Orleans, chairman 
of the code -writing committee. The 
group started its writing job last 
July after a June 22 Washington 
meeting of representatives from 
NARTB member and non -member 
TV stations. 

By setting March 1, 1952, as ef- 
fective date of the code, NARTB 
is permitting an interim period 
"during which the review board will 
be selected, and providing an op- 
portunity fcr subscribing stations 
and netwbrks to become acquainted 
with the code in order that all 
operations may be adju'ted to its 
proposals for procedure," said Eu- 
gene S. Thomas, WOR -TV New 
York, chairman of the NARTB 
TV Board. 

A subscription fee will be levied 
against all stations subscribing to 
the code to defray administrative 

(Continued on page 77) 
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TAKES KOB POST 
Meyerson Leaves KOME 

J. I. MEYERSON announced last 
Thursday that he has resigned the 
general managership of KOME 
Tulsa to become general manager 

of KOB Albu- 
querque, effective 
Jan. 1. 

At KOB he will 
succeed Phil 
Hoffman, who re- 
signed last 
month to become 
manager of 
KECA -TV Hol- 
lywood [B T 
Nov. 12]. 

Riley R. Gibson, 
for three years manager of KXO El 
Centro, Calif., has been named 
ROME manager to succeed Mr. 
Meyerson. 

Mr. Meyerson accepted the post 
of general manager at KOME last 
March [BT, March 19]. Previ- 
ously he was assistant to the pub- 
lisher of the Muskogee Phoenix & 
Times Democrat, and KBIX Mus- 
kogee, Okla. At that time he re- 
placed Dick Campbell, who was in- 
vited to remain at KOME in an 
executive capacity. 

In March, 1949, Mr. Meyerson 
resigned from the position of sales 
and promotion manager of the Ok- 
lahoma Publishing Co. and vice 
president -director of WKY Okla- 
homa City [B T, March 14, 1949]. 
He thereby ended an association 
of nearly 30 years with the pub- 
lishing company and associated en- 
terprises, including KLZ Denver 
and KVOR Colorado Springs. 

From 1928 to 1935 he was ad- 
vertising manager of the Daily 
Oklahoman and Times and was 
manager of KLZ from 1935 -1936. 

Mr. Gibson has been in radio 
since 1941 when he opened and op- 
erated a branch studio for KUOA 
Siloam Springs, Ark. Following 
overseas service with AFRS sta- 
tions during the war, Mr. Gibson 
built and managed KREO Indio, 
Calif. He joined KXO in 1949. 

Mr. Meyerson 

STOKELY SIGNS ABC 
Trys Radio in Lieu of TV 

STOKELY VAN CAMP Inc., In- 
dianapolis (canned foods) will use . 

radio for the first time when it 
sponsors John Conte, 9:55 -10 a.m. 
on ABC Radio, effective Dec. 31. 
In addition, firm will sponsor the 
Friday 2:15 -2:30 p.m. segment of 
the Garry Moore Show on CBS 
Television effective Jan. 4. 

Stokely had been sponsoring John 
Conte for the past two years, three 
quarter -hours weekly on NBC -TV, 
but dropped the show in October. 

Calkins, Holden, Carlock, Mc- 
Clinton & Smith, N. Y., is agency. 

Buys NBC News Review 
FOR second successive year, 
Travelers Insurance Co., Hartford, 
will sponsor a year -end review of 
news on NBC Radio, Sunday, Dec. 
30, 5 -6 p.m. Young & Rubicam, 
New York, is the agency. 
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Drawn for BROADCASTING TELECASTING by Sid Hix 
". . . and don't come back until you give me the same P.I. deal you give 

those mail order people." 

ARMY AD FUNDS 
No Radio Money 

To Press 
ARMY expenditures for advertising have been cut to shreds under rulings 
by the Dept. of Defense, based on Congressional action last October, but 
none of the money taken away from radio will go into printed media. 

This policy was given BROADCASTING TELECASTING last week by an 
official Army source familiar with * 
the confused advertising situation. a little more for TV production and 

Already defense officials are lay - sponsored clips. 
ing plans for the 1953 military ap- Much of the $700,000 will be used 
propriation. They intend to ask for posters through the Governor's 
Congress to appropriate adequate Island recruitment publicity bu- 
funds for radio, TV and other reau, including personnel costs for 
advertising and to rescind the the next three months. 
recent anti- advertising policy The radio plans had included 
which wrecked the plans for heavy such programs as Frankie Laine 
media expenditures [BT, Oct. 22]. and Bill Stern, but these drew some 

Even before that, they will ask Congressional protest. In reply the 
for removal of the advertising ban, Army had explained it wasn't try - 
a last- minute monstrosity that ing to recruit Senators but was 
crept into the Military Appropria- looking for young people through 
tions Act following suggestion of broadcasts that would reach them 
Sen. Joseph C. O'Mahoney (D- on a nationwide basis. The pro - 
Wyo.), chairman of the military grams had to be cancelled suddenly 
appropriations subcommittee. The after Congress laid down its ban. 
policy became snarled in the pre- Only advertising media now used 
adjournment crush. are nurses magazines and books. 

Mrs. Anna Rosenberg, Assistant Even women's magazines are 
Secretary of Defense, is understood barred though the Army feels they 
to be in favor of sponsored radio offer an attractive medium in the 
for recruitment purposes but is search for nurses. 
forced to operate under legal inter- 
pretations of what is construed as 
intent of Congress. 

With a fund of something above 
$700,000 currently available for re- 
cruitment activities, originally 
bracketed for expenditure through 
Grant Adv., recruitment officials 
have been given permission to use 
funds without working through the 
agency in cases where advertising 
is not to be used because of the 
Congressional ban. 

About $70,000 of the fund, rough- 
ly 10 %, had originally been as- 
signed for purchase of radio time, 
with $57,000 going to other adver- 
tising media. 

Now the recruitment officials will 
use a small sum for a minor nation- 
wide radio spot campaign and spend 

ANAHIST PLANS 
To Use National Spots 

ANAHIST Co., New York, is pre- 
paring to market nationally its new 
anti -cold tablet, Hist -O -Plus, using 
national spot radio and local news- 
papers, as the result of a success- 
ful sales record compiled by the 
product in two major test markets. 

J. S. Hewitt, executive vice presi- 
dent of Anahist, said Hist -O -Plus 
captured 20% of the anti- histamine- 
based cold preparation market in 
Western New York and the New 
England areas. 

The new spot radio campaign is 
expected to start Jan. 1 through the 
firm's advertising agency, Ted 
Bates & Co., New York. 

SWEENEY NAMED 
Elected V. P. of BAB 

ELECTION of Kevin B. Sweeney 
as vice president in charge of pro- 
motion and sales 
for B A B was 
announced last 
Wednesday by 
President Wil- 
liam B. Ryan. 

His election 
came little over a 
month after he 
joined BAB as 
director of na- 
tional promotion 
[BIT, Oct. 29]. 
He has since been assigned the 
duties of director of promotion 
and sales, the post he held imme- 
diately prior to election as a vice 
president. 

In the vice presidency, reporting 
directly to Mr. Ryan, he will su- 
pervise the activities of five major 
promotion divisions -local promo- 
tion, national promotion, sales, re- 
search, and production. 

"There has long been a definite 
need and desire for the creation of 
this position within the organiza- 
tional framework of the BAB," 
Mr. Ryan said, "but it has been 
held in abeyance until such time as 
most of the major personnel steps 
had been accomplished. That time 
has arrived and in Kevin Sweeney 
we have a man ideally suited for 
the post. During the short time 
he has been with us he has al- 
ready formulated and put into ac- 
tion a 17- project plan designed to 
promote full and continued use of 
radio advertising by national and 
regional and chain store adver- 
tisers." 

Mr. Sweeney 

Details This Week 
Details of the "17- project" plan 

to which Mr. Ryan referred have 
not been revealed, but are ex- 
pected to be released this week. 

Mr. Sweeney entered radio in 
1938 via the CBS Pacific Coast 
sales promotion department. He 
was named sales promotion man- 
ager and assistant to the Western 
Division vice president of ABC 
in 1942 and then, after two years' 
wartime service, was manager of 
Housewives Protective League 
programs until 1948, when he 
joined KFI Los Angeles. He was 
general sales manager of KFI and 
KFI -TV for three years, and then 
moved to Don Lee Television a few 
months ago as sales manager, the 
post he left to join BAB, 

Pan American Names 
PAN AMERICAN Coffee Bureau, 
New York, has appointed two ad- 
vertising agencies to handle its 
advertising and promotion effective 
April 1. Cunningham & Walsh, 
N. Y., has been named to handle 
the radio and television account 
[CLOSED CIRCUIT, Nov. 26] and 
Robert W. Orr and Assoc. will 
handle printed media advertising. 
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BASEBALL 
BIG LEAGUE baseball, with the 
minor leagues calling the signals, 
threatened last week to catch some 
broadcasters hugging, if not hold- 
ing, the bag. 

Warm -up for what might become 
a contest between the radio -TV in- 
dustry on the one hand and base- 
ball on the other began in Colum- 
bus, Ohio, where George M. Traut- 
man, head of the minor leagues, 
took a heavy swing at major league 
radio and television coverage which, 
he asserted, was hurting minor 
league attendance. 

Although this argument had 
been made periodically in the past 
by Mr. Trautman, it was a coin- 
cident action in New York that 
made headlines. In sequence: 

The New York Yankees an- 
nounced a reduction in the broad- 
casting of their games. Specifical- 
ly, the world champions barred na- 
tional network broadcasts of their 
games, such as the Game of the 
Day series which has been carried 
by MBS and a similar series by 
LBS. 

Gordon McLendon, president 
of Liberty, noted it appeared that 
"the altruism of the Yankees is 
somewhat short-sighted" and he 
cited the LBS contract with the 
Chicago White Sox to broadcast 
their games for three years. 

Frank White, president of 
Mutual, commented that his net- 
work's baseball broadcasts "helped 
rather than hindered baseball in 
the past," and added that he hoped 
the Yankees would reconsider 
"their attitude as reflected by the 
stories in the newspapers." 

But in St. Louis, before Mr. 
Trautman took his cut at radio, 
the Browns signed for broadcasts 
of all its games, both home and 
away, on KXOK St. Louis. Falstaff 
Brewing Corp. is the sponsor (see 
story, page 70). 

Yankee Announcement 
The Yankees, after a high -level 

conference between President Dan 
Topping and General Manager 
George Weiss, announced: 

"Home games will be telecast 
over one station, WPIX, in New 
York. Road and home games will 
be broadcast over WINS. 

"Road and home games and 
home day games (only) will be 
broadcast over the stations of a 
limited New York network re- 
stricted to the Yankees' promo- 
tional territory (part of Pennsyl- 
vania, Connecticut and New York). 
And an attempt will be made to 
cut this network into a smaller 
area than it covered in 1951. 

"The Yankees will not license 
the broadcasting of its Stadium 
games on any national network 
on a game -of- the -day basis or any 
other basis." 

Last year the top American 
League club in the standings li- 
censed the broadcasts. 

The Yankees' policy statement 
also asserted the club "would like 
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Radio, TV Headache Growing 

to congratulate George M. Traut- 
man for his authoritative, clear -cut 
and courageous presentation of the 
radio and television problem as it 
pertains to minor league baseball. 

"The picture presented by him 
in his president's report to the as- 
sociation coincides with the find- 
ings of the Yankees in their pri- 
vate surveys of the situation. In 
his conclusions, Mr. Trautman cor- 
rectly states this is a matter for 
decision by individual major 
league clubs." 

Wholesale Invasion 
Mr. Trautman had said in his 

report, delivered in Columbus to 
the Minor League Assn. conven- 
tion, that the minors can't "long 
withstand this wholesale invasion 
from the outside. Loss of patronage 
to the minors means financial fail- 
ure and many leagues and clubs 
have already ceased to exist be- 
cause of this radio umbrella." 

Of television, he said, its impact 
upon "professional baseball and 
other sports has already generated 
a chilling fear in the hearts of 
most club officials." Then, Mr. 
Trautman threw his Sunday punch 
by asserting that the majors were 
cutting their own throats by not 
restricting their radio -TV. 

He explained, with an implica- 

tion that he has had Justice Dept. 
heads wagging on baseball's legal 
rights, that: 

"Nobody has suggested to me 
that any major league club, act- 
ing solely on its own, could be 
charged with an evil motive in de- 
ciding to place reasonable restraints 
upon the broadcasting of its own 
games. The solution is squarely in 
the hands of the individual club, 
major and minor." 

Mr. Trautman also: 
Blamed major leagues' 

broadcasts "which saturate the na- 
tion" for pushing down minor 
league attendance in 1951 which 
totaled 27,500,000 as compared to 
43,700,000 in 1949. 

Asserted minor league 
broadcasts have become a "drug 
on the market." Local stations 
have "traded local enthusiasm for 
dramatic voice or an action pic- 
ture from some distant place." 

Presented figures showing 
59 leagues with 444 clubs in 1949 
but only 49 leagues with 356 clubs 
in 1951. 

Baseball restrictive practices 
suffered a set -back last October 
when the major league teams de- 
cided to drop their "territorial" 
rules which cramped radio -TV 
rights [BT, Oct. 15]. This ac- 
tion was taken without consulta- 

tion with minor league clubs. At 
the same time, such organizations 
as Radio -Television Mfrs. Assn. 
and NARTB had been pledging fu- 
ture cooperation with both majors 
and minors in promoting the na- 
tional sport. 

What the change in baseball 
rules meant was that broadcasters 
desiring to broadcast games had 
to dicker with the home team in 
each case instead of with the re- 
spective leagues. This loosening 
of the rules was set off by Justice 
Dept. pressure. 

Only last week, BROADCASTING 
TELECASTING reported the results 
of the third annual TV baseball 
survey conducted by Jerry Jordan 
which showed nine major league 
baseball clubs that telecast all home 
games or all day games in 1951 
coming up with increased paid ad- 
missions. Also reported were 
losses for seven clubs which re- 
duced, restricted or allowed no 
television. 

Mr. White's statement noted that 
Mutual had not received a formal 
response from the Yankees in re- 
ply to MBS' proposal for 1952 
Game of the Day series sent to the 
New York club as well as to other 
major league teams. But since 
Mutual feels that the series has 
helped baseball and that it can be 
an asset during the coming season, 
"we feel that many of the major 
league clubs will accept the pro- 
posal ... and hope that the Yan- 

(Continued on page Sf) 

NEWS CONTROL Radio, TV Win Praise 

OFFICIAL recognition of radio -TV insistence on control of material in 
newscasts was given Wednesday in San Diego by Rep. Olin Teague 
(D- Tex.), chairman of the House Select Committee investigating G. I. 
loan irregularities. 

Rep. Teague publicly lauded 
radio and television in general for 
their "honest-to -God job of good 
reporting." 

The tribute was made following 
testimony by Capt. John A. Ken- 
nedy, chairman of the board of 
directors of KFMB -AM -TV San 
Diego. Capt. Kennedy had been 
called by the com- 
mittee to t e l l 

about his refusal 
to let a five -mjn- 
ute newscast go 
on KFMB -TV 
Monday evening 
without naming 
officials of the 
sponsoring S a n 
Diego Savings & 
Loan Assn., under 
questioning at the 
time by the committee. 

Prior to the Monday newscast 
Capt. Kennedy asked the announcer 
if his report on the investigation 
contained names of officials of the 
sponsoring loan company and their 
proper identification with the firm. 
The announcer, Rex May, said he 
had been directed by the sponsor 
not to mention the names. Mr. 
May is an employe of the loan firm 
and is not employed by KFMB -TV. 

Capt. Kennedy promptly ordered 
cancellation of the program. Talk- 

Capt. Kennedy 

Telecasting 

ing later with the loan association's 
president, who had been sub- 
poenaed in the investigation, Capt. 
Kennedy explained the news had to 
be given without bias and without 
suppressing any facts. The presi- 
dent ordered cancellation but de- 
cided to return to the air the fol- 
lowing night with the understand- 
ing the station would have com- 
plete control over news content. 

Agency handling the account for 
San Diego Federal is Barnes Chase 
Co., San Diego. 

The House committee invited 
Capt. Kennedy to testify or else be 
subpoenaed later for a hearing in 
Washington. On the committee 
with Chairman Teague are Rep. 
Earl Chudoff (D -Pa.) and Rep. 
Hubert Scudder (R- Calif.). 

Capt. Kennedy said he saw 
"nothing unusual" in the insistence 
of KFMB -TV on control of news 
content. He told BROADCASTING 
TELECASTING: 

Management's responsibility for 
what goes out on the air either on a 
television or radio station is implicit 
and absolute. Technically, of course, 
there's no way to pre -edit live net- 
work programs. Management can 
only see to it that all are viewed and 
heard by experienced employes and 
that valid criticism be passed along 
promptly to the offending network. 

There are other technical problems 

of responsibility in the case of live 
on- the -spot coverage of public affairs 
and sports events. There's no way 
to predetermine the behavior or 
language of individuals. All that can 
be done is to adopt such safeguards 
as may be available. 

But responsibility for studio pro- 
grams and especially news programs 
cannot and should not be avoided 
under any circumstances. 

Suppression of news by a sponsor 
or by an advertising agency is as 
evil as counterfeiting of news or 
"angling" of it. Within the neces- 
sary time limitations, news should be 
presented fully. 

In this case we felt that elimination 
of the sponsor's name from a news 
story would constitute distortion. 
Editorially and in an entirely different 
connection our radio station had said 
just two or three days before, "Good 
identification is good journalism." 

We sincerely believe in that precept 
and gladly assume it as an obligation. 
We'll go further and say that a spon- 
sor, in the long run, betters his pub- 
lic relations by having his name 
mentioned in a program even when 
the mention may not at the time ap- 
pear favorable. 

Capt. Kennedy further stated: 
At any rate, we are happy that the 

issue has arisen, perhaps for the first 
time in television. It should also be 
the last time. The television broad- 
caster must have full editorial con- 
trol of the news that goes out on his 
assigned channel and in my judgment 
his acceptance of that responsibility 
is both a duty and a privilege. 
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NBC 5th Annual Convention 
AFFILIATE and network executives found time for play as well as work at 
Boca Raton as these typical candid photos prove. (Also see story, page 79) 

TOP LEFT: (l to r) Charles R. Denny, executive v. p., NBC; Aldo De 
Dominicis, WNHC New Haven; Walker Long, WSAZ Huntington, W. 
Va.; Walter Damm, WTMJ Milwaukee; L. H. (Bud) Rogers, WSAZ -TV 

Huntington, W. Va. 

TOP CENTER: Mr. and Mrs. Joseph H. McConnell in a relaxed moment. 

TOP RIGHT : Syd Eiger, v. p., NBC; Mrs. Eiger; Niles Trammell, 
chairman of board, NBC; Don DeGroot, WWJ Detroit; Mrs. W. C. 

Swartley, WBZ Boston. 

Mr. and Mrs. John Murphy, Cros- Mr. and Mrs. George Burbach, 
E ley TV Cincinnati. KSD St. Louis 

John McCormick, WTAM Cleve- O. 

land; Gen. Lyman Munson, vice 
president, NBC; Sid Desfor, NBC 
photographer, who took pictures on 
this page with exception of this 

one. 

4 Martin Campbell, WFAA Dallas; 
Charles (Bud) Barry, v. p., NBC; 
David Adams, assistant to execu- 

tive v. p., NBC. 

Paul Hancock, NBC; Irving Waugh, WSM Nashville; Mrs. Hancock; James V. McConnell, NBC; Ray Welpott, WGY Schenectady; R. B. 
Dale Taylor, WENY Elmira, N. Y.; Walter Krebs, WJAC Johnstown, Hanna, WGY Schenectady; Jake Evans, NBC; B. J. Rowan, WGY 
Pa.; Mrs. Alvin D. Schrott, WJAC -TV Johnstown; Mr. Schrott; Mrs. Schenectady. 

Walter Krebs. 



P &G TOPS NETWORK GROSS 
PROCTER & GAMBLE Co. again 
in September was the largest user 
of network radio, with gross time 
purchases on the national radio 
networks of $1,300,449, more than 
twice the sum spent by the second 
ranking network client, Miles Labs 
(see Table I). Compiled from the 
records of individual sponsored 
program time costs, the data is 
published by Publishers Informa- 
tion Bureau. 

September's top 10 radio net- 
work advertisers included three 
food companies, three drug con - 
cerns, two soap manufacturers, one 
cigarette company and one toiletry 
producer, coinciding exactly with 
time purchase rankings of the five 
leading classes of advertisers dur- 
ing September (Table III). 

Four Move Up 
Four of the 10 leaders in Sep- 

tember were not on the comparable 
August list [BT, Oct. 29) -Camp- 
bell Soup Co., General Foods Corp., 
American Tobacco Co. and Gillette 
Safety Razor Co. going in to re- 
place Liggett & Myers Tobacco 
Co., William Wrigley Jr. Co., 
Schenley Industries and Philip 
Morris Ltd. Leader in each prod- 
uct class of network business is 
listed in Table II. 

Comparison of September 1951 
with the same month of 1950, and 
the similar comparison of the Jan- 
uary- September network time sales 
of this year and last, listed in 
Table III, shows an overall decline 
over the 12 -month period. Expla- 

PACKAGE FIRM 
CBS Radio Acquires Stock 

CBS Radio Network's purchase of 
all stock owned by James Sauter 
in Air Features, independent pro- 
ducer of program packages, was 
announced Wednesday. 

Network acquired first option on 
all Air Features shows -most pro- 
duced by Frank and Anne Hum - 
mert, who currently have 12 pro- 
grams on the air -although shows 
now owned by other networks will 
remain where they are. Air Fea- 
tures can be used by CBS Radio, 
however, for sale of its own pack- 
ages- even to rival networks. 

Mr. Sauter resigned presidency 
of the company immediately and 
announced that he will start his 
own packaging agency, specializ- 
ing public service features, after 
the first of the year. Meanwhile, 
as president of USO Camp Shows, 
he leaves for the West Coast to 
supervise production of four units 
for Christmas tours. 

New owners, besides CBS Radio, 
are understood to include Maurice 
Scopp, who succeeds Mr. Sauter 
as head of Air Features, and the 
Hummerts, who will continue their 
association with the business. 
Amount of stock owned by Mr. 
Sauter and price paid for it was 
not revealed. 

'fable I 

TOP TEN RADIO NETWORK ADVERTISERS 
FOR SEPTEMBER 1951 

1. Procter 8 Gamble Co. $1,300,449 
2. Miles Labs 538,246 
3. General Mills 437,377 
4. Lever Brothers Co. 436,872 
5. American Home Products 406,847 
6. Campbell Soup Co. 397,303 
7. General Foods Corp. 394,457 
8. Sterling Drug 331,289 
9. American Tobacco Co. 326,249 

10. Gillette Safety Razor Co. 280,209 

R * 

nation in part is the 10% reduc- 
tions in gross rates instituted 
July 1 by CBS and NBC (ABC 
and MBS achieved the same result 
by increasing discounts without 
altering their basic rates, these 
changes not being reflected in the 
PIB figures which are based on 
one -time network rates). 

Product Group 

Agriculture & 
Farming 

Apparel, Foot- 
wear & Access. 

A uto m of iv e, A uto. 
Equip. & Access. 

Beer & Wine 
Bldg. Materials, 

Equip. & Fix- 
tures 

Confectionery & 
Soft Drinks 

Consumer 
Services 

Drugs 8 
Remedies 

Entertainment 8 
Amusements 

Foods & Food 
Products 

Gasoline, Lubri- 
cants & Other 
Fuels 

Horticulture 
Household Equip. 
Household Furns. 
Industrial 

Materials 
Insurance 
Jewelry, Optical 

Goods & 
Cameras 

$1.3 Million in Sept. 

Table II 
TOP RADIO NETWORK ADVERTISERS BY PRODUCT GROUPS FOR SEPTEMBER 1951 

Agriculture & Farming .... 
Apparel, Footwear & Access. 
Automotive, Auto. Access. & Equip. 
Beer 8 Wine 
Bldg. Materials, Equip. 8 Fixtures 
Confectionery & Soft Drinks 
Consumer Services 
Drugs 8 Remedies 
Entertainment 8 Amusements 
Foods 8 Food Products 
Gasoline, Lubricants & Other Fuels.. 
Horticulture 
Household Equip. 
Household Furnishings 
Industrial Materials 
Insurance 
Jewelry, Optical Goods 8 Cameras. 
Office Equip., Stationery 8 Writing 

Supplies 
Publishing & Media 
Radios, TV Sets, Phonographs, Musi- 

cal Instruments & Access 
Retail Stores 8 Direct by Mail 
Smoking Materials 
Soaps, Cleansers & Polishes 
Toiletries 8 Toilet Goods 
Transportation, Hotels & Resorts. 
Miscellaneous 

Allis- Chalmers Mfg. Co. 
Brown Shoe Co. 
Electric Auto -Lite Co. 
Schenley Industries 
Johns -Manville Corp. 
William Wrigley Jr. Co. 
Electric Companies Adv. Program 
Miles Lobs 
Shipstad 8 Johnson 
General Mills 
Standard Oil Co. of Indiana 
Jackson 8 Perkins Ca. 
Philco Corp. 
Armstrong Cork Co. 
U S. Steel Corp. 
Prudential Insurance Co. of America 
Longines- Wittnauer Watch Co. 

S 38,036 
17,557 
69,880 
96,437 
98,012 

152,145 
79,615 

538,246 
5,723 

437,377 
93,177 

1,500 
121,817 

41,420 
120,600 
102,049 

98,027 

Hall Brothers 64,608 
Book Associates 30,530 

RCA 227,610 
Dr. Hiss Shoes Inc. 1,185 
American Tobacco Co. 326,249 
Procter & Gamble Co. 859,817 
Procter 8 Gamble Co. 340,331 
Assn. of American Railroads 60,894 
American Federation of Labor 90,454 

GROSS RADIO NETWORK TIME 

Sept. Jan. -Sept. Sept. 
1951 1951 1950 

Table III 
SALES FOR SEPT. AND JAN.- SEPT., 1951 COMPARED TO 1950 

Jan. -Sept. Product Group Sept. Jan. -Sept. Sept. 
1950 1951 1951 1950 

S 68,420 S 485,135 S 97,159 S 782,425 

17,557 519,588 164,747 981,653 

299,004 3,113,596 325,003 3,916,558 
130,486 2,636,355 179,915 1,909,464 

109,352 1,053,510 100,137 993,920 

322,640 4,618,585 310,950 4,940,021 

160,886 2,072,698 188,434 1,390,068 

1,331,130 16,777,832 1,863,209 18,145,038 

5,723 5,723 5,619 5,619 

2,930,006 31,876,460 3,531,794 33,168,753 

401,878 4,305,544 469,255 3,895,407 
1,500 87,894 - -- 105,6ió 

242,299 2,111,100 246,956 2,459,985 
81,285 720,659 48,191 375,435 

190,784 1,512,697 172,662 1,555,344 
263,406 2,387,678 236,304 2,154,701 

109,947 873,341 75,022 1,035,730 

Office Equip., 
Writing Sup- 
plies & Station- 
ery 

Political 
Publishing & 

Media 
Radios, TV Sets, 

Phonographs, 
Musical In- 
struments & 
Access. 

Retail Stores 8 
Direct by Mail 

Smoking Mate- 
rials 

Soaps, Cleansers 
8 Polishes 

Sporting Goods, 
Toys 

Toiletries & 
Toilet Goods 

Transportation 
Travel & Re- 
sorts 

Miscellaneous 

Total 

64,608 453,900 87,579 - -- - -- 2,198 

46,766 268,707 16,134 

Jan. -Sept. 
1950 

1,051,597 
26,606 

610,737 

293,990 2,143,839 65,627 679,430 

1,185 28,286 1,350 27,928 

1,269,225 15,120,444 1,539,752 17,057,568 

1,274,944 13,340,141 1,663,922 15,205,700 

29,614 

1,753,644 19,700,414 2,016,358 18,730,623 

88,758 913,724 
401,223 3,776,816 

$11,660,646 $130,904,666 

Source: Publishers Information Bureau 

66,228 652,011 
366,876 3,834,654 

$13,931,561 5135,722,285 

BA MEMBERS 
MEMBERS of Broadcast Advertis- 
ing Bureau, which will be com- 
pletely divorced from NARTB next 
April 1, will be invited to take part 
in the NARTB annual convention 
in Chicago next April, under a de- 
cision of the NARTB Radio Board 
taken at its Wednesday- Thursday 
meeting in Washington. (See TV 
Board story page 23.) 

NARTB and BAB will be in ac- 
tive competition for members in 
April. BAB solicited membership 
pledges during NARTB's annual 
district meeting series which end- 
ed in mid -November. 

At present, NARTB members 
who joined before last summer are 
receiving BAB service through 
30% of their NARTB membership 
dues, though they can take a rebate 
and stay outside BAB if they wish. 

Non -NARTB members pay BAB 
half the highest hourly rate per 
month to belong to the sales pro- 
motion association. 

Motion to invite BAB to take 

BROADCASTING Telecasting 

Invited to NARTB '52 Meets 

part both in the annual convention 
and the 1952 district meetings was 
offered by A. D. Willard Jr., WGAC 
Augusta, Ga., director -at -large for 
medium stations. 

The district meeting series will 
get under way next Aug. 18, run- 
ning in three brackets through Oct. 
21. Meetings will start in Dis- 
trict 7 (Ky., Ohio) and conclude in 
District 1 (New England). Order 
of district meetings follows: Dis- 
tricts '7, 8, 11, 17, 15, 16, 14, 12, 
13, 10, 9, 4, 5, 6, 3, 2, 1. 

Second Day Agenda 
During the 1961 district meet- 

ings BAB President William B. 
Ryan took over the afternoon of 
the second day's agenda for sales 
promotion and advertising clinics, 
aided by members of his staff. 

At its two -day separate session 
NARTB's Radio Board covered a 
wide range of association problems. 
It heard a report by Merrill Lind- 

say, WSOY Decatur, Ill., chairman 
of the committee handling sports 
activities for the board. Decision 
was reached to send an observer 
to major and minor league base- 
ball meetings. Directors discussed 
the new policy of the New York 
Yankees restricting radio coverage 
to its own area and banning na- 
tionwide coverage of its games. 

The Radio Board voted to set up 
a copyright committee representa- 
tive of the entire industry to keep 
in touch with activities in the mu- 
sic licensing field. The action was 
referred to the full board for Fri- 
day consideration. The full board, 
comprising the combined Radio 
and TV directors, assembled after 
the separate groups had met for 
two days. 

Copyright action originated in 
the Legal & Legislative Advisory 
Committee, headed by Robert T. 
Mason, WMRN Marion, Ohio. 

The Radio Board reviewed a se- 
(Continued on page 36) - 
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OVER -SCALE TALENT SSB Charts Plan 
A COURSE whereby the radio - 
television industry would be per- 
mitted to self -administer govern- 
ment regulations covering over - 
scale performer salaries was chart- 
ed by a Salary Stabilization Board 
official last week. 

The self- administering procedure 
was offered as an alternative to 
adoption of a voluntary code by 
radio, TV, motion picture and stage 
fields. 

The plan was presented in a talk 
before the National Assn. of Manu- 
facturers by V. Henry Rothschild, 
SSB chief counsel and board mem- 
ber. It was a harbinger of action 
to be taken by the board itself after 
consideration of recommendations 
prepared by a special entertain- 

NAM CONGRESS 
Radio, TV Speakers Heard 

SIR representatives of radio and 
television spoke at the 56th annual 
Congress of American Industry, 
held by National Assn. of Manu- 
facturers at the Waldorf- Astoria 
in New York Wednesday, Thurs- 
day and Friday last week. 

Setting the theme of the ses- 
sions, "The Course of Human 
Events," Kevin Kennedy, WPIX- 
TV New York commentator, and 
Bob Wilson of NBC -TV narrated 
films which showed the industrial 
organization which lies behind na- 
tional activity, as represented by 
the Korean warfront. Their fea- 
ture opened Congress meetings. 

Thursday m o r n i n g, George 
Hicks, NBC commentator, narrat- 
ed another feature, a panel of four 
investors, to answer "Who Are the 
Capitalists ?" 

Ted Malone, roving reporter for 
ABC, conducted an audience ques- 
tion period the same morning, fol- 
lowing a demonstration on "Your 
Money is What You Make It" given 
at the women's session by William 
Reed of NAM Public Relations 
Div. 

College Forum Group 
CBS Radio Network was repre- 

sented by Commentator Dwight 
Cooke, who moderated a forum 
Friday morning of 49 college stu- 
dents and 12 industrial apprentices 
as they quizzed industrialists on 
earlier meetings, as well as sessions 
of the first International Confer- 
ence of Manufacturers held by 
NAM in New York earlier in the 
week. 

Final representative of the 
broadcasting world to speak at the 
congress was Robert Montgomery, 
NBC -TV producer -director and ra- 
dio commentator. Mr. Montgomery 
was a featured speaker at the an- 
nual dinner Friday night. 

Most radio networks taped seg- 
ments of the Congress for broad- 
cast throughout the week, and all 
meetings were recorded for inter- 
national transmission via Voice of 
America. 
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ment salary panel [BT, Dec. 3, 
Oct. 29]. Mr. Rothschild addressed 
NAM's annual Conference of 
American Industry at the Waldorf - 
Astoria Hotel in New York last 
Thursday. 

Anticipating that an announce- 
ment about over - scale salaries 
would be made soon, Mr. Rothschild 
said that "any policy adopted would 
probably take the form of a regu- 
lation issued by the board subject 
to compliance and enforcement pro- 
cedures applicable to salary stabili- 
zation regulations generally." 

Board Regulations 
Recommendations will be asked 

of members in these entertainment 
industries but, if adopted, "will 
represent regulations issued by the 
board rather than a purely volun- 
tary code," the SSB board member 
explained. Policing by self- admin- 
istration conforms substantially to 
board practice, it was noted. 

Mr. Rothschild specifically denied 
that a ruling, similar to the NRA 
voluntary code for motion pictures 
and other industries, would be ef- 
fected. It also is recalled that ra- 
dio, newspapers and other media 
operated under a voluntary code 

during World War II. 
Essentially, there's a practical 

difference: a voluntary code would 
be drawn by industry and abided 
at the request of the agency ; self - 
administered directives imply 
promulgation of rules by SSB, with 
provision for enforcement by 14 
SSB regional offices. There is hope 
that the latter method would reduce 
the bulk of cases which come be- 
fore the board itself. 

Policy for professional sports 
also will be set under any regula- 
tions evolved by SSB. Mr. Roths- 
child thought it possible that one 
regulation would govern both fields. 

SSB now has before it the report 
compiled by entertainment salary 
panel and another group which 
looked into the sports field. Release 
is expected shortly, perhaps this 
week. It is believed, however, that 
SSB would not act in the immedi- 
ate future. The board comprises 
industry members and functions on 
a part-time basis, meeting only 
weekly under the chairmanship of 
Justin Miller, NARTB board chair- 
man and general counsel. 

There was speculation that each 
industry- radio, TV, etc. -would 
set up a coordinating committee 
through which the problems peen- 

DURING coast -to -coast ABC broad- 
cast, Variety Club of Houston pays 
homage to Frankie Laine (r) for pre- 
vious personal appearances for Va- 
riety Boys' Club. Bill Williams (I), 
presents solid gold medallion to the 
singer. Fred Nahas (c), vice president - 
general manager of KXYZ Houston, 

beams approval. 

liar to each field would be chan- 
neled. There was no indication late 
Thursday, however, what action 
would be taken in the broadcast 
industry. 

The regulations are expected to 
provide a flexible formula taking 
cognizance of different criteria 
within each entertainment cate- 
gory. The panel report touches on 

(Continued on page 113) 

RADIO COMPARED With Rival Media by Hooper 

RADIO, which has "spoiled" the 
advertiser by being "too productive 
of results for too little investment," 
today "may look streamlined in 
spots compared with its own lush 
past, but radio's comparisons 
should be with its competition, not 
with its past," C. E. Hooper said 
Thursday in a talk on "The Case 
For Radio" before the Radio Ex- 
ecutives Club of New York. 

Noting that "the radio competi- 
tion involving most of you is na- 
tional, which means magazines," 
the veteran audience measurement 
researcher declared that "to make 
the sale, radio needs direct com- 
parative, competitive information." 
Mr. Hooper said his organization's 
newly developed Media -Meter, us- 
ing the familiar concidental tele- 
phone interview technique long 
used in radio audience measure- 
ments, now measures the amount 
of time the members of the typical 
American family devotes each day 
to reading newspapers and maga- 
zines, viewing television and listen- 
ing to the radios. 

A recent Media -Meter survey in 
Philadelphia, a top TV city, in 
July ( "one of the two lowest- 
listening months of the year ") re- 
vealed minutes of use of radio 
topping minutes of use of maga- 
zines by better than five to one, Mr. 
Hooper stated. 

"The total minutes of listening 
per home per week averaged 15 
hours, 40 minutes and 54 seconds 
per family," he reported. "The 
total minutes of magazine reading 

per home averaged 2 hours, 59 
minutes and 10 seconds. 

"Each of two Philadelphia sta- 
tions got more consumer time than 
all magazines put together. One 
station got five times the consumer 
time of the two leading magazines 
put together." 

Citing a magazine advertising 
bureau report that magazines in 
October had the largest month in 
their history, with billings for all 
general and farm magazines total- 
ing $56,600,000, Mr. Hooper de- 
clared: 

"That is happening while con- 
sumer radio time is dominating 
magazine time five to one in Amer- 
ica's top television city. In the 
face of this, magazines raise rates, 
while in places radio is reducing 
its rates in spite of its five to one 
advantage." 

No 'Fleeting' Exposure 
Furthermore, he stated, the "ex- 

posure" to broadcasting advertis- 
ing is not fleeting; a 15 minute pro- 
gram holds its listeners or lookers 
isolated as a "captivated audience" 
for 15 minutes. Noting that only 
the shortest spot announcement ap- 
proximates the "fleeting advertise- 
ment exposure typical of printed 
media," he pointed out that "no 
broadcaster has ever been guilty 
of double spotting in a manner that 
approaches the competitive adver- 
tising typically crowded upon the 
consumer by printed media." 

"It takes time to do work on the 
consumer's mind," Mr. Hooper as- 

serted. "Broadcasting advertising, 
alone among the media, is de- 
signed to supply, yes control, that 
essential ingredient, commercial 
exposure time. 

"A potential broadcast adver- 
tiser should be told, and sold, again 
and again, that with radio and 
television he obtains that precious 
ingredient: The voluntarily iso- 
lated, captivated consumer -his to 
impress for the period of his spon- 
sorship, his to 'sell' in a manner 
no other medium can duplicate. 

"The adequate merchandising of 
this one idea alone could turn the 
tide for radio," Mr. Hooper de- 
clared. Noting that between 1929 
and 1950, "while broadcasting was 
growing up," the percent of the 
national income spent for adver- 
tising fell from 4% to 2.3 %, he 
attributed "much of this reduction 
to broadcasting's selling efficiency." 

Turning to outdoor radio adver- 
tising and to the new Hooper 
method of measuring listening in 
automobiles which since the war 
are 75% radio equipped, Mr. Hoop- 
er reported that an outdoor radio 
survey made in Salt Lake City 
found daytime use of sets in cars 
averaging 24.2% and during one 
period hitting 30.9 %, figures never 
duplicated in daytime home listen- 
ing. 

He noted that the outdoor radio 
audience can be reached without 
any special appropriation as the 
"home audience appropriation buys 

(Continued on page 72) 
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HOLIDAY P.I.s 
EXECUTIVE heads of all radio 
and TV stations in metropolitan 
New York received letters last 
week from Hugh R. Jackson, presi- 
dent of the local Better Business 
Bureau, urging avoidance of mis- 
leading advertising for pre- Christ- 
mas direct mail offerings. 

Observing that the volume of 
consumer complaints has increased 
in recent years, Mr. Jackson said 
the main fault lies in overselling, 
which may range anywhere from 
slightly ridiculous superlatives to 
actual misrepresentation. "Unless 
the product looks and 'works' and 
lasts the way he is led to believe 
it will, the consumer decides, as 
many complainants report to us, 
that he will 'never again buy any- 
thing advertised on radio or tele- 
vision,' " the BBB president wrote. 

The fact that most Christmas 
offers are intended for use as gifts 
-particularly children's gifts -is 
an additional hazard, according to 
the letter. If the merchandise is 
not in adequate supply the would - 
be consumer finds that he must 
make last- minute revisions of his 
gift plans, and items not delivered 
by Christmas later lose their value 
and purpose. Offers that run too 
late in December may risk either 
or both these conditions, the bureau 
advised. 

For the station to retain listener 
good will, the New York bureau 
recommends that the broadcaster 
assure himself of the reliability 
of the firm or agency responsible 
for the offer; that the actual item 
be examined in the light of claims 
made in the copy, and the copy be 
edited accordingly to insure ac- 
curacy and to avoid exaggeration; 
that the station require the dis- 
tributing agency to provide ample 
evidence that all orders can be 
filled and completed in time for 
pre- Christmas delivery; that the 
closing date of the offer on the air 
be early enough to assure pre - 
Christmas delivery; that the sta- 
tion check whether arrangements 
have been made by agency or ad- 
vertiser for handling any refunds 
that may be requested in accord- 
ance with terms of the offer. 

Cites Many Examples 
Complaint files at the Bureau, 

the letter said, contain numerous 
examples of Christmas offers that 
resulted in mass complaints: 

Christmas tree decorations some- 
times were described on the air as 
fabulous, glowing ornaments, when 
what the consumer actually re- 
ceived were thin cardboard cut- 
outs, edged with a narrow strip of 
luminous substance. Certain spon- 
sors of this offer were ultimately 
indicted on charges of mail fraud. 

In another case, balloon "ani- 
mals"- advertised as inflated rub- 
ber animals -were ordinary bal- 
loons, which the consumer was 
instructed to inflate and twist into 
animal shapes. 

"Christmas stockings" and 

New York BBB Issues Warning 

"treasure chests" were advertised 
for children as attractive packages 
containing 40 -60 exciting toys, 
games and puzzles. What the par- 
ents received were "junk" items 
made of paper, cardboard and thin 
plastic, many of which were ir- 
reparably damaged in delivery. 

"Calendar banks" were adver- 
tised as a wonderful device for 
keeping track of the date and 
savings at the same time. In 
actuality, they were round plastic 
boxes containing a spiral card- 
board which turned up consecutive 
numbers when coins were inserted. 

Pre -Holiday Rush 
All over the nation the pre -holi- 

day rush of P. I. and mail order 
projects continues. 

A number of stations have pro- 
tested an offer from S. P. Middle- 
man Co., Beverly Hills, Calif., 
which explains that it is thinking 
of switching back to radio on be- 
half of Air Conditioning Training 
Co., Youngstown, Ohio, once an 
active radio account. In recent 
years the firm has spent most of 
its budget on direct mail but the 

postal increase is a barrier for such 
promotion. 

The company will pay $4 for 
each qualified lead and believes 
that "by using all the extra time 
that you have you will be able to 
fare very well." 

A holiday item is being promoted 
by John Harder Fenstermacher, 
Corry, Pa., customer and dealer re- 
lations consultant. The firm is 
promoting a $3.50 lacing shoe for 
the kiddies to learn the art of shoe - 
lacing. 

Cowboy Suits Inc., enclosing re- 
productions of paid advertising in 
New York newspapers, has three 
kinds of deals: (1) per inquiry 
(40 %) ; (2) guaranteed order basis 
( "we require 2 orders per $1 
spent "); (3) time purchase avail - 
abilities. The offer concludes: "P. 
S. We are sure that you can earn 
the most revenue on a P. I. basis. 
The test runs were very success- 
ful and during the holiday season 
this will prove a sensational offer." 

The Carson Agency, Chicago, 
wants stations to know that "doing 
business by mail today is as much 
a part of the American scene as 

COOPER TO MPA? 
May Take 

TV Post 
EDWARD COOPER, regarded as Capitol Hill's most informed in com- 
munications' regulatory matters for many years, was slated last week 
for a key TV spot with the Motion Picture Assn. 

This was the consensus in Washington, although a formal decision 
was not expected until this week. 

Speculation had mounted that 
Mr. Cooper would 
join MPA when 
Eric Johnston re- 
assumed leader- 
ship of the mo- 
tion picture or- 
ganization. M r. 
Johnston resigned 
as Administrator 
of the Economic 
Stabilization 
Agency a fort- 
night ago to re- 

turn to private life as MPA's presi- 
dent [BIT, Dec. 3]. 

At the week's end, Mr. Cooper 
had not yet announced his resigna- 
tion as executive assistant to 
Senate Majority Leader Ernest W. 
McFarland (D- Ariz.), a post that 
he has held for the past year [BIT, 
Jan. 22, also see OUR RESPECTS To, Grew With Field 
Feb. 5]. When he became Sen. Through the years, as the broad - 
McFarland's top staff man, it was cast media grew, Mr. Cooper ac- 
with the understanding that Mr. cumulated knowledge in the field. 
Cooper would serve only one year From 1942-45, he served in the 
and be free to accept an industry Navy, coming out as a lieutenant 
offer by New Year's. commander. He served with the 

The exact designation of Mr. Director of Naval Communications. 
Cooper's post at MPA was not During his tenure as communica- 
known but it was expected that he tions specialist, Mr. Cooper was 
would be attached to the Television active in the efforts to change the 
Committee. With Congress in re- Communications Act as contained 
cess, Mr. Cooper was in Indiana in the original Wheeler -White bill 
for a brief rest and is expected to in 1939, later known as the White 
return to his desk today. bill, and still later revised as the 

Mr. Cooper was the Communica- so- called McFarland Bill (S 658). 
tions expert on the Senate Inter- In the early 40s, Mr. Cooper was 
state & Foreign Commerce Com- considered by the FCC as an assist - 
mittee staff for the past decade. ant secretary of the Commission. 

Mr. Cooper 

r 
He resigned that post Feb. 1 to join 
Sen. McFarland, who had become 
Majority Leader in the Senate. Mr. 
Cooper was succeeded by Nicholas 
Zapple on the commerce group. 

The communications expert, who 
celebrated his 48th birthday last 
October, is known widely in broad- 
cast circles. He was formally named 
communications specialist on the 
Senate Commerce Committee in 
1948 although he had been the ex- 
pert on communications regulation 
under three committee chairmen, 
beginning in 1938. 

A Montana newspaperman, Mr. 
Cooper went to Washington in 1934 
as reporter, writer and then man- 
aging editor of the Intelligenter. 
He joined the committee staff to 
head up a two -year investigation 
of domestic telegraph companies. 
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apple pie." The account involved 
is Gardner Nursery Co., a peren- 
nial P. I. user now offering 35 
cents of every dollar on inside 
plants. 

King's Men Toiletries is offering 
gifts of its products to radio news- 
men for use as awards in a sug- 
gested mail pull idea. Firm sug- 
gests newscasters select listeners' 
postcards at random, phone the 
writer and read a free plug on the 
air. The lucky listeners get free 
toiletries. 

Writing the company, Jim Bor- 
männ, WCCO -Minneapolis, presi- 
dent of the National Assn. of Radio 
News Directors, said he resented 
"the implication . inherent in 
your letter. And I predict that 
although some plug -happy an- 
nouncers may be spineless enough 
to help you chisel radio advertis- 
ing for next to nothing, the bona 
fide radio newsmen of America will 
give you the back of their hands. 
As an officer of the NARND, I 
can assure you that as a breed, 
newsmen resist any tampering with 
the content of their newscasts. 
Several have written me about 
this." 

RESEARCH GROUP 
Names Geyer Head 

B. B. GEYER, president of Geyer, 
Newell & Ganger, was elected 
chairman of the board of directors 
for the reconstituted Advertising 
Research Foundation at an organi- 
zational meeting of ARF subscrib- 
ers Monday. 

Participating subscribers - 89 
representatives of advertisers, 
agencies and media -unanimously 
agreed to make the board of direc- 
tors tri- partite, providing for six 
directors each to represent agen- 
cies, advertisers and media for one 
year terms. 

The following were elected to 
the board: 

Mr. Geyer; Marion Harper Jr., presi- 
dent of McCann -Erickson; Frederic R. 
Gamble, president of American Assn. 
of Advertising Agencies; F. B. Manchee, 
Executive vice president, Batten, Bar- 
ton, Durstine & Osborn; Fergus Mead, 
vice president of the 

Osborn; 
Co. -all 

representing agencies. 
John F. Apsey Jr. advertising mana- 

ger of Black & Decker Mfg. Co.; Low- 
ry H. Crites, advertising comptroller, 
General Mills; W. B. Potter, director of 
advertising operations, Eastman Kodak 
Co.; D. P. Smelser, manager of market 
research department, Procter & Gam- 
ble, and Paul B. West, Assn. of Na- 
tional Advertisers president -all repre- 
senting advertisers. 

Paul Montgomery, vice president Mc- 
Graw -Hill Pub. Co., and John C. Ster- 
ling, publisher of "This Week" Maga- 
zine- representing media. 

Some board vacancies were main- 
tained in order to fill them, by mail 
ballot, when more subscriptions to 
ARF are received. There are: One 
vacancy each for agencies and ad- 
vertisers, four for media. Though 
membership is open to the broad- 
cast media, the new membership 
list included none in this category 
as yet. 

The reconstituted ARF seeks 
three things, Mr. Geyer explained: 
Accuracy in presentation of re- 
search findings, greater acceptance 
of those findings within the adver- 
tising field and a program that will 
continue contributions to the effec- 
tive use of advertising. 
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MBS PROMOTION Centers On MGM Shows 

MUTUAL opened up an extensive promotion campaign last week for its 
expanded and realigned 1952 nighttime program schedule centered around 
the six hours of "Star Entertainment" to be supplied each week by 
Metro-Goldwyn -Mayer studios [BIT, Nov. 12]. 

The campaign was launched via 
distribution -to advertisers, agen- 
cies and radio editors -of boxes of 
gingerbread men in the shape of 
Mutual's "Mr. Plus" trademarks 
and MGM's "Leo the Lion," along 
with details of the Mutual -MGM 
program tie -up. The pact will add 
an hour of programs featuring 
Hollywood stars to Mutual's pro- 
gramming each night Monday 
through Saturday, starting Dec. 31. 

The campaign will continue with 
national magazine advertising, ex- 
tensive promotional activities by 
Mutual stations, and "continuous 
broadcast of reminder announce- 
ments, from breakfast to bedtime, 
over Mutual's full network of 552 
stations," according to Dick Dor- 
rance, director of public relations 
and press information. 

More than 100 Hollywood per- 
formers are slated to be heard over 
Mutual under the MGM agreement. 
Bette Davis will initiate the "Star 
Entertainment" at 8 p.m. on New 
Year's Eve with the first program 
in her first regular radio series. 

Coinciding with the launching of 
the MGM programming, Mutual 
will realign other shows to offer 
what it terms "a solid block of the 
finest possible entertainment from 
7:30 -10 p.m. EST, Monday through 
Saturday." 

Opening the block Monday 

J. M. PATT ELECTED 
President of WALL 

JAMES M. PATT has been elected 
president of WALL Middletown, 
N. Y., succeeding John ' Morgan 
Davis, who has resigned to be Judge 
of the Court of Common Pleas No. 
4 in Philadelphia. Mr. Davis, who 
was elected to the bench last month 
[BT, Nov. 19], will assume his 
new office Jan. 7, 1952. 

Mr. Patt, who was vice president 
and g neral manager of WALL, will 
conti ue as general manager. He 
is on of the four Patt brothers, 
all of whom are in broadcasting 
[BT, Nov. 20, 1950]. 

WALL, on 1340 kc with 250 w, 
is jointly owned by Mr. Davis and 
Roger W. Clipp, general manager 
of WFIL Philadelphia. 

Le Blanc Co. Case 
JURISDICTION of U. S. Court, 
Southern New York District, to 
rule in reorganization of the Le 
Blanc Corps. of Louisiana and 
Maryland, manufacturer of Hada- 
col, remains questioned until law- 
yers file briefs and present oral 
arguments, Friday, Dec. 14. Pre- 
siding Judge William Bondy set 
the argument date last Wednes- 
day, after brief hearing in New 
York's Federal Courthouse. 
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through Friday will be Gabriel 
H e a t t e r newscasts (7:30 -7:45 
p.m.), Mutual Newsreel (7:45 -7:65 
p.m.), and Robert Hurleigh news- 
casts (7:55 -8 p.m.). The MGM 
productions will come 8 -9 p.m., as 
follows: 

Bette Davis Show 
Monday, Woman of the Year 

with Bette Davis, 8 -8:30 p.m., and 
Crime Does Not Pay, 8:30 -9 p.m.; 
Tuesday, The Black Museum, with 
Orson Welles, 8 -8:30 p.m., and 
Story of Dr. Kildare with Lionel 
Barrymore and Lew Ayres, 8:30 -9 
p.m.; Wednesday, MGM Musical 
Comedy Theatre of the Air, 8 -9 
p.m.; Thursday, Modern Adven- 
tures of Casanova with Errol 
Flynn, 8 -8:30 p.m., and The Hardy 
Family with Mickey Rooney and 
Lewis Stone, 8:30 -9 p.m.; Friday, 
Adventures of Maisie with Ann 
Sothern, 8 -8:30 p.m., and Gracie 
Fields Show, 8:30 -9 p.m. 

The 7:30 -10 p.m. block will be 

rounded out, Monday through Fri- 
day, with Bill Henry newscasts 
from 9 -9:05 each evening, plus the 
following: Monday, Crime Fight- 
ers, 9:05 -9:30 p.m., and War 
Front -Home Front, 9:30 -10 p.m.; 
Tuesday, Official Detective and 
Mysterious Traveler; Wednesday, 
Hidden Truth and Family Thea- 
tre; Thursday, Rod and Gun Club 
and Reporters Roundup; Friday, 
Magazine Theatre and Armed 
Forces Review. 

On Saturday the MGM show will 
be MGM Theatre of the Air, 8:30- 
9:30 p.m. It will be preceded, in 
the new lineup, by Comedy of 
Errors, 7:30 -7:55 p.m.; Cecil 
Brown, 7:55 -8 p.m., and Twenty 
Questions, 8 -8:30 p.m., and will be 
followed by Lombardoland USA, 
9:30 -10 p.m. 

Three of the six weekly MGM 
hours are available for local sale 
8 :30-9 p.m. Monday, Tuesday, 
Thursday, Friday and Saturday 
night hour. The others are being 
offered to national advertisers on 
Mutual's "Multi- Message Plan" 
of sponsorship, similar to NBC's 
"T an de m" plan and ABC's 
"Pyramid." 

AD CLEANUP 
Self Policing Needed, 

Says AFA's Borton 
INCREASING TIDE of legislation against advertising can be halted 
only through more self -policing within the field and by helping law- 
makers to understand the industry better, Elon G. Borton, president of 
the Advertising Federation of America, told the Advertising Club of 
Denver Thursday. 

The first thing advertisers must 
do, Mr. Borton 
said in a luncheon 
address, is to po- 
lice their field 
more effectively 
and clean out the 
small percentage 
of advertising 
which oversteps 
the bounds of 
truth or good 

Mr. Borton taste. Transgres- 
sors of these 

principles, he observed, justifiably 
irritate influential groups and give 
those who would hamper adver- 
tising a ready -made excuse for 
their activities. 

The second need is for advertis- 
ing people to contact their legis- 
lators and inform them of adver- 
tising's role in our economy. The 
best time for this, he suggested, 
is before a law comes up, and the 
best people to do it are local ad- 
vertising groups, since they con- 
tain the voters to whom every 
legislator listens. The lawmaker, 
often uninformed, has no time to 
investigate when plausible restric- 
tions -such as threatening taxes - 
are proposed, he said, and giving 
them information will do them a 
service as well as protect the in- 
dustry. 

Mr. Borton gave numerous illus- 
trations of the flood of restrictions 

* 
coming from three sources -laws 
by national, state, and local bodies; 
regulations established by boards 
and commissions, and interpreta- 
tions of legislation or precedent 
cases by court judges. 

DALLAS ADMEN 
Attack Lucky Campaign 

RESOLUTION adopted by the 
Dallas Advertising League at its 
membership luncheon Nov. 30 in 
the Hotel Adolphus condemned ad- 
vertising which "imputes dishon- 
esty to all advertising or, by in- 
nuendo or otherwise, disparages 
the integrity of the advertising 
messages of American business." 

Cited by the league was the cur- 
rent " Now! Facts! Not Claims!' " 
campaign of Lucky Strike ciga- 
rettes, which the resolution as- 
serted "leaves the public the im- 
plication that all other advertis- 
ing constitutes mere 'claims' rather 
than 'facts' and thereby clouds 
general credence in advertising..." 

Resolution called upon the league 
to request the American Tobacco 
Co., makers of Lucky Strikes, to 
discontinue its campaign "since in 
the long run to the extent Lucky 
Strike discredits advertising gen- 
erally in the public mind will it 
weaken the power of its future ad- 
vertising campaigns on which the 
company is spending and will spend 
millions of dollars." 

Robert A. Schmid, New York, MBS 
vice president in charge of adver- 

tising, publicity, research and 
planning, samples a ginger- 

4 bread man. 

upcoming 

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

Dec. 19: Columbia Affiliates Advisory 
Board meeting, District 7, Muehle- 
bach Hotel, Kansas City. 

Dec. 20 -22, 27 -29: Canadian Copyright 
Appeal Board meeting, Ottawa. 

Dec. 27 -29: American Marketing Assn., 
winter conference, Hotel Kenmore, 
Boston. 

1952 
Jan. 7 -10: Retail Dry Goods Assn., 41st 

annual convention, Hotel Statler, New 
York. 

Jan. 8: Second session of the 82d Con- 
gress of the U.S. begins. 

Jan. 13 -15: National Appliance and Ra- 
dio Dealers Assn., annual convention, 
Conrad Hilton Hotel, Chicago. 

Jan. 15: FCC- Paramount hearing, Wash- 
ington. 

Jan. 18: Washington State Assn. of 
Broadcasters Radio Sales Clinic, 
Tacoma, Wash. 

Jan. 19 -20: National Advertising Agen- 
cy Network, Western Regional Meet- 
ing, Nicollet Hotel, Minneapolis. 

Jan. 21 -23: Newspaper Advertising Ex- 
ecutives Assn., convention, Edge- 
water Beach Hotel Chicago. 

Jan. 21 -26: American Institute of Elec- 
trical Engineers, winter general meet- 
ing, Hotel Statler, New York. 

Jan, 24 -25: Advertising Assn. of the 
West, Midwinter Conference, Oak- 
land, Calif. 

Jan. 25 -26: Assn. of Railroad Adv. 
Managers, St. Louis. 

Jan. 26 -27: National Advertising Agen- 
cy Network, Eastern Regional Meet- 
ing, New Weston Hotel, New York. 

Feb. 9 -29: International Radio and Elec- 
tronics Exhibition, Bombay, India. 
(Further information obtainable from 
Consulate General of India, 3 E. 64th 
St., New York 21, N. Y.) 

Feb. 10 -15: NARTB Radio and TV 
Boards, San Antonio, Tex. 

Feb. 25: FCC -Theatre Television hear- 
ing. Washington. 

Mar. 3 -6: Institute of Radio Engineers 
convention, Waldorf- Astoria Hotel, 
New York. 

NBC Shows Begin 
NBC officially announced last week 
that the radio Kate Smith Show 
will start today (Monday) to be 
heard Monday through Friday 
(WNBC New York only, 12:05- 
12:15 p.m. EST; network and 
WNBC, 12:15 -12:45 p.m. EST). 
Radio version of television's Howdy 
Doody is scheduled for 8:30 -9 a.m. 
Saturday, beginning Dec. 16. Both 
programs are part of NBC's "Min- 
ute Man" pay -as -you -sell plan. 
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Iowa is 
VAST MARKET 
FOR 

DISH WASHERS 
AND CLOTHES 
DRIERS! 

THE 1951 Iowa Radio Audience Survey *, just off 
the presses, reports the enormously significant fact 

that 98.4% of all Iowa homes are now electrified -that 
99.5% of all Iowa's radio homes now have electric power! 

Yet only 1.7% of Iowa's radio homes have è&ectric 
dish washers ... and only 2.7% bave electric 
clothes driers! 

Sales of dish washers and dothes driers are booming in 
the State, however. 41.7% more Iowa homes 
have dish washers now than in 1950 - 42.1% 
more now have clothes driers. And the surface 
has hardly been scratched! 

This interesting opportunity is only one of 
many that any advertising man can find in the 
1951 Iowa Radio Audience Survey. This au- 
thentic, dependable annual study has long been 
considered one of America's finest radio- research 
projects -a "must" for literally hundreds of 
leading advertising, sales and marketing men 
who are interested in radio in general, and the 
Iowa market in particular. A copy is yours on 
request. Write direct or ask Free & Peters, today 

The 1951 Survey proves again that WHO 
continues to be your best radio approach 
to the Iowa market. With its 50,000 -watt, 
Clear Channel voice, its top -grade pro- 
gramming and its enlightened Public Ser- 
vice attitude, WHO is Iowa's greatest 
radio outlet - listened to by more Iowans 
night and day than any other station in 
the State. 

BROADCASTING Telecasting 

w 
+ for Iowa PLUS + 

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

P. A. Luyes, Resident Manager 

FREE & PETERS, INC. 

National Representatives 

l 

*The 1951 Iowa Radio Audience Sur- 
vey, is the fourteenth annual study of 
radio listening habits in Iowa. It 
was conducted by Dr. F. L. Whan of 
Wichita University and his staff. It 
is based on personal interviews during 
March and April, 1951, with 9,180 Iowa 
families -all scientifically selected from 
Iowa's cities, towns, villages and 
farms, to present a true and accurate 
picture of the radio audience in Iowa. 
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Want to Sell the Southern Belle? 
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WW 
Sells to More "Southern- hers" 

Than Any Other Advertising Medium! 

Every day is bargain day on WWL! Here's how WWL makes 

your advertising dollar go a long, long way toward wooing 

women customers in the deep South: 

WWL reaches her with 50,000 watt clear chan- 
nel intensive coverage over a 4 -state area. More 

coverage than any other medium can offer -in a 
market still unquestionably radio dominated. 

WWL delights her with 
Wonderful, Wonderful Listening. 

Sparkling CBS stars -Benny, Beulah, Godfrey, Bing! 

Outstanding home -grown personalities. Heartwarm- 

ing daytime dramas. Music. Mystery. Homemak- 

ing. And she listens -highest ratings. prove it! 

WWL sells her with a liberal bonus of unex- 

celled, multi -medium advertising. Store displays, 

24 -sheet posters, streetcar and bus dash signs, news- 

paper ads and personal calls on jobbers and distrib- 

utors make her remember, help you sell her. No 

other station South gives advertisers such all -out 

support. 

WWL 
NEW ORLEANS 

50,000 WATTS CBS RADIO AFFILIATE CLEAR CHANNEL 

A DEPARTMENT OF LOYOLA UNIVERSITY 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 

LET WWL, THE SOUTH'S GREATEST SALESMAN, SELL FOR YOU! 
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Selective Facilities Plan 
(Continued from page 23) 

a sufficient number of stations to 
make his expenditure equivalent at 
least to 75% of the rate for the 
full network. Neither CBS Radio 
plan has such a financial floor, and 
the Standard Facilities Plan in- 
cludes certain "must- buys." 

The combination of stations 
which CBS Radio would consider 
"acceptable" in either the Selective 
or Standard Plans was expected to 
vary according to the broadcast 
period involved. 

The official description of the 
Selective Facilities Plan: 

"[It] offers for quarter -hour or 
longer programs the facilities of 
the network's more than 200 sta- 
tions to 13 -week cycle advertisers 
in any combination acceptable to 
CBS Radio without sectional or 
quantity group requirements, with 
two provisos. , 

"(1) The advertiser is to make 
his program available to the entire 
CBS Radio Network; and 

"(2) In areas where the adver- 
tiser does not sponsor the program, 
lie is to allow his program to be 
sold through CBS Radio to other 
non -competitive advertisers with- 
out recompense to him." 

Under this plan, the státement 
continued, advertisers are permit- 
ted "to take fullest adventage of 
the audience leadership of the CBS 
Radio Network" and are allowed 
"full flexibility in their choice of 
markets." 

Plan Protects Stake 
The announcement termed it "a 

significant feature" of the plan that 
it "protects the stake which the 
public, the advertiser and the sta- 
tions have in a fully rounded sched- 
ule of top -quality programs avail- 
able to all stations." Additionally, 
it was said: 

"The listener will continue to en- 
joy the opportunity to hear sub- 
stantially all the network- origi- 
nated programs over the local sta- 
tion to which he habitually tunes. 

"The advertiser continues to re- 
ceive the benefits of the substantial 
listening audiences of all the pro- 
grams which fortify the entire sta- 
tion schedule, as well as those 
which specifically bracket his own 
program. (It is this program sched- 
ule which has delivered to adver- 
tisers the audiences of the network 
most of the people listen to most. 
CBS Radio 35.1% of the time; Net- 
work B 30.2%; Network C 17.8 %; 
Network D 16.9 %.)" 

The announcement said CBS Ra- 
dio officials recognize that certain 
advertisers may not be able, or may 
not want, to qualify for participa- 
tion in the Selective Facilities Plan 
by making their programs avail- 
able to other sponsors, or on a sus- 
taining basis, in the markets they 
themselves do not elect to use. Ac- 
cordingly, the announcement said: 

"For these advertisers .CBS Ra- 
dio has increased the flexibility of 
its current network group require - 
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ments. Under the new Standard 
Facilities Plan advertisers need buy 
only a network of a size and com- 
position satisfactory to CBS Radio, 
provided it includes Basic group. 
If Pacific Coast stations are used 
they must be purchased as a group 
plus [KSL] Salt Lake City and 
[KLZ] Denver, as stated in Rate 
Card No. 34 [current card]. 

"The Selective and Standard Fa- 
cilities Plans concern 13 -week cycle 
contracts which constitute 98.3% 
of the current CBS Radio Network 
time schedule ..." 

On the subject of rates, the an- 
nouncement had this to say aside 
from details of the new dollar vol- 
ume discounts: 

"CBS Radio Network rates, as 
detailed in Rate Card No. 34 dated 
July 1, 1951, and subsequent amend- 
ments, continue to prevail subject 
to traditional methods of announc- 
ing changes. All discounts as de- 
tailed in Rate Card No. 34 remain 
unchanged except the station hour 
discount, will be replaced by a dol- 
lar volume discount ..." 

Following is the text of President 
Meighan's letter accompanying the 

official announcement to advertis- 
ers, agencies and affiliates: 

"Effective Jan. 1, 1952, we are 
creating new marketing flexibility 
for our advertisers in their use of 
CBS Radio Network facilities by 
modifying our current group re- 
quirements and by pioneering a 
new concept in the purchase of ra- 
dio network facilities. 

"In addition to introducing un- 
usual use flexibility, these new 
plans serve our sponsors' primary 
advertising interests. They insure 
the substantial nationwide audi- 
ence leadership which the industry 
had grown to expect of the CBS 
Radio Network through continuity 
of the strongest program schedule 
in all radio. 

"It is clear that the maximum 
audience for any single program, 
and accordingly the maximum use- 
fulness to its sponsor, depends upon 
the support of big- audience pro- 
grams throughout the day and the 
week and on the largest possible 
number of stations. 

"I believe you will be pleased to 
note that these new policies de- 
scribed in the attached statement, 
insure this essential audience -sup- 
port to all CBS Radio Network 
sponsors." 

PROPAGANDA CHIEF 
Urged for U. S. Cabinet 

PROPOSAL that the U. S. should 
appoint a Secretary of Propaganda 
with cabinet rank to supervise 
Voice of America and other over- 
seas information activities was 
made by an ECA representative 
last Thursday. 

Thomas J. Deegan Jr., who vis- 
ited Europe to evaluate American 
propaganda efforts, told a Boston 
U. meeting that the U. S. lacks 
"skilled propagandists to counter 
communism's 'big lie'." Mr. Dee- 
gan, who is vice president of the 
Chesapeake & Ohio Railway, said 
he made the recommendation to 
the State Dept. The idea had 
been suggested in hearings de- 
voted to the Voice of America on 
Capitol Hill last year and by other 
industry leaders. 

RFE Head to Speak 
ROBERT E. LANG, general direc- 
tor, Radio Free Europe, is to speak 
on "The Story of Radio Free 
Europe" Dec. 12 (Wednesday) at 
the New School for Social Re- 
search, 66 W. 12th St., New York. 

PARAMOUNT CASE Jones Cites Justice Dept. 

LACK of cooperation by the Justice 
FCC's Paramount case 

was implied by Comr. Robert F. 
Jones last week. 

The Ohio Commissioner made 
that point in his dissent from a 
Commission order upholding the ac- 
tion of Comr. George E. Sterling 
denying theatre -owners Fanchon & 
Marco the right to intervene in the 
case [BT, Oct. 8]. 

"We are here faced," Comr. Jones 
said, "with a situation where the 
Department of Justice has up to 
this date neither intervened nor in- 
dicated that it intends to partici- 
pate in this proceeding in any 
manner whatsoever. 

Failed to Aid 
"Where the Department of Jus- 

tice has failed to participate to aid 
the Commission in securing infor- 
mation relevant to Issue 9 [the anti- 
trust issue], there is no reason for 
the Commission to refuse to permit 
the participation of the only per- 
sons who have come forward in an 
effort to aid the Commission to se- 
cure all the facts that may be ad- 
duced on this issue," he added. 

Mr. Jones called for assurance 
that the Justice Dept. will cooper- 
ate with the Commission in the 
Paramount hearings scheduled to 
begin Jan. 15, by furnishing it with 
facts that the Justice Dept. used in 
the motion picture anti -trust trials 
-as well as those facts which Jus- 
tice has which might not have been 
used in the anti -trust suit. 

Degree of cooperation by the Jus- 
tice Dept. is apparently what is 
bothering Comr. Jones. It is no se- 
cret that the Justice Dept.'s files 

are open to FCC investigators, but 
just how extensively and with what 
assistance nobody at FCC will dis- 
close. 

Fact that the other Commission- 
ers did not take the same viewpoint 
as Comr. Jones would indicate that 
they are satisfied with the coopera- 
tion. 

Denial of Petition 
Denial of Fanchon & Marco's 

petition to intervene means, Comr. 
Jones said, that the Commission 
would not be getting all the infor- 
mation it needed to decide the 
Paramount case -particularly first 
hand knowledge of Paramount per- 
sonalities and practices. 

Last week's action by the Com- 
mission upheld the ruling of Comr. 
Sterling that Fanchon & Marco 
failed to show sufficient "interest 
. . . in the proceedings," or how 
their "participation will assist the 
Commission in the determination 
of the issues in question" to war- 
rant intervention under Section 
1.388 of the Commission's rules. 
The Commission reiterated the Mo- 
tions Commissioner's reference to 
the fact that Fanchon & Marco 
could come into the case as a public 
witness and tell its story. Fan - 
chon & Marco owns theatres in St. 
Louis and Los Angeles. 

FCC hearings are on renewal of 
licenses for Paramount Pictures' 
KTLA (TV) Los Angeles, United 
Paramount Theatres' WBKB (TV) 
Chicago, merger of ABC with UPT 
and control of Allen B. DuMont 
Labs. by Paramount Pictures 
[BT, Sept. 3, Aug. 13]. 

At a pre- hearing conference last 

month former Assistant Attorney 
General Herbert A. Bergson, who 
headed the Justice Dept.'s anti- 
trust activities, was one of UPT's 
counsel [BT, Nov. 26]. 

Petition to intervene by Gordon 
Brown, WSAY Rochester, N. Y. 
[BT, Nov. 12], is still pending 
before the FCC. A long -time foe 
of networks, Mr. Brown claimed he 
has proof of monopolistic practices 
by ABC. Last week, in answer to 
oppositions by ABC and UPT to 
his petition to intervene, Mr. Brown 
claimed that he needs the right to 
cross -examine and to subpoena 
ABC records to prove his allega- 
tions. He also claimed that the U.S. 
Court of Appeals misinterpreted 
the FCC's position regarding net- 
work regulation. The Supreme 
Court in 1948 denied his appeal for 
a writ of certiorari when he tried 
to take the Court of Appeals de- 
cision to the higher court. The 
Court of Appeals dismissed his suit 
against all four networks for treble 
damages under the anti -trust laws. 

Thomas Murphy Sr. 
FUNERAL services were con- 
ducted in Chicago Thursday for 
Thomas E. Murphy sr., 74, law- 
yer for WLS Chicago and Prairie 
Farmer Pub. Co. for 35 years. He 
was a member of the board of both 
companies and of the law firm of 
Boyle, Murphy & Nelson. Mr. 
Murphy was executor of the estate 
of the late Burridge D. Butler, 
president and publisher of WLS- 
Prairie Farmer, and a trustee of 
the Butler Trust Co. 
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Now Your Advertising Dollar Buys More 
for The Market Is Greater 

The Listening Audience Is Larger 

is a more effective 

Advertising Medium than 

ever before -at less cost. 

BROADCASTING Telecasting 

Not only as the rich 76 county Mem- 

phis market more people than ever 

before -but according to the 1950 

Census those people earn more and 

spend more than ever before. 

/ Affiliated with CBS. 600 Kc. 5,000 WATTS 
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BAB Members 
(Continued from page 27) 

ries of resolutions adopted at the 
1951 district meetings, including 
such topics as NARBA, ASCAP, 
rate -cutting, SESAC and legisla- 
tive matters. District 14 (Moun- 
tain States) adopted a resolution 
praising the NARTB board for its 
action last summer in criticizing 
pressures to beat down radio rates. 

Funds for NARTB participation 
in Inter -American Assn. of Broad- 
casters were increased from $4,000 
to $6,000. 

The Finance Committee reported 
a substantial bank balance, be- 
lieved to be around $100,000, since 
Harold E. Fellows assumed the 
presidency in the spring. 

Tower Insurance 
Mr. Fellows reported on the pro- 

posal to obtain industrywide tower 
insurance and was authorized to 
negotiate with insurance compa- 
nies. Inclusion of libel insurance 
was proposed. 

A series of changes in the by- 
laws went to the combined boards. 
These changes resolve discrepan- 
cies in the rewriting process in- 
volving membership for TV sta- 
tions. 

Preliminary report was reviewed 
on rate changes, including a pack- 
age rate for owners of more than 
one station. 

Camels Switch Monroe 
R. J. REYNOLDS Co., Winston - 
Salem, (Camel cigarettes) will 
move its Saturday '7:30-8 p.m. show 
featuring Vaughn Monroe from 
CBS Radio to NBC, Saturday, 10- 
10:30 effective Jan. 5. William 
Esty, New York, is the agency. 

AAAA UNIT FORMS 
Elects Neal Chairman 

WILLIAM W. NEAL, partner of 
Liller, Neale & Battle, Atlanta ad- 
vertising agency, was elected chair- 
man of the new American Assn. 
of Advertising Agencies' South- 
east Chapter, in an organizational 
meeting of AAAA regional mem- 
bers at the Ansley Hotel, Atlanta, 
Nov. 30. 

Mr. Neal was elected chairman 
by a seven -member board of gover- 
nors, composed of participating 
representatives. Henry Quednau, 
Tampa, Fla., was elected vice 
chairman, and Tucker Wayne, 
Atlanta, was named secretary - 
treasurer. Terms run until March 
1952. 

The new chapter's member agen- 
cies are Ayer & Gillett, Charlotte, 
N. C.; Campbell -Ewald Co. 
(Atlanta branch) ; D'Arcy Adv. 
Co. (Atlanta branch) ; Liller, Neal 
& Battle; Henry Quednau Inc., 
Tampa; J. Walter Thompson Co. 
(Atlanta office), and Tucker 
Wayne & Co., Atlanta. Kenyon 
& Eckhardt (Atlanta office) had 
no representative at the organiza- 
tional meeting but voiced interest 
in membership. Also applying for 
membership were Lindsey & Co., 
Richmond, and Keegan Adv. Agen- 
cy, Birmingham, Ala. 

Elected to the 4A's Southeast 
Chapter's committee on examina- 
tions were Mr. Quednau; Douglas 
Connah of Tucker Wayne, and 
Richard Hodges Jr., of Liller, Neal 
& Battle. Richard Joel, associate 
professor, Emory U., was named 
an associate member of the com- 
mittee that is to conduct advertis- 
ing aptitude and knowledge tests 
for persons interested in entering 
advertising. 

Among those present at the 

organization meeting were: 
Frederic R. Gamble New York, 

AAAA, president; Mackarness H. 
Goode, New York, AAAA; Lewis M. 
Ayer and W. B. Wright, Ayer & Gillett, 
Charlotte; C. G. Thom, Campbell - 
Ewald Co., Atlanta; J. H. Kinsella, 
D'Arcy Adv. Co., Atlanta; Larry E. 
Davis, Dixie Advertisers, Jackson, 
Miss.; J. H. Epstein, Fitzgerald Adv. 
Agency, New Orleans; John J. Keegan, 
Keegan Adv. Agency, Birmingham; 
W. W. Neal, C. K. Liner and J. L. 
Battle, Liller, Neal & Battle, Atlanta; 
Dan W. Lindsey Jr., Lindsey & Co., 
Richmond; Henry Quednau, Henry 
Quednau Inc., Tampa; T. R. Paulson, 
J. Walter Thompson Co., Atlanta; 
Tucker Wayne and Douglas Connah, 
Tucker Wayne & Co., Atlanta.. 

WVOP HEARING 
Requests Daytime Only 

REQUEST to change from fulltime 
to daytime -only was argued before 
FCC Examiner Elizabeth Z. Smith 
last week in Vidalia, Ga. The appli- 
cant is WVOP, now on 1450 kc 
with 250 w, seeking 970 kc with 1 
kw, daytime. 

Main argument of station was 
that it needs better coverage in the 
daytime to serve its market -pri- 
marily agriculture and livestock. 
Proposed operation, according to 
exhibits introduced at the hearing, 
will help financial position of the 
station as well. 

The station maintained that pres- 
ent low- powered coverage cannot 
adequately cover the 45,000 people 
in the area. Service rendered by 
proposed 1 kw would be to market's 
advantage, not only commercially 
but from public service responsi- 
bility aspect as well, station pointed 
out. Night time audience is prac- 
tically non- existent, it submitted. 

The station made $2,877 on sales 
of $34,841 for the first nine months 
of 1951, according to its balance 
sheet. It proposes to establish a 
$30 per Class A hour rate to bring 
in $4,640 a month, compared to 
present income of $3,624, it stated. 
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Ballooning high, our Mister PLUS 

Surveys a wide terrain: 

Says he: "No one compares with us 

In actual audience gain!" 

It's ON THE RISE, from coast to coast, 

This listener -ship of ours, 

Despite TV, our sponsors boast 

Millions more tune -in hours! 

--the difference is MUTUAL! 

BROADCASTING SYSTEM 

Baseball 
(Continued from page 25) 

kees also will reconsider their at- 
titude...." 

This series has been on the net- 
work for two full seasons attract- 
ing some 7,000 local and regional 
advertisers. Scheduled for two 
hours, seven days a week, the pro- 
grams provide a live baseball 
broadcast whenever possible as 
standby crews in two or three cities 
can fill in should the scheduled 
game be rained out. Mutual has 
been selling five -minute periods pri- 
or to and after the game to na- 
tional advertisers (Camels and Gil- 
lette in the past season). Falstaff 
Brewing Co. was expected to pur- 
chase the series rights this coming 
season. 

McLendon's Views 

Mr. McLendon was quoted as 
saying that it was of "the greatest 
irony that the New York Yankees 
propose to protect the minor 
leagues everywhere except in their 
own `Home of Champions' net- 
work. More than 50% of this net- 
work is located in minor league 
cities." 

The LBS president, who said his 
network's game -of- the -day series 
would continue, felt that if the 
Yankees were "sincere in their ob- 
jective, let them abolish" the Yan- 
kees' own 'champion' network. 

Citing hand -in -hand promotion 
of baseball by radio, Mr. McLendon 
said the sport via radio "created 
and brought millions of fans to the 
baseball parks." 

Gabe Paul, general manager of 
the Cincinnati Reds, pointed out 
that unless all the majors follow 
suit, the Yankee action would not 
help the minors very much. 

Another baseball man, Frank 
Lane, general manager of the Chi- 
cago White Sox, was quoted by 
Matty Brescia, newly- appointed 
director of press and baseball pub- 
lic relations for LBS, as saying the 
Chicago team was "happy" to be 
associated with Mr. McLendon and 
LBS ... which has done a tremen- 
dous job in promoting baseball. 

Mr. Brescia also said Park Car- 
roll, president of the Kansas City 
Blues, of the American Assn. 
League (triple A), felt that net- 
work radio never "bothered him." 

+ Rule Amendment 
+ ALL stations on the air must keep 
+ + a regular station log whether or 
+ not they are operating under li- 
+ cense or special program authority. 
+ That is nub of FCC rule amend- 
+ ment, made official last week, 
,+ which revised sections of Part 3 
+ of the Commission's rules govern- 
+ ing radio broadcast services. Rule 
+ is effective Jan. 21 and applies to 
+ AM, FM (including commercial 
+ and noncommercial stations) and 
.+ TV. Many radio-TV stations go 
+ on the air with programs during 
+ program tests or under special FCC 
+ authority before official license is 

granted. NEW YORK 18, N.Y. -f-+ ++++H 
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Wherever You go There's Radio- 
And in Tulsa, It's 

KTUL 
2 -- JUST 2 ANNOUNCEMENTS TO AID THE 

STRICKEN GOODMAN 

I 
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Tulsa's Heart 
Amazes Fire 
Victim Family 

Mr. and Mrs. Bert Goodman, 
who with their seven children were' 
left homeles,1 Monday by fire which 
destroyed their home, marvelled to- 
day at the generosity of Tulsans 
who rallied to their aid with food, 
clothing, furniture and money. 

Following appeals in their be- 
half by Jack Morris, KTUL news 
chief, and Newscaster Ed Neibling, 
KTUL staff members have been busy 
since early Tuesday picking up con- 
tributions of every usuable sort. 

KTUL also was instrumental 
In finding temporary home for 
the - Goodman family -a small 
house at 2144 N. Harvard ay., 
owned by Mr. and Mrs. Ross Pen- 
nington. The Penningtons set the 
rent at a nominal figure and 
Goodman will be allowed to work 
part of it out. As soon as possible, 
the family will move into another 
home, outfitted completely with 
furniture, clothing and bedding 
collected by KTUL. 

KTUL staffers, using a truck 
contributed by the Baker Rent -a- 
Truck Co., will have made more 
than PO calls by the time the drive 
ends to pick up gifts ranging from 
beds, stoves, mattresses and assorted 
furniture to clothes for tiny children. 

The children range from 3 to 
17 years in age. 

Morris estimated Wednesday 
there would be enough furo ure 
and household equipment to outfit 

_ ,,,, h 

ire 
AUDIENCE 

Station 

FAMILY BROUGHT: 

A temporary home. 

Enough furniture and bed- 

ding to completely furnish a 

five -room house. 

More than enough clothing 
to outfit the entire family of 

nine -children and adults. 

An ample supply of kitchen 

utensils, china and silverware. 

Sufficient groceries to feed 

the family for two weeks. 

More than $100.00 in cash! 

KTUL CBS 
in 

TULSA 
JOHN ESAU, Vice Pres.-Gen. Mgr. AVERY -KNODEL, Inc., Radio Representative 
Affiliated with KFPW, Fort Smith, Ark., and KOMA, Oklahoma City 
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DAIRIES of varying size in 
all parts of the country 
have used successfully 

almost every type of radio 
program to meet their adver- 
tising needs. From Ohio come 
the stories of two relatively 
small firms which feel that 
their broadcast policies are 
particularly effective. 

The Isaly Dairy Co., Youngs- 
town, believes it has a "natural" 
in its Sister Sue Reads the 
Funnies, Mon. -Sat., 6 -6:15 p.m. 
and Sun. 8:30 -9 a.m. on WFMJ. 
(Parents have even written to the 
station offering to pay a weekly 
fee to keep the program if it ever 
lost its sponsor.) 

The Riverside Dairy, of 
Woodville, gets its prospect list 
from a jackpot telephone program 
Cash on the Line, Mon.-Fri., 10:30- 
10:45 a.m. on WFRO Fremont. 
The dairy uses no other advertis- 
ing and has expanded its small 
operation to cover a 30 -mile area 
around Woodville. 

Format of both programs is 
simplicity itself. 

Islay Sponsorship 
Over 5 -year Span 

The Isaly firm has sponsored the 
WFMJ program for the past five 
years. Beamed directly to the 
younger set -from 3 to 8 years of 
age -Sister Sue reads the comics 
which appear in the Youngstown 
Vindicator selecting only those 
which appeal to her audience. 

The popular following in the 
area is terrific. Children open the 
newspaper to the comics, spread 
themselves on the floor in front of 
the radio and follow Sister Sue as 
she reads and explains in the chil- 
dren's language. Children celebrat- 

AND TWO OHIO DAIRIES 
LIKE THE SALES RESULTS 

ing a birthday participate in the 
broadcast. Sister Sue often tells 
them where they will find their 
birthday presents when they get 
back home. 

Proof of audience comes from 
the newspaper which reports that 
late delivery in any neighborhood 
brings a deluge of anguished calls 
from parents and children who 
fear that it will not arrive in time 
for the program. 

Isaly Dairy ties in other promo- 
tion activities with the radio pro- 
gram. Throughout the year parties 
are held for the children in the 
large auditorium at the plant. 
Celebrations are held on St. 
Patrick's Day, Easter, Halloween 
and at other specified times. At 
Christmas Isaly sponsors a six - 
week, 15- minute -a -day campaign in 
connection with the arrival of 
Santa Claus in Youngstown. On 
the day of his arrival thousands 

of children and adults regularly 
line the street to see the Santa 
Claus parade. 

Isaly's commercials are short 
and constantly remind the young 
listeners that they should drink 
Isaly's milk and eat Isaly's ice 
cream. More than 50 neighborhood 
stores in the WFMJ area are 
served by the dairy. 

Sister Sue is always a popular 
guest at kindergarten and grade 
schools, and even adult organiza- 
tions like the various civic clubs 
send special invitations for her to 
take part in their Christmas 
parties. 

The program is broadcast from 
WFMJ's largest studio and each 
evening an audience of boys and 
girls, with their parents, is in at- 
tendance. Each one receives a gift 
from the dairy. 

Isaly's believes that the youthful 
Isaly fans will continue to remem- 

NLY a few well -guarded pennies and an occasional crum- 
pled play dollar bill can be found in the jeans of today's 
youngster. But salesmen know well the market that can 

be reached through the junior -sized "Hoppy" and his sister. 
The above picture exemplifies how faithful an audience 
these tots are. And in the background are the housewives 
and mothers, with buying habits greatly influenced by their 
offsprings' preferences. 

Two Ohio dairies are good examples of this shrewd radio 
selling and promotion. And here is the story of how they do it. 

Each evening an audience of boys 
and girls, with their parents, hears 
Sister Sue read the funnies in 

WFMJ's largest studio. 

ber and use their products as they 
grow older. No agency is used for 
the program. Dudley Hawkins, 
advertising manager, and Walter 
H. Paulo, general manager of the 
dairy, plan the program with the 
account executive of the station. 

This year the Isaly company 
added a half hour Sunday after- 
noon program, Wayne King Sere- 
nade, to promote the sale of Dun- 
can Hines ice cream, for which 
they are distributors. Aimed at the 
adult audience the program at- 
tracts one of the highest after- 
noon ratings in the area. 

Full Credit Given 
To Radio's Impact 

The Riverside Dairy, of Wood- 
ville, gives WFRO Fremont full 
credit for its increasing business 
during the past year. Starting 
some 15 months ago, the dairy has 
used the station's Cash on the Line 
jackpot program to give it a list 
of new prospects. 

The program follows the simple 
jackpot telephone format and calls 
are made at random throughout 
the area. If the person called 
answers with the name of a River- 
side product he or she is awarded 
the jackpot. There is a double 
prize if they have registered with 
the station by mail. All callers 
are given a consolation award of 
a Riverside product. 

Art Giesbiehler, owner and oper- 
ator of the dairy, credits the pro- 
gram with a large part of the in- 
creasing business which is now 
served by 12 routes covering towns 
and cities within a 30 mile radius 
of the dairy. 
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COVERAGE MAP 

The coverage map shows WJR's primary coverage area. The area in- 
cludes all counties within the % millivolt per meter contour, as com- 
piled by the WJR Engineering Department with approved field 
strength measuring equipment, plus some Northern Michigan counties 
outside the contour, determined as within the WJR listening area by 
authentic surveys and mail data. 



FREE SPEECH MIKE 

WJR MARKET DATA 

WiR 
COVERAGE 

AREA 

WJR SHARE OF 
TOTAL U.S. MARKET 

Population 12,601,300 8.3% 
Radio Homes 3,784,170 8.1% 
Retail Sales $13,613,431,000 9.3% 
Food Sales $ 3,266,766,000 9.4% 
Drug Sales $ 464,447,000 10.3% 
Filling Station Sales $ 739,614,000 10.1% 
Passenger Car 

Registrations 4,1 16,934 10.24% 

GREATER 

DETROIT MARKET 

(Wayne, Oakland, and 
Macomb Counties) 

WJR SHARE OF 
TOTAL U.S. MARKET 

Population 2,991,200 1.9% 
Radio Homes 856,640 1.9% 
Retail Sales $ 3,550,832,000 2.4% 
Food Sales $ 804,135,000 2.3% 
Drug Sales $ 153,060,000 3.4% 
Filling Station Sales $ 174,774,000 2.3% 
Passenger Car 

Registrations 1,007,627 2.5% 

CANADIAN 
COVERAGE 

In addition to the United States market figures, WJR's 

1/2 MV /M contour includes a Canadian area with a 

population of approximately 2,667,000 people and 

721,900 radio homes. All the major cities of Ontario 

are within the WJR 1/2 MV /M contour. 

WJR 

NIGHTTIME 

COVERAGE 

Because of WJR's 50,000 Watt, Clear Channel signal, 

you pick up a tremendous bonus audience at night. 

WJR's nighttime signal covers all or part of 36 

states and reaches an estimated population of over 

98,000,000 people. 



WJR MARKET DATA By Counties) 

COUNTY 
POPULATION 

Est. 1951 

RADIO 
HOMES 

Est. 1951 

FARM 
RADIO 
HOMES 

Est. 1951 

AUTOMOBILE 
STORE 
SALES 
1950 

FILLING 
STATION 

SALES 
1950 

FOOD 
SALES 
1950 

DRUG 
SALES 
1950 

TOTAL 
RETAIL STORE 

SALES 
Est. 1950 

TOTAL 
PASSENGER 

CAR 
REGISTRA - 

TION 
1 -1 -50 

MICHIGAN 
AIcona 6,000 3,680 790 $ 710,000 $ 487,000 $ 1,213,000 $ 88,000 $ 3,950,000 1,877 

Alpena 22,900 6,890 1,110 3,648,000 1,317,000 5,933,000 629,000 21,271,000 6,936 

Antrim 11,000 4,720 930 366,000 842,000 2,469,000 285,000 7,614,000 3,116 

Arenac 10,000 3,900 1,270 1,841,000 1,050,000 1,857,000 219,000 8,808,000 3,117 

Barry 27,100 10,670 2,710 3,271,000 1,557,000 5,755,000 676,000 20,651,000 8,550 

Bay 91,600 26,830 2,880 12,462,000 6,254,000 22,781,000 3,237,000 88,848,000 27,064 

Branch 31,200 10,640 2,570 5,009,000 2,339,000 6,728,000 809,000 27,756,000 10,315 

Calhoun 121,000 36,090 3,090 25,032,000 8,817,000 35,336,000 5,813,000 137,705,000 39,550 

Charlevoix 13,900 5,960 860 1,665,000 778,000 3,188,000 380,000 10,708,000 41,000 

Cheboygan 13,900 6,420 950 1,294,000 1,768,000 3,712,000 512,000 12,835,000 3,559 

Clare 10,600 5,260 940 1,453,000 1,050,000 2,599,000 449,000 9,093,000 3,582 

Clinton 32,300 9,520 3,020 4,320,000 1,698,000 4,671,000 437,000 19,588,000 9,970 

Crawford 4,300 2,320 90 734,000 505,000 1,231,000 - 4,107,000 1,272 

Eaton 41,500 12,870 3,530 6,174,000 2,725,000 8,758,000 1,202,000 32,720,000 13,849 

Emmet 17,000 7,590 850 4,159,000 1,333,000 4,938,000 677,000 22,285,000 5,100 

Genesee 271,400 80,200 4,660 61,421,000 19,008,000 19,550,000 11,864,000 305,148,000 96,132 

Gladwin 9,800 4,320 1,200 1,334,000 600,000 1,638,000 - 6,423,000 2,881 

Gratiot 34,600 10,500 3,170 5,980,000 2,443,000 8,025,000 806,000 31,549,000 11,210 

Hillsdale 33,000 10,940 3,470 5,453,000 2,140,000 5,848,000 534,000 27,124,000 11,220 

Huron 34,300 11,790 3,760 7,396,000 3,754,000 6,332,000 695,000 32,643,000 11,610 

Ingham 173,700 51,040 3,030 43,570,000 11,546,000 '51,917,000 7,080,000 212,370,000 59,171 

Ionia 39,500 11,860 2,740 6,231,000 2,384,000 8,481,000 1,109,000 31,305,000 12,525 

losco 11,200 7,710 710 1,563,000 1,108,000 3,286,000 515,000 11,232,000 3,608 

Isabella 30,000 8,340 2,590 5,097,000 1,534,000 6,167,000 472,000 22,887,000 8,749 

Jackson 107,800 32,660 2,890 20,107,000 7,561,000 28,937,000 4,753,000 118,507,000 35,816 

Kalamazoo 126,800 38,510 2,790 23,186,000 9,003,000 33,032,000 5,934,000 140,056,000 42,141 

Kalkaska 4,700 2,330 470 - 356,000 1,016,000 * 2,727,000 1,460 

Lake 5,400 3,820 440 281,000 254,000 1,178,000 - 3,330,000 1,601 

Lapeer 37,000 10,500 3,340 6,287,000 1,921,000 7,754,000 716,000 29,247,000 11,068 

Leelanau 8,900 3,870 880 425,000 513,000 1,538,000 153,000 4,684,000 2,958 

Lenawee 66,900 21,600 3,110 12,786,000 4,985,000 17,954,000 2,125,000 69,110,000 23,355 

Livingston 27,700 11,670 2,260 5,239,000 2,124,000 5,874,000 649,000 24,762,000 9,645 

Luce 8,400 1,860 250 1,059,000 310,000 1,742,000 - 5,631,000 1,696 

Mackinac 9,500 4,920 400 669,000 596,000 2,833,000 172,000 7,798,000 2,067 

Macomb 186,500 52,440 4,210 30,171,000 13,206,000 45,109,000 5,542,000 150,565,000 62,450 

Wlecosta 18,600 6,870 1,770 2,148,000 1,670,000 4,083,000 634,000 15,259,000 5,621 

Midland 36,900 10,530 2,120 6,485,000 1,888,000 8,168,000 1,015,000 27,241,000 12,018 

Missaukee 7,700 2,650 930 487,000 610,000 1,186,000 - 4,968,000 2,239 

Monroe 78,200 24,160 3,810 12,410,000 6,185,000 17,299,000 2,340,000 65,727,000 26,245 

Montcalm 32,100 11,820 3,110 6,014,000 3,018,000 8,242,000 960,000 31,930,000 11,150 

Consumer Markets -1951. Automobile Facts & Figures- A.M.A. 
State Auto Registration Bureaus -Michigan, Ohio, Indiana, Pennsylvania. 
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Montmorency 

Oakland 

Oge ma n 

Osceola 

Oscoda 

Otsego 

Presque Isle 

Roscommon 

Saginaw 

St. Clair 

St. Joseph 

Sanilac 

Shiawassee 

Tuscola 

Washtenau 

Wayne 

Wexford 

OHIO 
Allen 

Ashland 

Ashtabula 

Auglaize 

Butler 
Champaign 

Clark 

Clinton 

Crawford 

Cuya hoga 

Da rke 

Defiance 

Delawa re 

Erie 

Fayette 

Franklin 

Fulton 

Gea uga 

Greene 

MARKET DATA By Counties) 

POPULATION 
Est. 1951 

RADIO 
HOMES 

Est. 1951 

FARM 
RADIO 
HOMES 

Est. 1951 

AUTOMOBILE 
STORE 
SALES 
1950 

FILLING 
STATION 

SALES 
1950 

FOOD 
SALES 
1950 

DRUG 
SALES 
1950 

TOTAL 
RETAIL STORE 

SALES 
Est. 1950 

TOTAL 
PASSENGI 

CAR 
REGISTRA 

TION 
1 -1 -50 

4,300 2,510 340 $ 598,000 $ 264,000 $ 1,001,000 $ - $ 3,782,000 1,311 

397,400 118,000 4,310 81,502,000 28,461,000 103,817,000 13,779,000 381,375,000 147,380 

9,600 4,810 1,000 1,658,000 835,000 2,580,000 298,000 9,198,000 2,928 

14,300 4,900 1,570 1,672,000 1,507,000 2,863,000 289,000 10,761,000 4,460 

3,200 2,630 250 - 409,000 899.000 - 2,111,000 948 

6,600 2,950 400 936,000 807,000 1,509,000 - 6,221,000 2,175 

12,300 4,250 910 1,224,000 667,000 2,785,000 216,000 8,823,000 3,497 

6,000 5,590 110 693,000 1,149,000 2,323,000 337,000 7,710,000 2,386 

153,400 43,940 5,120 24,212,000 8,842,000 39,230,000 5,424,000 153,532,000 49,237 

94,700 30,500 3,820 16,754,000 6,217,000 26,886,000 2,934,000 100,584,000 31,012 

36,200 13,360 2,220 6,390,000 3,182,000 9,014,000 1,156,000 36,952,000 13,323 

31,900 12,140 4,480 5,902,000 2,174,000 6,798,000 693,000 27,287,000 10,952 

47,500 14,460 3,100 8,834,000 2,588,000 11,826,000 1,333,000 43,576,000 16,040 

39,600 11,960 4,430 6,381,000 4,028,000 8,355,000 866,000 33,377,000 13,187 

134,600 36,820 3,100 23,519,000 9,049,000 36,087,000 7,209,000 142,139,000 41,741 

2,407,300 686,200 3,530 631,354,000 133,107,000 655,209,000 133,739,000 3,018,892,000 797,797 

19,200 6,600 930 2,632,000 1,609,000 4,321,000 632,000 18,284,000 5,677 

5,273,000 1,591,950 123,320 $1,152,204,000 $336,132,000 $1,383,861,000 $232,386,000 $5,814,766,000 1,791,544 

89,800 26,690 2,610 $ 15,641,000 $ 4,781,000 $ 22,809,000 $ 2,462,000 $ 100,015,000 28,739 

33,700 10,660 2,190 5,882,000 2,578,000 7,688,000 878,000 34,524,000 11,675 

79,600 27,000 4,060 13,248,000 5,003,000 19,106,000 1,987,000 78,464,000 27,283 

31,300 9,550 2,280 5,367,000 2,615,000 6,837,000 498,000 31,585,000 10,767 

147,500 41,440 2,910 24,283,000 6,977,000 39,193,000 3,842,000 148,997,000 44,058 

27,300 8,180 2,360 4,016,000 1,462,000 5,275,000 666,000 24,373,000 9,077 

111,400 32,870 2,540 21,041,000 6,534,000 28,479,000 3,816,000 118,252,000 34,191 

26,100 8,050 2,170 4,925,000 1,358,000 5,900,000 416,000 29,145,000 8,423 

39,500 12,310 1,920 7,552,000 2,411,000 9,639,000 904,000 41,383,000 13,690 

1,382,300 419,040 2,280 247,556,000 65,083,000 426,995,000 59,807,000 1,646,265,000 426,742 

42,600 12,940 4,460 8,660,000 2,607,000 8,125,000 739,000 42,788,000 14,633 

26,500 8,010 2,060 6,340,000 1,431,000 5,909,000 589,000 27,387,000 9,167 

30,900 8,990 2,830 4,136,000 1,628,000 5,338,000 385,000 26,309,000 9,958 

53,400 17,890 1,470 1,928,000 3,141,000 14,181,000 2,122,000 55,536,000 18,078 

23,000 6,820 1,780 4,021,000 1,203,000 4,764,000 432,000 23,404,000 7,242 

505,400 147,520 3,530 93,433,000 25,719,000 122,829,000 18,346,000 571,809,000 153,992 

26,100 7,910 2,660 5,352,000 1,830,000 5,625,000 544,000 27,429,000 9,392 

27,200 8,350 2,420 3,131,000 1,342,000 4,775,000 317,000 18,181,000 9,156 

58,000 15,910 2,440 7,889,000 3,008,000 9,446,000 1,489,000 42,619,000 18,724 

R 

-. Withheld to avoid disclosure. " No data available. 
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COUNTY 

OHIO 
Hancock 

Hardin 

Henry 

Holmes 

Huron 

Knox 

Lake 

Licking 

Logan 

Lorain 

Lucas 

Madison 

Ma honing 

Marion 

Medina 

Mercer 

Miami 

Montgomery 

Morrow 

Ottawa 

Paulding 

Pic ka way 

Portage 

Preble 

Putnam 

Richland 

Sandusky 

Seneca 

Shelby 

Stark 

Summit 

Trumbull 

Union 

Van Wert 

Warren 

Wayne 

Williams 

Wood 

Wyandot 

R MARKET DATA (By Counties) 

POPULATION 
Est. 1951 
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HOMES 

Est. 1951 

FARM 
RADIO 
HOMES 

Est. 1951 

AUTOMOBILE 
STORE 
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1950 
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1950 
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SALES 
1950 

DRUG 
SALES 
1950 

TOTAL 
RETAIL STORE 

SALES 
Est. 1950 

TOTAL 
PA SSENG 

CAR 
REGISTR4 

TION 
1 -1 -50 

45,300 14,560 2,820 $ 9,716,000 $ 2,671,000 $ 10,090,000 $ 1,105,000 $ 46,400,000 16,072 

29,300 9,030 2,300 4,537,000 1,616,000 5,533,000 657,000 23,464,000 9,464 

22,900 7,030 2,500 3,815,000 1,622,000 4,637,000 501,000 22,664,000 8,171 

19,200 4,880 2,000 1,224,000 704,000 1,849,000 226,000 10,504,000 4,389 

40,200 12,110 2,340 6,696,000 2,939,000 9,919,000 1,871,000 39,001,000 13,704 

35,900 10,910 2,620 6,068,000 2,411,000 8,074,000 772,000 35,442,000 11,654 

77,200 24,180 1,710 11,081,000 4,860,000 18,759,000 1,781,000 67,494,000 28,846 

72,100 23,060 3,780 10,338,000 4,580,000 16,352,000 1,523,000 65,047,000 23,252 

31,900 12,520 2,460 6,250,000 2,092,000 7,544,000 638,000 35,125,000 10,739 

147,500 42,510 3,140 22,430,000 7,853,000 39,983,000 4,298,000 146,081,000 48,820 

394,200 118,840 2,270 91,893,000 23,981,000 116,071,000 15,343,000 493,907,000 130,664 

22,800 5,990 1,820 4,648,000 1,407,000 4,451,000 540,000 25,409,000 6,439 

257,300 70,600 2,590 46,485,000 12,042,000 75,529,000 6,644,000 284,141,000 73,714 

51,000 15,380 1,810 9,766,000 2,495,000 13,054,000 1,527,000 57,230,000 16,625 

41,200 12,860 3,010 6,654,000 3,400,000 9,209,000 1,060,000 40,849,000 14,577 

28,900 8,600 2,590 5,606,000 1,965,000 4,847,000 387,000 29,867,000 9,746 

62,600 19,460 2,730 11,821,000 4,495,000 14,730,000 1,672,000 60,558,000 20,618 

399,700 119,400 3,700 70,621,000 23,032,000 109,651,000 17,488,000 460,532,000 127,530 

17,500 5,180 2,290 1,625,000 944,000 2,271,000 150,000 10,331,000 5,811 

30,000 10,670 1,610 4,755,000 1,868,000 6,566,000 431,000 25,931,000 11,005 

15,400 4,830 1,820 2,200,000 1,280,000 2,546,000 204,000 9,931,000 5,195 

30,000 7,590 2,350 3,234,000 1,519,000 4,954,000 427,000 23,141,000 8,116 

65,200 18,680 3,220 10,428,000 3,296,000 13,005,000 1,286,000 49,899,000 20,501 

27,600 8,150 2,650 3,712,000 1,688,000 4,529,000 403,000 19,703,000 9,248 

25,800 7,260 2,720 3,787,000 1,255,000 3,949,000 322,000 21,532,000 8,685 

92,900 27,130 2,910 16,025,000 5,575,000 21,339,000 2,272,000 98,456,000 30,935 

44,200 14,450 2,400 7,561,000 3,568,000 10,385,000 983,000 46,455,000 16,619 

54,200 15,790 2,730 9,439,000 3,266,000 11,922,000 1,354,000 53,685,000 17,859 

29,100 8,610 2,810 5,363,000 1,347,000 6,848,000 584,000 25,958,000 9,851 

283,500 82,170 4,390 46,588,000 14,417,000 75,821,000 7,780,000 303,897,000 87,658 

410,000 121,480 2,810 80,975,000 20,797,000 116,069,000 13,042,000 452,941,000 128,590 

162,100 45,780 4,190 21,526,000 7,772,000 37,840,000 3,142,000 132,718,000 51,068 

21,300 6,390 2,400 2,960,000 1,642,000 3,295,000 373,000 16,973,000 6,927 

27,600 8,780 2,280 4,724,000 2,519,000 6,231,000 532,000 27,032,000 9,776 

39,300 11,100 2,470 4,141,000 2,280,000 7,191,000 678,000 29,670,000 12,401 

59,900 16,480 3,510 9,148,000 3,308,000 11,683,000 1,360,000 60,159,000 19,227 

26,800 8,800 2,390 4,225,000 2,255,000 6,070,000 580,000 27,242,000 9,739 

60,800 17,610 3,450 9,701,000 4,136,000 12,551,000 1,167,000 47,222,000 20,099 

20,200 6,120 1,830 3,283,000 1,260,000 3,752,000 418,000 16,951,000 7,124 

6,084,200 1,815,100 152,390 $1,075,450,000 $330,868,000 $1,592,012,000 $195,760,000 $6,532,007,000 1,936,445 

Consumer Markets -1951. Automobile Facts & Figures- A.M.A. 
State Auto Registration Bureaus -Michigan, Ohio, Indiana, Pennsylvania. 
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COUNTY 

INDIANA 
Adams 

Allen 

Blackford 

De Kalb 

Delaware 

Fayette 

Grant 

Henry 

Huntington 

Jay 

Lagrange 

Madison 

Noble 

Randolph 

Steuben 

Union 

Wayne 

Wells 

Whitley 

PENNSYLVANIA 
Crawford 

Erie 

Mercer 

MARKET DATA By Counties) 
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Est. 1951 
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1950 
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1950 
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1950 

TOTAL 
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22,700 6,390 1,950 $ 3,415,000 $ 1,394,000 $ 4,356,000 $ 418,000 $ 19,869,000 7,315 

183,600 55,990 3,910 36,960,000 12,155,000 45,474,000 7,430,000 218,666,000 58,570 

14,200 4,470 900 2,850,000 903,000 3,242,000 468,000 14,255,000 4,485 

26,400 8,240 2,050 3,250,000 1,744,000 5,796,000 547,000 22,916,000 9,503 

91,400 28,090 2,400 15,657,000 4,413,000 19,549,000 2,973,000 87,204,000 28,551 

23,700 6,890 1,020 4,454,000 1,339,000 5,481,000 787,000 23,325,000 6,828 

62,900 19,410 2,460 9,194,000 3,798,000 13,031,000 2,041,000 58,625,000 18,331 

46,100 13,770 2,320 7,185,000 2,622,000 11,096,000 1,136,000 40,238,000 14,724 

31,700 10,000 2,130 4,189,000 2,642,000 7,440,000 927,000 30,404,000 10,802 

23,400 7,580 2,030 3,844,000 1,491,000 4,574,000 500,000 19,775,000 7,966 

15,500 5,550 1,860 1,756,000 732,000 2,449,000 243,000 10,386,000 4,284 

105,300 32,860 2,950 19,775,000 5,607,000 23,980,000 3,861,000 103,993,000 32,651 

25,400 8,870 2,250 6,126,000 2,332,000 5,130,000 579,000 26,325,000 8,619 

27,500 8,870 2,710 4,033,000 1,938,000 4,990,000 716,000 28,961,000 11,834 

17,300 7,840 1,500 4,144,000 1,523,000 4,000,000 477,000 19,557,000 6,125 

6,500 2,010 710 475,000 506,000 1,305,000 169,000 5,539,000 2,085 

69,500 20,540 2,160 15,760,000 4,326,000 15,856,000 2,527,000 78,573,000 21,425 

19,900 6,310 2,290 3,249,000 1,358,000 3,840,000 330,000 17,355,000 7,096 

19,100 6,320 1,990 3,398,000 1,916,000 3,625,000 400,000 17,690,000 6,895 

832,100 260,000 39,590 $150,314,000 $52,739,000 $185,214,000 $26,529,000 $843,656,000 268,089 

79,600 24,960 4,980 $14,195,000 $ 3,851,000 $ 18,506,000 $ 1,595,000 $ 76,847,000 22,971 

219,500 62,600 4,520 39,027,000 11,050,000 59,786,000 5,256,000 236,399,000 65,205 

112,900 30,930 4,190 18,739,000 4,974,000 27,387,000 2,921,000 109,756,000 32,680 

412,000 118,490 13,690 $71,961,000 $19,875,000 $105,679,000 $ 9,772,000 $423,002,000 120,856 

- Withheld to avoid disclosure. ' No data available. 
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cITY COUNCILS 
Asbury Park Attorney 
Supports News Media 

BROADCASTING and telecasting city council meetings and other legis- 
lative proceedings of public interest was endorsed as a facet of press 
freedom last week when Abraham Frankel, city attorney of Asbury Park, 
N. J., spoke at the closing session of National Institute of Municipal Law 
Officers annual conference in New 
York. tion from barring the broadcast. 

Radio and television companies, As city attorney, Mr. Frankel had 
as agents for the dissemination of to defend the Council. In his 
information, are entitled to the speech last week, he quoted the 
same privileges of access as tra- opinion of Superior Court Judge 
ditionally have been accorded to C. Thomas Schettino: "We progress 
newspapers, he said. with civilization's discoveries, and 

"It is my conclusion that radio what is press in 1800 may still be 
and television are the very latest in 2C00, but meanwhile the word 
vehicles and media of the press. press and its mechanical devices 
Their freedom in a'democracy must may have increased tremendously." 
be protected zealously. The im- The court also held, it was re- 
pact of radio and television on the ported, that it is one thing to say a 
public, subject to legitimate re- mayor and council can control the 
strictions under constitutional gov- mechanics of a meeting and some - 
ernment, can only serve to thing else to say that they have a 
strengthen democracy, expose its right as public officials to exclude 
abuses and stimulate democracy the dissemination and distribution 
into a truly dynamic force in a of news or public interest in a 
threatened world," Mr. Frankel de- mechanical manner that is new. 
Glared. 

"The men and women in public 
office," he said, "should be observed Mr. Frankel distinguished, how - 
in bold relief by the electorate ever, between judicial and legis- 
and judged for their fairness and lative proceedings, reminding his 
ability, or discovered by the people audience that public trials are in- 
for their dictatorial methods and tended, not to promote intrusion 
utter mediocrity." of public opinion into jury findings, 

Speaking before some 350 cor- but to protect the accused from 
poration counsels at the Roosevelt corrupt proceedings. 
Hotel, Mr. Frankel's stand was the The question of broadcasting 
opposite he had been required to and telecasting meetings of the 
take professionally last summer. New York City Council is ex- 
The City Council at Asbury Park, pected to be brought up soon by 
having denied the local radio sta- Rudolph Halley, newly elected 
tion permission to broadcast a council president, who included his 
public hearing on a 3% luxury tax, belief in such procedure' in his 
had received a preliminary injunc- campaign platform. 

Makes Distinction 

BRAND NAMES DAY 
Herbert to Head Planners 

JOHN K. HERBERT, vice presi- 
dent in charge of NBC Radio Net- 
work sales, will head the planning 

committee for the 
seventh annual 
Brand Names 
Day Conference 
April 16 at the 
Waldorf- Astoria. 

This announce- 
ment was made 
last week by 
John W. Hubbell, 
vice president of 
Simmons Co. and 
chairman of the 

Brand Names Foundation Board 
of directors. Names of other plan- 
ning committee members are to be 
announced later this month. 

Brand Names Day is sponsored 
by the Foundation in conjunction 
with its annual membership meet- 
ing and election of officers. At a 
dinner in the grand ballroom of 
the Waldorf- Astoria, the Founda- 
tion will present "Brand Name 
Retailer of the Year" awards and 
citations to merchants and deal- 
ers in 20 fields of retailing. 

Mr. Herbert joined NBC in 1950 
as assistant to the president. He 
has had extensive experience in 
magazine advertising. 

Mr. Herbert 

PRODUCTION NEEDS 
Reviewed by AMA Group 

A FOUR -POINT plan calling for 
flexibility of operation that would 
enable any manufacturer to meet 
civilian production needs while par- 
ticipating in national defense 
activities has been outlined to the 
American Management Assn. 

The blueprint was unveiled at an 
AMA production conference in Chi- 
cago by Fred J. Walters, vice 
president and defense coordinator 
of Hotpoint Inc. Four -point plan 
calls for minimum dislocation of 
each organization, best utilization 
of personnel, adherence to economy 
of operation and assurance of 
company's ability to shift from 
present "dual economy" to total 
mobilization or back to peacetime 
civilian output. 

Opens Law Office 
ROBERT J. WINBURN, formerly 
of Dow, Lohnes & Albertson, 
Washington radio law firm, last 
week announced the opening of 
law offices in the Kass Bldg., 711 
14th St., N. W., Washington 5, 
D. C. Telephone: District 6495. 

BROADCASTING Telecasting 

CHICAGO chapter of American Women in Radio and Television greet Ray 
Livesay, pres., WLBH AM -FM Mattoon, Ill., and Ill. Broadcasters Assn., when 
he spoke during all -day session at WGN Chicago. L. to r.: Mr. Livesay; Edythe 
Fern Melrose, WXYZ Detroit and AWRT vice pres.; Betty Ross, WMAQ 
Chicago and Ill. chapter pres.; Frank P. Schreiber, mgr., WGN Inc.; Kay 
Middleton, Myrtle Stahl and Gloria Workmaster, all WGN; and Josephine 

Wetzler, WLS Chicago and vice pres. of Ill. chapter. 

NEW OFFICERS of Maryland -D. C. 
Broadcasters & Telecasters Assn, 
[BT, Nov. 26], include (I to r): 
Charles J. Truitt, WBOC Salisbury, 
Md., vice pres.; John E. Surrick, 
WFBR Baltimore, pres.; C. E. Smith, 

WTBO Cumberland, secy. -treas. 

FURLOUGHING Sgt. Richard Smith, 
formerly with WFBR Baltimore and 
WHUN Huntingdon, Pa., during early 
morning interview tells WFBR's Jim 
Crist about his job directing programs 
for Armed Forces Radio Services in 

the Azores. 

SPONSORSHIP of 10 winter concerts by the Buffalo Philharmonic Orchestra 
on WGR Buffalo, completed by J. N. Adam & Co., department store, and 
two suppliers, Youngstown Kitchens and RCA Victor Distributing Co. of 
Buffalo. At signing (seated I to r): Wilson F. Marks, western New York sls. 

mgr., Youngstown Kitchens; John W. Kimberly, adv. mgr. J. N. Adam & Co.; 
Paul C. Batt, sls. mgr., distributing company. Standing: Ralph Black, 
orchestra mgr.; David Cheskin, music director, WGR; James G. Kelly, pres., 
J. G. Kelly Adv.; Nat Cohen, sls. mgr., WGR; Paschall Swift, acct. exec., WGR. 

GUESTS at Keystone Broadcasting System party marking opening of new 

Chicago offices included (I to r): Gen Lemper, Foote, Cone & Belding; Paul 

McCluer, Geoffrey Wade Adv.; Jim Shelby, McCann- Erickson; Merle Myers, 
Russel M. Seeds; Ed Fitzgerald, J. Walter Thompson; Gwen Dargel, FC &B. 



ONLY 

ONE STATION Pail 

COVERS The SEVENTEENTH STATE* 

22 cities 

428 towns 

54 counties 

2,980,100 citizens 

84.0,040 radio families 

only NBC station 

more people than 32 states 

more goods purchased than 

'a compact market of 54 
counties in Eastern New 
York and Western New 
England whose population 
exceeds that of 32 states. 

34 states 

more spendable income than 36 states 

WGY 

Jan Guerry, representing Charles- 
ton's General William Moultree 
High School, takes a turn on 0 

'Teen Time. 

HUMAN RIGHTS 
Special Shows Planned 

THIRD anniversary celebration of 
Human Rights Day is to be ob- 
served today (Monday) by a spe- 
cial broadcast from the Kiel Opera 
House, St. Louis, to be carried by 
the ABC Radio Network from 
10 :30 p.m. to midnight. 

Produced through UN Radio, 
the 11 -hour program is to feature 
the St. Louis Symphony Orchestra, 
under the direction of Dr. Valadi- 
mir Golschmann, and artists of 
many nations. Lynn Fontaine and 
Jose Ferrer, stars of the legitimate 
theatre, were announced as nar- 
raters; Nicoli Henriot, pianist, and 
Uta Graf, Elena Nikolaidi, Robert 
Rounseville and William Warfied, 
as vocal soloists. Actor Walter 
Able is to be m.c. 

Messages from the General As- 
sembly President and Mrs. Eleanor 
Roosevelt, recorded in Paris, will 
be broadcast. 

Program will be rebroadcast in 
New York Dec. 16 at 3 p.m. by 
WNYC and will be released sub- 
sequently over the NAEB Educa- 
tional Network and Voice of Amer- 
ica. 

Another special UNESCO human 
rights program, Our Present Duty, 
is scheduled to be carried by the 
Liberty Network today at 2:15 
p.m. EST for eastern and central 
time zones and at 11:15 p.m. EST 
mountain and Pacific zones. 

Liberty also will carry a broad- 
cast of the New York Times Youth 
Forum, "How Important Are 
Human Relations," to be moderated 
by Dorothy Gordon, after it has 
been broadcast by WQXR New 
York, Saturday 10:15 a.m. 

Spot announcements on Human 
Rights Day have been distributed 
to all U. S. stations by UN Radio 
and special programs are scheduled 
to be broadcast from stations 
throughout the world. 

THE CAPITAL OF THE 11TH STATE 
FTC Cites Precision 

A GENERAL ELECTRIC STATION REPRESENTED NATIONALLY BY NBC SPOT SALES 

PRECISION Apparatus Co., Brook- 
lyn, N. Y.. has been asked by Fed- 
eral Trade Commission to cease 
misrepresentation of its radio tube 
testing instruments. FTC charged 
the instruments are not "mutual 
conductance" tube testers as rep- 
resented by the brand names and 
in various advertising statements. 

'TEEN PROGRAM 
WCSC Develops Paying Show 

WHEN a program has the spon- 
sor's advertising manager singing 
its praises, the station has done a 
good job. That's why WCSC 
Charleston, S. C., likes its 'teen- 
age show, 'Teen Time. 

The program centers around a 
group of girls representing nine 
local high schools. In turn, each 
girl plans her own program, selects 
talent from her school, personalities 
to interview and compiles a hit 
parade by polling fellow students. 
Come Saturday morning, with the 
aid of Bob Tamblyn, WCSC an- 
nouncer, the girl serves as her own 
mistress -of- ceremonies on the air. 

After 12 weeks on the air, Ed- 
ward C. Powers, ad manager for 
the sponsor, Condon's Dept. Store, 
commented, "The show really sells 
merchandise." 

Mr. Powers said that not only 
has he found a new radio medium 
to sell his goods but that WCSC's 
'teen -age show has created an in- 
valuable number of potential buyers 
among the younger citizens. 

`BOZO' SUIT 
Hearing Docketed Jan. 11 

HEARING of the $500,000 suit 
filed against Capitol Records Inc., 
Hollywood, by Larry Valli, known 
professionally as "Bozo the Clown," 
will be held Jan. 10th or 11th in 
Los Angeles Superior Court, it was 
reported last week. 

In the suit, filed early in Novem- 
ber [BT, Nov. 12], Mr. Valli 
charged that the record company 
had used the "Bozo" name on a 
series of children's recordings with- 
out his permission or remuneration 
to him. Mr. Valli claimed further 
that Capitol licensed various toy 
manufacturers to make toys carry- 
ing "Bozo" label. An accounting 
of profits derived from both sources 
reportedly was being asked. 

Christmas Eve Show 
GLEE CLUBS and choirs com- 
posed exclusively of employes of 
five major industrial organizations 
will join forces with ABC to pre- 
sent a new kind of program from 
11 p.m. to midnight Christmas 
Eve over ABC Radio. Groups 
will represent Goodyear Tire & 
Rubber Co., Prudential Life In- 
surance Co. of America, General 
Motors Corp., Sylvania Electric 
Products and Equitable Life As- 
surance Society of the U. S. "In 
planning a Christmas Eve pro- 
gram with the traditional theme 
of good -will between men," Leon- 
ard Reeg, vice president in charge 
of ABC Radio programs, said, 
"ABC felt that this year the best 
possible opportunity lay in re- 
vealing one of the many social ac- 
tivities existing among employes 
of great American industries." 
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Advertisement 

...and now a word our sponsors 
This year of 1951, has been, for us, a 

"Nifty One." It's our BIGGEST YEAR, 
in many ways, and so, to give our thanks and 
praise, we've bought a page in this Magazine, 
so our "Message of Thanks" could be properly 
seen. 

For years, our station has been a "BIG 
LEAGUER." Year after year, we've grown 
bigger and bigger. Our National Spot Sales 
get better and better -and so, as we start off 
our "Thank You" letter, we are grateful for 
the enthusiasm, energy and pep, displayed by 
our wide -awake "National Rep." For telling 
our story, every day, everywhere, we pay our 
respects to the boys at JOHN BLAIR. 
They've brought us new business! Every Blair 
"Rep" you see, says "WASHINGTON'S 
BEST BUY IS WWDC." 

In expressing our thanks, we particularly 
desire to include every Agency, every Time 
Buyer, and all Account Executives on our a year's business list. (If you placed any, hope 
your name isn't missed.) We'd list personal 
names, with a "Cut" of each face, but since 
we're restricted by limited space, we thank, 
INDIVIDUALLY, all you fine "gals" and 
"guys," as your Agency names we "alpha- 
betize." 

NATIONALLY -under "A" -for ac- 
counts that we get, we send our thanks to 
AITKIN- KYNETT. Also another important one 
-referring to N. W. AYER & So/sr. 

Under "B," there's B. B. D. & O. (BAT- 
TEN, BARTON, DURSTINE & OSBORN, you 
know), also BENTON & BOWLES, and likewise 
TED BATES, while the BIOW COMPANY a 
vote of thanks rates. In listing the B's the 
'Boss would be fierce, if we overlooked BER- 
MINGHAM, CASTLEMAN & PIERCE. 

As for "C," a lot of big Agencies we see 
for example, CUNNINGHAM AND 

WALSH, I -N -C. There's CAMPBELL -EWALD, 
then HARRY B. COHEN, while to CECIL AND 
PRESBREY further thanks should be goin'. 

Next, to the letter "D" we go, with a 
salute to DONAHUE & Coa. Then HERSCHEL 
Z. DEUTSCH, and DEUTSCH & SHEA . . . 

next DUANE JONES ... (Oops! That's comes 
under "J "). And for other contracts that have 
been signed and sealed, we are grateful to 
DOHERTY, CLIFFORD & SHENFIELD. We're 
glad our supply of rhymes is still ample, to 
mention DANCER -FITZGERALD & SAMPLE . . . 

and also Down, REDFIELD & JOHNSTONE, 
"INK" (which just about winds up the D's, 
we think.) 

Under "E," we thank EsTY (WILLIAM 
ESTY, of course), also ERWIN, WASEY and 
all of their force. And for West Coast busi- 
ness, it's easy to determine, why we thank 
ELLIOTT, DALY & SHERMAN. 

And while Agency names in tribute we're 
"welding," we express appreciation to FOOTE, 
CONE & BELDING. 

Then GREY ADVERTISING we salute in our 

ti 

"ditty," also GRANT ADVERTISING in the 
"Windy City." 

Under "H," we're having one "H" of a 
time, getting our "H's" to properly rhyme. 
There's HARVEY -MASSENGALE in Our "H" 
summary -then HANLEY, HICKS & MONT- 
GOMERY. TO the RAY HIRSH COMPANY, a 
polite bow is due ... and to the HERMAN 
ADVERTISING AGENCY, too. TWO other 
Agencies, smart and adroit, are HIxsON & 
JORGENSON, and CHARLES W. HOYT. 

Then there's STEWART JORDAN under the 
"J" . with three topnotch Agencies start- 
ing with "K." There's the KUDNER AGENCY 

. . and KENYON & ECKHARDT. In giving us 
business, they both played a part. As for the 
other Agency starting with "K," the JOSEPH 
KATZ COMPANY thinks we're "O.K." 

To AL PAUL LEFTON, in Philadelphia, 
P -A., we send lots of "Brotherly Love" your 
way. Under "M" there is MARFREE ... and 
WALTER MCCREERY . . . while MORSE 
INTERNATIONAL helps keep us "cheery." Then 
there's ALLAN MARIN, and JOHN F. MUR- 
RAY, while for MAXON (if you're "axin ") 
we get results in a hurry. And to our chain 
of thanks, another big link, as we add MOREY, 
HUMM & JOHNSTONE, INC. 

We come next to NEEDHAM, LOUIS & 
BRORBY. (The best word to rhyme with 
BRORBY is BRORBY.) 

Under "O," we really OWE thanks galore 
OWEN & CHAPPELL, and ROBERT W. 

ORR, also R. T. O'CoNNELL, and O'NEIL, 
LARSON & MCMAHON, and also in Chicago, 
thanks a lot -OLIAN. 

Three Agencies we love "A Bushel and a 
Peck" are PICARD ADVERTISING, PIEDMONT ... and PECK. 

And for their good judgment in radio 
buyin', we're thankful indeed CO RUTHRAUFF 
& RYAN. 

Do we have more acknowledgments? Yes 
indeed, many! There's SIMMONDS & SIM- 
MONDS, and of course, STREET & FINNEY. 
There's "S. S. C. & B." (if memory fails) that 
means SULLIVAN, STAUFFER, COLWELL & 
BAYLES, and our final "S" is important, you 
bet . . . a thankful salute to SHERMAN & 
MARQUETTE. 

Under "T," we're glad to mention 
"J. W. T." (That's easier to rhyme with than 
THOMPSON, you see.) To THOMPSON- 
KocH and J. B. TAYLOR thanks we extend; 
while under "V" there's "VIC" VAN DER 
LINDE. And under this letter, we next proud- 
ly hail the neighboring agency of VAN SANT, 
DUGDALE. 

As we near the end of the alphabet, WEISS 
& GELLER We couldn't forget, nor THE 
WESLEY ASSOCIATES . also GEOFFREY 
WADE ... who were all in our '51 Business 
Parade. And for a double "W" there's WARD 
WHEELOCK, too ... and finally, YOUNG & 
RUBICAM ... our best thanks to you! 

While we're happy and thrilled for this 
NATIONAL RECOGNITION we aré 
proud and thankful for our LOCAL POSI- 
TION. More listeners than ever! A Rating 
we treasure! Our thanks go to "PULSE" for 
their accurate measure. 

To the Mutual Network, and its President, 
Frank White, our appreciation and sincere 
delight, for fine shows, plus promotion, so 
people still know -that "WHEREVER 
YOU GO, THERE'S RADIO." 

And last, but not least, our sincere saluta- 
tions to all LOCAL ADVERTISING OR- 
GANIZATIONS. The business they give us, 
day in and day out ... is something to truly 
be thankful about. They're the real "Back- 
bone" in our operation, and we pledge our 
continued co- operation. If we had space, a 
verse about each one we'd write, but we'll 
thank them alphabetically (from left to right.) 

(AD MASTERS, INC. - ADVERTISING, INC. 
-ART ADS-A. W. & L. ADVERTISING - 
AZRAEL ADVERTISING AGENCY -JAMES S. 
BEATTIE AGENCY - MAURICE CHESSLER 
AGENCY -COHEN & MILLER AGENCY - 
ROBBIg J. ENDERS ADVERTISING, INC. -AL- 
VIN EPSTEIN AGENCY -COURTLAND D. FER- 
GUSON AGENCY -PAUL LYNN HELLER, INC. 
-ERNEST S. JOHNSTON AGENCY -KAL, EHR- 
LICH & MERRICK -HENRY J. KAUFMAN & 
ASSOCIATES- KRONSTADT AGENCY - THE 
LEWIS AGENCY -J. GORDON MANCHESTER 
ADVERTISING -HARWOOD MARTIN AGENCY 
-MELLOR & WALLACE-WM. D. MUR- 
DOCK AGENCY -LEWIS EDWIN RYAN AGEN- 
CY - M. BELMONT VER STANDIG - WIL- 
LIAMS, STARK & HINKLE.) 

Resuming our rhyme, THANKS from 
"A" thru to "Z" ... for thinking of us at 
WWDC. (If our verses were feeble, and 
brother, you know it, just place the blame on 
our Station Staff Poet) If you're on our '51 
business list, here's hoping, once more, your 
name wasn't missed. 

A REMINDER - FOR RESULTS, 
YOU'LL BE THANKFUL TOO, IF 
YOU'LL KEEP PLACING ORDERS 
THROUGHOUT '52. 

BROADCASTING Telecasting 
National Representatives: John Blair & Co. 
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Here are some of the radio 

aLIE/l/OR/W/E spins em 

4611Pi 
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on your dial 
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l9/fFXDAYS 

Hear 8,4W0 0F,4itIER/Cfl on your dial 

` /1ONDAYs 

The OM" //DERS'/IEVÇ CiD on your dial 
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Relax EnjoyafG'Ed4RROWiIY on your dial 

"- GI/fFXDAYS' 

NT//FiP f'IYOK/.f' 8f3''T 

Fs!aS 

on your dial 

TA/URSDAYS 

TÌ//!/ is %ERR/F...dehlings on your dial 

S'uNDAYS í 

/4it/44l/E...Private /1", on your dial 

S'uNDAYS 

raw' I I f E a n d/ í 10 //Y 

%-s\ 
on your dial 

The 20 eye- catching poster de- 
signs on these pages represent 
WMAQ's strong outdoor 
advertising promotion for No- 
vember and December. They 
appeared on 87 Chicago area 
billboards and represented 

40,716,000 potential reminder 
impressions per month! 

This is just another example 
of the strong promotional sup- 
port WMAQ gives its adver- 
tisers to build its dominant 
audience. 
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better than paper to the greatmidest! 

Enjoy the /VglltS'Of /i'Y i+in on your dial 

/f/EDNESD/><YS 

_ Bet {6fp- Hear,Of f)n on your dial 

NB 
71/Ed'DAYS' 

/Pet Roes an d 141./Cf i+in on your dial 

j^1i),),_ 

S'l/NDAYS 

Tommy Bartlett's Welcome Travelers on your dial 

WEEKDAYS) 

fisc Jockey G/ 9f/OAY1RP on your dial 

Music King 4YNEi(Irf/G on your dial 

WEEKDAYS 

YouriOl/.SEOf 

o 

610 

WMAQ 

on your dial 

It's Fascinating! Heart IT on your dial 

TIURSDAYS' 

Via WMAQ's brand new trans- 
mitter tower -250 feet higher 
than the previous one -the 
WMAQ signal now reaches 
17,500,000 people -an addition 
of 300,000 to the WMAQ 
"family". 
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N.Y,.'S THREATENED TRANSIT STRIKE 
Union, Public Turn to Radio and Television 

NEW YORKERS kept abreast of 
the strike threatened by the Trans- 
port Workers Union last week 
through their reliable sources, ra- 
dio and television, while the CIO 
union itself bought telecast time 
to make sure the public was in on 
its mass meeting Tuesday night. 

TWU President Michael J. Quill 
said his union would obey the court 
injunction forbidding a strike 
against the Third Avenue Transit 
Corp. when he appeared on WNBT 
(TV) New York Close -up 6:30 -7 
p.m. Monday, and promised to use 
his influence to prevent wildcat ac- 
tion. The union leader's telecast 
statements were widely quoted by 
metropolitan papers the following 
morning. 

Mass meeting Tuesday night was 

originally called for a strike vote, 
but Mr. Quill said the ballot would 
seek only approval of executive 
board action. TWU nevertheless 
purchased the 9 -9:30 p.m. time 
slot on WJZ -TV, and offered co- 
operation with other stations want- 
ing on- the -scene reports. CBS -TV 
newsmen recorded about ten min- 
utes of the meeting, during the ac- 
tual vote, for an 11 p.m. telecast, 
and NBC's Tex and Jinx McCrary 
-who had been covering TWU ac- 
tivity all week -were to set up 
their tape recorder to glean what- 
ever information they might want 
to broadcast on their morning show 
the next day. 

Broadcast journalism of t h e 
TWU story got its start Nov. 26 
when Mr. Quill became the only 

person to make three appearances 
on WOR -TV Presa Conference, 
7:30 -8 p.m., every Monday. The 
man who had first appeared last 
spring, shortly after the program 
was inaugurated, returned to face 
reporters and discuss his union's 
policies. 

The following Friday, Nov. 30, 
Mr. Quill was back at WOR -TV 
studios for the Between the Linea 
weekly show in a discussion that 
stretched the informal format al- 
most to the point of elasticity. 
Court's restraining order had been 
issued just two hours before the 
show's 7 p.m. airtime and news- 
men, unable to reach the busy union 
leader, could again have written 
their stories by staying at home 
and watching television. 

Further Appearances 
The next Monday, Dec. 3, Mr. 

Quill telecast his policy statements 
on Tex and Jinx McCrary's New 
York Close -up and appeared on 

ÌI5 RICH MAR 
No other signal covers the South Bend market 

like WSBT. Radio sets in use are up to an all - 

time high of 32.8! WSBT's share of audience 

at 66.6 is way above the national average. And 

here television is insignificant because no con- 

sistently satisfactory TV signal reaches South 

Bend. Don't sell this rich market short. Wrap 

it up with WSBT radio. 

30 Years on the Air 
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their morning radio show -by tele- 
phone- Tuesday when Mr. Mc- 
Crary, reviewing the strike situa- 
tion, asked him to call if he were 
listening. 

Aside from such direct partici- 
pation in the strike development, 
the one million New Yorkers whose 
transportation was involved also 
heard details of the matter on 
regularly scheduled radio and tele- 
vision newscasts. 

ATOMIC DEFENSE 
Shown by 'Bert the Turtle' 

AN ILLUSTRATED booklet Or 

titled Duck and Cover and featur- 
ing Bert The Turtle as chief pro- 
tagonist in the drama of atomic 
self- defense, was introduced last 
week by the Federal Civil Defense 
Administration. 

An original cartoon character in 
his own right, Bert also will dem- 
onstrate basic principles of atomic 
self- protection on radio, television 
and in other media. 

Radio plans call for issuance of 
a quarter -hour transcription to be 
distributed to over 2,500 of the na- 
tion's AM and independent FM 
outlets. The transcriptions are 
skits featuring the turtle, children r- 
and appropriate sound effects. 

The discs also will be sent to 
state civil defense directors for 
use by local units at the community 
level where station coverage is not 
feasible. Steve McCormick, radio 
chief, was responsible for produc- 
tion. 

Film Versions 
A 10- minute film version, to be 

distributed by Castle Films Divi- 
sion of United World Films, New 
York, is tabbed for use by the 100 - 
plus video outlets. Prints will be 
sent out on a non -exclusive basis to 
film dealers, camera supply stores 
and other sources which in turn will 
rent them out. The 16mm sound 
print sells for $17.50 and other 
types are priced in proportion. 

Producing firm is Archer Pro- 
ductions, New York, which collab- 
orated with the National Edu- 
cation Assn. and FCDA. TV sta- 
tions may use the films on a one- 
time basis without cost. Subsequent 
showings would be available for 
commercial sponsorship. 

The new series is part of a con- 
tinuing program launched by the 
Audio -Visual Division of FCDA 
under Jesse Butcher, with produc- 
tion vested in the respective radio 
and TV sections. 

A recent example of its activity 
was the appearance of federal civil 
defense authorities on CBS Radio's 
You and the World last week. Re- 
corded excerpts were prepared by 
FCDA and played Monday through 
Friday, 6:15 -6:30 p.m. 

The TV section, under Harold 
Azine, has released a series of 
programs and spot announcements 
on kinescope film recordings in re- 
cent months. The Duck and Cover 
film is the latest of a series, slated 
to be incorporated into a package 
presentation [BT, Nov. 5, Oct. 
22]. 
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...in recognition of 

Outstanding Achievement 

in Public Relations 

KLZ is the only station selected in 

1951 for excellence in public relations 

by the American Public Relations 

Association. This high honor is 

acknowledged most gratefully. 

Few, if any, stations can equal 

KLZ's award -winning record ... 
consistent proof of leadership 

during 30 years of broadcasting 

in the public interest. 

CATE OF p R. A CHIE VEMENT 

gri 
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BROADCASTING Telecasting 

Case history of KLZ's public relations activity will 
be shown to various APRA chapters, after which 
it will remain available for study in the Library of 
Public Relations, George Washington University. 

REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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WCCO's popular local personalities are not 

the fellows to stay at home and rest on 

their laurels. These favorite sons of the North- 

west-like Cedric Adams, George Grim, Bob 

DeHaven, Larry Haeg, Whoopee John, and 

the cast of Checkerboard Quiz -get out and 

win more friends (every one a listener) ! 

Last year, for example, they barnstormed 
from dawn'til dusk through 153 Northwest 

towns (typical town: Waconia, Minnesota, 

where 1,500 out of a total population of 1,569 

turned out to see farm expert Larry Haeg), 

putting on shows, shaking hands with 

the local folk ... and talking about WCCO, 

its programs, its sponsors and products. 

It all added up to a junket of almost 62,000 

personal 

And how do these campaign trips affect 

listening? That's an easy one. Any way you 

check the popular vote, WCCO is the 

first choice of listeners in its 118 -county 

area.' In fact, virtually one out of every 

two families listening in this tremendous 

territory -day or night -is tuned to WCCO!* 

To be sure your sales messages are carried 

and listened to throughout the great 

Northwest market, ask us to suggest the right 
candidate to take your case to the people 

and win sales for you ... every time. 

Minneapolis -St. Paul W C C O 
Represented by 

CBS Radio Spot Sales 

*BMB Daytime 50 -100% Area, 1949. 

*WCCO Listener Diary, 

Fall 1950:6 am -12 mid.,7 days. 



COVERAGE ALONE ISN'T ENOUGH 

Here's why WGST is the ideal Xmas gift to 

sales managers the year round: (1) Com- 

plete coverage of the ever expanding 

Atlanta market; (2) Top ABC and locally 

produced shows geared to the buying habits 

of Atlanta listeners; (3) High -powered mer- 

chandising support to wholesalers, retailers. 

Let the WGST staff gift wrap Atlanta for 

your product by contacting us or our na- 

tional reps for availabilities. 

MR. 

ATLANTA 

titi'd$1* 
ABC . ATLANTA 

5,000 WATTS 920 KC 
NATIONAL REP. 

JOHN BLAIR 
%; : IN SOUTH EAST 

CHAS C. COLEMAN 
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GENEVA MEET 
Frequency Plan Set 

ANOTHER step in the long road 
to put into effect the 1947 Atlantic 
City frequency allocations among 
the nations of the world was taken 
last week as the 70- nation Extra - 
ordinary Administrative Radio 
Conference ended its deliberations 
in Geneva. 

Agreement signed by all nations 
but U.S.S.R. and its satellites pro- 
vided for a gradual period for 
changing over fixed, maritime and 
tropical broadcast and communica- 
tions stations. Nations also agreed 
to review in 1955 the progress 
made. Efforts will be continued 
to draw up an acceptable high fre- 
quency broadcasting plan -relating 
mostly to international broadcast- 
ing frequencies (6 -27 mc) which 
are also used internally in U.S.S.R., 
India, Central and South America. 

Conference just ended, which ran 
August- December, was successor to 
the Provisional Frequency Board 
meeting in Geneva which ran from 
1948 to 1950, but which was unsuc- 
cessful in getting the nations to 
agree on specific changes for sta- 
tions to be transferred as a result 
of the Atlantic City treaty. The 
Atlantic City convention allocated 
service usages from 10 kc to 30,000 
mc. In 1948 and 1949, aeronautical 
bands were successfully worked out, 
but other changes have run up 
against the intransigeance of the 
Soviet Union and its satellites -as 
well as the uncompromising re- 
quirements of other nations. 

540 kc Crowded 
Future of 540 kc as a broadcast 

wavelength in the United States is 
at stake in this latest agreement. 
At the Atlantic City conference, 
540 kc was allocated to broadcast 
service in the North American re- 
gion. Under pending NARBA 
treaty, 540 kc is allocated to Can- 
ada as a Class 1 -A frequency. CBK 
Watrous, Saskatchewan, is already 
on this frequency with 50 kw. 
There is a 1 -kw station on this fre- 
quency at Victoria de las Tunas, 
Cuba. XEWA at San Luis Potosi, 
Mexico, was reported on this fre- 
quency with 150 kw -but there is 
doubt that it is using this much 
power. The U.S. could put Class 
II stations on this frequency pro- 
vided they protect the dominant 
Canadian station. Also to be eval- 
uated are the effects of 540 kc on 
the international distress frequency 
of 500 kc. 

Bymart Move 
GENERAL offices- including ad- 
vertising and promotion -of By- 
mart- Tintair Inc., manufacturer of 
the home hair coloring, were moved 
from New York last week to the 
company's recently acquired fac- 
tory in Newark, N. J. Research, 
quality control, production, ac- 
counting and shipping departments 
moved into the six -story, 80,000 - 
sq: ft. structure during the sum- 
mer. 

LABOR STRIKES 
Hit Electronic Firms 

STRIKES called by the CIO elec- 
trical workers' union last week 
paralyzed sizable segments of two 
of the nation's largest electronic 
manufacturing firms. 

The two companies were the 
Westinghouse Electric Corp., whose 
Buffalo plant has been tied up in 
a 10 -week old strike, and the Gen- 
eral Electric Co., with nine upstate 
New York plants idled. The union 
is the CIO -IUE (International 
Union of Electrical, Radio & Ma- 
chine Workers). 

The CIO union previously had 
filed a $200,000 suit in Federal 
District Court against Westing- 
house of Louisville, charging a 
lockout of 180 union members at 
its Bowling Green, Ky. plant. The 
company later closed down the 
plant [BT, Nov. 26]. 

More than 3,500 employes were 
idled at the GE plants as produc- 
tion workers walked out of GE's 
Electronics Park and other plants 
in a protest move involving senior- 
ity rights. A teamsters strike in- 
volving a second union also shut 
down construction work at the 
main GE building and research 
lab at Syracuse, N. Y. 

Federal mediators met Wednes- 
day and Thursday with Westing- 
house representatives and union 
officials in Washington in an at- 
tempt to resolve a dispute in which 
some 5,600 Buffalo production em- 
ployes walked out last Sept. 24. 

Meanwhile, CIO -IUE President 
James B. Carey warned that he 
may call a general strike involv- 
ing some 45,000 electrical workers 
in Westinghouse plants across the 
nation. Again, seniority issues 
were involved. Mediation Cyrus 
Ching presided over discussions. 

WKHM MAKES DEBUT 
Sister to WKMH Dearborn 

WITH inverse call letter, WKMH 
Dearborn, Mich.'s new sister sta- 
tion, WKHM Jackson, Mich., took 
the air last Friday, the first new 
AM station in Jackson in nearly 
25 years. 

The outlet, which operates on 
9'70 kc with 1 kw fulltime, is li- 
censed to WKMH Inc. Walter 
Patterson is managing director. 
It is affiliated with MBS and LBS. 
An inaugural dinner was held Fri- 
day at the Hayes Hotel with 250 
people attending, including the 
Michigan Governor. 

Sarnoff at REC 
BRIG. GEN. DAVID SARNOFF, 
chairman of the board of RCA, 
will be the featured speaker at the 
Dec. 20 luncheon meeting of the 
Radio Executives Club of New 
York at the Waldorf -Astoria Hotel. 
Meeting will conunemorate the 
fiftieth anniversary of transoceanic 
wireless. 
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"What do you want for 37¢ ?" 
370 won't stretch very far at your local counter these days. 

But on WAVE radio -37¢ will make 1000 sales 

impressions for you! 

(1000 television impressions would cost you 99¢ -1000 by 

newspapers would cost you $8.94!) 

Check Free & Peters for availabilities on WAVE radio! 

Facts above are from scientific, authoritative survey 
made by Dr. Raymond A. Kemper (head of the 
Psychological Services Center, University of Louisville) 
in WAVE area, July, 1951. Copy on request. WAVE 

5000 WATTS NBC LOUISVILLE 

Free & Peters, Inc., Exclusive National Representatives 
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Advertisement 

From where I sit 
Zy Joe Marsh 

Specs And I See 

Eye To Eye 

Asked Specs Allen to go hunting 
last week. Known him all my life, so I 
wasn't surprised when he showed up 
with no guns. Specs doesn't like to 

kill anything. 
Couldn't ask for a better hunting 

companion, though. We tramp around 
the woods, and whenever the dogs 
flush a bird, I blaze away while Specs 
just watches. 

Told him once I was surprised he 

went along ... feeling the way he does 

about shooting anything. "Well, Joe," 
he says, "you go ahead and do what 
you think is right and I'll stick to 

what I think is right. I've no call to 

dislike you for not seeing everything 
the way I see it." 

From where I sit, open -mindedness 
is a wonderful quality. There are plenty 
of things Specs admires that I don't 
care for. Like his fondness for butter- 
milk. I'd rather have a glass of beer 
anytime ... but Specs Allen and I 
don't let little differences get in the 
way of something big like friendship. 

gee 

Copyright, 1949, United States Brewers Foundation 
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CAB VIEWS 
Wants Separate Control 

RECOMMENDATION to the Ca- 
nadian Parliamentary Committee 
on Radio Broadcasting that a 
separate regulatory body be set up 
for radio control has been made 
by the Canadian Assn. of Broad- 
casters during hearings on broad- 
casting. 

CAB also urged that the listener 
license fee of $2.50 a year be 
abolished, that control of news- 
casting and programming by the 
Canadian Broadcasting Corp. be 
eliminated and that only Canadian 
citizens be permitted to own TV 
and broadcasting stations there. 

With leading Canadian broad- 
casters and counsel for the 104 
members of the CAB appearing 
before the Radio Committee, mem- 
bers of Parliament were given 
answers to many questions on Ca- 
nadian broadcasting. 

T. J. Allard, CAB general man- 
ager, pointed out Canadian station 
owners are anxious to obtain TV 
station licenses because TV would 
cripple AM and FM broadcasting 
when it comes into operation in 
Canada. He estimated Canadian 
broadcasters could be on the air 
within 12 to 18 months after re- 
ceiving their licenses and would 
be financed in their operations 
through sale of advertising. 

Same Situation Exists 
Mr. Allard stated, that before 

CBC and its predecessor came onto 
the scene the bulk of Canadian sta- 
tions were not located in the major 
cities and few had connections with 
U. S. networks. Today the same 
situation prevails, he said, and the 
privately -owned stations cover the 
small communities of Canada. The 
private stations could operate a 
national service without cost to 
the taxpayer, he noted. 

Harry Sedgwick, CFRB Toronto, 
told the committee members that 
it would cost about $150,000 to put 
a TV station on the air. He said 
the cost had come down consider- 
ably since he made his first applica- 
tion for a TV license some years 
ago. He had estimated cost then 
at $750,000. 

Joseph Sedgewick, Toronto, 
counsel for CAB, urged abolition 
of the annual $2.50 license fee 
which now goes to the Canadian 
Broadcasting Corp. He would sub- 

Gillin Awards 
CANADIAN ASSN. of Broadcast- 
ers is asking member stations to 
submit presentations in quadrup- 
licate on community services dur- 
ing 1951 for the second annual 
John J. Gillin Jr. Memorial Award. 
Judging is to be done during Feb- 
ruary and awards will be made at 
the March annual meeting of the 
CAB at Toronto. Reports on com- 
munity services of stations are to 
be made to the CAB at 108 Sparks 
St., Ottawa, by Feb. 1. 

TULSA sale is completed as Broad 
caster Harry Schwartz (I) receives 
check in the $200,000 sale of KOME 
Tulsa to John Brown U. of Siloam 
Springs, Ark., licenseee of KUOA- 
AM-FM there and KGER Long Beach, 
Calif. [BT, Sept. 24]. KOME is to 
be operated commercially as part of 
endowment properties of the educa- 
tional institution. L. to r: Mr. 
Schwartz; Storm Whaley, vice presi- 
dent for radio, and John E. Brown, Jr., 
president of the Brown school inter- 
ests. Control of station was assumed 

Nov. 16. 

stitute the revenue with a govern- 
ment grant. He pointed to the 
expense, between $600,000 and 
$700,000, of collecting the annual 
fee, money which comes out of 
the general treasury and which 
could be better used for broad- 
casting. 

CANADIAN MUSIC 
Copyright Hearing Set 

CANADIAN broadcasters are ex- 
pected to know how much they will 
be paying for use of copyright 
music, other than BMI music, early 
in 1951, it is expected following 
the preliminary hearings of the 
Canadian Copyright Appeal Board 
at Ottawa late in November. 

The board set Dec. 20 -22 and 
Dec. 27 -29 for hearings at which 
Composers, Authors & Publishers 
Assn. of Canada (CAPAC), the 
Dominion's ASCAP, will first pre- 
sent its brief asking more than 
double the present Canadian copy- 
right fees plus a percentage of 
gross profits. This is the first time 
in 15 years that the board has 
asked CAPAC to present its case 
first. 

Canadian broadcasters, through 
the Canadian Assn. of Broadcast- 
ers, feel that under this proce- 
dure it is possible that fees will 
be announced by the board for 1952 
early in January, rather than late 
in the year as in other years. 

ANNUAL "Radio Night" dinner of the 
Southern California chapter, American 
Assn. of Advertising Agencies will be 
held Dec. 11 at the Hollywood Roose- 
velt Hotel. Highlighting the evening 
will be the presentation by the South- 
ern California Broadcasters Assn. of 
six case histories of current radio 
success stories in local, spot and re- 
gional network categories. 
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Leading Independent 

Radio Stations are Pushing 

Sales Curves UP! 

JUST READ WHAT 

THESE INDEPENDENT 

THINKERS SAY: 

"In our 21 years of 

business, the past two 

years of continuous 
advertising over Sta- 

tion KITE have defi- 

nitely done more 
for 

us than any 
dium of advertising." 

-To Radio Station ITE 
San Antonio, Te 

from Deason Radio 

Company 
San Antonio 

It Will Pay You to do some INDEPENDENT THINKING 

If you have been hearing dire predictions about the fate of radio 

in general, just cast an eye at' the leading independent radio stations! 

Competition has kept them toughened up, made them today's best 

buy when you really want profitable results. You owe it to yourself 

to get the facts. Just write to any AIMS member listed below. 

"using only 5 spots 

on KYA, the Para - 

mount Theater 
hoped attract 200 

persons to a preview. 

They were astounded 

when 750 persons 

showed up." Radio - om 

Station 
eport fr 

KYA. San 

Francisco, Califor- 

nia, of a commend 

ation received from 

Paramount 

THESE ARE THE LEADING INDEPENDENT RADIO STATIONS: 

WCUE -Akron, Ohio 
WBMD -Baltimore, Maryland 
WBNY -Buffalo, New York 
WJMO -Cleveland, Ohio 
WVKO -Columbus, Ohio 
KMYR -Denver, Colorado 
KCBC -Des Moines, Iowa 
WIKY -Evansville, Indiana 
WCCC -Hartford, Connecticut 
WXLW -Indianapolis, Indiana 
WJXN -Jackson, Mississippi 
KLMS -Lincoln, Nebraska 
WKYW -Louisville, Kentucky 

WMIE -Miami, Florida 
WMIL -Milwaukee, Wisconsin 
WKDA -Nashville, Tennessee 
WBOK -New Orleans, Louisiana 
wwSW- Pittsburgh, Pennsylvania 
KXL -Portland, Oregon 
WXGI -Richmond, Virginia 
KSTL -St. Louis, Missouri 
WMIN -Minneapolis -St. Paul 
KNAK -Salt Lake City, Utah 
KITE -San Antonio, Texas 

They are all members of AIMS - Association of Independent Metropolitan 
Stations -each the outstanding independent station in a city, 

KSON -San Diego, California 
KYA -San Francisco, California 
KING -Seattle, Washington 
KREM -Spokane, Washington 
WACE -Springfield, Massachusetts 
KSTN -Stockton, California 
WOLF -Syracuse, New York 
KFMJ -Tulsa, Oklahoma 
WNEB -Worcester, Massachusetts 
WBBW -Youngstown, Ohio 

4im for BUll'S -EYE results... with the AIMS GROUP 
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He rings a bell 

with cash -register echoes 

The miniature Liberty Bell on his mantel symbolizes a 

point of view shared by millions of his listeners. That's 
one reason why his nightly analyses of the news from 
Washington establish a rapport with his audience which 
rings cash -registers for his sponsors ... and brings in 
folding money too! 

As Mr. Joseph P. Wortz, vice -president of the Security 
Trust Company, wrote to Station WAMS, both of Wil- 
mington, Delaware: 

"We have received letters of commendation regarding 
our sponsoring of the Fulton Lewis, Jr. program and 
we feel that we have written considerable new busi- 
ness as a result of this particular program." 

The Fulton Lewis, Jr. program, currently sponsored on 
more than 370 stations by more than 570 advertisers, 
offers local advertisers a ready -made audience at local 
time cost. There may be an opening in your local- 
ity. Check your Mutual outlet - or the Cooperative 
Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 
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UNION MERGER 
UCLA, Cornell to Study 

ACTORS and Chorus Equities took 
definitive stand on the proposed 
merger of American Federation of 
Radio Artists and Television Au- 
thority- scheduled for considera- 
tion at the latter's three -day con- 
vention which started Friday in 
New York, by announcing Thurs- 
day they will sponsor a resolution 
at the convention calculated to 
solve problems of merger of all 
performers' unions and TVA. 

Accepting an offer by the Ti of 
California at Los Angeles and 
Cornell U. to make a study of the 
problems and to blueprint a solu- 
tion, the equity councils have 
pledged to follow the suggestion 
through until a merger is effected 
and to recommend like action to 
TVA and Associated Actors and 
Artists of America, parent body 
of entertainers' unions. 

Study was offered by the col- 
leges as a public service and will 
be supervised by E. L. Warren, 
dean of the Institute of Industrial 
Relations at UCLA; M. P. Cattier- 
wood, dean of the New York State 
School of Industrial and Labor Re- 
lations at Cornell; L. P. Adams, 
director of research at Cornell, 
and others. 

Councils of the two equities 
adopted the resolution unanimously 
and asserted that, in rejecting pre- 
vious offers to merge, they have 
always been on record as support- 
ing such action. This surprise 
move, which came on eve of TVA 
convention, was announced in New 
York by Louis M. Simon, executive 
secretary of Actors Equity Asso- 
ciation. 

D. C. NETWORK 
Names Forjoe, Ups Spot 

METROPOLITAN Network has 
appointed Forjoe & Co. as its na- 
tional sales representative, it was 
announced Wednesday by Joseph 
Brechner, WGAY Silver Spring, 
Md., chairman of the network. 
Also announced was an increased 
national spot rate. 

The network is made up of in- 
dependents located in suburban 
Washington, D. C. They are 
WARL Arlington, Va.; WFAX 
Falls Church, Va.; WGAY; WPIK 
Alexandria, Va., and WUST Be- 
thesda- Washington. Effective Jan. 
1, the national spot rate goes up 
from $24 to $30. 

Stations' time can be purchased 
as a unit for either announcements 
or programs. The network was 
formed in 1950 as a joint sales 
effort of the daytime -only outlets. 
In announcing the appointment of 
Forjoe, the network pointed out 
that WWDC Washington, formerly 
independent and now affiliated with 
MBS, had been represented by the 
firm and that Forjoe "was credited 
with a large portion of the phe- 
nomenal success" of WWDC in de- 
veloping national spot business. 

FLOOD AID 
Stations Help Italians 

MORE THAN $21,000 was col- 
lected in 10 days from listeners in 
the New York area by WOV, bilin- 
gual independent which broadcasts 
in Italian 10% hours daily, when 
the station asked for donations to 
help flood victims in Northern 
Italy. 

After the first appeal, it was 
no longer necessary to ask Ameri- 
cans to help, but merely to tell 
them how, Arnold Hartley, WOV 
vice president, told Italians via 
a Voice of America goodwill broad- 
cast. In several instances, he said, 
self -appointed chairmen solicited 
funds from their neighbors and 
brought the money -and signa- 
tures of the donors -to the station 
in person. 

WSTV Steubenville, Ohio, Nov. 
25 appealed on its oldest weekly 
radio show, Neapolitan Serenade, 
for contributions for victims of 
Italy's flooded Po River Valley. 
Listeners responded with pledges 
of contributions amounting to 
$1,411 two hours after the first 
appeal was aired. 

So great was the response that 
WSTV extended the campaign un- 
til Dec. 2. An Italian language 
program aired Sunday at 11 a.m., 
Neapolitan Serenade celebrated its 
11th anniversary last month. Star 
of the show is Camillo DeLucia, 
its originator and former Victor 
recording artist. Mr. DeLucia 
launched his appeal following a re- 
quest from the Italian Embassy. 

CROSLEY PRODUCTS 
New York Division Set 

CREATION of two new divisions 
within the Crosley Distributing 
Corp. of New York -an electronics 
division to handle all radio and TV 
set sales and an appliance division 
to handle sales of refrigerators, 
electric ranges, kitchens, air con- 
ditioners, disposers and freezers - 
was announced last week. 

W. C. Conley Jr., vice president 
of Crosley Distributing Corp. in 
charge of branches, said Paul A. 
Hilton, former assistant branch 
manager of CDC, New York, is 
manager of the electronics divi- 
sion. W. J. O'Brien, former 
branch manager of CDC, New 
York, heads appliance division. 

The entire New York operation 
is supervised by Lloyd Dopkins, 
for several years national man- 
ager of direct dealer sales for 
the Crosley Division of Avco 
Mfg. Corp., who was named gen- 
eral manager of CDC's New York 
branch. 

The reorganization, part of an 
expansion of retailing operation 
in the New York area, became ef- 
fective Dec. 1. 

EXIT 51, news review of the year, 
and Sports Highlights of 1951 are be -, 
ing offered as half -hour productions - 
open -ended for commercial inserts- 
by television department of INS. 
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FIVE DISTINCT 

IDENTIFICATIONS 
FOR YOU 

EACH HAEFHOUR 

PROGRAM A COMPLETE 

EPISODE! 

Including Three Full - Length 

Selling Commercials! 

* WITH HARRY VON ZELL * 

SPARKLING SCRIPTS AND PRODUCTION 

AEN ALL Jinn 

* BRILLIANT MUSICAL SCORES AND DIRECTION 

NEVER BEFORE NAS A NEW SNOW 

CAUSED SO MUCH EXCITEMENT! 

^'s a reporter who hates bosses. She's an editor who hat 
porters ... It's action -full, event -full fun for the entire fami 

Stations from coast to coast re- 
port: Breweries Are Buying! 
Public Utilities Are Buying! Auto 
Dealers Are Buying! News- 
papers Are Buying! Food Stores 
Are Buying! Yes! Everybody's 
Buying the New Show That's the 
Sersation of the Industry! 

THIS ONE WILL PLEASE eta 
THOSE HARD -TO- PLEASE - 
SPONSORS... 

WIRE TODAY' 
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editorial 

Boca Raton Postlude 
ALTHOUGH it doesn't show on the record 
books, there was complete agreement on one 

salient point at the Boca Raton Convention of 

NBC, Nov. 28 -Dec. 1. That was on the in- 
terdependence and mutuality of interest of 

networks and affiliates. 

Because a majority of the affiliates either 
did not understand or were opposed to NBC's 
new rate plan, they voted better than 3 -1 that 
it be held in abeyance pending further re- 
search. 

Originally NBC had talked about Jan. 1 as 
a target date. The fact that even before the 
proceedings started it announced July 1 as 
the effective date would indicate that the net- 
work itself desired more time in which to 
evolve its final plan. 

Despite the vote of affiliates, NBC will seek 
to accomplish its task by individual negotia- 
tion. Its officials will contact stations in key 
markets beginning at once. 

Before the meeting, NBC's top echelon was 
confident that the plan would win approval. 
It developed, however, that they were over- 
optimistic. NBC President Joseph H. Mc- 
Connell, who won the approbation even of 
those affiliates who opposed the plan, was forth- 
right in his exposition of NBC's proposals. 
He frankly told affiliates at the concluding 
sessions that he was "quite shocked" at the 
reaction. 

The fact is that only a of NBC's 
nearly 200 affiliates knew how the plan would 
affect them. They could not understand why 
radio rates should be tied into television 
penetration. They objected also to the use of 
three -year -old BMB data as the circulation 
base. 

There was little disagreement about the 
desirability of evolving a scientific economic 
basé for rate -making purposes. The rub was 
over the ingredients used and the methods 
employed. There was strong disapproval of 
the negative approach which some felt was 
tantamount to an admission that radio isn't 
worth as much as it used to be and this at a 
time when set ownership is at its highest peak. 

Among the most outspoken in opposing use 
of the TV penetration factor were the operators 
of both radio and TV stations. They argued, 
in some instances, that they are enjoying un- 
precedented radio business despite having TV 
under the same roof. 

In contrast with the joint network -affiliate 
radio sessions, the television meeting was short 
and sweet. TV, the glamor medium, is riding on 
momentum. Radio, perforce, finds itself 
at the hard rock stage in network relation- 
ship. It now is being sold as the lowest cost 
mass medium. 

But it wasn't all radio sack -cloth and ashes 
at Boca Raton. Affiliates were impressed with 
the vigor of NBC's new radio selling team - 
Jack Herbert and Fred Dodge. They bristled 
with ideas. They intend to use selling gim- 
micks. The new merchandising plan was 
voted unanimously, introducing at the network 
level a tool employed effectively over the years 
by individual stations, notably WLW Cincin- 
nati. 

Whatever the emotions, that which emerged 
at Boca Raton proved enlightening to both 
sides. There was the recognition that network 
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operation is a two -way street. And the eyes 
of some of NBC's top brass must have been 
opened on a number of counts. 

Somewhere along the line there will be 
hammered out an equitable plan. It must be a 
plan assuring the networks a return. It must 
provide affiliates with the tools that will allow 
them to receive adequate compensation for 
their facilities from local and national spot 
advertisers, and in sufficient volume and at 
rates that will be justly compensatory and 
absorb constantly increasing operating costs. 
It must take into account the truism that no 
medium ever progressed by retreating. 

A network is no stronger than the sum total 
of its affiliates. The network in turn, provides 
indispensable service to the affiliates. They 
must work together, make sacrifices together, 
thrive together. 

They must sell their medium for all its 
worth. And, as we have been saying all along, 
radio is worth more than it's selling for. 

Blind Spot 
NATIONAL SPOT net time sales in 1950 
reached a total of $120 million. In 1951 they 
promise to surpass even that record total. 
Compare this with the network net figure for 
1950 of $121 million and the probability that 
network totals will be less in 1951 and you 
see how important national spot has become 
in radio. 

Yet nearly every study prepared by, and 
for, the printed media during 1951 has blandly 
chosen to ignore national spot, actually a 
major segment of the "millionaires' " radio dol- 
lar. 

Most recent case in point is the current 
series in Printer's Ink intended to show how 
the 222 leading advertisers spend their ad- 
vertising dollars. The articles are based, in- 
sofar as radio and television are concerned, 
on Publishers Information Bureau figures, 
which estimate network gross billings before 
frequency discounts and allowances. PIB does 
not cover national spot billings. 

Yet this series bypasses the national spot 
segment of national advertisers' spending 
while accepting Media Records for newspapers. 
Using this wholly inaccurate base it comes 
up with the conclusion that newspaper is the 
major medium used by leading advertisers, 
magazine is second and radio comes in a poor 
third. It seems logical to believe that if this 
researcher had included national spot as well 
as network figures the conclusions reached 
would, inevitably, have given radio a figure 
twice as large as is credited in this article. 
Broadcasting would have led all media -far 
out in front of both newspapers and magazines. 

We have no quarrel with the editors of 
Printer'8 Ink except to point out that their 
researcher has fallen into the old trap of using 
the easily available PIB figures while ignoring 
the less publicized national spot totals. But 
we do feel that it is time for broadcasters to 
verbally point with pride to their imposing 
all -time record. 

"Wherever you go there's radio" indeed - 
and more times than not that radio is spon- 
sored by one of the 222 big advertisers men- 
tioned in this article. 

In 1951 radio's net time sales will rise well 
above the $425 million total of 1950. They will 
reach this new peak in spite of a probable de- 
clining network volume caused by rate adjust- 
ments. Booming national spot and local volume 
will make up the difference. 

Major advertisers long ago discovered the 
power of national spot and have poured more 
and more of their advertising dollars into the 
medium. It is time the advertising world gives 
that fact the attention it deserves. 

ta. our respects fo: 

GEORGE WILKINS HARVEY 

THE RADIO story of George W. Harvey 
is one of fountain pens. For it has been 
these instruments which have played the 

greatest part in placing Mr. Harvey in his new 
post of general manager of WFLA -AM -FM 
Tampa, Fla., and his name on the lips of those 
who pursue the broadcast arts. 

' Mr. Harvey's fountain pen got its first big 
workout 16 years ago. As a member of the 
sales staff of the Chicago Tribune's WGN, Mr. 
Harvey cut his teeth in radio selling. 

During his association with WGN, Mr. Har- 
vey was "loaned out" with fountain pen to 
MBS's newly -formed midwest office. There, he 
sold such network shows as Keep Thin to Music 
(calisthenics), American Radio Warblers and 
Wheeling Steel Co.'s Steelmakers. 

WGN called Mr. Harvey and fountain pen 
back. And with them came some of the sta- 
tion's most enduring and largest accounts: 
The Walgreen Co., which started nine hours 
a week of news; the Nelson Bros. Furniture 
Co., the Hirsch Clothing Co., and the Local 
Loan Co. These are only a few blue chip ac- 
counts started 15 years ago and still on the 
station today. Mr. Harvey and fountain pen 
were responsible for selling over a million 
dollars of local and national billings. 

These inseparables, who seemed made for 
each other, turned up again in 1942, the year 
Mr. Harvey was sent to New York to head up 
WGN's eastern sales office. For 4% years the 
ink flowed -and so did large national accounts 
in New York and Philadelphia to the home 
office in Chicago: For his first 1% years in 
New York Mr. Harvey was on his own. During 
that time he developed the business until it 
represented one -third of the station's total 
revenue. After that initial thrust, a sales- 
man was added to help keep abreast of the ex- 
panding national business. 

Mr. Harvey also has been active in the good 
fellowship phase of the broadcast business. 
In New York, he was an associate member of 
the Radio Executives Club, member of the 
Yale Club and belonged to the Huguenot Yacht 
Club where he kept a 34 -ft. cruiser on which 
he entertained radio people weekends. 

In Gotham, television and Mr. Harvey's in- 
terest in the new medium, sprouted. In late 
1946 and early 1947, the WGN sales execu- 
tive visited the New York stations then operat- 
ing to learn all he could about the electronics 
baby. Not content to keep facts and figures 
to himself, Mr. Harvey authored a detailed 
report on the television industry. Reprints of 

(Continued on page 68) 
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the NEW 570... 
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... the new WFAA -570 transmitter 

brings to the Dallas -Ft.Worth metropolitan and 

surrounding coverage areas a superior, high -fidelity signal ... 
it exemplifies the faith of WFAA in the future of radio 

and in this rich, expanding market. 

Martin B. Campbell: Genil Mgr. 

Edward Petry & Co., Inc.: National Representative 

ABC -TQN Affiliate 
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CHARLOTTE, N. C. 

THE BIGGEST SINGLE 

ADVERTISING MEDIUM. IN 

THE TWO CAROLINAS 

JEFFERSON STANDARD 
BROADCASTING COMPANY 

Represented Nationally by 

CBS Radio Spot Sales 
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GUEDEL AWARDS 
Offered in Radio, TV 

AIMING to make radio and tele- 
vision more aware of its obliga- 
tion to the public, Guedel's Dinky 
Foundation will offer two awards 
of $1,000 each to the sponsored 
transcontinental radio and televi- 
sion programs with the best public 
service message during 1951. 

The foundation, organized for 
charitable purposes three years ago 
by John Guedel, head of John 
Guedel Productions, Hollywood 
radio and TV packaging firm, has 
devoted considerable effort coop- 
erating with government agencies 
in combatting communism. 

To be eligible, program pro- 
ducers must send scripts, record- 
ings or film clips of what they con- 
sider their best efforts to ' the 
Guedel office, 1680 N. Vine Street, 
Hollywood, before Dec. 31. The 
awards will be made by March 1. 

Mr. Guedel hopes the awards 
may give new importance to radio 
and TV's obligation to such public 
projects as collecting blood, selling 
the Community Chest and com- 
batting communism. 

Project has the approval of the 
Advertising Council. 

ABC SOUND EFFECTS 
IATSE Wins Election 

RADIO AND TV sound -effects 
technicians of ABC in New York 
have voted the International Alli- 
ance of Theatrical Stage Employes 
(AFL) as their bargaining agent. 
Only one vote was cast for Na- 
tional Assn. of Broadcast Engineers 
and Technicians (CIO), which had 
represented the employes until 
their contract expired Oct. 31. 

In granting the IATSE peti- 
tion for an election, the NLRB had 
rejected the NABET contention 
that sound - effects technicians 
should be merged with an existing 
unit of engineers. "The sound ef- 
fects personnel constitutes a divi- 
sion of the program department, 
which is concerned with the artis- 
tic quality of broadcasts," the 
NLRB decision said. "The engi- 
neering department ... is respon- 
sible for the transmission of the 
artistic effects through the elec- 
tronic process" [BIT, Nov. 26]. 

ABC Day Serials 
A BLOCK of five quarter -hours of 
daytime dramas will be carried in 
ABC Radio's afternoon schedule 
starting today (Monday) , when 
Lever Bros.' Joyce Jordan, M.D. 
commences in the 3:30 -3:46 p.m. 
slot. Mary Marlin, a sustainer 
formerly heard 3:30 -3:45 p.m., 
moves back to the 3:15 -3:30 period 
while the drama lineup following 
Joyce Jordan remains unchanged: 
3:45 -4 p.m., Strange Romance of 
Evelyn Winters, sponsored by 
Philip Morris & Co.'s 4 -4:45 p.m., 
Valiant Lady, sustainer, and 4:15- 
4:30 p.m., Marriage for Two, also 
sustainer. 

NATIONAL NIELSEN RATINGS 
TOP RADIO PROGRAMS 

REGULAR WEEK OCTOBER 21 -27, 1951 
N IELSEN- RATING' 

Canvas 
Rating 

Current Homes 
Rank Program 

EVENING, ONCE -A -WEEK (Average for 
All Programs) (7.0) 

1 Lux Radio Theatre (CBS) 15.6 
2 Jack Benny (CBS) 13.2 
3 Arthur Godfrey's Scouts (CBS) 12.4 
4 Amos 'n' Andy (CBS) 12.3 
5 Charlie McCarthy Show (CBS) 11.7 
6 Mr. and Mrs. North (CBS) 11.4 
7 You Bo Your Life (NBC) 11.3 
C Bob Hawk (CBS) 11.0 
9 People Are Funny (CBS) 11.0 

10 Life with Luigi (CBS) 10.9 

EVENING, MULTI -WEEKLY (Average for 
All Programs) (4.7) 

1 Beulah (CBS) 7.5 
2 Lone Ranger (ABC) 6.9 
3 News of the World (NBC) 6.7 

WEEKDAY (Average for All Programs) (4.5) 
1 Romance of Helen Trent (CBS) 8.1 
2 Our Gal, Sunday (CBS) 8.0 
3 Pepper Young's Family (NBC) 7.7 
4 Ma Perkins (CBS) 7.6 
5 Arthur Godfrey (Liggett 6 

Myers) (CBS) 7.5 
6 Big Sister (CBS) 7.4 
7 Guiding Light (CBS) 7.3 
E Wendy Warren and the News 

(CBS) 7.3 
9 Road of Life (NBC) 7.1 

10 Aunt Jenny (CBS) 7.0 
DAY, SUNDAY (Average for All Pro- 

grams) (2.3) 
1 True Detective Mysteries (MBS) 6.3 
2 The Shadow (MSS) 5.3 
3 Martin Kane, Private Eye (NBC) 4.7 

DAY, SATURDAY (Average for All Pro- 
grams) (3.9) 

1 Theatre of Today (CBS) 7.0 
2 Stars Over Hollywood (CBS) 6.9 
3 Grand Central Station (CBS) 6.8 

NOTE: Number of homes is obtained by ap- 
plying the "NIELSEN- RATING" ( %) to 41,- 
903,000 -the 1951 estimate of Total United 
States Radio Homes. 
() Homes reached during all or any part of 
the program, except for homes listening only 
1 to 5 minutes. For 5- minute programs, aver- 
age Audience basis is used. 

Copyright by A. C. Nielsen Co. 

HUGH D. McKAY 
Ad Executive Dies 

HUGH DEANE McKAY, 55, since 
1947 a vice president of the L. H. 
Hartman Inc., New York advertis- 
ing agency, died Nov. 30 in New 
York's Roosevelt hospital after a 
heart attack. 

An advertising man with inter- 
national experience, Mr. McKay 
started with Frank Seaman Inc. in 
1919. He became copy chief with 
Lord & Thomas, working in New 
York and Chicago offices of that 
company from 1922 to 1930, and 
spent the next four years with 
Joseph Katz Co., where he was 
general manager. He was ad- 
vertising director for Colgate - 
Palmolive -Peet Co., working chiefly 
in Europe from 1934 to 1939 and 
in New York from 1939 to 1941. 
Later, he handled accounts for the 
Institute of Public Relations and 
founded Brand Names Research 
Foundation in 1943. From 1945 
to 1947, Mr. McKay was executive 
vice president of Maxon Inc., New 
York. 

He is survived by his wife, the 
former Catherine Gardner, and two 
sons, Hugh Jr, and George Gardner 
McKay. Funeral services were 
held in New York Dec. 2. 

LUELLA HOSKINS, formerly with 
U. S. occupation forces in Japan on 
an advisory basis supervising scripts 
has joined staff of Assn. of Junior 
Leagues of America Inc., New York, 
as consultant on radio and television. 

BEFORE YOU 

DECIDE ON YOUR 

NEXT SCHEDULE 

in the DETROIT Area 

J 

See How Much MORE You Get Using 

CKLW 
and its 50,000 watts 

AT THE LOWEST RATE OF ANY 
MAJOR STATION IN THIS MARKET 

Guardian Bldg. Detroit 26, 

Adam J. Young, Jr., Inc. J. E. Campeau 
Notional Rep. President 

J 
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!«here 

did this car 
corne from? 

Most of us think that new cars come 
from big auto -making cities. 

But the fact is, new automobiles are 
assembled in these cities -but their hun- 
dreds of parts come from every state in 
the union! 

Bringing in these parts involves plenty 
of expert timing. A few missing pieces 

BROADCASTING Telecasting 

can slow up production seriously. A few 
missing doorhandles can stop an assembly 
line! 

But the auto makers never let that line 
stop. They keep their cars rolling by using 
the speed of planes. They bring in needed 
parts by Air Express! 

Today, with increased production for 
defense, Air Express speed helps keep the 
tanks and planes rolling, too. Whatever 
your business, here are the unique ad- 
vantages you can enjoy with regular use 
of Air Express: 

IT'S FASTEST - Air Express gives the 
fastest, most complete door -to -door pick 
up and delivery service in all cities and 
principal towns, at no extra tort. 

IT'S MORE CONVENIENT -One call to 
Air Express Division of the Railway 
Express Agency arranges everything. 

IT'S DEPENDABLE - Air Express pro- 
vides one- carrier responsibility all the way 
and gets a receipt upon delivery. 

IT'S PROFITABLE -Air Express expands 
profit -making opportunities in distribu- 
tion and merchandising. 

For more facts call Air Express Division 
of Railway Express Agency. 

A/i? EXPRESS 
GETS THERE FIRST 
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For an 
EFFECTIVE 

IMPRESSION - 

To get the 
BIGGEST BITE 

of the 
ST. LOUIS 

AUDIENCE- 

At the 
LOWEST COST 

PER 1000- 

USE 

KWK! 

Globe- Democrat Tower Bldg. 
Saint Louis 

R.rkeede. ae 

Ike KATZ AGENCY 
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We Pay Our Respects 
(Continued from page 64) 

the reports circulated among agen- 
cies there and were used exten- 
sively to acquaint their media de- 
partments and account executives 
with video. 

With this background, Mr. Har- 
vey easily assumed the post of sales 
manager of WGN -TV Chicago 
when that station took the air in 
1948. But before returning to 
Chicago, Mr. Harvey got out his 
fountain pen and annexed the sale 
for the Chicago Cubs and White 
Sox baseball schedules as well as 
Big Ten Conference football con- 
tests. That was a big cash regis- 
ter number that year for Chicago, 
and only this spring, Mr. Harvey, 
who doesn't blink at a repeat per- 
formance, concluded a half million 
dollar sale, including baseball as 
well as six half -hour Class A peri- 
ods, to a West Coast manufacturer. 

Mr. Harvey and his fountain pen 
were needed at WGN -TV, for those 
were the days of continuing losses. 
His cure was the novel and the 
daring. He injected a plan for 
daytime television. He conjured 
the tie -in of a production -talent 
contract reimbursing good show- 
man ideas with a percentage of the 
participations sold. Still other 
fresh ideas blossomed and WGN - 
TV sales expanded. 

Mr. Harvey was born on Chi- 
cago's South Side Aug. 3, 1903. 
His father, Dr. William S. Harvey, 
was a prominent physician. His 
mother, Alice F. Harvey, was of 
Mobile and New Orleans. 

U. of Chicago Graduate 
He was educated at the Organic 

School, Fairhope, Ala., the Todd 
School, Woodstock, Ill., the Phillips 
Exeter Academy, Exeter, N. H., 
and the U. of Chicago (with a 
Ph.B., 1925). He was a member of 
the track team, was active in 
dramatics and a member of the 
Delta Kappa Epsilon fraternity. 

Mr. Harvey was one of 20 col- 
lege graduates selected by the Na- 
tional Cash Register Co. to attend 
training in Dayton, Ohio. After 
six months, he was sent to Mil- 
waukee, where he handled the 
business end of the office. Later, he 
became a salesman, specializing in 
the installation of bank accounting 
machine systems. 

In 1928, he joined the advertis- 
ing staff of Motor Magazine, an 
international trade journal, as 
salesman in the Chicago office. 
From there he went to the WillFen- 
ing Mfg. Co., Philadelphia (Ped- 
rick piston rings) where he sold 
in the western office; then, he ad- 
vanced to the New York City ter- 
ritory. Three years later, he was 
helping the Behr -Manning Corp. 
open up the area from Pittsburgh 
to Denver. 

Two years later, Mr. Harvey in- 
troduced himself to radio by taking 
a sales job with WGN. 

As a purveyor of information 
in the broadcast media, Mr. Har- 
vey is a self -made expert. ' The 

Chicago Television Council, for 
example, was getting up steam in 
1948, and Mr. Harvey, a member 
of the executive committee, was in- 
strumental in choosing speakers 
for the 1949 three -day convention. 

In 1949, he invited NAB officials 
to attend a council luncheon plump 
in the middle of the broadcasters' 
convention in Chicago. This shirt- 
sleeves session was the first na- 
tional television sales managers 
committee meeting. He headed the 
council in 1950, and was called up- 
on to be its vice president in 1952. 

Mr. Harvey was named general 
manager of WFLA -AM -FM last 
October, taking over duties Nov. 5. 
WFLA is a 5 -kw NBC affiliate, 
owned and operated by The Tri- 
bune Co., which also publishes The 
Tampa Tribune. 

When he was appointed, it was 
announced: "In Tampa he [Mr. 
Harvey] will be expected to in- 
crease service of the WFLA radio 
stations as well as prepare for 
opening of television when the 
FCC 'freeze' is lifted." That calls 
for another filled fountain pen. 

Mr. Harvey married Elizabeth 
Drake, daughter of John B. Drake, 
one of the builders of the Chicago 
Hotel of that name, in 1935. They 
have two sons, George W. Harvey 
Jr., 10, and John Williams, 5. His 
hobbies are salty- chiefly sailing 
and yachting. 

SPECIAL luncheon was held to mark 
opening of new Esso Standard Oil Co. 
station in Wilmington, Del., where 
Roger Holmes (c) is Esso Reporter on 
WDEL. Chatting with Mr. Holmes 
and Judson C. Dimling (r), Wilming- 
ton Esso district manager, is Stanley 
C. Hope, Esso president. Regular 
WDEL Esso broadcast at 12:55 p. m, 
was held at the luncheon, with 50 
guests attending. New Esso station 
is located in city's new $20 million 

Merchandise Mart. 

KXLR Little Rock, Ark., has signed 
with Charles Michelson Inc., New York, 
producers of radio and TV transcrip- 
tions, to carry an hour of mysteries 
across the board from 2 -3 p.m. daily. 
Transcribed shows -to be offered for 
local spot sales -include The Avenger, 
The Sealed Book, Danger Dr. Danfield, 
and Strange Wills. Emil Pouzar of 
KXLR completed arrangements with 
Charles Michelson, president of tran- 
scription firm. 

"till forbid 
Seventy percent of WLAV advertisers remain on WLAV -so 
long that we'll wager they've forgotten the date of signing. 
We're listing a few here because they deserve our national 
thanks. And, too, they're the truest testimonial to the power 
of radio and of WLAV to deliver more listeners and more sales 
for each dollar invested. More than incidentally, it's a list 
on which you belong. And soon. 

11 YEARS 
Boston Store 
Mich. Gas Co. 
Holsum Bread 

10 YEARS 
Bennett Fuel 
Burkholder Chevrolet 
Fox Jewelers 
Herrud Packing 
Wurzburg 

9 YEARS 
Economy Shoes 
Fox Brewing Co. 
Sears Roebuck 
Texas Company 

8 YEARS 
Central Reformed Church 
Children's Bible Hour 
General Mills 
Goebel Brewing 
Hickok Oil Company 

6 YEARS 
Baxter Laundry 
Chase 8 Sanborn 
Cody Cafeteria 
Elston Storage 
Frost Pack 
Jergens 
Philco 
Swift 8 Co. 

5 YEARS 

A C Spark Plugs 

4 YEARS 

J 8 1 Music Co. 

3 YEARS 

Atlas Brewing 
Galewood Outfitting 
Griffin Shoe Polish 
Lever Brothers 
P. Lorillard 
Republic Distributing 

... but never forbid 

WLflV 
Grand Rapids, Mich. 

AM -FM ABC for 
Michigan's Second Market 
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OIL NEWSLETTER 
PREPARED BY THE OIL INDUSTRY INFORMATION COMMITTEE NUMBER 

FOR YOUR INFORMATION: 

25 
OF A SERIES 

Since this is the traditional year -end round -up time for the 
Fourth Estate, here's a brief word -picture of the Oil Industry Information 
Committee, its objective and its plans for 1952. 

To begin with, the OIIC is the public relations arm of the 

American Petroleum Institute, a non -profit organization. It is composed 
of more than 20,000 volunteer oilmen in every state of the Union. These 
volunteers function under the guidance of 12 district offices. Their sole 
objective is: "To help reaffirm the faith of the American people that their 
individual interests, as well as those of the nation, in peace or war, are best 
served by competitive, privately -managed oil businesses." 

They have faith in this country's system of free enterprise. They 
want to spread that gospel from coast to coast, and from border to border 
- to remind the American people that our high standards of living are the 
fruits of freedom; that this freedom of men and enterprise must continue 
to prevail if future generations are to be enriched with the increasing 
blessings that have made this country the envy of the world. 

To.help carry that message to the American people in the coming 
year, the Committee members will seek to reach four major audiences 
through special emphasis during quarterly intervals. 

The first three months of the year will be devoted to the farmers 
and the rural audience, stressing how the integration of oil and agriculture 
have helped to keep this country's bread -basket overflowing. The role of 

oil in the women's world - what it has done to help free them from the 
drudgery of the past - will be emphasized in the second quarter. The third 
quarter will be used to prepare for the fifth annual observance of 
Oil Progress Week - the seven day period in which oilmen make direct reports 
to their communities on their progress and the economic climate which 
makes it possible. The final 90 days of the year will be devoted to analysis 
and clarification of the industry's major economic and social problems for 
the nation's educators and community leaders. 

National advertising in 1952 will follow the 1951 news -and -photo pattern 
in magazines, the trade press and in advertising and professional periodicals. 
Special kits of mats and copy will be made available again to the nation's 
newspapers for spring and fall tie -in campaigns. These kits resulted in millions 
of lines of industry advertising in the current year. All 1952 copy will be 
themed strongly to the Committee's basic message - that free men and free 
enterprise have made this country the stronghold of democracy, and that all 
future social, economic and civic progress must have the same climate if it is 

to be continued. 

For further information about the OIIC program, or about the oil 
business itself, please write to me. 

7 H. B. Miller, Executive Director 
Oil Industry Information Committee 
American Petroleum Institute 
50 West 50th Street, New York 20, N. Y. 
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front office 

JACK BLACK, program director WNOR Norfolk, Va., appointed as- 
sistant to general manager. Mr. Black was recently elected to station 
board of directors. 

JOHN TILLMAN, supervisor of night operations WPIX -TV New York, 
named night manager. 

HAROLD G. PRICE, technical director and assistant manager of Roun- 
saville Stations (WBAC Cleveland, WBEJ Elizabethton- Johnson City, 
Tenn., WQXI Atlanta, Ga., and WLOU Louisville, Ky.), recalled to 
active duty as Lt. Colonel in Army Signal Corps. He reports to Ft. 
Monmouth, N. J. PAUL CRAM, chief engineer WAGA- AM -FM -TV 
Atlanta, succeeds Mr. Price as technical director. 

HOWARD J. SILBAR, promotion director WOOD -AM -TV Grand Rapids, 
Mich., appointed sales service manager, directly assisting the general 
manager. DAVE HOYLE will succeed Mr. Silbar, as promotion director. 

B. M. PRENDERGAST, sales department KXOK -FM St. Louis, trans- 
ferred to sales staff KXOK -AM. 

DON GOLDBERGER appointed to sales staff WERE Cleveland. He 
was with WBNS (TV) Columbus. 

W. H. CLARK, sales representative Canadian Broadcasting Corp., Tor- 
onto, named supervisor of commercial acceptance, succeeding W. R. 
JOHNSTON, who was appointed assistant commercial manager recently. 

W. G. CARPENTIER, sales representative CBC Winnipeg, moved to 
same post at Toronto. 

N.W AYER 81 SON. - 

yr, Phil Davis 

Phil Davis 
Rusical Enterp 

rises, 
Inc. 
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Musical Commercials for Radio and TV 
PHIL DAVIS MUSICAL ENTERPRISES, INC. 

1630 BROADWAY, NEW YORK 19. N. Y. COlembr, 3.148 

GENE CLARK, Los Angeles free lance radio writer, named program - 
sales coordinator, KHJ Hollywood and Don Lee Broadcasting System. 

JOHN W. McQUIRE, director of advertising for Anahist Co., and official 
of American Newspaper Advertising Network, named account execu- 
tive in television sales department ABC -TV. 

JOHN P. MEAGHER, account executive KYW Philadelphia, named radio 
information officer in public liaison office of Public Affairs Div. of the 
Dept. of State, Washington, D. C. WILLIAM F. SHERRY, commercial 
manager WKDN Camden, succeeds Mr. Meagher on station sales staff. 

JEAN DESY, Canadian ambassador to Italy, appointed director general 
of International Service of Canadian Broadcasting Corp., for limited 
time, starting Jan. 1. Mr. Desy, a career diplomat of the Canadian De- 
partment of External Affairs, will remain Canadian Ambassador to 
Italy, and will advise CBC on type of shortwave programs to direct to 
European countries. 

JAMES SWEET, manager KIHO Sioux Falls, S. D., named to network 
sales staff CBS Radio, Chicago. 

BARRY FARQUHAR, export sales of type -setting machines Intertype 
Corp., N. Y., named advertising sales representative WMTR Morristown, 
N. J. He succeeds CLEM T. LOWDEN, who resigned to take an ad- 
vertising sales post with WBBM Chicago. 

TOM EWING, KING Seattle, to Alaska Broadcasting System, as account 
executive servicing accounts in Seattle and northwest areas. Appoint- 
ment is in line with "tremendous increase in national business," ABS 
spokesman said last week. 

ROBERT A. MONROE, sales staff WKEV Griffin, Ga., to World Broad- 
casting System Inc. as field sales representative, effective immediately. 

WALTER RUBENS named promotion manager WIND Chicago, suc- 
ceeding GRETA MORGAN, resigned to be married. 

PatAdndL4 

ROBERT FORKER, regional sales manager, and JULIUS GLASS, pro- 
motion manager WGAR Cleveland, elected to board of directors Asso- 
ciated Grocery Manufacturers' Representatives. . . . CLARK L. 
DOZER, station manager WCMW Canton, Ohio, appeared as guest 
speaker recent luncheon meeting of Advertising Club of Canton... . 

JOHN ELWOOD, director of Radio Free Asia, S. F., appointed to Cali- 
fornia State College Council, newly formed body to study efficient ad- 
ministration of California's 11 State colleges. . . . G. RICHARD 
SHAFTO, general manager WIS . Columbia, S. C., named chairman of 
campaign committee for local Community Chest. 

VIR N. JAMES, owner and operator KVRH Salida, Colo., accepted 
award on behalf of station from President's committee on employment 
of the handicapped. Award was made in "recognition of the outstanding 
efforts in promoting equal opportunity in employment for the physically 
handicapped." 

WNHC SEPARATION 
Splits AM, TV Stations 

WNHC -AM -TV New Haven, Conn., 
separated its radio and television 
operations last week when the sta- 
tion formally opened its new radio 
building, located next to its former 
studios, which will be retained for 
TV purposes only. 

New building is a converted four - 
story brownstone house. It con- 
tains two studios and a control 
room on ground floor, a news and 
programming department on the 
second and third floors, and pub- 
licity and photographic depart- 
ments on the top floor. An ad- 
joining building has been acquired 
by WNHC and will be renovated 
and added to the radio building 
early next year to provide execu- 
tive offices and additional clerical 
space. 

'52 BASEBALL 
KXOK to Air Browns 

KXOK St. Louis will broadcast all 
the St. Louis Browns games dur- 
ing the upcoming season, C. L. 
Thomas, KXOK Inc. general man- 
ager, announced last week. The 
Falstaff Brewing Corp. has signed 
as sponsor. 

All road games, as well as home 
games, will be aired. Mr. Thomas 
said this will be the first time in 
the baseball club's history that all 
road games are aired from the 
playing fields. 

Bud Blattner has been signed 
again as regular announcer. Dizzy 
Dean will share the KXOX announ- 
cer's booth from time to time. 

In addition to the 154 regular 
season games, KXOK is to carry 
35 pre- season Browns' games. 
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Graybar announces the AMPEX 

ADVANCED SERIES 400 TAPE RECORDERS 

Here are the newest additions to the 
well -known line of Ampex magnetic tape 
recording and playback machines: 

Model 400 -A 

-with half -track head 

Model 401 -A 

-with full -track head 

Graybar- distributed Ampex units are 
available in both portable styles or for 
studio rack -mounted installations. Popu- 
larly priced, yet providing complete elec- 
tronic control of all operations, they offer 
new highs in both fidelity and economy 
of operation. 

Here are some of the more outstanding 
features of the new Series 400: 

PUSH BUTTON OPERATION - solenoid- operated 
mechanisms for all mechanical motions. 

FULL REMOTE CONTROL 

SIMULTANEOUS ERASE RECORD PLAYBACK 

4 TO 1 SAVINGS IN TAPE COST 

UNIFORM RESPONSE - up to 15,000 cycles per 
second. 

SELECTIVE TAPE SPEEDS - 15 and 71/2 ips with 
conveniently - located motor -speed change 
and equalization switches. 

CO 

E4 Graybar has everything you need in broadcast equipment... 
PLUS everything for wiring, ventilating, signaling, and lighting your 
entire station and grounds. Whatever your requirements, call your near- 
est Graybar Broadcast Equipment Representative. Graybar's nation -wide 
network of more than 100 offices and warehouses assures you of con- 
venient service wherever you are. The 19 Graybar Broadcast Equipment 
Representatives are located in the following cities: 

Now, one reel of tape does the work of four! Ampex Advanced Series 400 recorders 
offer remarkable tape- saving economies. In the photograph above, you see only four 
tape reels now needed to record the identical program contained in the sixteen rolls 
shown on the table -a saving of 75 %. Thanks to 15,000 cycle performance at 7% ips 
on but half the tape width, only Ampex recorders such a drastic reduction 
in tape consumption. 

LOW NOISE DISTORTION LEVELS - signal -to -noise 
ratio over 55 db at either tape speed. 

INSTANTANEOUS STARTING 

INTERCHANGEABLE TAPES - Ampex- recorded 
tapes can be played back on any other 
Ampex (of like speed) without sacrifice of 
fidelity or timing. 

GET ALL THE FACTS 

on the new Ampex Series 400 recorders 

Ask your near -by Graybar Broadcast Equip- 

ELECTRICAL TO 

KEEP }e011 

ATLANTA 
E. W. Stone, Cypress 1751 

BOSTON 
J. P. Lynch, Kenmore 6.4567 
CHICAGO 
E. H. Taylor, Canal 6 -4100 
CINCINNATI 
W. H. Hancher, Main 0600 
CLEVELAND 
A. C. Schwager, Cherry 1 -1360 
DALLAS 
C. C. Ross, Randolph 6454 
DETROIT 
P. L. Gundy, Temple I -5500 

HOUSTON 
R. T. Asbury, Atwood 4571 

JACKSONVILLE 
W. C. Winfree, 

Jacksonville 6 -7611 

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

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

MINNEAPOLIS 
C. W. Greer, Geneva 1621 

NEW YORK 
J. J. Connolly, Exeter 2 -2000 

PHILADELPHIA 
G. I. Jones, Walnut 2 -5405 

PITTSBURGH 

R. F. Grossett, Allegheny I -4100 

RICHMOND 
E. C. Toms, Richmond 7 -3491 

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

SEATTLE 
D. I. Craig, Mutual 0123 

ST. LOUIS 
J. P. Lenkerd, Newstead 4700 

ment Representative 
for up -to- the -minute 
information on the 
Series 400 Ampex 
Magnetic Tape Re- 
corders. Or, send for 
Bulletin A -211 which 
gives complete speci- 
fications and per- 
formance data - write: Graybar Electric Com- 
pany, Inc. Executive offices: Graybar Building, 
New York 17, N. Y. 1C4 -112 

ON 
AIR 

IN OVER 
100 PRINCIPAL CITIES 

Broadcasting's Best ... Amplifiers Attenuators Cabinets Consoles 
Loudspeakers and Accessories Microphones, Stands, and Accessories 
Monitors Recorders and Accessories Speech Input Equipment Test 
Equipment Towers (Vertical Radiators) Tower Lighting Equipment 
Transmission Line and Accessories Transmitters, AM and TV Tubes. 
Turntables, Reproducers, and Accessories Wiring Supplies and Devices 

Manufactured By . Altec Lansing Ampex Blaw -Knox Bryant 
Cannon Communication Products Continental Electronics Crouse -Hinds 
Doyen Fairchild General Cable General Electric General Radio Hubbell 
Hugh Lyons Karp Metal Machlett Meletron National Electric Products 
Presto Standard Electronics Triangle Webster Electric Western Electric 
Weston Whitney Blake 
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SC HOOL RADIO, TV Chicago Meet Gets Report 

ALMOST $2.5 million will be spent 
during the first year of operation 
for educational TV Channel 11 in 
Chicago if FCC approves the ap- 
plication from 12 colleges and cul- 
tural organizations there. 

This was revealed Thursday 
morning at the School Broadcast 
Conference by James Armsey, di- 
rector of the department of public 
relations at the Illinois Institute 
of Technology, which signed the 
FCC application. 

Mr. Armsey issued a progress 
report of the working committee 
for developing the use of Channel 
11. He appeared in a television 
symposium, a major feature of the 
three -day annual convention of the 
SBC in Chicago's Hotel Sherman 
Tuesday, Wednesday and Thurs- 
day. 

Mr. Armsey said about $1 million 
will be spent on plant facilities and 
another $650,000 on equipment if 
the allocation is made. He esti- 
mates on -air costs for the first year 
will be $750,000. The building 
would be constructed on a plot do- 
nated by the school on the city's 
South Side and would comprise 
1,350,000 sq. ft. 

Although "we have reason to be- 
lieve we will get Channel 11," it 
would not go on the air for three 
years, the speaker said. The peti- 
tion was filed with FCC Sept. 10 

by IIT, representing the group, and 
the working committee was formed 
Sept. 9. 

The operation would be carried 
on by a non -profit corporation in 
all probability, Mr. Armsey said, 
with the station operating non- 
commercially. Cultural institutions, 
such as the Art Institute, the Mu- 
seum of Science and Industry and 
the Chicago Historical Society, 
would cooperate with local colleges 
and universities as well as with the 
Chicago Board of Education in 
presentation of programs. 

Group Is Working 
In the interim, the group is 

working on details of financing, 
construction, programming a n d 
overall purposes. One tentative 
plan is to have in- school programs 
telecast during the day. Mr. Arm - 
sey appeared with representatives 
from cooperating agencies, includ- 
ing George Jennings, director of 
the Radio Council, Chicago Public 
Schools; The Rev. E. J. Kammer 
of DePaul U., and Charles Fabens 
Kelley, Art Institute. 

The session was moderated by 
Lester J. Schloerb of the Chicago 
Public School's Television -Commit- 
tee, who introduced Richard S. 
Lambert, supervisor of school 
broadcasts for the Canadian Broad- 
casting Corp. He outlined pros- 
pective telecasting in Canada. 

Terming the difference between 
the CBC and American broadcast- 
ing companies "merely one of em- 
phasis," Mr. Lambert said commer- 
cial shows are accepted because 
they defray costs of expensive non- 
commercial shows. CBC, he said, 
insists that all programming, en- 
tertainment or educational, be per- 
formed and produced by profes- 
sionals meeting a single "high set 
of standards." 

Although Canada is not likely to 
have educational television "in the 
foreseeable future," the govern- 
ment is making extensive plans for 
its use. 

Citations were presented at the 
annual luncheon Wednesday for 
the SBC, Assn. for Education by 
Radio -Television and the National 
Assn. of Educational Broadcasters. 
Commendations from the SBC 
went to 11 stations, three programs 
and the United Nations. Judith 
Waller, director of public affairs 
and education at NBC Chicago, 
presided. 

The UN Radio Division was 
cited for its Citizens of the World 
series. One network feature singled 
out for special mention was Mama 
on CBS Television and its star, 
Peggy Wood. 

"Never in the many months this 
program has been on the air has 
it lapsed from its high standards 
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of acting and good taste. The show 
proves the sponsor [Maxwell House 
coffee] need not compromise with 
good taste in order to promote his 
product," SBC said. 

Celanese Theatre, telecast on 
ABC -TV, was commended for "pro- 
gram excellence." "Although a 
newcomer to television, it proves 
there is a vast audience hungry for 
the best in American theatre. Tele- 
vision is still cutting its milk teeth 
on comedy and variety shows -the 
Celanese Theatre promises tele- 
vision may one day cut its wisdom 
teeth on great drama, well -pro- 
duced." 

Fulfills Program Need 
The third program was Science 

in Action, telecast on KGO -TV 
San Francisco and produced by the 
California Academy of Sciences. 
"Fulfilling a distinct program need 
in its area, this program has con- 
sistently maintained high stand- 
ards, yet retains a large and loyal 
audience of all ages. It is educa- 
tional in the best sense of the word, 
but also is sponsored." 

Stations and personnel, with the 
programs for which they were 
cited, follow: 

WLS Chicago -The schooltime series 
feature, New World of Atomic Energy, 
produced by Education Director 
Josephine Wetzler. They "are to be 
commended for bringing to the schools 
of the Middle West this up to the 
minute, authoritative program on a 
current problem of interest to every 
citizen." 

WABE -FM- Atlanta Board of Edu- 
cation station and producer Margaret 
A. Kilian -For Tell It Again series, 

Radio Compared 
(Continued from page 28) 

both the space and the commer- 
cials for outdoor radio." But he 
suggested that "more copy be 
slanted toward the outdoor audi- 
ence" which for many programs is 
larger than the audience at home. 

In conclusion Mr. Hooper said: 
"Radio has been so economical for 
advertisers to use, so productive of 
results, so profitable to own that it 
has defied comparison with other 
media. In failing to make those 
comparisons it has failed to learn 
of its strength. The healthiest 
sign in radio is its own current, if 
belated, demand for comparisons 
with other media. Radio can stand 
comparison." 

WBAL on 24 -Hours 
ROUND- THE -CLOCK operation 
was announced last week by WBAL 
Baltimore. The 50 kw, 1090 kc 
Hearst Radio Inc. property has 
been designated one of the key civil 
defense stations for the Maryland 
area. The 24- hour -a -day basis of 
broadcasting goes into effect today 
(Monday) in order that the sta- 
tion can give full cooperation to 
defense needs, WBAL said. 
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regional program designed to famil- 
iarize children with the cultural ti heritage of the area. 

KCMG Kansas City -For the series 
Today's Woman with Anne Hayes, "an 
excellent program of its kind, serving 
community needs." 

WBBM Chicago -For its series, 
The Untouchables, "in which it per- 
forms a distinct public service in in- 
forming the community of narcotics 
problems of concern to all citizens." 

WMEZ Boston and Robert Schimmel, 
radio director, Boston Public Schools - 
For Cricket on the Hearth., one in a 
series designed to "bring outstanding 
but seldom -heard classics of literature 
to the classroom and general public." 

WILL, U. of Illinois station at 
Urbana -For the series, Stories 'n' 
Stuff, "which disproves the theory 
sometimes held that university edu- 
cational stations operate in the cloud 

. . This has appeal for every young- 
ster." 

WDWS Champaign, Ill., and Isabel 
Schwalbe, parent- teacher chairman, 
Dist. 10, Illinois Congress of Parents 
and Teachers -For The Tassell Family. 

WHCU Ithaca, N. Y., and Joseph A. 
Short, station assistant production 
manager and teacher at Ithaca High 
School -For the series Accent on 
Youth, presented by students of the 
high school radio workship, and for 
Behind the Eight Ball. 

WJBC Bloomington, Ill., and Mrs. 
Lewis Guess, radio -TV chairman, Dist. 
6, ICPT -For WJBC Radio Club of 
the Air and for PTA- Schooltime pro- 
grams. 

WNBQ (TV) Chicago and NBC, as 
well as Don Herbert and Jules 
Pewowar, star and producer of Mr. 
Wizard on the network -"This pro- 
gram seems to be on the right track 
insofar as education is concerned, 
presenting as it does basic science in- 
formation in a highly entertaining 
fashion." 

WTCN (TV) Minneapolis and 
Madeline Long, consultant in radio -TV 
education, Minneapolis Public Schools 
-For Video School, an "outgrowth 
of a school situation which proves 
television can teach." 

WGN, AFRA CASE 
Panel Favors Station 

THREE -MAN arbitration board 
consideration of a dispute between 
American Federation of Radio 
Artists and WGN Chicago was de- 
cided last week in favor of the 
station and its sick leave policy. 

The opinion, written by John W. 
Cùrran, law professor at DePaul 
U., Judge Julius H. Miner and 
John F. Sullivan, pointed out WGN 
"has conformed" to the AFRA- 
Chicago basic minimum agreement 
for announcers and sound effects 
men and has not - breached the con- 
tract, as AFRA charged. 

AFRA's second petition for arbi- 
tration with WGN on jurisdiction 
over TV sound effects men will be 
studied this week by a similar 
board. 

MES Hollywood staff has moved from 
the Don Lee Building, Vine Street, to 
new offices in the Equitable Building, 
6253 Hollywood Blvd. Staff includes 
Ned Tollinger, MBS West Coast pro- 
gram co- ordinator; Gerry Carson, as- 
sistant; Harriet Crouse, director of 
publicity, MBS Hollywood. 

STATIONS AID SANTA CLAUS 
Accent Is on Needy Children as Holiday Nears 

STATIONS throughout the nation 
last week were giving Santa Claus 
a helping hand, with accent on aid- 
ing needy children. With Christ- 
mas only two weeks away, a di- 
versity of Yuletide activities was in 
full swing. Among reports re- 
ceived were: 

WMGM New York will give its 
sixth annual Christmas party for 
some 260 children from local set- 
tlement houses and welfare organ- 
izations Dec. 21. The party is 
scheduled aboard the USS Prairie 
State, World War I battleship now 
docked in the East River and used 
as a training ship. 

WOR -AM -TV New York's sev- 
enth annual children's Christmas 
fund, a money -raising campaign to 
buy toys, clothing and necessities 
for more than 10,000 children in 
'74 New York hospitals in the 
metropolitan area, got underway 
Nov. 17. Last year, 11,415 persons 
contributed $37,124. 

WOL Washington has set up on 
one of the city's fashionable ave- 
nues a covered wagon which is 
being used as a receptacle for con- 
tributions of clothing, food and 
toys. In conjunction, WOL is pro- 
moting a Christmas caravan drive 
which began Nov. 24 at a special 
broadcast featuring Supreme Court 
Justice Tom Clark. The station 

has an arrangement with a cab 
company by which cabs will help 
in collecting contributions. 

WBEN Buffalo presented several 
programs from an armory deco- 
rated to make the fourth annual 
"Christmas Wonderland," a mam- 
moth carnival for children. 

WHAN Charleston, S. C., since 
Nov. 23 has had Santa himself 
broadcasting. Before Christmas, 
Santa will give away hundreds of 
prizes to youngsters sending in 
the best Christmas letters to 
WHAN. The station also handled 
arrangements for Santa's arrival 
in a Christmas parade Dec. 5. 

Off to Good Start 
WJBK -TV Detroit is helping De- 

troit's Old Newsboys (The Good - 
fellows) live up to their slogan, 
"No Kiddie Without a Christmas." 
Each year, however, since 1914, the 
job of raising funds has become 
tougher. The goal this year was 
set at $250,000. WJBK -TV got 
the campaign off to a good start by 
raising $25,000 through an all - 
night telethon. 

WIP Philadelphia has scheduled 
more than 30 special Christmas 
programs between Dec. 8 -25. Many 
Hollywood celebrities will be heard 
in the special programs, among 

them Lionel Barrymore, Margaret 
O'Brien and Thomas Mitchell. 

KLX -AM -FM Oakland, Calif., 
will offer several religious pro- 
grams Christmas Eve and Christ- 
mas Day. Included will be a 75- 
minute broadcast from San Fran- 
cisco's Grace Cathedral, seat of the 
Episcopal Diocese of California. 
The stations reported that they are 
the first to be granted permission 
to air the Christmas Eve service 
from the Cathedral. 

WPAW CHANGE 
Examiner Would Approve 

INITIAL decision proposing grant 
of application of WPAW Paw- 
tucket, R. L, for frequency change 
from 1380 kc to 550 kc and power 
increase from 500 w to 1 kw, day- 
time, was issued last week by FCC 
Hearing Examiner Leo Resnick. 

Examiner found the station 
would cause no objectionable in- 
terference with any other station. 
WPAW proved, by citing results 
of extensive field intensity meas- 
urements, that no interference 
would be involved with WGAN 
Portland, Me.; CFNB Fredericton, 
New Brunswick, Canada; WDEV 
Waterbury, Vt., and WHYN Hol- 
yoke, Mass. 

Originally WPAW and WHIM 
Providence, R. I., had applications 
for the 550 kc facilities and were 
scheduled for hearing together, 
but WHIM withdrew its applica- 
tion. 
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ROB RT HAYWARD, operator, 
H yward Productions, S. F., to 
K +TV (TV) Los Angeles, as di- 

rector of program development, new 
program department division. 
JOHN HOLBROOK signed as new an- 
¡flounce' on NBC Radio's. Double or 
Nothing to replace LOU CROSBY be- 
ginnin Monday, Dec. 24. 

H. KENNETH MURRAY, former Air 
Force lieutenant colonel, to WVNJ 
Newark, N. J., as promotion manager. 
COURTNEY McLEOD, traffic operator 
ABC Hollywood, appointed traffic su- 
perviso for Western Div., ABC Radio. 

BOB H SS, staff announcer KYBS -FM 
Dallas, Tex., appointed program direc- 
tor K AN Herford, Tex. Mr. Hess, 
and R TH TUCKER, news editor 
KYBS, married. 
MANUEL (Mike) MICHAELSON, pro- 
gram department WWDC Washington, 
to House Radio Gallery, U. S. Capitol, 
as an assistant superintendent. 
HOWARD BURNETT, assistant direc- 
tor WCAU -TV Philadelphia, named 
production manager WIP Philadelphia. 
He rep'aces IRVING SMITH, now di- 
rector of sales and program depart- 
ment WCMC Wildwood, New Jersey. 

RICHLAND WELCH, mail room 
KLAC -TV Los Angeles, named to 
stage crew. 

DON SIMS, announcing staff WHFC 
Cicero, to WGN Chicago, in same ca- 
pacity. 

ADELE ZIMMER, continuity depart- 
ment WHKC Columbus, Ohio, ap- 
pointed continuity director WLWC 
(TV) Columbus. 

RALPH CAREY, KOIL Omaha, to an- 
nouncing staff KMTV (TV) Omaha. 

air- casters (t4 

JACK LAURENCE, disc jockey WINX 
Washington, appointed to announcing 
staff WMAL -AM -TV Washington. 
CAROL DUVALL, station personality 
WOOD -TV Grand Rapids, Mich., ap- 
pointed women's director, succeeding 
KAY RUNYON, resigned. 
NORMA SHEALY named program 
librarian WIS Columbia, S. C. RUTH 
WOLFE to WIS, as receptionist. 
JERRY JOHNSON named to announc- 
ing staff WSB -TV Atlanta. He was 
with WAGA -TV Atlanta. 
DICK ROSSETT, former announcer 
WCUE Akron, Ohio, now serving 
aboard U.S.S. Franklin D. Roosevelt 
in Mediterranean waters. 
BILL WAGNER, producer- director 
WTVN (TV) Columbus, Ohio, spoke on 
"Television as a Career," at biennial 
Men's Career Conference at Oberlin 
College. 
WILLIAM BROWN, producer WMAL- 
TV Washington, LARRY CARL, TV 
producer, and PAUL VON HAGEL, 
WITH Baltimore, named to faculty 
National Academy of Broadcasting. 
ART PETERSON, freelance announc- 
er in New York, appointed to an- 
nouncing staff WHEN (TV) Syracuse, 
N. Y. 

BILL SEAMAN, staff announcer KVOC 
Casper, Wyo., to KOPR Butte, Mont., 
in same capacity. 
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HERBERT SELTZ, prop department 
WLWT (TV) Cincinnati, named to 
production staff. 
JOSH KING, announcer CHUM To- 
ronto, Ont., and Joan Frieda Lackner, 
married Dec. 1. 

BILL FOUNTAIN, announcer WKY- 
AM-TV Oklahoma City, father of boy, 
Christopher Todd, Nov. 23. 

DICK RICHARDS and Mrs. JULE C. 
FERGUSON appointed to staff WESC 
Greenville, S. C. Mr. Richards will 
handle assignments on announcing 
staff and in continuity department. 
Mrs. Ferguson will write and conduct 
Women's Page program. 
RALPH T. BRAUN, staff WMAR -TV 
Baltimore, appointed promotion man- 
ager. 
JIM WYATT, disc jockey KSFO San 
Francisco, to KGO San Francisco, as 
star of Jim Wyatt Show. 

FRANK FELLMER, WHNC Hender- 
son, N. C., to announcing staff WMTR 
Morristown, N. J. 

JIM CLENDENIN, supervisor of mail 
and messenger service NBC Chicago, 
to TV production facilities staff. He 
is replaced by JOHN SCHOLFIELD. 

RICHARD WEINBERG, TV produc- 
tion floor manager NBC -TV Chicago, 
transfers to NBC Hollywood. 

NORMAN GRANT, director of staging 
services NBC -TV Chicago, to NBC -TV 
New York, as art director. 

BENJAMIN ROSEMAN, RICHARD 
JOHNSON and CARL EBERT to pro- 
duction staff NBC -TV Chicago. 

CHARLIE ANDREWS, writer of Dial 
Dave Garroway on NBC -TV, and Jean 
Heine, married Dec. 8. 

PARKE LEVY, head. writer CBS Ra- 
dio My Friend Irma, takes over direc- 
torial chores for show. 

HELENE SATINOVER to traffic de- 
partment WFIL -TV Philadelphia. 
NORMAN GRANT, manager of stag- 
ing services NBC -TV Chicago, named 
NBC network TV art director in New 
York, effective today (Monday). He 
succeeds M. M. ELWELL, resigned, 
and will be responsible for set and 
costume designing, make -up, titles and 
graphics for all NBC -TV shows origi- 
nated in New York. 

A/e.i. 
HUBERT HOLLOWAY, Washington 
news correspondent, named to news 
staff WLW Cincinnati. Mr. Holloway 
will handle I See Today By Holloway, 
five minute show each evening. 

IRA BLUE, sports editor KG0 San 
Francisco, named favorite West Coast 
sportscaster and commentator in Ban- 
tam Books' Previews of Entertainment. 
WILLIAM WARRICK, newswriter 
WCCO Minneapolis, to NBC Chicago 
news staff, replacing ROBERT TAY- 
LOR, resigned. 

GENE FARINET, newswriter ABC 
Chicago, transfers to ABC's New 
York newsroom. STEPHEN C. FLAN- 
DERS, radio news desk of New York 
Herald Tribune, also added to ABC 
New York newsroom. 

DICK JOY, free lance Hollywood an- 
nouncer- newscaster and formerly co- 
owner KCMJ Palm Springs, Calif., sr-- 
named news director KFAC Los An- 
geles. He succeeds the late MURRAY 
BOGGS. 
WILLIAM O'HALLAREN, newsroom 
KECA -TV Hollywood, father of boy, 
Tommy. 
JIM ARKISON, sports director WALE 
Fall River, Mass., elected to Fall River 
school committee. 

NAME McCONNELL 
To Head Relief Drive 

JOSEPH H. McCONNELL, presi- 
dent of the National Broadcasting 
Co., has been named head of the t 
1952 Salvation Army drive in New 
York to raise $1,250,000, Walter 
Hoving, president of Salvation 
Army Assn. of New York, an- 
nounced early last week. 

Funds from the annual appeal, 
which will be conducted from Jan. 
8 through March '7, will be used to 
support 60 welfare centers and op- 
erations in greater New York. Ra- 
dio and television will be used in 
the campaign, according to one or- 
ganization spokesman, with air 
time donated by cooperating net- 
works and stations, as in the past. 

Salvation Army is currently con- 
ducting its annual Christmas ket- 
tle appeal with a 15- minute broad- 
cast by the Army band and a talk 
by the territorial commander 
scheduled for WNBC New York, 
with a half -hour musical program 
by the band and the Temple 
Chorus slated for WNYC New 
York. Program dates have not 
been set. 

WLW Show Honored 
CONGRATULATIONS were ex- 
tended last week by a high State 
Dept. official to James Shouse, 
board chairman of Crosley Broad- 
casting Corp., on the occasion of 
WLW Cincinnati's 10th anniver- 
sary of its World Front news pro- 
gram. Edward Barrett, Assistant 
Secretary of State for Publie Af- 
fairs, paid tribute to Mr. Shouse 
for "maintaining the high stand- 
ards" of the news panel and cited 
the radio industry for always be- 
ing "in the forefront in offering 
its facilities" for such discussions. 
Program earlier was cited by the 
Adult Education Council bf Cin- 
cinnati [BT, Nov. 26]. 

50 grand and glorious \ years of your ; = business! 

AI all booksellers, 640 pp 

FROM VAUDE 

TO VIDEO 

by Abel 

Green 

& Joe 

Laurie, Jr. 

"A vastly enter- 
taining book." 

-WINCHELL 

5 HOL 

BROADCASTING Telecasting 



IN THIS ISSUE: 

P &G Continues Top 
Network User 

Page 78 

Text of NARTB 
TV Code 

Page 87 

Latest Set Count 
By Market 

Page 84 

DECEMBER 10, 1951 

II 

Th 

G Gd- ,N uMT`11 

828,636 BRAIN TEASERS 

were received by "DOWN YOU GO" in only 21 weeks! 

"DOWN YOU GO" is a fascinating game 

quiz program for the entire family, produced 

by LOUIS G. COWAN and originating in 

the studios of WGN -TV, Chicago. 

It is presented each Friday 9:00 -9:30 P. M. (EST) 

by Old Gold Cigarettes over the 

)uMont 
TELEVISION NETWORK 

A DIVISION OF ALLEN B. DU MONT LABORATORIES, INC. 515 MADISON AVE., NEW YORK 22, N. Y. MU 8 -2600 



Special Events films . . . interesting, his- 

torical documentaries ... faithfully record- 

ing the highlights in the lives of the people in 

the many communities which WGAL -TV 

serves. 

WGAL -TV Special Events cover many and 
varied activities, for example: a benefit horse 
show, a high school band contest, a corner- 
stone laying, a speech by Pennsylvania's 
Senator Duff, a Defense Bond award, and 
the awarding of a college doctorate. 

Through a continuing program of public 
service, WGAL -TV constantly endeavors to 
serve and enrich the lives of its viewers. 

WG AL-TV 
LANCASTER, PENNSYLVANIA 

Clair R. McCollough, Pres. A Steinman Station 

WGAL- M 
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TV CODE ADOPTED 
(Continued from page 28) 

costs, Mr. Thomas said. NARTB 
TV members will be given a credit 
toward payment of the fee, thus re- 
ceiving the seal privilege at a low- 
er cost than non -member stations. 

At present '72 TV stations and 
two networks (NBC, DuMont) are 
television members of NARTB. 

Non -members had no part in the 
code -writing process. Mr. Swezey 
said Thursday the committee had 
received "no reaction from non- 
member stations" and "three or 
four reactions" from members fol- 
lowing approval of the code in prin- 
ciple by NARTB members at their 
Oct. 19 meeting. Copies of the 
Chicago- approved version of the 
code were not circulated by NARTB 
but the text appeared in the Oct. 
22 BROADCASTING TELECASTING. 

While NARTB had only a few 
copies of the newly revised code 
available late Thursday, it planned 
to give the document wide circu- 
lation. NARTB Board Chairman 
Justin Miller said 25,000 copies 
were to be printed. 

Mr. Swezey stressed the flexi- 
bility of the new TV code, pointing 
to the proposed annual review of 
the provisions as the TV industry 
grows. Replying to questions, he 

. said the radio Standards of Prac- 
tice are less specific and do not con- 
tain an enforcement provision. "We 
drew on the experience of the ra- 
dio and movie codes," he said. 

Amended Language 
While the penal provisions of 

the code are still stringent, NARTB 
amended some of the code language 
and in addition drew up a 1,200 - 
word appendix in which the proce- 
dure is carefully explained in de- 
tail. This was done following 
criticism last October by a group 
of Washington radio attorneys 
who pointed out legal loopholes 
[BT, Nov. 5]. 

Fewer than half the stations re- 
sponding to an informal BROAD- 
CASTING TELECASTING survey 
had indicated they approved the 
code as endorsed at Chicago Oct. 
19 [BT, Dec. 3, Nov. 26]. 

Only a few changes were made in 
the programming and advertising 
standards in the code. Language 
was refined to make certain that 
the enforcement powers of the 
code can be invoked for both pro- 
gram and advertising violations. 
Many of the specific paragraphs 

covering programs and commer- 
cials are worded so they are mere- 
ly suggestions or recommenda- 
tions. 

One all- important question arises 
as the new code enters the pre - 
enforcement period: "How tough is 
it 

It's plenty tough, once a station 
is cited in a complaint, and the 
case is considered by the review 
board. However, final decision on 
withdrawal of the code from a 
member or non- member station is 
up to the NARTB TV Board. 

In the words of Chairman 
Swezey: 

"It's a long walk from first vio- 
lation to loss of the seal." 

The TV board felt that board 

action should not be taken except 
for "a continuing, willful or gross 
violation." The penalty- suspen- 
sion or loss of seal -requires two - 
thirds vote of the TV board. Pre- 
viously, however, the seal subscrib- 
er will have been notified by reg- 
istered mail of any charges pre- 
ferred; have right to hearing or an 
answer; face oral argument. 

As adopted at Chicago the code 
language specified that any board 
decision would be "final." In the 
revised version, however, provision 
was made for appeal. 

Care was taken to provide com- 
plete secrecy in case of complaints. 
Mr. Swezey indicated, in reply to 
a query, that NARTB might pub- 
licize the full list of code subscrib- 
ers but he doubted if any pub- 

Strong Medicine 
(An Editorial) 

TELEVISION today has a code, effective March 1. It was 
carefully drawn by a representative group of television broad- 
casters. It had been endorsed in principle six weeks ago by a 
general assembly of telecasters. 

It is a more realistic document than that sweated out orig- 
inally by the NARTB TV board and ratified at the Chicago 
session. There are still those long lists of specific "do's and 
don'ts," although some of them are now couched in more care- 
ful language. 

And there is the bold "Seal of Approval," which can be dis- 
played only by those stations subscribing to the letter of the 
code. It is acceptance of this proviso that will entail a super - 
selling job. 

By providing for annual revision of the document, the 
framers of the code assure a high degree of flexibility, to meet 
changing conditions. The code appropriately "suggests" com- 
mercial standards and program practices ; it does not command 
them. 

It is not the kind of self -regulation credo advocated by some 
identified with TV, including this journal. 

It is the code that those subscribing telecasters- whether or 
not NARTB members -must live with. It represents the best 
judgment of the men selected by a majority of their fellow 
telecasters to guide the destinies and the morality of their in- 
dividual enterprises. 

Uppermost in the minds of these men has been the deter- 
mination to have television voluntarily subscribe to operating 
standards which otherwise might be imposed legislatively or 
in a regulatory way. They want to block the Bentons and the 
blue -nosers who would saddle this new medium with anything 
short of direct censorship that they could conjure up. 

This, we think, the NARTB has done. These men worked 
hard -and fast. No one can question their diligence or sin- 
cerity. Our concern is that the medicine is stronger than the 
patient requires. 
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Effective March 1 

licity would attend loss of the seal. 
The review board is to be named 

from representative industry seg- 
ments in the near future by 
NARTB President Harold E. Fel- 
lows, subject to TV board confirma- 
tion. It will consist of five mem- 
bers. NARTB TV Board members 
will not be eligible to serve on the 
review body but those appointed 
must be NARTB members, the 
code specifies. 

Review board members will 
serve until the NARTB conven- 
tion in Chicago next April. After 
that the terms will be for one 
year. Members are not to be paid, 
under present plans. They may 
delegate duties to the NARTB 
staff. 

Review Board Powers 
As outlined in the code, the re- 

view board is empowered: 
(1) To maintain a continuing re- 

view of all television programming, 
especially that of subscribers to the 
code of the NARTB. 

(2) To receive, screen and clear 
complaints concerning television pro- 
gramming. 

(3) To define and interpret words 
and phrases in the Television Code. 

(4) To develop and maintain ap- 
propriate liaison with governmental 
agencies and with responsible and 
accountable organizations and insti- 
tutions. 

(5) To inform, expeditiously and 
properly, a subscriber to the Tele- 
vision Code of complaints or com- 
mendations, as well as to advise all 
subscribers concerning the attitude 
and desires program -wise of account- 
able organizations and institutions, 
and of the American public in general. 

(6) To review and monitor, if nec- 
essary, any certain series of pro- 
grams, daily programming, or any 
other program presentations of a 
subscriber, as well as to request re- 
cordings, aural or kinescope, or script 
or copy, with regard to any certain 
program presented by a subscriber. 

(7) To reach conclusions, and to 
make recommendations or prefer 
charges to the Television Board of 
Directors concerning violations and 
breaches of the Television Code by a 
subscriber. 

(8) To recommend to the Televi- 
sion Board of Directors amendments 
to the Television Code. 

In commenting on the work of 
the committee, NARTB members 

(Continued on page 89) 
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SEPT. NETWORK GROSS 
MORE than doubling its expendi- 
tures for TV network time from 
August ($352,550) when it ranked 
in fourth place among video net - 
work dvertisers, Procter & Gam- 
ble C . leaped into first place in 
September ($802,420), according 
to BROADCASTING TELECASTING'S 
calculations based on the individ- 
ual program time cost data com- 
piled by Publishers Information 
Burea . 

Nin of the top 10 for Septem- 
ber w re also on the August lead- 
ers' li t. General Electric Co., in 
eighth place in September, is the 
newcomer, replacing Admiral 
Corp., which ranked tenth in 
August. See Table I for the top 
September TV network clients and 
their I time purchases (at gross 
rates) . Top advertiser in each class 
of bu ness is shown in Table II. 

Foo advertisers made up the 
larges single class of TV network 
users during September, the $2,- 

TABLE I 

TOP 10 TV NETWORK ADVERTISERS IN 
SEPTEMBER 1951 

1. Procter 8 Gamble Co. 5802,420 
2. General Foods Corp. 608,290 
3. Colgate -Palmolive -Peet Co. 540,490 
4. R. J. Reynolds Tobacco Co. 444,350 
5. American Tobacco Co. 323,825 
6. P. Lorillard Co. 282,920 
7. Liggett 8 Myers Tobacco Co. 273,720 
9. General Electric Co. 256,430 
9. Lever Bros. Co. 254,190 

10. Ford Motor Co. 254,025 

HAI. ROACH JR. 
Forms Film Company 

HAL ROACH, Jr. Productions has 
been formed in Los Angeles by Hal 
Roach Jr. for the production of 
motion pictures for television and 

theatrical distri- 
bution. 

In announcing 
his new firm, Mr. 
Roach made it 
clear that its for- 
mation would not 
affect his position 
as vice president 
a n d executive 
producer for Hal 
Roach Studios, 
headed by his fa- 

ther, Hal E. Roach. 
N. Gayle Gitterman, television 

film roducer, has been signed as 
story upervisor for the new firm. 

Ex ansion of Mr. Roach's activ- 
ities ' a direct result of his re- 
cently signed contract with Official 
Films for an "extensive program 
of to vision programs" for dis- 
tribut on by Official. Currently in 
produ tion are two half -hour week- 
ly sh ws, Trouble With Father, 
starri g Stuart Erwin and June 
Colly ; and Racket Squad, featur- 
ing Red Hadley. Scheduled to go 
into production are a Passport to 
Danger, series starring Cesar Ro- 
mero, and an as yet untitled series 
co- starring Zasu Pitts and Virginia 
Grey. 
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Apparel, Footwear 8 
Accessories 

Automotive, Auto. 
Accessories & Equip. 

Beer 8 Wine 
Confectionery 8 Soft Drinks 
Consumer Services 
Drugs & Remedies 
Foods 8 Food Prods. 
Gasoline, Lubricants & 

Other Fuels 
Household Equipment & 

Supplies 
Household Furnishings 

P &G Continues as Top User. 

TABLE II 

TOP TV NETWORK ADVERTISERS BY PRODUCT GROUPS 

FOR SEPTEMBER 1951 

$110,532 Industrial Materials Revere Copper & Brass 
Jewelry, Optical Goods Gruen Watch Co. 

254,025 8 Cameras 
Office Equipment, Stationery Minnesota Mining & Mfg. 

& Writing Supplies 
Publishing & Media 
Radios, TV Sets, 

Phonographs, Musical 
Instruments 8 Access. 

Retail Stores & 
Direct by Mail 

Smoking Materials 
Soaps, Cleansers 8 

Polishes 
Toiletries 8 Toilet Goods 
Miscellaneous 

International Shoe Co. 

Ford Motor Co. 

Anheuser Busch Inc. 
Pepsi -Cola Co. 
Arteur Murray 
Miles Labs. 
General Foods Corp. 
Texas Co. 

General Electric Co. 

Mohawk Carpet Mills 

410,967 spent (at gross rates) by 
this group accounting for more 
than a fifth of all video network 
time sales in that month (Table 
III). 

Advertising of cigarettes and 
other smokers' supplies ranked sec- 
ond in point of TV network time 
purchases in September, with ad- 
vertising of toiletries third, of 
soaps and cleansers fourth and 
automotive advertising fifth. Next 
five advertised groups, in descend- 
ing order, were: household equip- 
ment and supplies, beer and wine, 
apparel, confectionery and soft 
drinks, radios and TV sets. 

Food, tobacco and toiletry ad- 
vertising also ranked one, two, 
three for the January -September 
nine -month period, for which auto- 
motive advertising ranked fourth 
and soap and cleanser advertising 
fifth, followed by advertising of 
household equipment, beer and 
wine, radio and TV sets, house- 
hold furnishings and candy and 
soft drinks, in that order. 

Table III also shows the com- 
parative expenditures of the vari- 
ous advertising classes for TV net- 
work time for September and 
January- September of 1950. As 

146,600 
90,150 

8,940 
49,140 

608,290 
72,250 

256,430 

144,080 
g 

Time Inc. 
Philco Corp. 

88,650 
36,656 

Co. 71,775 

86,380 
172,775 

Drugstore Television Productions 140,848 

R. J. Reynolds Tobacco Co. 444,350 
Procter & Gamble Co. 640,820 

Colgate -Palmolive -Peet Co. 415,530 
Young People's Church of the Air 34,064 

TABLE III 
GROSS TV NETWORK TIME SALES BY PRODUCT GROUPS FOR SEPTEMBER AND 

JANUARY -SEPTEMBER 1951 COMPARED TO SAME PERIODS OF 1950' 
1951 

Product Group September 
Apparel, Footwear & Accessories S 397,684 
Automotive, Auto. Access. & Equip. 965,553 
Beer 8 Wine 614,974 
Bldg. Materials 4,200 
Confectionery & Soft Drinks 391,661 
Consumer Services 8,940 
Drugs 8 Remedies 186,935 
Foods & Food Products 2,410,957 
Gasoline, Lubricants & Other Fuels 236,937 
Horticulture 
Household Eqpt. 8 Supplies 758,184 
Household Furnishings 323,570 
Industrial Materials 155,235 
Insurance 42,360 

Jewelry, Optical Goods & Cameras 122,461 
Office Eqpt., Stationery & Writing Supplies 120,510 
Publishing 8 Media 113,100 
Radios, TV Sets, Musical Instruments & Access. 362,285 
Retail Stores 8 Direct by Mail 165,988 
Smoking Materials 1,665,155 
Soaps, Cleansers 8 Polishes 1,072,554 
Sporting Goods & Toys 
Toiletries 8 Toilet Goods 1,659,331 
Miscellaneous 141,557 

TOTALS: 511,920,131 
Source: Publishers Information Bureau 

January -Sept. 
1950 

September January -Sept. 
$ 2,102,767 S107,353 S 516,244 

7,600,451 386,552 2,986,938 
4,014,461 66,031 798,384 

11,890 29,180 43,830 
2,186,194 166,007 866,494 

336,562 32,385 198,545 
1,493,174 30,885 165,495 

17,915,462 639,303 3,232,607 
1,847,232 149,248 787,438 

1,140 
5,256,268 249,078 1,183,886 
2,497,249 228,175 1,279,551 
2,133,199 130,520 476,757 

289,350 
1,370,020 42,395 85,691 

413,130 13,230 13,230 
644,258 152,401 

3,596,536 317,650 1,943,618 
1,524,634 14,675 19,696 

12,044,459 484,223 3,794,056 
6,939,621 66,075 276,945 

14,670 14,670 
10,270,919 348,182 1,942,395 

891,783 1,080 100,804 

585,379,619 $3,516,897 520,880,815 

1951 data covers all four TV networks 1950 covers only ABC, CBS, NBC, with DuMont figures, 
not included. 

. 

the 1960 figures do not include time 
purchases on the DuMont Net- 
work, which are included with 
ABC, CBS and NBC in the 1951 
figures, direct dollar comparisons 
should not be made of one year 
to the other. 

POST conference on the successful telecast of Electric Theatre's presentation 
of "The Legend of Sleepy Hollow" on WXYZ -TV Detroit is held by: (L to r) 
Reginald Carey, Campbell -Ewald, agency for the sponsor, The Detroit Edison 
Co.; Paul Penfield, advertising manager, Detroit Edison; William Merrill, 
director of the telecast; Bill Hendricks, WXYZ -TV salesman, and Paul 
VanderMeer, assistant director of public information, Detroit Edison. Live tele- 
cast, presenting known dramatic talent from the Detroit area, was first of a 

series scheduled each Wednesday. 

ARMY TV SHOW 
'Big Picture' in Production 

NEW ARMY television program, 
The Big Picture, has gone into pro- 
duction for use by TV stations. 
Already a score of stations have 
been placed on the list by the Ra- e- 
dio-TV Branch, Public Information 
Division, Dept. of the Army. 

The weekly series is being pro- 
duced jointly by the branch and 
the Signal Corps Photographic 
Center. It developed from a local 
series originally presented live on 
WTOP -TV Washington. The new 
series is on film. It is being pro- 
duced by Lt. Carl Bruton, formerly 
of WTVJ (TV) Miami. 

Col. E. M. Kirby, head of the 
Radio -TV Branch, is in charge of 
distribution to TV stations. Capt. 
Carl Zimmermann, former Mil- 
waukee radio writer, is writer and 
announcer. Production supervisor 
is William Brown and director is 
Lt. Carl Flint, both of the Signal 
Corps. 

The film is a report from the 
Army on operations in Korea, in- 
cluding actual combat shots. Dur- 
ing the show Capt. Zimmermann 
interviews soldiers who take part 
in the campaigns. Audition film 
can be obtained from Col. Kirby. 

Future releases will include ma- 
terial obtained by camera crews 
now in Europe. Seven weekly 30- 
minute programs are already in 
the cans. 
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TV SET FREEZE? 
By JOHN OSBON 

IS HANDWRITING already on 
the wall for the nation's TV set - 
equipment manufacturers and video 
station applicants in 1952? 

That was a burning question in 
Washington last week amid con- 
flicting reports on the future of 
consumer goods and commercial 
broadcast equipment. 

Government procurement au- 
thorities and Congressional "watch- 
dogs" were putting a new face on 
an old question -"How high is 
up ? " -in discussing the possibility 
of all -out conversion to military 
production by next summer. 

Once again, there seemed to be 
no clear -cut indication how far the 
set industry would be cut back, if 
at all, during the coming year. 
Most plausible belief was that full - 
scale rearmament would hinge 
largely on: 

The international situation 
and requirements of the atomic 
energy and aircraft construction 
project. 

The availability of controlled 
material, particularly copper and 
.nickel, for radio and television re- 
ceivers. 

Published reports circulated in 
Washington that TV set production, 
automobiles and other products 
using these scarce metals may be 
scrapped in favor of total war con- 
version next year. 

story drew vigorous denials, 
however, from top officials of the 
Office of Defense Mobilization and 

DUNHAM NAMED 
To WCBS -TV Sales Post 

GEORGE R. DUNHAM Jr. has 
been appointed general sales man- 
ager of WCBS -TV, key CBS - 
owned video station in New York 
City, effective Jan. 1. 

This announce- 
ment was made 
late last week by 
Merle S. Jones, 
C B S Television 
vice president in 
charge of stations 
and general serv- 
ices, and G. 
Richard Swift, 
WCBS -TV gen- 
eral manager. 

Mr. Dunham's 
appointment, said Mr. Jones, is a 
key step in the expansion of CBS - 
nwned television stations. 

Entering broadcasting in 1937, 
Mr. Dunham became sales promo- 
tion manager for WEEI, CBS - 
owned Boston outlet. He has been 
eastern sales manager of CBS -TV 
Spot Sales, CBS -TV's station repre- 
sentative, since 1948. His successor 
in this post will be named shortly. 

In 1940, Mr. Dunham trans- 
ferred from WEEI to CBS' New 
York headquarters as supervisor of 
CBS -owned stations promotion. He 
went to Radio Sales, CBS Radio 
Stations Representative, as an ac- 
count executive in 1943. 
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Mr. Dunham 

Officials Deny Reports 

the National Production Authority. 
The report was based in part on 

a weekend conference in Key 
West, Fla., between President Tru- 
man and Defense Mobilizer Charles 
E. Wilson, Meanwhile, the ap- 
parent disparity in thinking among 
top government, industry and Con- 
gressional leaders continued. 

A close associate of Mr. Wilson 
flatly denied that such a prohibition 
is either imminent or contemplated 
at this time. Andrew Berding, 
ODM information chief, told 
BROADCASTING TELECASTING: 

"The report is 100% untrue. 
We plan to go along with the three - 
year mobilization program as at 
present. There may be some fur- 
ther reductions in civilian goods 
but we hope to maintain TV set 
and automobile production at rea- 
sonable levels." 

Mr. Wilson and the President 
talked mostly in general terms on 
the need for speeding up the de- 
fense program, he revealed. 

Donald Parris, deputy director 
of NPA's Electronics Division, said 

he had met with DPA officials 
Thursday afternoon to weigh the 
best means of assuring the radio - 
TV receiver industry of sufficient 
materials to guide set -makers 
through the second quarter of 1952. 

Radio -Television Mfrs. Assn. was 
prone to discount the reports as 
untrue. 

There has been some speculation 
that monochrome television set 
production may be pared appre- 
ciably-or even banned outright - 
ever since Mr. Wilson first an- 
nounced the color TV manufactur- 
ing blackout last October [BST, 
Oct. 29, 22]. 

At that time Sen. Ed C. Johnson 
(D- Col.), chairman of the Senate 
Interstate & Foreign Commerce 
Committee, expressed fear that the 
move may lead to a general freeze 
on all TV. Such a manufacturing 
freeze, he asserted, would be a 
"major disaster." 

It will be recalled that CBS - 
Columbia Inc. had requested 250,- 
000 fractional horsepower motors 
for color sets and had been re- 

jected because of the drain on 
copper. The request reportedly 
prompted Mr. Wilson to impose the 
color TV ban. CBS -Columbia has 
not yet agreed on a new date for 
its appeal before NPA on an ad- 
justed base period for metal quotas 
for monochrome sets and other 
equipment. 

But despite the denials of de- 
fense officials, there were signs that 
the possibility of an overall TV set 
ban could easily develop. 

Manly Fleischmann, Defense 
Production Administrator, warned 
that "the handwriting is already 
on the wall" with respect to civilian 
and commercial usage of copper 
and nickel. He made these points: 

There may be more steel and 
aluminum next year but copper will 
be extremely short. The nickel situa- 
tion is "most desperate." As a result, 
civilian production (presumably au- 
tomobiles and TV sets) may "be held 
back." 

"We have had some difficulty in 
meeting some of our military pro- 
duction schedules, but that difficulty 
is not due to shortages of steel, cop- 
per and aluminum...." 

Mr. Fleischmann hinted strongly 
that these metals may be prohibited 

(Continued on page 91) 

NBC-TV SALES POLICY -raid at Baca " ̂ t^^ 
NBC officialdom, having just fin- 
ished eliminating its policy that 
advertisers must include certain 
specific stations in any radio net- 
work purchase, already is looking 
ahead to the time when its "must - 
buy" policy in television may also 
have to be revised. 

The time of re- examination will 
come, according to Edward D. 
Madden, vice president in charge 
of TV operations and sales, when 
FCC's licensing freeze has been 
lifted, the number of TV stations 
on the air has reached several hun- 
dred, and the number of one -station 
markets is minimum. Estimated 
date: 1955. 

NBC's present TV policy marks 
all cable- connected markets as 
"must- buys." The trend which re- 
examination of the policy will take, 
when the time comes, apparently 
must wait until little nearer that 
time to be discerned. 

Speech To Delegates 
Mr. Madden's views on the must - 

buy situation were contained in a 
speech delivered to delegates to 
NBC's Boca Raton convention can- 
vassing TV's present situation ex- 
haustively and projecting its fu- 
ture, with most of the projections 
pegged on 1955. 

The sales and operations head 
also was reported to have told the 
affiliates that NBC -TV already is 
re- examining its entire summer 
hiatus policy. He was said to have 
reported that the advertisers on its 
three multiple -sponsored shows - 
Show of Shows, All Star Revue, 
and the Kate Smith daytime pro- 
gram -have been notified that, in 

Telecasting 

order to retain their franchises on 
these periods, considered especially 
valuable, they must remain on the 
air next summer with these shows 
or replacements. 

Mr. Madden reported that gross 
sales for NBC -TV this year will 
amount to about $75 million, in- 
cluding package programs, produc- 
tion facilities and film syndication. 
This, he said, is triple last year's 
volume and well ahead of other 
networks. 

George Frey, vice president and 
director of TV network sales, mean- 
while reportedly told the conven- 
tion that gross time sales would 
approximate $60 million this year. 
He described it as being almost 
half of the total being spent by all 
advertisers in network TV this 
year. 

Otherwise, the conventioners 
were told that NBC Radio will 
make half a million dollars this 
year but expects to lose a million 
next year in "rebuilding" the net- 
work (though officials expect to 
make money again in 1953 if their 
basic economic plan succeeds), 
while NBC -TV was said to be in 
the black this year by more than 
$600,000. 

NBC Radio officials meanwhile 
were reported going ahead last 
week with their basic economic 
plan, despite the affiliates' 72 -to -22 
vote the previous week asking that 
the plan's new rate formula be held 
up pending further research [BT, 
Dec. 3]. NBC was said to be plan- 
ning to proceed with individual 
negotiations with the stations, as 
before. 

In the TV projections, Mr. Mad- 

den said NBC estimates a total of 
$775 million will be spent for na- 
tional TV advertising in 1955, 
counting expenditures for both time 
and talent in both network and na- 
tional spot. 

For networks, national spot and 
local, also counting both time and 
talent, President Joseph H. McCon- 
nell placed the 1955 estimate at $1 
billion. 

Mr. Madden said that after the 
TV freeze is lifted, there will be 
63 major markets which an adver- 
tiser will need to reach with his 
national television advertising. He 
estimated that a nighttime half - 
hour reaching these 63 markets 
would cost an advertiser around 
$35,000, or better than $1.5 million 
on a 52 -week basis. 

126 Stations `Ideal' 
He would consider a network of 

126 stations "ideal" for NBC -TV 
in 1955, he said. 

With TV costs already "strain- 
ing the seams" of many advertis- 
ing budgets, he thought it would 
be impossible for sponsors five 
years from now to use TV on a 
scale anywhere near that which 
they have been accustomed to in 
radio, even though he was confi- 
dent TV rates can be justified on a 
cost -per- thousand basis. 

Where the average NBC night- 
time half -hour show today costs 
$29,000 for time and talent, for ex- 
ample, he estimated the average 
would be $56,000 in 1955 -or $2,- 
200,000 for 39 weeks in 50 largest 
markets. For daytime shows, he 
figured the average for a half -hour, 

(Continued on page 91) 

December 10, 1951 Page 79 



TYPICAL of the store promotion is this Spoolie counter in Murphy's 
Pittsburgh store. 

Spoohe HAIRCURIfRS 

TV 
WOW 

K D tv CNANNEI 3 
CrfRT 0iT move 

:1174w it 

SPOOLIE'S `HAIR- CURLING' SAGA 
...WITH SELLING CREDITS GOING TO TELEVISION 

INVESTMENT of $1,300 by 
the Weaver Products Co. for 
time on WDTV (TV) Pitts- 
burgh sold $63,000 worth of 
Spoolie Curlers. 

The J. L. Hudson Co., of 
Detroit, received 1,300 tele- 
phone orders for the $1.50 
packages of Spoolies after just 
two telecasts on WJBK -TV 
Detroit. 

The switchboard at WTCN -TV 
Minneapolis was tied up each time 
Arlie Haberle's Around the Town 
demonstrated Spoolies and offered 
them as a "television special" at 
the regular price of $1.50. 

Similar successes were the rule 
on other stations used in various 
parts of the country. 

Spoolie Curlers, an all rubber 
hair curler, packed in an attractive 
transparent polyethylene plastic 
bag, are not a new item. They 
have been on the market for sev- 
eral years. But their big success 
did not come until they tried tele- 
vision promotions. 

The campaign, conceived by Er- 
win -Wasey and Co. of Minneapolis, 
was first tried on WTCN -TV Min- 

neapolis in the spring of 1950. The 
Around the Town show was select- 
ed for the experiment because it 
appealed to the right audience, was 
well established, and offered an op- 
portunity to demonstrate the mer- 
chandise. 

The campaign was an immediate 
success with calls coming in so 
fast that the WTCN -TV switch- 
board had difficulty handling them. 
Each time the offer was repeated 
the same thing happened. 

Pleased with their success, Er- 
win-Wasey and Weaver Products 
decided to extend the campaign. 
A basic two weeks drive of com- 
bined television and store promo- 
tion was chosen for most markets. 
In some cases this campaign has 
been extended when sales seemed 
to warrant. 

In all cases, Erwin -Wasey re- 
ports, stations were quick to co- 
operate with tie -ins, merchandis- 
ing and other types of sales aids. 

The agency has found afternoon 
participation shows directed to the 
women's audience to be very effec- 
tive. The Weaver Co. provides 
trained professional talent to con- 
duct the demonstrations and play 
the key roles in all promotions. No 
other media but television is being 

BILL BRANT (left) of WDTV (TV) discusses the Pittsburgh Spoolie 
sales, which exceeded $60,000, with Mr. and Mrs. J. J. Weaver. 
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except limited space in trade 
publications. 

In addition to the aforemen- 
tioned, stations also have been used 
throughout the East, including 
WAAM (TV) Baltimore and 
WEWS (TV) Cleveland. Several 
stations in the South were used 
during the winter months. 

The outstanding success of the 
Pittsburgh demonstration resulted 
in net sales of $63,000, not count- 
ing re- orders, which were frequent. 
The show used on WDTV was 
Studio Control with Bill Brant as 
master of ceremonies. 

The Weaver Co. plans to extend 
its promotions to Los Angeles and 
San Francisco and other western 
cities in 1952 and to continue active 

promotion in eastern cities as well. 
They point out that Spoolie Curl- 
ers are one of the few items stocked 
by chain stores throughout the 
country. 

"Television is indeed an effective 
medium," Mr. J. J. Weaver, of 
the Weaver Products Co. said in 
describing his firm's experience. 
"Its effectiveness is not gained by 
merely sponsoring a commercial 
and expecting the audience to come 
to your door looking for the new 
mousetrap you just built. When 
television is used as a merchandis- 
ing tool, and as a means of reach- 
ing an interested audience, success 
enjoyed is limited only by the effort 
put forth ... and the cooperation 
of the stations is essential." 



 

Text of NARTB Television Code 
(See story, page 28) 

PREAMBLE 
Television is seen and heard in 

every type of American home. 
These homes include children and 
adults of all ages, embrace all 
races and all varieties of religious 
faith, and reach those of every edu- 
cational background. It is the re- 
sponsibility of television to bear 
constantly in mind that the audi- 
ence is primarily a home audience, 
and consequently that television's 

.relationship to the viewers is that 
between guest and host. 

The revenues from advertising 
support the free, competitive Amer- 
ican system of telecasting, and 
make available to the eyes and 
ears of the American people the 
finest programs of information, 
education, culture and entertain- 
ment. By law the television broad- 
caster is responsible for the pro- 
gramming of his station. He, how - 
ever, is obligated to bring his posi- 
tive responsibility for excellence 
and good taste in programming to 
bear upon all who have a hand in 
the production of programs, includ- 
ing networks, sponsors, producers 
of film and of live programs, adver- 
tising agencies, and talent agen- 
cies. 

The American businesses which 
utilize television for conveying 
their advertising messages to the 
home by pictures with sound, seen 
free -of- charge on the home screen, 
are reminded that their responsi- 
bilities are not limited to the sale 
of goods and the creation of a 
favorable attitude toward the spon- 
sor by the presentation of enter- 
tainment. They include, as well, 
responsibility for utilizing televi- 
sion to bring the best programs, 
regardless of kind, into American 
homes. 

Television, and all who partici- 
pate in it, are jointly accountable 
to the American public for respect 
for the special needs of children, 
for community responsibility, for 
the advancement of education and 
culture, for the acceptability of the 
program materials chosen, for de- 
cency and decorum in production, 
and for propriety in advertising. 
This responsibility cannot be dis- 
charged by any given group of pro- 
grams, but can be discharged only 
through the highest standards of 
respect for the American home, ap- 
plied to every moment of every 
program presented by television. 

In order that television program- 
ming may best serve the public 
interest, viewers should be en- 
couraged to make their criticisms 
and positive suggestions known to 
the television broadcasters. Parents 
in particular should be urged to 
see to it that out of the richness 
of television fare, the best pro- 
grams are brought to the atten- 
tion of their children. 

ADVANCEMENT OF 
EDUCATION AND CULTURE 

1. Commercial television pro - 
-vides a valuable means of aug- 

menting the educational and cul- 
tural influences of schools, institu- 
tions of higher learning, the home, 
the church, museums, foundations, 
and other institutions devoted to 
education and culture. 

2. It is the responsibility of a 
television broadcaster to call upon 
such institutions for counsel and 
cooperation and to work with them 
on the best methods of presenting 
educational and cultural materials 
by television. It is further the re- 
sponsibility of stations, networks, 
advertising agencies and sponsors 
consciously to seek opportunities 
for introducing into telecasts fac- 
tual materials which will aid in 
the enlightenment of the American 
public. 

3. Education via television may 
be taken to mean that process by 
which the individual is brought to- 
ward informed adjustment to his 
society. Television is also respon- 
sible for the presentation of overtly 
instructional and cultural pro- 
grams, scheduled so as to reach the 
viewers who are naturally drawn 
to such programs, and produced so 
as to attract the largest possible 
audience. 

4. In furthering this realization, 
the television broadcaster: 

a) Should be thoroughly conver- 
sant with the educational and cul- 
tural needs and desires of the com- 
munity served. 

b) Should affirmatively seek 
out responsible and accountable 
educational and cultural institu- 
tions of the community with a 
view toward providing opportuni- 
ties for the instruction and en- 
lightenment of the viewers. 

e) Should provide for reasonable 
experimentation in the develop- 
ment of programs specifically di- 
rected to the advancement of the 
community's culture and education. 

ACCEPTABILITY OF PROGRAM 
MATERIAL 

Program materials should en- 
large the horizons of the viewer, 
provide him with wholesome en- 
tertainment, afford helpful stimu- 
lation, and remind him of the re- 
sponsibilities which the citizen has 
towards his society. Furthermore: 

a) (i) Profanity, obscenity, smut 
and vulgarity are forbidden, even 
when likely to be understood only 
by part of the audience. From 
time to time, words which have 
been acceptable, acquire undesir- 
able meanings, and telecasters 
should be alert to eliminate such 
words. 

(ii) The Television Code Review 
Board (see V, Section 3) shall 
maintain and issue to subscribers, 
from time to time, a continuing list 
of specific words and phrases, the 
use of which should not be used 
in keeping with this subsection. 
This list, however, shall not be 
considered as all- inclusive. 

b) (i) Attacks on religion and 
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religious faiths are not allowed. 
(ii) Reverence is to mark any 

mention of the name of God, His 
attributes and powers. 

(iii) When religious rites are in- 
cluded in other than religious pro- 
grams, the rites are accurately 
presented, and the ministers, 
priests and rabbis portrayed in 
their callings are vested with the 
dignity of their office and under no 
circumstances are to be held up to 
ridicule. 

e) (i) Contests may not consti- 
tute a lottery. 

(ii) Any telecasting designed to 
"buy" the television audience by 
requiring it to listen and /or view 
in hope of reward, rather than for 
the quality of the program, should 
be avoided. (Reference, Contests) 

d) Respect is maintained for the 
sanctity of marriage and the value 
of the home. Divorce is not treated 
casually nor justified as a solution 
for marital problems. 

e) Illicit sex relations are not 
treated as commendable. 

f) Sex crimes and abnormalities 
are generally unacceptable as pro- 
gram material. 

g) Drunkenness and narcotic ad- 
diction are never presented as de- 
sirable or prevalent. 

h) The administration of illegal 
drugs will not be displayed. 

i) The use of liquor in program 
content shall be de- emphasized. The 
consumption of liquor in American 
life, when not required by the plot 
or for proper characterization, 
shall not be shown. 

j) The use of gambling devices 
or scenes necessary to the develop- 
ment of plot or as appropriate 
background is acceptable only 
when presented with discretion 
and in moderation, and in a man- 
ner which would not excite interest 
in, or foster, betting nor be in- 
structional in nature. Telecasts of 
actual sport programs at which on- 
the -scene betting is permitted by 
law should be presented in a man- 
ner in keeping with federal, state 
and local laws, and should concen- 
trate on the subject as a public 
sporting event. 

k) In reference to physical or 
mental afflictions and deformities, 
special precautions must be taken 
to avoid ridiculing sufferers from 
similar ailments and offending 
them or members of their families. 

1) Exhibitions of fortune -tell- 
ing, astrology, phrenology, palm - 
reading, and numerology are ac- 
ceptable only when required by a 
plot or the theme of a program, 
and then the presentation should 
be developed in the manner de- 
signed not to foster superstition 
or excite interest or belief in these 
subjects. 

m) Televised drama shall not 
simulate news or special events in 
such a way as to mislead or alarm. 
Reference is made to the section 
of the Code on News. 

n) Legal, medical and other pro- 

fessional advice, diagnosis and 
treatment will be permitted only 
in conformity with law and recog- 
nized ethical and professional 
standards. 

o) The presentation of cruelty, 
greed and selfishness as worthy 
motivations is to be avoided. 

p) Unfair exploitation of others 
for personal gain shall not be pre- 
sented as praiseworthy. 

q) Criminality shall be pre- 
sented as undesirable and unsym- 
pathetic. The condoning of crime 
and the treatment of the commis- 
sion of crime in a frivolous, cynical 
or callous manner is unacceptable. 

r) The presentation of tech- 
niques of crime in such detail as 
to invite imitation shall be avoided. 

s) The use of horror for its own 
sake will be eliminated; the use of 
visual or aural effects which would 
shock or alarm the viewer, and the 
detailed presentation of brutality 
or physical agony by sight or by 
sound are not permissible. 

t) Law enforcement shall be up- 
held, and the officers of the law 
are to be portrayed with respect 
and dignity. 

u) The presentation of murder 
or revenge as a motive for murder 
shall not be presented as justifi- 
able. 

v) Suicide as an acceptable solu- 
tion for human problems is pro- 
hibited. 

w) The exposition of sex crimes 
will be avoided. 

x) The appearances or dramati- 
zation of persons featured in actual 
crime news will be permitted only 
in such light as to aid law enforce- 
ment or to report the news event. 

RESPONSIBILITY TOWARD 
CHILDREN 

1. The education of children in- 
volves giving them a sense of the 
world at large. Crime, violence and 
sex are a part of the world they 
will be called upon to meet, and a 
certain amount of proper presenta- 
tion of such is helpful in orienting 
the child to his social surroundings. 
However, violence and illicit sex 
shall not be presented in an attrac- 
tive manner, nor to an extent such 
as will lead a child to believe that 
they play a greater part in life 
than they do. They should not be 
presented without indications of 
the resultant retribution and pun- 
ishment. 

2. It is not enough that only 
those programs which are intended 
for viewing by children shall be 
suitable to the young and imma- 
ture. (Attention is called to the 
general items listed under "Accept- 
ability of Program Materials. ") 
Television is responsible for insur- 
ing that programs of all sorts 
which occur during the times of 
day when children may normally 
be expected to have the opportu- 
nity of viewing television shall 
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exercise care in the following re- 
gards: 

a) In affording opportunities for 
cultural growth as well as for 
wholesome entertainment. 

b) In developing programs to 
foster and promote the commonly 
accepted moral, social and ethical 
ideals characteristic of American 
life. 

c) In reflecting respect for par- 
ents, for honorable behavior, and 
for the constituted authorities of 
the American community. 

d) In eliminating reference to 
kidnapping of children or threats 
of kidnapping. 

e) In avoiding material which is 
excessively violent or would create 
morbid suspense, or other undesir- 
able reactions in children. 

f) In exercising particular re- 
straint and care in crime or mys- 
tery episodes involving children or 
minors. 

DECENCY AND DECORUM IN 
PRODUCTION 

1. The costuming of all perform- 
ers shall be within the bounds of 
propriety, and shall avoid such ex- 
posure or such emphasis on ana- 
tomical detail as would embarrass 
or offend home viewers. 

2. The movements of dancers, 
actors, or other performers shall be 
kept within the bounds of decency, 
and lewdness and impropriety shall 
not be suggested in the positions 
assumed by performers. 

3. Camera angles shall avoid 
such views of performers as to 
emphasize anatomical details in- 

4. Racial or nationality types 
shall not be shown on television in 
such a manner as to ridicule the 
race or nationality. 

5. The use of locations closely 
associated with sexual life or with 
sexual sin must be governed by 
good taste and delicacy. 

COMMUNITY RESPONSIBILITY 
A television broadcaster and his 

staff occupy a position of responsi- 
bility in the community and should 
conscientiously endeavor to be ac- 
quainted fully with its needs and 
characteristics in order better to 
serve the welfare of its citizens. 

TREATMENT OF NEWS AND 
PUBLIC EVENTS 

News 
1. A television station's news 

schedule should be adequate and 
well -balanced. 

2. News reporting should be fac- 
tual, fair and without bias. 

3. Commentary a n d analysis 
should be clearly identified as such. 

4. Good taste should prevail in 
the selection and handling of news: 

Morbid, sensational alarming de- 
tails not essential to the factual re- 
port, especially in connection with 
stories of crime or sex, should be 
avoided. News should be telecast 
in such a manner as to avoid panic 
and unnecessary alarm. 

5. At all times, pictorial and 
verbal material for both news and 
comment should conform to other 
sections of these standards, where - 
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ever such sections are reasonably 
applicable. 

6. Pictorial material should be 
chosen with care and not presented 
in a misleading manner. 

7. A television broadcaster should 
exercise due care in his supervision 
of content, format, and presenta- 
tion of newscasts originated by 
his station; and in his selection .of 
newscasters, commentators, and 
analysts. 

8. A television broadcaster should 
exercise particular discrimination 
in the acceptance, placement and 
presentation of advertising in 
news programs so that such adver- 
tising should be clearly distinguish- 
able from the news content. 

9. A television broadcaster 
should not present fictional events 
or other non -news material as au- 
thentic news telecasts or announce- 
ments nor should he permit drama- 
tizations in any program which 
would give the false impression 
that the dramatized material con- 
stitutes news. Expletives (pre- 
sented aurally or pictorially), such 
as "flash" or "bulletin" and state- 
ments such as "we interrupt this 
program to bring you ..." should 
be reserved specifically for news 
room use. However, a television 
broadcaster may properly exercise 
discretion in the use in non -news 
programs of words or phrases 
which do not necessarily imply that 
the material following is a news 
release. 

PUBLIC EVENTS 
1. A television broadcaster has 

an affirmative responsibility at all 
times to be informed of public 
events, and to provide coverage 
consonant with the ends of an in- 
formed and enlightened citizenry. 

2. Because of the nature of 
events open to the public, the treat- 
ment of such events by a television 
broadcaster should be effected in 
a manner to provide for adequate 
and informed coverage as well as 
good taste in presentation. 

CONTROVERSIAL PUBLIC 
ISSUES 

1. Television provides a valuable 
forum for the expression of re- 
sponsible views on public issues of 
a controversial nature. In keeping 
therewith the television broad- 
caster should seek out and de- 
velop with accountable individuals, 
groups and organizations, pro- 
grams relating to controversial 
public issues of import to its fel- 
low citizens; and to give fair rep- 
resentation to opposing sides of 
issues which materially affect the 
life or welfare of a substantial 
segment of the public. 

2. The provision of time for this 
purpose should be guided by the 
following principles: 

a. Requests of individuals, groups 
or organizations for time to dis- 
cuss their views on controversial 
public issues, should be considered 
on the basis of their individual 
merits, and in the light of the con- 

tribution which the use requested 
would make to the public interest, 
and to a well -balanced program 
structure. 

b. Programs devoted to the dis- 
cussion of controversial public is- 
sues should be identified as such, 
and should not be presented in a 
manner which would mislead lis- 
teners or viewers to believe that 
the program is purely of an enter- 
tainment, news, or other character. 

POLITICAL TELECASTS 
Political telecasts should be 

clearly identified as such, and 
should not be presented by a tele- 
vision broadcaster in a manner 
which would mislead listeners or 
viewers to believe that the program 
is of any other character. 

RELIGIOUS PROGRAMS 

1. It is the responsibility of a 
television broadcaster to make 
available to the community as part 
of a well- balanced program sched- 
ule adequate opportunity for re- 
ligious presentations. 

2. The following principle s 
should be followed in the treatment 
of such programs: 

a. Telecasting which reaches men 
of all creeds simultaneously should 
avoid attacks upon religion. 

b. Religious programs should be 
presented respectfully and accu- 
rately and without prejudice or 
ridicule. 

c. Religious programs should be 
presented by responsible individu- 
als, groups, and organizations. 

d. Religious programs should 
place emphasis on broad religious 
truths, excluding the presentation 
of controversial or partisan views 
not directly or necessarily related 
to religion or morality. 

3. In the allocation of time for 
telecasts of religious programs it 
is recommended that the television 
station use its best efforts to ap- 
portion such time fairly among the 
representative faith groups of its 
community. 

PRESENTATION OF 
ADVERTISING 

1. Ever mindful of the role of 
television as a guest in the home, 
a television broadcaster should 
exercise unceasing care to super- 
vise the form in which advertising 
material is presented over his facil- 
ities. Since television is a develop- 
ing medium, involving methods and 
techniques distinct from those of 
radio, it may be desirable, from 

No V in TV 
HOW far will the new TV 
code go in keeping up neck- 
lines ? Asked this question 
after adoption of the code, 
Robert D. Swezey, WDSU- 
TV New Orleans, chairman 
of the code- writing commit- 
tee, offered this observation: 
"We think we've covered 
Dagmar." 

time to time, to review and revise 
the presently suggested practices. 

(a) Advertising messages should r 
be presented with courtesy and 
good taste; disturbing or annoy- 
ing material should be avoided; 
every effort should be made to keep 
the advertising message in har- 
mony with the content and gen- 
eral tone of the program in which 
it appears. 

(b) A sponsor's advertising 
messages should be confined within 
the framework of the sponsor's 
program structure. A television 
broadacster should seek to avoid 
the use of commercial announce- 
ments which are divorced from the 
program either by preceding the.. 
introduction of the program (as 
in the case of so- called "cow- 
catcher" announcements) or by fol- 
lowing the apparent sign -off of 
the program (as in the case of so- 
called "trailer" announcements). 
To this end, the program itself 
should be announced and clearly 
identified before the sponsor's ad- 
vertising material is first used, 
and should be signed off after the 
sponsor's advertising material is 
last used. 

(c) Advertising copy should con- 
tain no claims intended to dis- 
parage competitors, competing 
products, or other industries, pro- 
fessions or institutions. 

(d) Since advertising by tele- 
vision is a dynamic technique, a 
television broadcaster should keep 
under surveillance new advertising 
devices so that the spirit and pur- 
pose of these standards are ful- 
filled. 

(e) Television broadcasters 
should exercise the utmost care 
and discrimination with regard to 
advertising material, including 
content, placement and presenta- 
tion, near or adjacent to programs 
designed for children. No consider- 
ations of expediency should be 
permitted to impinge upon the vital 
responsibility towards children and 
adolescents, which is inherent in 
television, and which must be 
recognized and accepted by all ad- 
vertisers employing television. 

(f) Television advertisers should 
be encouraged to devote portions 
of their allotted advertising mes- 
sages and program time to the sup- 
port of worthy causes in the public 
interest in keeping with the high- 
est ideals of the free competitive 
system. 

(g) A charge for television time 
to churches and religious bodies is 
not recommended. 

ACCEPTABILITY OF 
ADVERTISERS and PRODUCTS 

General 
1. A commercial television broad- 

caster makes his facilities available 
for the advertising of products and 
services and accepts commercial 
presentations for such advertising. 
However, a television broadcaster 
should, in recognition of his re- 
sponsibility to the public, refuse 
the facilities of his station to an 
advertiser where he has good rea- 
son to doubt the integrity of the 
advertiser, the truth of the adver- 

(Continued on page 86) 
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t %zze ' atete, %dcacta: 

'We get nothing but WFBM -TV'' 
Says GEORGE OLTEAN, Owner -Manager 

WABASH APPLIANCE CO. 

819 Wabash Avenue 

Terre Haute, Indiana 

WFBMTV 
INDIANAPOLIS 

''WFBM -TV, Indianapolis 

is the only station we 

can get consistently' 

Says MRS. D. C. PELTON 

132 South 25th Street 

Terre Haute, Indiana 

When both the local people who sell TV and those 

who watch TV say there's one station everybody watches 

in their populous city, that station's a good bet for any 

advertiser! In Terre Haute, and West Terre Haute (ap- 

proximately 70,000 population), the TV station is 

WFBM -TV -just as it is throughout all of Vigo County 

and its neighboring counties in Indiana and Illinois -far 
as they are from Indianapolis. 

In Vigo County, Indiana, at least 2000 TV sets are 

installed, and thousands of others outside WFBM -TV's 

60 -mile radius are tuned to Indiana's First Station regu- 

larly. Televiewers in city homes and commercial estab- 

lishments, and on the farms of this big area, are high- 

WFBM Radio Is First in Listening, Too! 

* FIRST in the morning! * FIRST in the afternoon! 
* and a GREAT BIG FIRST AT NIGHT! 50% more lis- 

teners at night than any other Indianapolis station. 
e Hooper Ratings, February through April, 1951. 

.101iN 
nunuc. wF' 

income, product -buying prospects well worth cultivating. 

Set your sights on this big bonus market, where not only 

the 192,500* TV sets in Indianapolis and its 60 -mile 

area are tuned to this station, but also those of addi- 

tional thousands of buyers in a broad fringe area are 

set on Channel 6. 

*Source: BROADCASTING -TELECASTING, December 10, 1951 
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Bless 
our busy 

little 
channel! 

a.J 

After all, it's the only one in town. 
So we dispense about everything 
everybody wants to see and hear. 
That "everybody" is a vast 500,000 
viewers. They just sit at Channel 13 
and capture the best from all four 
television networks: 

NBC CBS ABC DTN 

and bless our 
faithful... 

TOLEDO TV TUNERS 
. but we don't stop there. We toss 

in as bonus coverage viewers in 
Northwestern Ohio and Southern 
Michigan. 
Our advertisers are as faithful as our 
viewers. We've got 'em by the scads, 
but there's always room for "just 
one more." Room for you, for in- 
Stance. 

Just say the word .. . 

( 1M8 Jú1 
5,000 watts NBC 

WSPD 
TOLEDO, OHIO 

A FORT INDUSTRY STATION 

Rep. by The Katz Agency, Inc. 

WSPD-TV 
CHANNEL - 13 

Nat. Sales Hq. 488 Madison Avenue, 
New York 22, ELdorado 5 -2455 

Industrial Surveys Analyzes 
Set Ownership Data 

(Report 193) 

TELEVISION sets are owned by 
3 out of 10 American families as 
of October, according to informa- 
tion gathered by Industrial Sur- 
veys Co. from the firm's "national 
consumer panel" that included 
4,000 families. 

Data, released by Sam Barton, 
Industrial's president, showed a 
rise over last July when a similar 
survey found 27% of American 
families were TV set owners. How- 
ever, in comparison with other 
quarterly periods, the July- October 
buildup in ownership was smaller 
than any other period surveyed. 

The survey pointed up that about 
6 out of 10 families or 57% own 
sets in cities with more than 500,- 
000 population but that there is 
only a 9% ownership among farm 
families. Higher income families 
have more sets than those with 
lower income, while a higher rate 
of ownership is shown in families 
headed by high school graduates 
than in families headed by either 
college or grade school educated. 
Skilled laborers take first place 
among set owners with a percent- 
age of 40 over all families headed 
by other occupational groups, ac- 
cording to Industrial Surveys. Also 
found: The greater the family up 
to five members, the more likely 
the family owns a set. Thereafter, 

the median declines. 
Percent of group with TV Sets 

July October 
Type of Family 1951 1951 
United States Total 27% 29% 
Regions: 

Northeast 45 48 
South 13 13 
North Central 27 29 
Mountain & Southwest 10 11 
Pacific 26 28 

City Size: 
Farm 9 
Under 2,500 10 
2,500 to 50,000 12 
50,000 to 500,000 28 
500,000 & Over 57 

Total Family Income: 
Upper fourth 33 36 
Next fourth 32 34 
Next fourth 28 31 
Lowest fourth 18 20 

Education of Family Head: 
Grade School 23 25 
High School 34 36 
College 24 29 

Occupation: 
Professional & Executive 31 34 
Clerical, sales & services 30 33 
Craftsmen & foremen 37 40 
Laborer & operators 29 31 
Farmer 7 a 

Site of Families: 
1 & 2 members 19 21 
3 members 30 33 
4 & 5 members 35 37 
6 members & Over 27 27 

Presence of Children: 
5 years & Under 34 39 
6 -12 years 33 37 
13 -20 years 27 29 
No children 20 23 

NBC Shows Take 
Nielsen First Five 
NBC's Texaco Star Theatre in the 
Tuesday 8 -9 p.m. time period, re- 

mains on top of the first 10 TV 
shows reported by A. C. Nielsen 
Co. for the two weeks ending Nov. 
10. Newcomer, the Red Skelton 
Show, also on NBC, continued as 
runner -up. Nielsen rating follow: 

PER CENT OF TV HOMES REACHED 
IN PROGRAM STATION AREAS 

Homesr 
Rank Program 

1 Texaco Star Theatre (NBC) 53.5 
2 Red Skelton (NBC) 52.2 
3 Your Show of Shows 

(Participating) (NBC) 49.7 
4 Colgate Comedy Hour (NBC) 48.4 
5 Your Show of Shows (Reynolds, 

R. J., Tobacco) (NBC) 47.3 
6 Arthur Godfrey's Scouts (CBS) 47.3 
7 Mama (CBS) 43.6 
8 Arthur Godfrey & Friends (Liggett 

& Myers Tobacco) (CBS) 43.3 
9 Your Show of Shows (Lehn & Fink 

Prod. Corp.) (NBC) 42.2 
10 Jack Benny Show (CBS) 42.0 

Copyright 1951 by A. C. Nielsen Co. 

't e 

Rate Card No. 11 

Issued by WTMJ -TV 
RATE CARD No. 11, effective 
Jan. 1, has been announced by 
WTMJ -TV Milwaukee, the Mil- 
waukee Journal station. The card 
sets new rates for one -time hourly 
basis, 6 -11 p.m. Mon.-Fri. and Sat: 
Sun. 12 -11 p.m. at $800. 

Second choice time, Mon. -Fri. 5 -6 
p.m., is $600; for Mon. -Fri. 12 -5 
p.m. and daily 11 p.m.- midnight 

(Continued on page 113) 

weekly 

allas- 

weekly Television Summary -December 10, 1951- TELECASTING Survey 

City 
Albuquerque 
Ames 
Atlanta 
Baltimore 
Binghamton 
Birmingham 
Bloomington 
Boston 
Buffalo 
Charlotte 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Dallas- 

Outlets On Air Sets in Area 
KOB-TV 
W OI-TV 
WAGA-TV, WSB-TV, WLTV 
WAAM, WBAL-TV, WMAR-TV 
WNBF-TV 
WAFM-TV, 167RC-TV 
WTTV 
W8Z-TV, WNAC-TV 
WREN-TV 
WBTV 
WBKB, WENIt-TV, WGN-TV, WNBQ 
WCPO-TV, WKRC-TV, WLWT 
WEWS, WHISK, WXEL 
WBNS-TV, WLWC, WTVN 

Ft. Worth KRLD -TV, WFAA -TV, WBAP -TV 
Davenport WOC-TV 

Quad Cities Include D 

Dayton WHIO -TV, 
Detroit WJBK -TV, 
Erie WICU 
Ft. Worth - 

Dallas WBAP -TV, K11LD -TV, WFAA -TV 
Grand Rapids - 

Kalamaza WOOD -TV 
Greensboro WFMY -TV 
Houston KPRC -TV 
Huntington - 

Charleston WSAZ -TV 
Indianapolis WFBM -TV 
Jacksonville WMIR-TV 
Johnstown WJAC -TV 
Kola maz oc. 

Grand Rapids WKZO -TV 
Kansas City WDAF -TV 
Lancaster WGAL -TV 
Lansing WJIM -TV 
Los Angeles KECA -TV, KFI -TV, KLAC -TV, KNBH 

KNXT, KTLA, KTTV 

port, Moline, Rock Ise 
WLWD 

WIND -TV, WXYZ -TV 

11,200 
71,125 

165,000 
337,687 

47,200 
70,000 
16,800 

809,004 
232,494 
106,158 

1,027,738 
310,000 
529,548 
191,000 

145,412 
74,014 

E. Moline 
215,000 
705,323 

76,875 

City Outlets On Air 
Louisville WAVE -TV, WHAS -TV 
Matamoros (Mexico) - 

Brownsville, Tex. XELD -TV 
Memphis WMCT 
Miami WTVJ 
Milwaukee WTMJ -TV 

KSTP -TV, WTCN -TV 
W SM -TV 
W NHC -TV 
W DSU -TV 
WABD, WCBS -TV, WJZ -TV, WNBT 
WOR -TV, WPIX 
WAN 
WTAR -TV 
WKY -TV 
KMTV, WOW -TV 
WCAU -TV, WFII -TV, WPTZ 
K PH O -TV 

Minn.-St. Paul 
Nashville 
New Haven 
New Orleans 
New York 

Newark 
Norfolk 
Oklahoma City 
Omaha 
Philadelphia 
Phoenix 
Pittsburgh 
Providence 
Richmond 

W DTV 
WJAR -TV 
WTVR 

Rochester WHAM -TV 
145,412 Rock Island WHBF -TV 

Quad Cities Include Davenport, Malin*, Rock 
160,413 Salt Lake City KDYL -TV, KSL -TV 

84,049 Son Antonio KEYL, WOAI -TV 
98,902 San Diego KFMB -TV 

San Francisco KGO -TV, KPIX, KRON -TV 
63,167 Schenectady - 

192,500 Albany -Troy 
46,000 Seattle 

120,000 St. Louis 
Syracuse 

160,413 Toledo 
157,251 Tulsa 
123,055 Utica -Rome 
67,000 Washington 

Wilmington 
1,334,899 

Sets in Area 
116,662 

11,100 
108,780 
93,800 

280,113 
275,600 
48,269 

200,000 
67,817 

2,700,000 

85,742 
103,217 
105,843 
939,800 
44,700 

342,300 
170,000 
95,071 
98,120 
74,014 

Ise., E. Moline 
59,400 
58,920 

111,985 
267,500 

WRGB 
KING -TV 
KSD -TV 
WHEN, WSYR -TV 
WSPD -TV 
KOTV 
WKTV 
WMAL -TV, WNBW, WTOP -TV, WTTG 
W DEL -TV 

180,500 
107,300 
327,000 
143,494 
127,000 

89,263 
60,000 

312,100 
84,263 

Total Markets on Air 64' Stations on Air 109' Estimated Sets in Use 14,539,000 

Includes XELD -TV Matamoros, Mexico. 

Editor's Note: Totals for each market represent estimated sets within television area. Where coverage areas overlap set counts may be 
partially duplicated. Sources of set estimates are based on data from dealers, distributors, TV circulation committees, electric companies 
and manufacturers. Since many are compiled monthly, some may remain unchanged in successive summaries. Total sets in all areas are 
necessarily approximate. 
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tising representations, or the com- 
pliance of the advertiser with the 
spirit and purpose of all applicable 
legal requirements. Moreover, in 
consideration of the laws and cus- 
toms of the communities served, 
each television broadcaster should 
refuse his facilities to the adver- 
tisement of products and services, 
or the use of advertising scripts, 
which the station has good reason 
to believe would be objectionable 
to a substantial and responsible 
segment of the community. The 
foregoing principles should be ap- 
plied with judgment and flexibility, 
taking into consideration the 
characteristics of the medium and 
the form and content of the par- 
ticular presentation. In general, 
because a television broadcast is de- 
signed for the home and the family, 
including children, the following 
principles should govern the busi- 
ness classifications listed below: 

(a) The advertising of hard 
liquor should not be accepted. 

(b) The advertising of beer and 
wines is acceptable only when pre- 
sented in the best of good taste and 
discretion, and is acceptable sub- 
ject to federal and local laws. 

(c) Advertising by institutions 
or enterprises which in their offers 
of instruction imply promises of 
employment or make exaggerated 
claims for the opportunities await- 
ing those who enroll for courses is 
generally unacceptable. 

(d) The advertising of firearms 
and fireworks is acceptable only 
subject to federal and local laws. 

(e) The advertising of fortune - 
telling, occultism, spiritualism, 
astrology, phrenology, palm -read- 
ing, numerology, mind -reading or 
character -reading is not acceptable. 

(f) Because all products of a 
personal nature create special prob -. 
lems, such products, when accepted, 
should be treated with especial em- 
phasis on ethics and the canons of 
good taste; however, the advertis- 
ing of intimately personal products 
which are generally regarded as 
unsuitable conversational topics in 
mixed social groups are not ac- 
ceptable. 

(g) The advertising of tip sheets, 
race track publications, or organi- 
zations seeking to advertise for 
the purpose of giving odds or pro- 
moting betting or lotteries is un- 
acceptable. 

2. Diligence should be exercised 
to the end that advertising copy 
accepted for telecasting complies 
with pertinent federal, state and 
local laws. 

3. An advertiser who markets 
more than one product should not 
be permitted to use advertising 
copy devoted to an acceptable 
product for purposes of publiciz- 
ing the brand name or other identi- 
fication of a product which is not 
acceptable. 

ADVERTISING OF MEDICAL 
PRODUCTS 

1. The advertising of medical 
products presents considerations of 
intimate and far -reaching import- 
ance to the consumer, and the fol- 
lowing principles and procedures 
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should apply in the advertising 
thereof. 

(a) A television broadcaster 
should not accept advertising ma- 
terial which in his opinion offen- 
sively describes or dramatizes dis- 
tress or morbid situations involv- 
ing ailments, by spoken word, 
sound or visual effects. 

(b) Because of the personal na- 
ture of the advertising of medical 
products, claims that a product will 
effect a cure and the indiscrimi- 
nate use of such words as "safe ", 
"without risk ", "harmless ", or 
terms of similar meaning should 
not be accepted in the advertising 
of medical products on television 
stations. 

CONTESTS 
1. Contests should offer the op- 

portunity to all contestants to win 
on the basis of ability and skill, 
rather than chance. 

2. All contest details, including 
rules, eligibility requirements, op- 
ening and termination dates should 
be clearly and completely an- 
nounced and /or shown or easily 
accessible to the viewing public, 
and the winners' names should be 
released and prizes awarded as soon 
as possible after the close of the 
contest. 

3. When advertising is accepted 
which requests contestants to sub- 
mit items of product identification 
or other evidence of purchase of 
product, reasonable facsimiles 
thereof should be made acceptable. 

4. All copy pertaining to any 
contest (except that which is re- 
quired by law) associated with the 
exploitation or sale of the sponsor's 
product or service, and all refer- 
ences to prizes or gifts offered in 
such connection should be consid- 
ered a part of and included in the 
total time allowances as herein 
provided. (See Time Standards for 
Advertising Copy.) 

PREMIUMS AND OFFERS 
1. Full details of proposed offers 

should be required by the televi- 
sion broadcaster for investigation 
and approval before the first an- 
nouncement of the offer is made to 
the public. 

2. A final date for the termina- 
tion of an offer should be an- 
nounced as far in advance as pos- 
sible. 

3. Before accepting for telecast 
offers involving a monetary con- 
sideration, a television broadcaster 
should satisfy himself as to the in- 
tegrity of the advertiser and the 
advertiser's willingness to honor 
complaints indicating dissatisfac- 
tion with the premium by returning 
the monetary consideration. 

4. There should be no misleading 
descriptions or visual representa- 
tions of any premiums or gifts 
which would distort or enlarge 
their value in the minds of the lis- 
teners. 

5. Assurances should be obtained 
from the advertiser that premiums 
offered are not harmful to person 
or property. 

6. Premiums should not be ap- 
proved which appeal to superstition 
on the basis of "luck- bearing" 
powers or otherwise. 

TIME STANDARDS FOR 
ADVERTISING COPY 

1. As a guide to the determina- 
tion of good telecast advertising 
practice, the time standards for 
advertising copy, presently sug- 
gested, are as follows: 

Length of Advertising Message 
(minutes and seconds) 

News 
Length Programs All Other Programs 
of Day Class "A" All Other Program and Time Firs. 
(min.) Night 
5 1:00 1:00 1:15 

10 1:45 2:00 2:10 
15 2:15 2:30 3:00 
25 2:50 4:00 
30 3:00 4:15 
45 4:30 5:45 
60 6:00 7:00 

2. The times set forth above do 
not affect the established practice 
of reserving for the station's use 
the last 30 seconds of each pro- 

TV Code Chronology 

June 22, 1951, Washington -All- 
industry television meeting ad- 
dressed by Wayne Coy, chair- 
man, FCC, and Sen. Edwin C. 
Johnson (D- Col.), chairman, Sen- 
ate Interstate & Foreign Corn- 
merce Committee. Présent: 103 
television broadcasters represent- 
ing 65 stations, four national 
networks. Resolution asking 
NARTB to supervise develop- 
ment of Code adopted. 

July 12 -Robert D. Swezey, WDSU- 
TV New Orleans, appointed 
chairman of Television Program 
Standards Committee by Harold 
E. Fellows, NARTB president. 

July 30, Washington -First meet- 
ing of the Television Program 
Standards Committee. Sub- 
committees formed. 

Aug. 6- Committee 1 met in New 
York. 

Aug. 8- Committee 2 met in Mil 
waukee. 

Aug. 10- Committee 3 met in New 
Orleans. 

Sept. 6- 7- Television Board, meet- 
ing at Virginia Beach, Va., re- 
viewed preliminary work of Code 
Committee. 

Oct. 2 -3, Washington -Code Com- 
mittee completed final draft for 
presentation to NARTB televi- 
sion membership. 

Oct. 19, Chicago -Television mem- 
bership of NARTB endorsed 
code with suggestions for 
changes. Resolution urging 
Board to promulgate document 
passed. 

Dec. 6, Washington -Code promul- 
gated by Television Board. 

March 1, 1952 -Code becomes ef- 
fective. 

gram for station break and spot an- 
nouncements. s 

3. Announcement programs are 
designed to accommodate a desig- 
nated number of individual live or 
recorded announcements, generally 
one minute in length, which are 
carried within the body of the pro- 
gram and are available for sale to 
individual advertisers. Normally 
not more than 3 one -minute an- 
nouncements (which should not ex- 
ceed approximately 125 words if 
presented live) should be scheduled 
within a 15- minute period and not 
more than six such announcements 
should be scheduled within a 30- 
minute period in local announce -, 
ment programs; however, fewer 
announcements of greater indi- 
vidual length may be scheduled 
provided, that the aggregate length 
of the announcements approximates 
three minutes in a 15- minute pro- 
gram or six minutes in a 30- minute 
program. In announcement pro- 
grams other than 15 minutes or 30 
minutes in length, the proportion 
of one minute of announcement 
within every five minutes of pro- 
gramming is normally applied. The 
announcements must be presented 
within the framework of the pro- 
gram period designated for their 
use and kept in harmony with the 
content of the program in which 
they are placed. 

4. Programs presenting women's 
services, features, shopping guides, 
market information, and similar 
material, provide a special service 
to the listening and viewing public 
in which advertising material is an 
informative and integral part of 
the program content. Because of 
these special characteristics the 
time standards set forth above may 
be waived to a reasonable extent. 
In the present state of experi- 
mentation in programming and ad- 
vertising techniques in television 
programs of this type no definite 
limitations to these exceptions are 
set forth at this time 

5. Any casual reference in a pro- 
gram to another's product or serv- 
ice under any trade naine or 
language sufficiently descriptive to 
identify it should, except for 
normal guest identifications, be 
condemned and discouraged. 

6. Stationary backdrops or prop- 
erties in television presentations 
showing the sponsor's name or 
product, the name of his product, 
his trade mark or slogan may be 
used only incidentally. They should 
not obtrude on program interest 
or entertainment. "On Camera" 
shots of such materials should be 
fleeting, not too frequent, and 
mindful of the need of maintain- 
ing a proper program balance. 

DRAMATIZED APPEALS 
AND ADVERTISING 

Appeals to help fictitious charac- 
ters in television programs by pur- 
chasing the advertiser's product or 
service or sending for a premium 
should not be permitted, and such 
fictitious characters should not be 
introduced into the advertising 
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message for such purposes. When 
dramatized advertising material 
`involves statements by doctors, 
dentists, nurses or other profes- 
sional people, the material should 
be presented by members of such 
profession reciting actual experi- 
ence or it should be made apparent 
from the presentation itself that 
the portrayal is dramatized. 

SPONSOR IDENTIFICATION 
Identification of sponsorship 

must be made in all sponsored pro- 
grams in accordance with the re- 
quirements of the Communications 
Act of 1934 and the Rules and 
Regulations of the Federal Com- 
lnunications Commission. 

REGULATIONS AND 
PROCEDURES 

The following REGULATIONS 
AND PROCEDURES shall obtain 
as an integral part of the Televi- 
sion Code of the NARTB: 

I 

NAME 
The Name of this Code shall be 

the Television Code of the 
NARTB*. 

"Television Board. The Television 
Board is hereby authorized: -(4) to 
enact, amend and promulgate stand- 
ards of practice or codes for its Tele- 
vision members, and to establish such 
methods to secure observance thereof 
as it may deem advisable;-". By -Laws 
of NARTB, Article VII Section 2, B. (4). 

II 

PURPOSE OF THE CODE 
The purpose of this Code is co- 

operatively to maintain a level of 
television programming which 
gives full consideration to the edu- 
cational, informational, cultural, 
economic, moral and entertainment 
needs of the American public to 
the end that more and more people 
will be better served. 

III 

SUBSCRIBERS 
Section 1. ELIGIBILITY 
Any individual, firm or corpora- 

tion which is engaged in the opera- 
tion of a television broadcast sta- 
tion or network, or which holds 
a construction permit for a tele- 
vision broadcast station within the 
United States or its dependencies, 
shall, subject to the approval of the 
Television Board of Directors as 
hereinafter provided, be eligible to 
subscribe to the Television Code of 
NARTB to the extent of one sub- 
scription for each such station 
and /or network which it operates 
or for which it holds a construction 
Hermit; provided, that a non tele- 
vision- member of NARTB shall not 
become eligible via code subscrip- 
tion to receive any of the member 
services or to exercise any of the 
voting privileges of a member. 

Section 2. CERTIFICATION OF 
SUBSCRIPTION 

Upon subscribing to the Code, 
subject to the approval of the Tele- 
vision Board of Directors, there 
shall be granted forthwith to each 
such subscribing station authority 
to use the "NARTB Television Seal 
of Approval," a copyrighted and 

registered seal to be provided in 
the form of a certificate, a slide 
and /or a film, signifying that the 
recipient thereof is a subscriber in 
good standing to the Television 
Code of the NARTB. The seal and 
its significance shall be appropri- 
ately publicized by the NARTB. 

Section 3. DURATION OF SUB- 
SCRIPTION 

Subscription shall continue in 
full force and effect until thirty 
days after the first of the month 
following receipt of notice of writ- 
ten resignation. Subscription to the 
Code shall be effective from the 
date of application subject to the 
approval of the Television Board 
of Directors; provided, that the 
subscription of a television station 
going on the air for the first time 
shall, for the first six months of 
such subscription, be probationary, 
during which time its subscription 
can be summarily revoked by an 
affirmative two -thirds vote of the 
Television Board of Directors with- 
out the usual process specified 
below. 

Section 4. SUSPENSION OF 
SUBSCRIPTION 

Any subscription, and /or the au- 
thority to utilize and show the 
above -noted seal, may be voided, 
revoked or temporarily suspended 
for television programming includ- 
ing commercial copy which, by 
theme, treatment or incident, in the 
judgment of the Television Board 
constitutes a continuing, willful or 
gross violation of any of the pro- 
visions of the Television Code, by an 
affirmative two -thirds vote of the 
Television Board of Directors at 
a regular or special meeting; pro- 
vided, however, that the following 
conditions precedent shall apply: 
(1) The subscriber shall be advised 
in writing by Registered Mail of 
the charges preferred; (2) Such 
subscriber shall have a right to a 
hearing and may exercise same by 
filing an answer within 10 days of 
the date of such notification; (3) 
Failure to request a hearing shall 
be deemed a waiver of the subscrib- 
er's right thereto; (4) If hearing 
is requested by the subscriber, it 
shall be designated as promptly as 
possible and at such time and place 
as the Television Board may 
specify. Oral and written evidence 
may be introduced by the sub- 
scriber and by the Television Code 
Review Board (hereinafter provided 
for). Oral argument may be had 
at the hearing and written memo- 
randa or briefs may be submitted 
by the subscriber and by the Tele- 
vision Code Review Board. The 
Television Board of Directors may 
admit such evidence as it deems 
relevant, material, and competent 
and may determine the nature and 
length of the oral argument and 
the written argument or briefs to 
be submitted. The Television Board 
of Directors shall decide the case 
as expeditiously as possible and 
shall notify the subscriber and the 
Television Code Review Board in 
writing of the decision. Such de- 
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cision shall be final. 

Section 5. ADDITIONAL PRO- 
CEDURES 

The Television Board of Direct- 
ors shall, from time to time, estab- 
lish such additional rules of pro- 
cedure as, in its opinion, may be 
necessary for the proper adminis- 
tration of the Code; provided, that 
special considerations shall be 
given to the procedures for receipt 
and processing of complaints and 
to necessary rules to be adopted 
from time to time, taking into ac- 
count the source and nature of such 
complaints; such rules to include 
precautionary measures such as the 
posting of bonds to cover costs and 
expenses of processing same; and 
further provided, that the Board of 
Directors shall take the steps 
necessary to insure the confidential 
status of any proceedings before 
it. 

Section 6. AMENDMENT AND 
REVIEW 

Because of the new and dynamic 
aspects inherent in television 
broadcast, the Television Code, as a 
living, flexible and continuing doc- 
ument, may be amended from time 
to time by the Television Board of 
Directors; provided that said Board 
is specifically charged with review 
and reconsideration of the entire 
Code, its appendices and proced- 
ures, at least once each year. 

Section 7. TERMINATION ON 
CONTRACTS 

All subscribers on the air at the 
time of subscription to the Code 
shall be permitted that period prior 
to and including the earliest legal 
cancellation date to terminate any 
contracts, then outstanding, call- 
ing for program presentations 
which would not be in conformity 
with the Television Code, provided, 
however, that in no event shall 
such period be longer than fifty - 
two weeks. 

IV 
RATES 

Each subscriber shall pay "ad- 
ministrative" rates in accordance 
with such schedule at such time, 
and under such conditions aS may 
be determined from time to time 
by the Television Board (see Arti- 
cle VII Section 2.B (3) and (4), 
By -Laws of the NARTB); pro- 
vided, that appropriate credit shall 
be afforded to a television member 
of the NARTB against the regular 
dues which he or it pays to 
NARTB -TV. 

V 
THE TELEVISION CODE 

REVIEW BOARD 

Section 1. COMPOSITION 
The Television Board of Direc- 

tors shall establish a continuing 
committee entitled the Television 
Code Review Board, upon the pro- 
mulgation of the television Code. 
The Review Board shall be com- 
posed of five members all of whom 
shall be from the Television mem- 
bership of NARTB. Members of 
the Television Board of Directors 

(Continued on page 88) 

WSA Z-T V 
czamzete 5 

eoveitafe 

MARKET 
A3C- CBS -NBC -DTN 

Represented by 
THE KATZ AGENC 

Z 
HUNTINGTON, WEST VIRGINIA 

One of the Nation's Oldest Stations 

MORE LISTENERS 

THAN 

ALL STATIONS 

COMBINED* 
by C. E. HOOPER 1951 

5000 WATTS -930 KC 

ABC PROGRAMS 

Represented by 
THE BRANHAM COMPANY 

December 10, 1951 Page 87 



shall not be eligible on the above 
specified Review Board. Members 
of the Review Board shall be ap- 
pointed by the President of the 
NARTB, subject to confirmation by 
the Television Board of Directors. 
Due consideration shall be given, 
in making such appointments, to 
factors of diversification, of geo- 
graphical location, company rep- 
resentation and network affiliation. 
Those members appointed, follow- 
ing promulgation of the Code, shall 
serve until immediately following 
the annual NARTB Convention of 
1952. Thereafter a term shall be 
for one year. 

A. LIMITATION OF SERVICE 
A person shall not serve con- 

secutively as a member of the Re- 
view Board for more than two 
years. 

Section 2. QUORUM 
A majority of the membership 

of the Television Code Review 
Board shall constitute a quorum 
for all purposes unless herein 
otherwise provided. 

Section 3. AUTRORITY and RE- 
SPONSIBILITIES 

The Television Code Review 
Board is authorized and directed: 

(1) To maintain a continuing 
review of all television program- 
ming, especially that of subscribers 
to the television code of the 
NARTB; (2) to receive, screen and 
clear complaints concerning tele- 
vision programming; (3) to define 
and interpret words and phases in 
the Television Code; (4) to develop 
and maintain appropriate liaison 
with govermental agencies and 
with responsible and accountable 
organizations and institutions; (5) 
to inform, expeditiously and prop- 
erly, a subscriber to the Tele- 
vision Code of complaints or com- 
mendations, as well as to advise 
all subscribers concerning the at- 
titude and desires program -wise 
of accountable organizations and 
institutions, and of the American 
public in general; (6) to review 
and monitor, if necessary, any cer- 
tain series of programs, daily pro- 
gramming, or any other program 
presentations of a subscriber, as 
well as to request recordings, aural 
or kinescope, or script and copy, 
with regard to any certain program 
presented by a subscriber; (7) to 
reach conclusions, and to make 
recommendations or prefer charges 
to the Television Board of Direc- 
tors concerning violations and 
breaches of the Television Code by 
a subscriber; (8) to recommend 
to the Television Board of Direc- 
tors, amendments to the Television 
Code. 

A. DELEGATION OF POWERS 
and RESPONSIBILITIES 

The Television Code Review 
Board may delegate, from time to 
time, such of its above -specified 
responsibilities, as it may deem 
necessary and desirable, to a Staff 
Group of the NARTB -TV. 

B. MEETINGS 
The Television Code Review 

Board shall meet regularly at 
least four times a year at a date 
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to be determined by it in the 
months of January, March, June 
and September. The chairman of 
the Review Board may at any 
time on at least five days' written 
notice call a special meeting of 
the Board. 

APPENDIX A 
ADDITIONAL PROCEDURES 

RELATING TO 
ADMINISTRATION, HEARINGS 

AND DECISIONS 

THE TELEVISION CODE 
REVIEW BOARD -AUTHORITY 

AND RESPONSIBILITIES 

(Reference Television Code, Regu- 
lations & Procedures V Sec. 3) 

Section 1- PREFERRING OF 
CHARGES -CONDITIONS PRE- 
CEDENT: 

Prior to the preferring of 
charges to the Television Board of 
Directors concerning violation of 
the Code by a subscriber, the Tele- 
vision Code Review Board (1) 
shall have appropriately, and in 
good time, informed and advised 
such subscriber of any and all 
complaints and information coming 
to the attention of the Television 
Code Review Board and relating 
to the programming of said sub- 
scriber; (2) shall have reported 
to, and advised, said subscriber by 
analysis, interpretation, recom- 
mendation or otherwise, of the pos- 
sibility of a violation or breach of 
the Television Code by the sub- 
scriber and (3) shall have served 
upon the subscriber by registered 
mail a notice of intent to prefer 
charges, at least 20 days prior to 
the filing of any such charges with 
the Television Board of Directors. 

During this period the Television 
Code Review Board may, within its 
sole discretion, reconsider its pro- 
posed action, based upon such writ- 
ten reply as the subscriber may - 
care to make, or upon any such 
action as the subscriber may care 
to take program -wise in conform- 
ance with the analysis, interpreta- 
tion or recommendation of the Tele- 
vision Code Review Board. 

A. NOTICE OF INTENT: 
The Notice of Intent shall in- 

clude a statement of the grounds 
and reasons for the proposed 
charges, including appropriate ref- 
erences to the Television Code. 

B. TIME : 

In the event that the nature of 
the program in question is such 
that time is of the essence, the 
Television Code Review Board may 
prefer charges within less than the 
20 days above specified, provided 
that a certain time in which reply 
may be made is included in its 
Notice of Intent, and provided that 
its reasons therefor must be spe- 

References: By -Laws of the NARTB 
Article VII Sec. 2 B (4); Television 
Code, Regulations & Procedures, III, 
Sec. 5. 

cified in its statement of charges 
preferred. 

Section 2: CONFIDENTIAL 
STATUS: 

Hearings shall be closed; and all 
correspondence between a sub- 
scriber and the Television Code 
Review Board and /or the Tele- 
vision Board of Directors concern- 
ing the specific programming shall 
be confidential; provided, however, 
that the confidential status of these 
procedures may be waived by a 
subscriber. 

Section 3: THE CHARGES: 
The charges preferred by the 

Television Code Review Board to 
the Television Board of Directors 
shall include the grounds and rea- 
sons therefor together with spe- 
cific references to the Television 
Code. The charges shall contain 
a statement that the conditions 
precedent, herein before described, 
have been met. 

HEARINGS AND DECISIONS - 
TELEVISION BOARD OF 

DIRECTORS 
(References: Television Code, 
Regulations & Procedures, III, 
Sec. 4) 

(The following additional rules 
and procedures shall obtain in such 
hearings as may be held pursuant 
to the Television Code, Regulations 
& Procedures, III, Sec. 4) : 

Section 1: A subscriber shall be 
advised in writing by registered 
mail of the charges preferred, 
which notice shall include a state- 
ment of the grounds and reasons 
for such charges, together with 
appropriate reference to the Tele- 
vision Code. 

Section 2: A subscriber against 
whom charges have been preferred, 
and who has exercised his right to 
a hearing, shall be entitled to 
effect presentation of his case per- 
sonally, by agent, by attorney, or 
by deposition and interrogatory. 

Section 3: Upon request by the 
subscriber -respondent or the Tele- 
vision Code Review Board, the 
Television Board of Directors, in 
its discretion, may permit the in- 
tervention of one or more other 
subscribers as parties -in- interest. 

Section 4: A stenographic tran- 
script record shall be taken and 
shall be certified by the chairman 
of the Television Board of Direc- 
tors to the office of the secretary 
of the NARTB, where it shall be 
maintained. The transcript shall 
not be open to inspection unless 
otherwise provided by the party 
respondent in the proceeding. 

Section 5: The Television. Code 
Review Board may, at its discre- 
tion, utilize the services of an at- 
torney from the staff of the 
NARTB for the purpose of effect- 
ing its presentation in a hearing 
matter. 

Section 6: At hearing, the Tele- 
vision Code Review Board shall 
open and close. 

Section 7: The right of cross -ex- 

amination shall specifically obtain. 
Where procedure has been by de- 
position or interrogatory, the use` 
of cross - interrogatories, shall 
satisfy this right. 

Section 8: The presiding officer 
shall rule upon all interlocutory 
matters, such as, but not limited 
to, the admissibility of evidence, 
the qualifications of witnesses, etc. 
On all other matters, authority to 
act shall be vested in a majority 
of the Television Board unless 
otherwise provided. 
(Reference: Television Code. 
Regulations & Procedures, III, 
Sec. 4). 

Section 9: Films, kinescopes, 
records, transcriptions, or other 
mechanical reproductions of tele- 
vision programs, properly identi- 
fied, shall be accepted into evidence 
when relevant. 

Section 10: Continuance and ex- 
tension of any proceeding or for 
the time of filing or performing 
any act required or allowed to be 
done within a specific time may be 
granted upon request, for a good 
cause shown. The Board or the 
presiding officer may recess or ad- 
journ a hearing for such time as 
may be deemed necessary, and 
may change the place thereof. 

Section 11: The decision of the 
Television Board of Directors shali 
contain findings of fact with con- 
clusions, as well as the reasons or 
bases therefor. Findings of fact 
shall set out in detail and with 
particularity all basic evidentiary 
facts developed on the record (with 
appropriate citations to the tran- 
script of record or exhibit relied 
on for each evidentiary fact) sup- 
porting the conclusion reached. 

Section 12: A request for re- 
consideration or rehearing may be 
filed by parties to the hearing. Re- 
quests for reconsideration or re- 
hearing shall state with particular- 
ity in what respect the decision or 
any matter determined therein is 
claimed to be unjust, unwarranted, 
or erroneous, and with respect to 
any finding of fact shall specify 
the pages of record relied on. If 
the existence of any newly -dis- 

NARTB Adopts Seal 
NARTB's TV board adopted 
a Seal of Approval to go 
along with its new TV code, 
promulgated Thursday in 
Washington. An artist will 
be commissioned to draw the 
final seal. As approved, the 
seal will consist of an open 
laural wreath, points up, with 
these words underneath: 
"Entertainment, Education, 
Culture, Information." A rib- 
bon will appear across the 
wreath above the words: 
"Seal of Good Practice." The 
initials NARTB will appear 
in block letters. Will the de- 
sign cover color television? 
"Ask Charley Wilson of the 
NPA," suggested Robert D. 
Swezey, WDSU -TV New Or- 
leans, chairman of the code - 
writing committee. 
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covered evidence is claimed the re- 
quest shall be accompanied by a 

'verified statement of the facts 
together with the facts relied on to 
show that the party, with due 
diligence, could not have known or 
discovered such facts at the time 
of the hearing. The request for 
rehearing may seek: 

a. Reconsideration; b. Additional 
oral argument; c. Reopening of the 
proceedings; d. Amendment of any 
findings, or e. Other relief. 

Section 13: Requests for recon- 
sideration or rehearing shall be 
filed within 10 days after receipt 
by the respondent of the decision. 
Opposition thereto may be filed 
within five days after the filing of 
the request. 

Section 14: At the discretion of 
the Television Board, application 
of any penalty provided for in the 
decision may be suspended until the 
board makes final disposition of 
the request for reconsideration or 
rehearing. 

Section 15: Any member of the 
Television Board may disqualify 
himself, or upon good cause shown 
by any interested party, may be 
disqualified by a majority vote of 
the Television Board. 

TV Code Adopted 
(Continued from page 77) 

and the TV Board, Mr. Swezey 
said: 

The unanimity with which the na- 
tion's telecasters have acted in de- 
veloping rules for self- regulation 
should reassure all of those among 
the public, in the government and 
associated with special groups who 
have expressed concern about present 
character and future development of 
this powerful instrument of commu- 
nications. Lawyers, doctors, educa- 
tors, and many other professional 
groups, older in experience than tele- 
vision broadcasters, have established 
the traditional practice of profes- 
sional self- regulation as a means of 
satisfying public interest obligations. 
The television broadcasters now have 
taken action in this pattern. The 
business -like manner in which this 
code has been written and adopted, 
the sincerity of all of those who have 
had a hand in the job, reflects the de- 
termination of America's television 
broadcasters to fulfill the command 
implicit In the Code's preamble itself 
-that they represent and manage a 
"family medium." 

While a lot of problems facing 
TV stations in conforming to the 
code remain unanswered, the TV 
board members made it clear that 
the document is designed to grow 
with the industry and is subject 
to change as experience dictates. 

Asked if non -subscribing TV 
stations could display the seal in 
connection with programs fed by 
a subscribing network, President 
Fellows explained that the code is 
applied to stations and networks 
rather than to stations. It was 
conceded non -subscribing stations 
might get a "free ride" if network 
programs included the seal. Mr. 
Swezey noted, on the other hand, 
that NARTB can go to the courts 
if use of the seal is abused. 

How about the status of affiliate 
stations when network programs 
violate the seal, Mr. Swezey said 
the review board would "go to the 

source" instead of citing all the 
affiliates that carried the program. 

Would the code induce FCC to 
call off its threatened hearing on 
TV practices? "Ask Wayne Coy 
(FCC Chairman)," Mr. Swezey 
suggested. 

When the TV board convened 
Wednesday morning at NARTB 
headquarters it went quickly into 
the substantive provisions of the 
code. By the end of the day the 
directors had adopted a number 
of changes in the document, in- 
cluding a plan to require posting 
of bond in complaints. All day 
Thursday they worked on the ap- 
pendix, which is designed to specify 
details of the enforcement proce- 
dure and to answer charges of 
some radio attorneys that the penal 
framework had "kangaroo court" 
aspects. 

Decisions of the TV board in 
the case of violations are to con- 
tain findings of fact, in detail, in 
support of the conclusion reached. 
Rehearing may be asked, seeking 
reconsideration, additional oral ar- 
gument, reopening of proceedings, 
amendment of findings etc. 

All hearings will be closed and 
correspondence will be confidential 
except that the subscriber cited 
may waive this secrecy if he wishes. 

TV board members may disqual- 
ify themselves in hearings or an 
interested party may be disqualified 
by majority board vote. 

This clause, like the bonding 
procedure, is aimed at possible 
complaints by competitors or nui- 
sance complaints. 

The board envisions general 
showing of the seal on TV screens 
along with other visual display. 
Suitable copies in the form of film, 
slide and other reproductions will 
be prepared after the final design 
has been drawn. 

Sections of Code 

The code is divided into: Pream- 
ble, Programming, Advertising, 
Rules and Procedures for Observ- 
ance, and Appendix. 

Section I includes preamble, 
rules of program behavior, ad- 
vancement of education and cul- 
ture, responsibility toward chil- 
dren, decency and decorum in pro- 
duction, community responsibility, 
treatment of news and public 
events, controversial public issues 
and religious programs. 

Section II covers advertising 
practices, with table of recom- 
mended limits on commercial copy. 
Language is not mandatory in 
many of the advertising provisions, 
giving stations latitude in the early 
stage of TV's growth. 

The review board procedure is 
in Section III. 

The writers of the document ex- 
plain the intent in these words: 
"The purpose of this Code is co- 
operatively to maintain a level of 
television programming which gives 
full consideration to the educa- 
tional, informational, c u l t u r a 1, 

economic, moral and entertainment 
needs of the American public to 
the end that more and more people 
will be better served." 

Members of the four committees 
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that drew up the document were: 
Committee 1 (Categories- advance- 

ment of education and culture, respon- 
sibility toward children, acceptability 
of program material, decency and de- 
corum in production): Davidson Tay- 
lor, NBC, chairman; James L. Caddigan, 
DuMont Network; Clair R. McCullough, 
WGAL -TV Lancaster, Pa.; Paul Rai - 
bourn KTLA (TV) Los Angeles; Don- 
ald W. Thornburgh, WCAU -TV Phila- 
delphia. 

Committee 2 (Categories- Treatment 
of news and public events, presentation 
of religion, community responsibility, 
presentation of controversial issues): 
Harold Hough, WBAP -TV Fort Worth 
chairman; Leonard Reinsch, WSB -T 
Atlanta; Henry W. Slavick, WMCT 
(TV) Memphis; Mr. Swezey. 

Committee 3 (Category -Advertising 

practices): Walter J. Damm, WTMJ- 
TV MDwaukee, chairman; Harry Ban- 
nister, WWJ -TV Detroit; James D. Han - 
rahan, WEWS Cleveland. 

Committee 4 (Category -Observance): 
Mr. Raibourn, chairman; Mr. Bannister 
and Mr. Thornburgh. 

Thad H. Brown Jr., director of tele- 
vision at NARTB and counsel to the 
television board, acted as secretary to 
all committees and participated in the 
drafting of language. 

Members of the Television Board are: 
Mr. Thomas, chairman; Mr. Swezey, 
vice chairman; Campbell Arnoux, 
WTAR -TV Norfolk Va.- Mr. Bannister; 
Mr. Hough; Mr. bicCollough; Mr. Rai - 
bourn; W. D. Rogers, Jr., KEYL San 
Antonio; George B. Storer, Fort Indus- 
try Co., Birmingham, Mich.; Frank M. 
Russell, NBC; Chris J. Witting, DuMont 
Network. 

5 star participation 

shows in a top TV sales market 
At low participation rates, these top -rated programs 
offer you ready -made and responsive audiences in Amer- 
ica's fastest -growing TV area. All 5 shows have proven sales 
records for national advertisers. Phone Blair TV or write 
direct for program resumes. 

"Armchair Thooter" 1h10 P. M. 

Top -rated daily late evening show 
featuring first TV runs of outstanding 
films by famous stars. Offers top value 
for your TV advertising dollar. 

"loan's Kitchen Fair" with 
lean Phair 10:45 A. M. 

This lop home economist has built 
a "must see" audience of homemakers 

in the big WBNS-TV area. It's your 
key to central Ohio's TV kitchens. 

"Western Roundup" with 
The Wrangler and Mackie 
From 1:45 to 6:00 P.M. the whole 
gang gathers around the chuck 
wagon for western lore, rope 
tricks, drawings of personal brands 
and western films. 

"Sharp Comments" with 
fern Sharp 7170 P. M. 

A unique variety program for women 
by a leader for over 12 years in pre. 
seining fashion, food and homemaking 
news to women of central Ohio. 

"Nememakors Nah Nab" 
10:00 A. M. 

From "Slick Tricks" to "Buying 
Tips" Jeanne Shea, Tom Gleba and 
east of 4 blend the best features 
of the "Women's Page" into this 
fastannring popular program. 

wbns-tv COLUMBUS, OHIO 

CHANNEL 10 

CIS -TV Network; Affiliated wills Columbus Dispatch and 

WINS -AML General Sales Office: 33 North Nigh Street 
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200 -kw UHF BID 
WHUM Request Denied 

FEARING a "Foot -In- Door" for 
commercial operation if it granted 
request of WHUM Reading, Pa., 
for a 200 -kw experimental TV sta- 
tion, FCC last week turned down 
WHUM's bid for a $380,000 ex- 
perimental outlet [BT, Aug. 20]. 

In a Dec. 5 letter to WHUM, 
FCC stated that in its opinion the 
proposed experimental station 
would not be constructed prior to 
the lifting of the freeze and the 
"net effect of your construction 
would be the completion of a sta- 
tion having all the characteristics 
of a commercial TV station and 
one which, to a substantial degree, 
is intended to be used as such by 
you." 

"To permit a station of this type 
to be constructed at this time un- 
der an experimental authorization 
would be contrary to the spirit and 
purposes of the Commission's 
'freeze' order," it added. 

Opposition to the granting of the 
WHUM application came from 
WEEU, also in Reading. WEEU's 
objections were that authorization 
would be tantamount to a commer- 
cial grant, prohibited by the TV 
freeze order [BST, Sept. 24]. Both 
WHUM and WEEU are commer- 
cial TV applicants in Reading. 

WHUM had planned to put a 
Channel 55 station at Summit Sta- 
tion, Pa., with antenna on 1,019 -ft. 
tower, giving it an antenna height 
above average terrain of 1,800 ft. 

Commission letter stated that if 
WHUM wanted a hearing it should 
request one by Dec. 26. If request 
is not received by then, Commis- 
sion said, it would dismiss the ap- 
plication. 

EAST -WEST COLOR 
AMA Show Put on Relay 

THE FIRST transcontinental color 
telecast was staged last Friday at 
the American Medical Assn. con- 
vention in Los Angeles. It was 
microwaved and cabled closed cir- 
cuit to groups of doctors at the U. 
of Chicago and at CBS color lab- 
oratories in New York City. CBS 
and Smith, Kline & French partici- 
pated in the venture. 

Telecast was the operation for a 
rare heart ailment on a 20- year -old 
patient at Los Angeles County 
General Hospital. The operation, 
performed by Dr. John C. Jones of 
the U. of Southern California 
Medical School, required cutting 
open of the man's chest and re- 
moval of restricting tissues sur- 
rounding and impeding the flow of 
blood through the aorta, principal 
vessel feeding blood to the body 
from the heart. 

TELEVISION 
Sound film studios 

Sound proof stage 600 AM 3 phase power. 
Separate rooms for projection, screening, 

shop, dressing, lounge, office and 
storage. 

H. K. Goodkind 
155 East 40th St., New York, N. Y. 

MU 6 -1970 
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film report .. . 

ACTRESS- AUTHOR Ilka Chase 
will be starred in The Femi- 
nine Angle, a quarter -hour 

weekly television film series to be 
distributed by United Artists Tele- 
vision, New York. Miss Chase will 
interview a prominent personality 
on each program and choose five 
women -of- the -week for a story on 
their professions. 

The series will be filmed in New 
York and released each Tuesday 
in time for telecasting the follow- 
ing day. In addition, United Art- 
ists announced that Miss Chase will 
make individual announcements for 
sponsors of the program at nom- 
inal cost. 

-Jerry Fairbanks Productions, 
Hollywood, will re- release its hour- 
long Christmas television film, The 
Joyful Hour, produced last year, 
for showing again this year on TV 
stations. It will be offered to sta- 
tions without charge. The story is 
about the Nativity and features 
Ruth Hussey, Nelson Leigh, Pat 
O'Brien and his family and Cecil 
Cunningham. Frank McDonald di- 
rected the program. 

-Television distribution rights 
to more than 40 Julian Bryan docu- 
mentaries from International Film 
Foundation has been acquired by 
Sterling Television Co., New York. 
Four international prize- winners 
are in the group: Boundary Lines, 
Picture In Your Mind, Sampan. 
Family and Japanese Family. 

-The Princeton Film Center, 
Princeton, N. J., has been selected 
by Father Flanagan's Boy's Home, 
Boys Town, Neb., to distribute 
their new 21- minute color film, 
Place Called Home. Prints will be 
available for distribution after 
Jan. 1. 

-Marking its first year of oper- 
ation, the Educational Film Sales 
Department of U. of California 
Extension announces the availabil- 
ity of nine new 16 mm films of 
interest to educators and school 
administrators. 

The nine are part of a series of 
motion pictures on the various 
crafts within the dramatic arts 
and were produced by the Theatre 

ONE -CHANNEL CITIES 
Reservations Listed 

FOLLOWING cities have only one 
channel proposed by the FCC to be 
allocated to that city and reserved 
for noncommercial, educational 
use: 

VHF -University, Ala.; Orono, Me.; 
State College, Miss.; Durham, N. H.; 
Chapel Hill, N. C. UHF- Auburn Ala.; 
Storrs, Conn.; Moscow, Ida.; Univer- 
sity, Miss.; Oxford, Ohio; State College, 
Pa.; Blacksburg, Va.; Charlottesville, 
Va.; Morgantown, W. Va. 

Cities which have the only VHF 
channel reserved for educational 
use are: 

Fayetteville, Ark.; Boulder, Col.; 
Gainesville, Fla.; Athens, Ga.; Urbana, 
Ill.; Iowa City, Iowa; Lawrence, Kan.; 
Manhattan, Kan.; Columbia, Mo.; Boze- 
man, Mont.; Corvallis, Ore.; Brookings, 
S. D.; Vermillion, . D.; 

Ore.; 
Sta- 

tion, Tex.; Denton, Tex.; Pullman, 
Wash.; Laramie, Wyo. 

Arts Dept. on the Los Angeles 
campus of the University. The nine 
current titles include Four Ways 
to Drama, One Way to Build a 
Flat, Make -up for the Theatre, 
Color and Light, Making Theatrical 
Wigs, Projecting Motion. Pictures, 
Bird Hunt, Introduction to Jazz 
and Perspective Drawing. 

For more information write the 
Educational Film Sales Dept., Uni- 
versity Extension, U. of California, 
Los Angeles 24. Complete study 
guides are available on each film. 
Preview prints are also available 
on request, according to William 
Jordan, head of the Film Sales 
Department. 

-Exclusive distribution contract 
has been signed by United Televi- 
vision Programs and Parsonett 
Studios for a new series of half - 
hour programs, according to Ger- 
ald King, president of United. 

Actor Melvyn Douglas stars in 

the series, titled Hollywood Affair. 
He plays a super -sleuth who suc- 
ceeds where others fail in solving 
unusual situations. 

Production plans call for com- 
pletion of Hollywood Affair in time 
for telecasting early in February. 
Rip Van Runkle, author of motion 
picture Destination Moon, is writ- 
ing the series. 

The Hollywood Affair programs 
are first of several contemplated 
films which Marion Parsonett, pres- 
ident of Parsonett Studios, will 
produce in his Long Island studios. 

Eight markets, including New 
York, Detroit, Chicago, Cincinnati 
and Buffalo, have already pure - 
chased the series, said Aaron Beck- 
with, sales director for United. 
Parsonett is the eighth television 
film company to be represented by 
United for exclusive distribution. 

Sales and Production ... 
KELLOGG Co., Battle Creek, Mich., 
commercials on Tom Corbett, Space 
Cadet program, ABC -TV, currently 
feature a Pep Honor Roll of Jet 

(Continued on page 113) 

PROGRAM ISSUE 
Education -Only TV 

Raised by JCET 
WHAT HAPPENS to FCC's "well- rounded" service requirement when 
the only TV station in a town is an educational outlet? 

That question was raised and answered by the Joint Committee on 
Educational Television in one of the last filings in the current "paper ". 
allocations proceedings. 

Its recommendation: Let the non- 
commercial, educational station 
carry commercial programs on a 
temporary basis until regular com- 
mercial TV service comes to town. 

Strongly emphasized is JCET's 
opposition to any relaxation of the 
noncommercial rules which forbid 
selling time. What JCET has in 
mind is an interim measure only. 

According to the proposed FCC 
allocations plan, 14 cities -all "edu- 
cational centers" - are assigned 
only one TV channel. It is reserved 
for educational broadcasters. In 
addition, there are 17 cities, also 
primarily educational centers, in 
which the only VHF channel is 
reserved for educational use. 

Include Commercial Programs 
Since, in both cases, the educa- 

tional station may supply the only 
TV service to the community for a 
long time, JCET wondered whether 
the Commission should not consider 
making it possible for it to include 
commercial programs temporarily. 

Exhibits attached to the JCET 
brief showed that each of the cities 
to which a single noncommercial 
station had been proposed would 
be served ultimately by a number 
of signals from stations outside 
its own confines. 

In the instances where the only 
VHF channel is reserved, commer- 
cial UHF stations will come along 
subsequently to furnish "well - 
rounded service," the brief indi- 
cated. JCET's thinking here is 
that VHF stations can get going 
much earlier than those granted a 
UHF channel. 

Appointment of James M. Landis 
as counsel, succeeding Brig. Gen. 

Telford Taylor, was announced by 
JCET last week. Gen. Taylor was 
recently appointed Administrator 
of the Small Defense Plants Ad- 
ministration [BT, Oct. 22, 15]. 

Mr. Landis was a member of the 
Federal Trade Commission, 1933- 
34; Securities and Exchange Com- 
mission, 1934 -37 (and chairman 
1936 -37); dean of the Harvard Law 
School, 1937 -46. During World 
War II he was Director of Civil 
Defense, 1942 -43; Economic Minis- 
ter to the Middle East 1943 -45. At 
present he is a member of the 
New York law firm of Landis, 
Taylor & Scoll and of the Wash- 
ington law firm of Landis, Cohen, 
Rubin, Schwartz & Gewirtz. Sey- 
mour Krieger. of the Washington 
law firm of Krieger & Jorgensen, 
will continue as JCET associate 
counsel. 

In the release announcing Mr. 
Landis' appointment, JCET said 
that 552 educational institutions 
filed comments during the recent 
proceedings. 

JCET, which is partially financed 
by the Ford Foundation's Fund for 
Adult Education, is made up of; 
American Council on Education, 
Assn. for Education by Radio -TV, 
Assn. of Land -Grant Colleges and 
Universities, National Assn. of 
Educational Broadcasters, National 
Assn. of State Universities, Na- 
tional Council of Chief State School 
Officers and the National Educa- 
tion Assn. 
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TV Set Freeze? 
(Continued from page 79) 

for civilian use after next July 1. 
Allocations for the first half of 
1952 appear safe, he added. 

Nickel is urgently needed for jet 
engines and copper for atomic en- 
ergy plants, he pointed out. Civilian 
producers already have been cut 
back up to about 60%, and other 
reductions will not release substan- 
tial quantities of steel and brass 
mill products. 

If a total TV blackout material- 
izes, the repercussions would be 
felt throughout broadcast and re- 

lated industries - starting with 
FCC's announced intent to lift the 
TV station freeze by next spring. 
It would come as no surprise to 
many informed authorities, though 
they have not generally given pub- 
lic expression to this feeling. 

The reasoning is along these 
lines: 

While industry has practiced con- 
servation and subsituted other 
metals, some copper and nickel are 
vitally essential for radio -TV re- 
ceivers. Radio coverage has reached 
a point closely akin to saturation - 
or at least more closely than TV. 
FCC still has in effect its freeze on 
new TV stations. When it is lifted, 
new stations would not take the air 
before 1953 anyway. The role of 
television is not on as high a plane 
of essentiality for civil defense 
as radio stations at the present 
time. A substantial saving could 
be made in materials earmarked 
for television sets -more compara- 
bly on a quantitative basis than 
that which may be anticipated 
from the color TV set manufacture 
ban. 

Different lines of thinking 
among top government, industry 
and Congressional leaders contin- 
ued to point up confusion over the 
progress of the rearmament pro - 
gram. 

Conflict was raised initially by 
the Senate Preparedness Subcom- 
mittee which criticized the "lag" 
in the preparedness drive and 
took Mr. Wilson to task for jeop- 
ardizing military production by 
permitting civilian industry to 
function at a reasonable or opera- 
tive level [BT, Dec. 3]. 

On the basis of developments last 
week these further conclusions 
were suggested: 

Government procurement of- 
ficials are more concerned over the 
lag in aircraft output per se than 

" any deficiency in electronic pro- 
duction, which has held up very 
well. 

The administration may ap- 
point a procurement czar for the 
armed forces in a bid to eliminate 
service disputes and speed up the 
letting of contracts once contracts 
are obligated on paper. Procure- 
ment during July- October for air- 
craft, ships, tanks, weapons and 
electronics was roughly $10.5 bil- 
lion. 

Mr. Fleischmann made these 
points: 

e A further additional cutback 

in civilian goods -say, 10% or 
more -may eliminate profit mar- 
gins of manufacturers, upset the 
delicate balance between consumer 
and military allotments and lead 
to total conversion. 

The difficulty in meeting mil- 
itary orders has been due less to 
materials shortages and meeting 
civilian needs than to lack of ma- 
chine tools, accelerated arms ship- 
ments abroad, strikes and other 
factors. 

Fulfillment of essential ci- 
vilian requirements for radio -TV 
receivers and other higher prior- 
ity goods is not endangering the 
rearmament program. 

The progress of electronics is 
being studied almost daily in re- 
lation to the defense drive. Meet- 
ings are scheduled today (Monday) 
for: 

(1) The Electronics Production 
Board, under E. T. Morris, to evalu- 
ate the military -civilian production 
balance. 

(2) The Electronics Parts & 
Components Distributors Industry 
Advisory Committee to discuss a 
variety of subjects. 

The Electronics board has been 
meeting quietly at least every fort- 
night. Consensus is that the elec- 
tronics bottleneck has been re- 
solved and that aircraft produc 
tion represents the No. 1 problem. 
The board is expected to weigh the 
preparedness program in relation 
to the statements by Mr. Wilson 
and Mr. Fleischmann, and two 
Congressional committees. 

The distributors group will view 
metal shortages, progress of main- 
tenance, repair and operation or- 
ders (providing materials for 
amateur radio operators), difficulty 
in obtaining tubes, copper wiring 
and switches, a report on testing 
equipment and the recent color TV 
manufacturing ban. Nelson Mil- 
ler of the National Production 
Authority's Office of Civilian Re- 
quirements will preside. 

80% To Military 
A similar session was held 

by NPA last Wednesday for a 
magnet manufacturers' industry 
group. Committee reported that 
80% of its output goes for mili- 
tary or defense -supporting orders 
and the remainder is channeled to 
radio -TV manufacturers. NPA 
outlined procedures for obtaining 
materials during the second quar- 
ter of 1952. 

A piano- makers industry unit 
also called on NPA, protesting the 
classification of that instrument 
with less essential consumer -type 
products. Members felt the agency 
struck a sour note, pointing out 
that radios and TV receivers are 
bunched in the "A" subgroup of 
civilian class "B" product list- 
ings [BIT, Nov. 26]. This means, 
they said, that "education and 
family life in the home is non- 
essential." 

A Congressional "watchdog" 
committee, headed by Sen. Burnet 
Maybank (D -S. C.), praised the 
mobilization effort and slapped 
obliquely at the companion Senate 

BROADCASTING Telecasting 

NBC -TV Sales Policy 
(Continued from page 79) 

time and talent, would rise from 
$12,000 to $19,500. 

Multiple sponsorship, Mr. Mad- 
den felt, is one answer to rising 
costs. He thought it will also be 
necessary to provide for exchange 
of commercial time among sponsors 
of programs on alternate -week or 
every- third -week basis, in order 
that each will get the benefit of 
having its name before the public 
weekly. 

With respect to theatre TV, he 
saw no reason for broadcast tele- 
vision to be afraid. By 1955, he 
estimated there will be 28 million 
TV homes, which, assuming three 
viewers per home, would mean an 
audience of 84 million persons. 
Comparatively, he expected 4,300 
theatres to be TV- equipped by 1955, 
with seating capacities averaging 
1,000 each for a total theatre TV 
capacity of 4.3 million. Even if all 
these theatre seats were filled with 
people from TV homes, it was not- 
ed, more than 79 million others 
from TV homes couldn't get into 
the theatres if they wanted to. 
Accordingly, NBC -TV is expected 
to develop some programming for 
theatre television. 

Preparedness Subcommittee under 
Sen. Lyndon Johnson (D- Texas). 

The Maybank group made these 
points: 

"We cannot reasonably conclude 
that the nation has failed to maintain 
its minimum military strength in an 
effort to place butter before guns." 

Mobilization authorities are to 
be lauded for choosing a "middle 
road" between "converting the entire 
economy to an all -out production ef- 
fort" and bestowing "merely token 
recognition to military needs." 

"The first extreme would have 
caused widespread unemployment and 
would have precipitated economic 
crises of all kinds." The other would 
have courted national disaster. 

Industry and other defense lead- 
ers also got into the act. Philip 
D. Reed, board chairman of Gen- 
eral Electric Co., declared that 
"the peak of the rearmament pro- 
gram as presently projected is too 
high and comes too soon." He 
recommended the program be re- 
duced or at least projected over a 
longer range. 

Secretary of Defense Robert 
Lovett rejected Mr. Reed's posi- 
tion, claiming it is urgent for the 
U. S. to rearm as speedily as pos- 
sible. 

In other developments NPA: 
Placed outdoor advertising firms 

wholly under its Class B" listings 
subject to the controlled materials plan, 
The regulation brackets frameworks 
and supports with displays, posters, 
signs and other parts previously in- 
cluded in the group. 

Permitted manufacturers using less 
than specified amounts (30 tons of car- 
bon steel, 8 tons of alloy steel, 1,500 
pounds of stainless steel, 2,000 pounds 
of aluminum and 3,000 pounds of copper 
and base alloy) per quarter to self - 
authorize their orders for Class "B" 
products (radio -TV receivers. transmit- 
ters, and other consumer and commer- 
cial equipment). 

Made plain that machine tools may 
not be diverted after Feb. 1 to non- 
priority or civilian uses. 

Announced that restrictions on new 
rubber may be lifted after Jan. 1. 
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HYMAN GRAYSON, pres., Grayson's Furniture and Appliance Center, finalizes 
52 -week contract for Country Fair on WBAL -TV Baltimore Looking on (I 
to r): Jack Burk, station soles exec.; Frank Seager, Grayson's; Bert Closter, 
producer; Herb Metzier, GE Supply Co.; George Avis, Azrael Adv. Agency. 

C INC INNATI's Fourth Street Area 
Assn. takes Fashion Previews on 
WCPO -TV Cincinnati. Wm. Newbold 
Sr., pres., Newbold's Inc., completes 
contract before (I to r) Reuben Herz- 
feld, vice pres. & gen. mgr., Jenny's; 
Pat Crofton, station acct. exec.; Tim 
Kilduff, adv. -prom. mgr., Pogue's. 

HANSORD Pontiac Co. of Minne- 
apolis buys weekly Sports Digest fea- 
turing Fred Vant Hull each Sunday 
on KSTP -TV Minneapolis -St. Paul. L 
to r: Mr. Vont Hull; Bob Nicolin, 
Mullen -Nicolin Agency; Rudy Luther, 
Hansord Pontiac; and Karl Kaufmann, 

KSTP -TV acct. exec. 

RHODES Pharmacal Co. takes The 
Clock on ABC -TV. L to r: Walter 
Zivi, radio -TV dir., O'Neal, Larson 
8 McMahon, agency; Ed Friendly, 
eastern television sls. mgr. of ABC; 
Nelson J. McMahon, agency pres.; 
and Jerome Rhodes, pres. of sponsor- 

ing firm. 

ROBERT M. GANGER (seated), exec. 
vice pres., P. Lorillard Co., finalizes 
Old Gold sponsorship of Down You Go 
on WABD (TV) New York and Du- 
Mont Network. H. A. Kent, (left) corn- 
puny pres., and Chris. J. Witting, 
DuMont dir. and gen. mgr., look on. 

THREE -YEAR contract for Boston Blackie, Ziv Television production, is signed 
by Ervin Weinberger, prom. dir., Ward Drug Co., Dallas. Watching (I to r): 
Jack Blake, KRLD -TV Dallas acct. exec,; O. J. Reiss, Ziv representative; Bill 
Meeks, Pams Adv.; William Roberts, asst. gen. mgr. chg. sls., KRLD -TV. 

'DISTRIBUTION' MEDIUM 
Role Seen 
For Video 

TELEVISION may become "an even more important distribution medium 
than a communications medium" but its distribution features cannot be 
exploited until arrangements are made to collect at the receiving end," 
Millard C. Faught, public relations consultant, told the 42d anniversary 
dinner of the Radio Club of Amer- * 
ica last Tuesday in a speech laud- 
ing ,box office TV. 

Dr. Faught, president of the 
Faught Co., New York -one of 
whose clients is Zenith Radio Corp., 
developer of Phonevision - said 
that "by solving the prosaic prob- 
lem of 'how to collect the admission 
ticket' any such workable box office 
home -television service automati- 
cally makes the family living room 
into a potential movie house, legiti- 
mate theatre, sports stadium, class 
room or even church -complete 
with collection plate." 

The question now is up to FCC, 
he ',hinted out, adding that "it may 
well be the most portentious deci- 
sion in the history" of the Commis- 
sion. 

He also suggested a number of 
new uses for radio and TV -use of 
small FM stations as electronic 
house organs by industrial con- 
cerns, for instance, and use of 
small stations by "local clubs, Boy 
Scout troops, chambers of corn - 
merce, unions, churches, etc., for 
those types of community commu- 
nications which make up the very 
life blood of a democratic society." 

Is Guest Speaker 
Dr. Faught was guest speaker at 

the birthday dinner of the club, an 
organization of leading engineers. 
O. J. Morelock, Weston Electrical 
Instrument Corp., is president. 
Harry Sadenwater, Radio Engi- 
neering Labs, was toastmaster for 
the dinner, held at the Advertising 
Club of New York and attended by 
approximately 200 persons. 

Speaking on "Radio and Tele- 
vision ... Why ? ", Dr. Faught said 
at least four subscription TV 
methods now are being developed 
and that one of these -Zenith's 
Phonovision - has completed its 
first commercial test. The others, 
he noted, are Skiatron's Subscriber - 
Vision, Paramount's Telemeter, 
and "the subscription system that 
RCA reports as taking form in its 
labs." 

Though he felt that TV may be- 
come most important as a distribu- 
tion medium, he said he also 
thought it "will achieve its true po- 
tentials" by serving in both the 
distribution and communications 
fields. 

Many fields that depend on "mov- 
ing the consumer to the product," 
Dr. Faught said, are experiencing 
trouble. He said: 

"Our colleges and universities 
(distribution vehicles for ideas and 
education) are running critically 
in the red; motion picture theatres 
by the hundreds have closed in re- 
cent months, and many more sub- 
sist on such tenuous revenue as 
popcorn sales; the legitimate the- 
atre has shrunk to islands of de- 
fense in three or four of the largest 
metropoli; cultural distribution fa- 
cilities, like the Met, are awash 

with red ink; even the premium 
stadium sports, like baseball and 
football, are suffering from rusting 
of the turnstile; the book publish- 
ing business is languishing; and 
altogether too many church edi- 
fices are falling into disrepair, 
albeit man is in a notably resurgent 
mood for religious sustenance." ' 

On the other hand, he said, TV 
"takes the customer to the prod- 
uct"- comfortably, in his own 
home. Despite the "tacit assump- 
tion" that broadcast programs 
should be free to the set -owner, he 
continued, television additionally 
"still has all of its unique poten- 
tialities for delivering programs 
of a sort people are demonstrably 
willing to pay for ... these would 
be the same kinds of programs for 
which people now pay when they 
go out of the home to 'consume' 
them." 

Via subscription TV he saw a 
"potential quadrupling of the mo- 
tion picture market," plus service 
to great numbers of shut -ins who 
cannot go to the theatre anyway. 
And theatrical first nights, on box - 
office TV, might provide the pro- 
ducer with "revenue equivalent to 
that of a year's ordinary run," he 
continued, noting that subscription 
television similarly can be a finan- 
cial boon in many other fields, in- 
cluding education. 

PRODUCTION TAX 
Seek Change in L.A. 

AMENDMENT seeking lowering 
of city license fees for television 
film producers will be presented to 
Los Angeles City Council at the 
group's next session. The proposed 
action, which would cut license 
fees for TV producers to 50 or 75% 
of that required from producers of 
theatrical motion pictures, is the 
result of meetings between repre- 
sentatives of the National Society 
of Television Producers and the 
Revenue and Tax Committee of the 
council. 

NSTP maintains that profits de- 
rived from TV film production are 
considerably less than those from 
motion picture production, so that 
license fees for TV producers 
should be less than those for mo- 
tion picture producers, rather than 
at the same level as at present. 

Scales under proposed amend- 
ment calls for $25 yearly fee for 
gross production costs of $25,000 
or less, with additional dollar per 
$1,000 of gross costs over $25,000. 

Present scales are $50 per year 
minimum for production of $25,000 
gross or less to maximum of $700 
yearly for .500,000 gross produc- 
tion or more. 

BROADCASTING Telecasting 
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PHONEVISION FILMS Who Got the 
^;ctu,PS> 

ZENITH OFFICIALS - probably 
President Eugene F. McDonald Jr. 
and Attorney Irving Herriott- 
will be recalled this week before 
the St. Louis grand jury investi- 
gating the activities of former Col- 
lector of Internal Revenue James P. 
Finnegan. 

The long -pending study of Mr. 
Finnegan's alleged irregularities 
unearthed a new angle last week 
when it was discovered he had 
been retained by Zenith Radio 
corp. for $50,000 to help get films 
for the Chicago radio -TV manu- 
facturer's Phonevision test [BST, 
Jan. 22 et seq.]. 

Late last week, former Sen. Bur- 
ton K. Wheeler (D- Mont.), said 
Mr. Finnegan "apparently sold a 
bill of goods" to Zenith. The former 
Montana Senator, now in Washing- 
ton law practice with Zenith as one 

SUBSCRIPTION 
'Box IfficeTI' Need Cited 

ZENITH is about to petition FCC 
for the establishment of subscrip- 
tion television as a commercial 
service and for the approval of its 
Phonevision as one practical meth- 
od of operating subscription TV. 

These disclosures were made last 
Wednesday in a speech by Henry C. 

vice president, Zenith Radio 
Corp. Mr. Bonfig spoke at a din- 
ner meeting of the Sales Executive 
Club in Los Angeles. 

Mr. Bonfig's speech, "The Grow- 
ing Need for Subscription Televi- 
sion," outlined a practical side for 
the sales executives to consider. 

He said survey after survey has 
shown that viewers are willing to 
pay extra to see special events. The 
Zenith vice president said TV costs 
are so heavy that advertising can- 
not bear the entire brunt. That is 
why, he added, that television needs 
a "box office" which could be sup- 
plied by subscription television. 

Striking home at the Los An- 
geles area, he said "Here you have 
seven television stations. Last year, 
according to the FCC report, only 
one operated at a profit. Under 
the proposed allocation plan there 
will be three UHF channels made 
available here, and numerous other 
stations in the surrounding cities. 
Do you believe it possible for ad- 
vertising revenues alone to support 
in Los Angeles and the immediately 
surrounding area the number of 
television stations that can, from 
a standpoint of technical availabil- 
ities, be operated here? 

"If Phonevision were available 
today in Los Angeles, and your 
television set owners patronized it 
at the same rate as our test fami- 
lies [in Chicago], the station show- 
ing a movie from 9:30 to 11 p.m. 
would net three times as much as 
the gross time charge of all Los 
Angeles television stations com- 
bined !" 

of his clients, said that movie 
producers made films available to 
Zenith after he complained to the 
Justice Dept. that their refusal to 
do so was contrary to the anti- 
trust laws. 

The Zenith president's state- 
ment was issued immediately after 
his appearance before the grand 
jury in St. Louis two weeks ago. 

Last week, also, the grand jury 
heard Paul Raibourn, vice presi- 
dent of Paramount Pictures (and 
head of its TV activities), and J. 
Robert Rubin, vice president and 
general counsel of Loew's -MGM. 
The session was short lived, last- 
ing only 15 minutes, with one ob- 
server describing it as "highly un- 
productive." 

Most of the movie executives 
queried are understood to have 
said they did not know Mr. Fin- 
negan and to have denied it was 
through his efforts that films were 
obtained. The major reason for 
the switch to cooperation in sup- 
plying films is agreed by many to 
be the complaint filed with the 
Justice Dept. by ex- S e n a t or 
Wheeler. 

Hollywood Informed 
Beginning in June 1950, the 

Justice Dept. informed the Holly- 

WTMJ -TV CODE 
New Program Policies Set 

WTMJ -TV Milwaukee last week 
released its new standards of pro- 
gram policies. 

R. G. Winnie, station manager, 
commented that the new policies 
"reflect the feeling of this station 
that there is a special responsi- 
bility placed upon television sta- 
tions in a single station market." 

Six basic policies which were 
described as guide posts to future 
programming are paraphrased as 
follows: 

(1) All provisions of the proposed 
NARTB television code are to be 
rigidly adhered to. 

(2) Dramatic programs dealing 
with crime, horror and mystery are 
not acceptable prior to 9 p.m. and 
then only if they do not overstep the 
bounds of decency and decorum. 

(3) A synopsis of certain types of 
program to be presented prior to 
9 p.m. such as psychological dramas 
and experimental- theatre type pro- 
ductions must be presented in ad- 
vance so that the station may pass on 
acceptability. 

(4) WTMJ -TV will not repeat pro- 
grams within a year. 

(5) Each program is accepted on 
the basis of its content, public in- 
terest and acceptability of its spon- 
sor. When an advertiser changes 
format, talent or advertising, the pro- 
gram immediately becomes subject 
to review by the station as to its 
further acceptability. 

(6) Should any of these principles 
be violated, WTMJ -TV reserves the 
right to cancel, without usual cancel- 
lation notice. 

BROADCASTING Telecasting 

wood producers that their collec- 
tive ban on supplying films veered 
close to violation of the laws, H. 
Graham Morison, chief of the 
Dept.'s anti -trust division, told 
BROADCASTING TELECASTING last 
week. By June 15 several had 
agreed, and by September prac- 
tically all had given assurances, 
that they would comply with 
Zenith's request, he said. Mr. 
Morison said neither he nor any- 
one else in his division knew Mr. 
Finnegan. 

Morison Explains 
In answer to the question why 

Zenith felt it had to hire Mr. Fin- 
negan when the Justice Dept. 
virtually had secured the film com- 
panies' cooperation, Mr. Morison 
explained that his agency was inter- 
ested only in questions of law and 
shied away from any activity that 
would make it a party to business 
dealings. 

Mr. Finnegan was hired by 
Zenith in November 1950. 

Producers claimed that Phonevi- 
sion was competitive to theatre ex- 
hibition of films and at first re- 
fused to supply any of their prod- 
uct to Zenith for its FCC -approved 
90 -day test in Chicago early this 
year [BST, Jan. 22 et seq.]. 

Phonevision is a system of sub - 
scription-TV whereby a scrambled 
picture is sent over the air and 
cleared up by a device connected to 
the telephone. Fee, usually men- 
tioned at $1, is charged to the sub- 
scriber's telephone bill. 

Story of the Zenith- Finnegan- 
motion picture liaison broke the 
weekend of Dec. 2 when the St. 
Louis Globe -Democrat printed the 
report of the $50,000 fee. 

Comdr. McDonald, in a state- 
ment issued the following day, said 
that by September 1950 all ar- 
rangements had been made to test 
the Phonevision system, "but 
Zenith had no films from the eight 
major film producers." 

He went on: "We were ap- 
proached by attorneys and by in- 
dividuals in, or connected with, the 
film industry, each one seeking to 
represent us, and each one assuring 
us he could help get the needed 
films." 

Among those who approached 
Zenith on this matter was Mr. Fin- 
negan, the Zenith president said. 
"... We agreed to retain him as 
our attorney because we believed 
that he would be able to help us 
get the films in time for our test," 
Mr. McDonald continued. "Within 
a few weeks after we retained 
Finnegan we received assurances 
from several of the major pro- 
ducers that they would make films 
available to us. I don't know what, 
if anything, Mr. Finnegan did in 
connection with persuading the 
producers to make their films 
available to us . . . incidentally 
without rental charges." 

The Zenith president stated that 
(Continued on page 111) 
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FURNITURE 
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Brothers Chet and Stanley Sagenkahn 
of the Sagenkahn Furniture Galleries 
have been on WHEN television for 
over two years. They attribute the 
year -round success of the BARCA- 
LOUNGER Heart Chair to their TV 
promotion of this item which retails 
at an average price of $165. WHEN 
television sells for Sagenkahn! 
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GE IN TV 25 YEARS Dr. Alexanderson Notes 

COMMEMORATING the 25th an- 
niversary of General Electric Co.'s 
entry into television, Dr. E. F. W. 
Alexanderson, TV pioneer and for 
45 years GE's most prolific in- 
ventor, next Sunday will make his 
debut before the video cameras on 
the GE Fred Waring Show on CBS 
Television. 

Exactly 25 years before, on Dec. 
16, 1926, the nation's newspapers 
carried reports of a historic ad- 
dress by Dr. Alexanderson, now 
retired but then consulting engi- 
neer to GE, which he had made the 
previous evening at a meeting of 
the American Institute of Electri- 
cal Engineers in St. Louis. In that 
talk he had announced the devel- 
opment of a system for transmit- 
ting moving pictures by radio. 

For days afterwards the press 
devoted columns to pictures of Dr. 
Alexanderson and his machine, 
-which used revolving mirrors to 
project a video image on a screen. 
He was quoted as envisioning the 
time when "the world may view the 
rajah of India on parade, a future 
-world championship boxing match, 
or heads of nations may hold a 
conference by television." 

Old hat today, but hot news in 
1926. 

Mirror Replaced 
The mirrors in Dr. Alexander - 

son's initial TV set -up were soon 
replaced with a Nipkow disc, a 
solid metal disc about the size of a 
bicycle wheel, perforated with a 
spiral of 48 small holes, which was 
placed between the brilliantly 
lighted subject and a bank of photo 
cells. As the variations in light 
impulses reflected from the object 
through the holes in the disc (which 
scanned the complete picture 20 
times a second) hit the photo cells, 
they were changed into radio im- 
pulses ready for broadcasting. 

Concurrently, Dr. Alexanderson 
was working on the first American 
home television receiver, a cabinet 
about the size of the old style con- 
sole phonograph, containing a disc 
similar to that used in the trans- 
mitter. The radio impulses received 
through the air were changed back 
into light by a specially built high - 
frequency gas -filled neon tube and 
projected through the holes in the 
disc to produce a picture about 
three inches square. 

This first TV home receiver was 
publicly demonstrated to GE offi- 
cials and newsmen on Jan. 13, 1928. 
An improved model, with larger 
holes, each containing a magnify- 
ing lens, resulting in a received 
picture 14 inches square, was a 
center of interest at the New York 

Why buy 2 or more... 

do 1 big sales job 
on "RADIO BALTIMORE 

f D v.A R C 

UR', CC 

Page 94 December 10, 1951 

Historic glimpse of Dr. Alexander - 
son as he poses with his first tele- 
vision transmitter. Each of the 24 
mirrors mounted on the wheel of 
the machine is at a different angle. 
Seven distinct light sources used 
painted a crude image of picture 
telecast before seven photo cells. 

* * * 
Radio Show the following Septem- 
ber and in 1929 it was displayed 
again at both the New York and 
Chicago Radio Shows. 

Meanwhile, on May 10, 1928, 
GE's radio station in Schenectady, 
WGY, made television a regular 
part of its program schedule, 

broadcasting picture signals three 
afternoon half -hours a week. On 
Aug. 22, 1928, Dr. Alexanderson's 
TV equipment was installed on the 
steps of the state capitol in Albany, 
15 miles from Schenectady, to pick 
up the first remote telecast, of Gov. 
Alfred E. Smith as he accepted the 
Presidential nomination of the 
Democratic Party. 

Theatre Showing 
In April 1929 the Nipkow disc 

was discarded in favor of a cath- 
ode ray tube, forerunner of today's 
video picture tubes. A year later, 
in May 1930, Dr. Alexanderson 
made his next important contribu- 
tion to television when he produced 
a picture seven feet square on the 
screen of Proctor's Theatre in 
Schenectady. For the unprece- 
dented feat of projecting a TV pic- 
ture on a large screen, Dr. Alexan- 
derson built a new type of receiver 
using a light cell developed by Dr. 
August Karolus to change the ra- 
dio impulses back into light. 

At that first theatre demonstra- 
tion, Dr. Alexanderson said: 

"For 15 years radio was simply 
an auxiliary to navigation. In 1915 
and 1916, we held daily communi- 
cation by radio telephone from 
Schenectady to New York. We 

SKIATRON TEST 
Planned Soon 
In New York 

TESTS of Skiatron Corp.'s Subscriber- Vision system for pay- as -you- 
watch TV will start in some 300 New York homes within the next 60 
to 90 days if FCC approves, Skiatron President Arthur Levy said 
Thursday. 

The 90 -day tests will utilize both 
live and film shows, with the lat- 
ter expected to account for '75% 
of the programming, to be sched- 
uled during peak audience hours 
of 6 -9 p.m. To get first -run Holly- 
wood features, Skiatron, at the 
suggestion of West Coast pro- 
ducers, wrote Eric Johnston 
Wednesday requesting that an in- 
dustry -wide conference be held to 
discuss the matter. Society of In- 
dependent Motion Picture Produc- 
ers- including Samuel Goldwyn 
and Walt Disney -had previously 
promised cooperation during the 
New York testing [BT, Oct. 15]. 

New York tests, identified as 
Phase II of the Skiatron schedule 
(Phase I was testing held primar- 
ily for FCC about a year ago) will 
not offer so many performances as 
the Zenith Phonevision test held 
last year in Chicago with its three 
shows per day, Mr. Levy said. 

It is also planned to present le- 
gitimate plays -perhaps one act 
only -from Broadway theatres, 
under auspices of such charities as 
the Red Cross and the USO. Start 
of the tests is dependent on lining 
up programming, with first -rate 
offerings being the prime require- 
ment, Mr. Levy explained. FCC 
approval of the tests, he said, is 
expected to be granted without ob- 
jection. 

* 
If the Skiatron system is ulti- 

mately adopted, the company will, 
like any sponsor, buy air time from 
the station to transmit its scram- 
bled sight and sound. The com- 
pany hopes ultimately to apply for 
its own frequencies and establish 
its own transmitters, however. 

J. R. Poppele, vice president of 
WOR -TV New York, through 
whose facilities Skiatron's after - 
broadcast -hours tests were run a 
year ago, cited subscriber TV as 
an answer to good sports coverage. 
If 50% of the 50 million families 
to be equipped with TV could sub- 
scribe to the World Series for $1 
per set, the TV gate would amount 
to $25 million, he said, with a 
seven -game series costing the 4- 
member family 4 cents per person 
per game. 

Describing the Skiatron system 
as the most flexible yet devised, 
William Shanahan, engineer for 
the Skiatron Corp., said that the 
IBM -type cards, to be inserted in 
a box attached to the TV set, 
would have a laminated code -pat- 
tern imprinted between layers of 
cardboard, with program informa- 
tion listed on the exterior. Sub- 
scribers could buy "skeleton keys" 
on a weekly or monthly basis, which 
would allow them to watch all 
Skiatron productions. 

An inside look at the inventor's 
receiver which incorporated scan* 
ping disc and loudspeaker. It was 
an outstanding attraction at the 
1928 New York Radio Show and 
was seen again a year later at both 
Chicago and New York Radio 

Shows. 
* * * 

found that many amateurs adopted 
the habit of listening in and our 
noon hour of radio became the first 
regular broadcasting. But we had 
no idea what it would lead to. 

"Our idea was to telephone across 
the ocean and so we did at the 
close of the war [World War I], 
but we failed to see the great social 
significance of broadcasting. Tele_r 
vision is today in the same state 
as radio telephony was in 1915. 

"Whether the general public 
will be enough interested or get 
sufficient satisfaction out of tele- 
vision is still to be seen. A new 
technique of entertainment will be 
required. As a supplement of 
broadcasting it can make a reality 
of the radio drama. Political and 
educational speakers may use it as 
a medium and entertaining person- 
alities like Will Rogers will tell the 
latest wisecracks and comment on 
the news of the day. It is likely 
that every moving picture theatre 
in the large cities will have to be 
equipped to give a short television 
act. 

Saw Great Potential 
"The possibilities for new inven- 

tions in this art of television are 
inspiring. Just think of it, when you 
can put an electric eye wherever 
you wish and you can see through 
this eye just as if you were there. 
An airplane with a news reporter 
will fly to see whatever is of inter- 
est and the whole [television] audi- 
ence will be with him seeing what 
he sees, and yet the audience will 
be perfectly safe and comfortable. 

Today, Dr. Alexanderson looks 
at his brainchild in a slightly dif- 
ferent light. Now retired, after 
45 years of active service with GE 
during which he was the company's 
most prolific inventor, with a patent 
issued on the average of every 
seven weeks for the entire period, 
he sees television as a powerful 
weapon for world peace. 

"Although languages sound dif- 
ferent, pictures are the same to all 
of us," he said recently. "When 
we see things or situations with 
our own eyes it is hard for some 
agitator to upset our beliefs by his 
talks or statements, as happens so 
often today." 
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SAG CONTRACTS 
Signed With 25 Film Firms 

SCREEN ACTORS Guild last 
week signed collective bargaining 
contracts with 14 Hollywood tele- 
vision film producers. Similar 
contracts, all of which carry the 
Guild's standard union shop clause, 
were signed at the same time with 
11 motion picture producers. 

TV firms include Aladdin Tele- 
vision Productions; Pegasus Produc- 
tions; B -M -D Productions; C.G.S. 
Productions; D.N.S. Television Pro- 
ductions; Desilu Productions; Des 
Moines Enterprises; Fidelity -Vogue 
Pictures; Raymond R. Morgan Co. 
- (advertising agency producing TV 
films); Primrose Productions; Screen 
Televideo Productions; Television 
Productions; Edmund J. Tingley Pro- 
ductions; Westminster Productions. 

Motion picture firms signing con- 
tracts were Allart Pictures Corp.; 
Aspen Productions; Broadway Road - 
show Attractions; Celebrated Film 
Corp.; Howco Productions; Jewel 
Productions; Melaby Pictures; Arch 
Oboler Productions; Silver Mine Pro- 
ductions; Story Films; W. F. Pro- 
ductions. 

TVA -SAG DISPUTE 
Guild Asks Clarification 

SCREEN ACTORS GUILD ad- 
vised the American Assn. of Ad- 
vertising Agencies on Dec. 2 that 
it would cooperate as soon as 
AAAA "clearly recognized" the 
principle of the separation of bar- 
gaining units between live TV and 
TV films. 

SAG specifically wants AAAA 
to take action to limit TVA's juris- 
diction to live television plus enter- 
tainment film inserts and kine- 
scopes incidental to live television. 
It also wants the 4 A's to give an 
affirmed basis jurisdiction of SAG 
over actors in the motion picture 
field. The SAG letter was in reply 
to an AAAA original grant of TV 
film jurisdiction to TVA and the 
organization of a committee to set- 
tle differences between SAG and 
TVA in video fields. 

TV DENTISTRY 
CBS Color Is Shown 

AN ESTIMATED 2,500 dentists 
at the 27th annual session of the 
Greater New York Dental Meeting 
watched new operating techniques 
via CBS color television Monday. 

Operations- taking place in a 
dental office in the Statler Hotel - 
were transmitted by closed circuit 
to six receivers set up in a conven- 
tion room at the same hotel. Dem- 
onstrations showed replacement of 
a full set of teeth, a new technique 
for plastic fillings and the indirect 
copper band method for taking 
impressions. Sponsored by E. R. 
Squibb & Sons, demonstrations 
were transmitted by Vericolor 
equipment designed by engineers of 
CBS Labs. Division and manufac- 
tured and sold by Remington Rand 
Inc. 

Dr. Percy T. Phillips, speaker of 
the house of delegates of the Amer- 
ican Dental Assn., commended the 
display. 
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VHF TRANSMITTER COSTS 
Commercial Radio Equipment Issues Comparison 

APPROXIMATE costs of VHF 
television transmitters have been 
compiled by Commercial Radio 
Equipment Co., Washington engi- 
neering consultant, for use in 
estimating the cost of average in- 
stallations. 

The prices are those in effect in 
July 1951, according to Everett L. 
Dillard, head of Commercial, who 
pointed out that costs fluctuate 
from time to time and the figures 
are for use only in estimates and 
are not to be construed as quota- 
tions. 

The firm also has computed ap- 

SUMMER PLAN 
Crosley Remedies for '52 

OPERATION Sunburst 1952 will 
replace the WLW Cincinnati tele- 
vision summer discount plan, R. E. 
Dunville, president of the Crosley 
Broadcasting Corp., has announced. 

Operation Sunburst was the 
packaging plan initiated by the 
Crosley Broadcasting Corp. last 
summer which gave advertisers a 
selection of spot and program 
packages from May through Sep- 
tember. 

The elimination of the summer 
discount plan and incorporation of 
this into an all- inclusive promotion - 
merchandising - exploitation effort 
will be tangibly allied with a pro- 
gram or spot package on WLW's 
television stations in Cincinnati, 
Dayton and Columbus, he said. 

"This course was determined as 
a result of highly successful sum- 
mertime sponsorships on WLW 
television." Mr. Dunville ex- 
plained. 

"Operation Sunburst was direct- 
ly responsible for the introduction 
of 123 new advertisers to television 
in WLW television cities. It 
proved that wise purchase of time 
in the summer months can be re- 
sponsible for retail sales and mer- 
chandise movement equal to the 
volume achieved in cool months," 
he pointed out. 

TV Equipment to Cuba 
COMPLETE film telecasting equip- 
ment has been shipped to Circuito 
S. A., Havana, Cuba, for use in a 
trans -Cuban chain of television 
stations, James B. Tharpe, sales 
manager of the transmitter divi- 
sion, Allen B. DuMont Labs Inc., 
has announced. Equipment for tele- 
casting of films and Teletranscrip- 
tions includes two complete icono- 
scope film chains with 16mm 
projectors, console and monitoring 
facilities, film dolly and power 
supplies. 

PAUL WHITEMAN'S TV Teen Club, 
sponsored by Nash -Kelvinator Corp., 
Detroit, through Geyer, Newell le 
Ganger, N. Y., weekly over ABC -TV, 
has been cut to a half hour. Effective 
Dec. 8 show is seen from 8 -8:30 p.m. 
On that date network started ABC 
Sports Review in remaining half - 
hour slot, 8:30 -9 p.m. 

acting 

proximate effectuated radiated 
powers to be expected of an aver- 
age installation. Below are the ap- 
proximate transmitter prices: 

P 
` 2 2 

¡é o 

I i 
1 L d 

ó _ ' éó é a i riS .Co fl 1- 
500 w 2-6 RCA TTSOOA 
500 w 7 -13 RCA TT-500B 
500 w 2-6 DuMont 5000 
5 0 w 7 -13 DuMont 6000 

kw 2-6 RCA TT -2AL 
kw 7 -13 RCA TT -2AH 
kw 2-6 DuMont 7000' 
kw 7 -13 DuMont 8000' 
kw 2-6 G.E. TT -10-A 
kw 7.13 G.E. TT-6 -E 
kw 2-6 RCA TT -10AL 
kw 7-13 RCA TT -10ÁH 
kw 7 -13 RCA TT -2011112 

2 kw 7.13 G.E. 

1. 
<e- 

s 27,500 
32,500 
35,750 
38,450 
44,200 
49,200 
65,450 
69,250 
65,000 
69,000 

1 79,000 
1 84,000 

160,500 
1T -6 -E Plus 
TF-4 -A 
Amp' 144,000 

25 kw 2-6 RCA 7T- 25 -BL' 155,500 
35 kw 2-6 G.E. TT -10 -A Plus 

TF -3 -A 
Amp 145,000 

(When combined known as TT -22 -A trans- 
mitter) 

'DuMont employs its 500 w transmitter to 
drive its 5 kw amplifier in the Type No. 
70004000 series. Further proposed power in- 

are to be obtained by additional 
amplifier. 
'The RCA 25/20 kw units, TT -25BL and TT- 
20BH, respectively, consist of the standard 
RCA TT -10AL and TT -10AH transmitters, with 
either a 25 kw (Chs 2-6) or 20 kw (Chs 7 -13) 
linear amplifier. Thus, RCA 10 kw trans- 
mitters can be later increased to 25/20 kw 
output by addition of the appropriate 
amplifiers. (Note: In this modification the 
driver output is reduced to 5 kw.) 
2(When combined known as TT -23 -A trans- 
mitter) 

SCHOOL AID 
WTMJ -TV Gives Report 

POWER of television as an edu- 
cational vehicle was demonstrated 
in Milwaukee when polio delayed 
opening of elementary grades of 
Milwaukee schools. WTMJ -TV 
there offered a 10 -day demonstra- 
tion series on science over its pro- 
gram, Man Next Door. Radio sta- 
tions, too, offered educational pro- 
grams. 

The curriculum department of 
Milwaukee Public Schools surveyed 
1,119 elementary school teachers on 
the results of the radio -video effort. 
In turn, the teachers queried 
pupils. 

It was learned that 92% of the 
pupils had access to radio; 71% 
had access to television. An 
average of 4% heard one or more 
of the educational radio broadcasts 
while an average of 15% saw one 
or more telecasts. 

A leading school official found 
as a result of the survey that in 
nearly all cases where there was 
a direct school response to a broad- 
cast, television was responsible for 
the response. 

In other works, WTMJ -TV re- 
ported, pupils brought collections 
of specimens or examples to school, 
or actually conducted simple ex- 
periments after seeing a TV show. 

A teacher commented, "The tele- 
vision science shows were the most 
popular even though not all the 
children understood all of the con- 
tent." 

Ya' gotta get 
personal 

And getting personal is one of those important extras that 

KSL -TV gives for that added punch - that important sales -plus 

merchandising! Promotion where it counts, at the point of sale. 

Hundreds of personal calls are made by our merchandising 

department which Sponsor Magazine said was one of the best 

systems in operation today. If your product calls for that added 

merchandising plus - you need KSLTV 
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LASLEY NAMED 
Heads DuMont Chicago 

APPOINTMENT of David Lesley, 
former account executive with NBC 
Chicago, as the DuMont Television 
Network's central division sales 

manager was an- 
nounced last week 
by DuMont Sales 
Director Ted 
Bergmann. 

T h e appoint- 
ment is part of 
plans to establish 
a full -scale cen- 
tral division of- 
fice [BT, Dec. 
3]. Robert W. 
Miller, formerly 

DuMont's only representative in 
the Chicago office, remains as sales 
representative for the network and 
its key station, WABD (TV) New 
York, working with Mr. Lesley. 

Mr. Lesley joined NBC in 1938 
as assistant advertising and pro - 
motion for the western division of 
what were then the Red and Blue 
Networks. Later he headed the 
department for the Blue Network, 
whéh separate organizations were 
set up. 

His career also includes service 
as advertising and promotion man- 
ager for KNBC San Francisco and 
two years as advertising and pro- 
motion manager for NBC Central 
Division. 

In the Army during the war, he 
reached the rank of captain, serv- 
ing as a battery commander and 
intelligence officer, and, later, with 
the bureau of public relations in 
W shington. He is married and 
the father of two children, and re- 
sides in Hinsdale, Ill., Chicago 
suburb. 

qQ ommenting on adverse criticism 
about the network trend to orig- 
inate fewer programs in Chicago, 
Chris J. Witting, director of the 
DuMont Television Network, said 
much of this criticism "is contrary 
to the views, policy and plan" of 
DuMont. DuMont policy, he said, 
is to originate 25% of its programs 
in Chicago and develop as many 
others "as possible" from affiliated 
stations. 

Two additional programs were 
added to the DuMont schedule at 

Mr. Lesley 
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WGN -TV Chicago last week, bring- 
ing the total midwest originations 
to six programs and 7% hours per 
week. They are This Is Music, 
Thursday '7-7:30 p.m. CST, and 
The Pet Shop, a Louis G. Cowan 
package, Saturday 6:30 -7 p.m. 

Frank P. Schreiber, general 
manager of WGN Inc., said, 
"Whenever New York desires . . . 

good television programs from Chi- 
cago, this city can provide them. 
Through our association with Du- 
Mont, I think we are beginning 
to prove this." 

DuMont Warehouse 
WEST COAST DuMont distribu- 
tors can now replenish their inven- 
tories and also receive shipments 
of the more unusual picture tubes 
with minimum delay and maxi- 
mum savings, since the Allen B. 
DuMont Labs Inc. has established 
warehouses in Los Angeles and 
San Francisco, Bill C. Scales, sales 
manager of the Cathode -Ray Tube 
Div., has announced. 

RCA FIELD MEET 
Defense Aid Reviewed 

RCA Service . Co. field managers 
and supervisors in charge of elec- 
tronics instruction and assistance 
to the U. S. Armed Forces in 
Europe, Asia and domestic bases 
met late in November with com- 
pany officials in Camden to review 
technical aid given the Armed 
Forces during the past six months. 
Meeting was called by P. B. Reed, 
vice president of the service com- 
pany in charge of the government 
service division. 

Attending were: J. A. Hatchwell, 
RCA manager, Far East Air Force, 
Tokyo; H. J. Mills, RCA manager, 
Europe, Brussels; H. P. Laessle, RCA 
manager, Air Defense Command, Colo - 
radio Springs; L. J. DePass, RCA su- 
pervisor, Western Air Defense Com- 
mand, Hamilton Air Force Base, Calif.; 
S. D. Heller, RCA supervisor, Eastern 
Air Defense Command, Newburgh, 
N. Y.; D. J. Lawler, RCA supervisor, 
Central Air Defense Command, Kansas 
City; S. IL Schultz, RCA supervisor, 
West Coast Naval Command, San Fran- 
cisco; R. V. Zimmerman, RCA super- 
visor, East Coast Naval Command, Nor- 
folk. 

WASH. STATE CRIME HEARING 
TV Airing Recalls Kefauver Success 

LIVE telecasting of legislative 
crime hearings is having an impact 
on the Pacific Northwest compara- 
ble to the explosive Kefauver in- 
quiry. 

The vice inquiry, started in Ta- 
coma the last week in November 
by the Washington State Legisla- 
tive Crime Investigating Commit- 
tee, was televised for five days run- 
ning on the Pacific Northwest's 
only video outlet, KING -TV 
Seattle. The programs captured 
record audiences, slowed retail 
business and attracted newspaper 
comment. 

As a sidelight, the five days of 
telecasts represented the longest - 
distance live remotes KING -TV has 
aired. In charge of the production 
crew was Lee Schulman, the sta- 
tion's program director. 

Robert E. Priebe, KING -TV op- 
erations manager, reported an 
early measure of the telecasts' ap- 
peal: "We had a little technical 
trouble the first day and the way 
people deluged our switchboard 
with calls when their sets flickered 
off for a few minutes proved the 
hearings have a big audience." 

Merchants' Complaint 
At the end of the week, the 

Seattle Daily Times reported: 
"Since the hearing began Monday 
morning, the radio and television 
audience has grown so large that 
Tacoma merchants complained the 
'big show' was ruining their nor- 
mal pre -Christmas business." 

The Tacoma Chamber of Com- 
merce reported that businessmen 
were asking in mid -week when the 
hearing would end so that the city 
could get back to normal. Seattle 
appliance dealers drew large 
crowds when they switched on their 
display TV receivers, and in other 
retail stores, radios were tuned to 

the hearings throughout the day. 
Unlike some of the Kefauver 

witnesses, one of the key figures in 
the Tacoma crime investigation, the 
city's public safety commissioner, 
James T. Kerr, demanded the same 
television audience his critics had 
received during sessions earlier in 
the week. The telecasts had orig- 
inally been scheduled to skip the 
Thursday hearing, but in response 
to Commissioner Kerr's request, 
and with the support of the Legis- 
lative Committee, coverage con- 
tinued. 

At one day's sessions, some of 
the testimony on vice conditions 
became so sensational that juve- 
niles under 18 were barred from 
the hearing room. Video coverage 
continued, but State Senator Albert 
D. Rosellini, chairman of the in- 
vestigating committee, urged par- 
ents to keep their children away 
from television screens. 

Several Seattle and Tacoma ra- 
dio stations also provided extensive 
special coverage of the inquiry. 
Stub Nelson, political reporter for 
the Seattle Post- Intelligeneer, 
morning Hearst daily, was com- 
mentator for both KING -AM and 
KING -TV. Hearst Radio Inc. has a 
25% interest in King Broadcast- 
ing Co. 

When the Tacoma hearings con- 
cluded Nov. 30, Senator Rosellini 
announced that there would be fur- 
ther hearings in Seattle and other 
Washington cities during 1952. The 
committee's assignment continues 
until the next regular session of 
the state legislature in January 
1953. 

A SECOND comic book based on 
WCAU Philadelphia -originated CBS - 
TV show, The Big Top was just placed 
on sale. 

TV OUTLOOK 
Previewed by Siragusa 

TV STATIONS and networks will 
bill $250 million this year, com- 
pared with less than $35 million in 
1949. This was the prediction of 
Ross D. Siragusa, president and 
board chairman of Admiral Radio 
Corp., as he spoke to the national 
credit conference of the American 
Bankers Assn. in the La Salle Hotel 
there last Monday. 

Mr. Siragusa also said TV in- 
ventories have dropped about one 
million sets since the "subnormal" 
sales slump last spring, predicting 
production will maintain an eve « 
balance with salés for the three to 
six months after the peak Christ- 
mas buying. He said total inven- 
tories of manufacturers, distrib- 
utors and retailers now are about 
1% million units contrasted with 
more than 2% million earlier this 
year. The industry's "readjust- 
ment" is almost completed and set 
prices are now at "an irreducible 
minimum," he said. 

"Production hit bottom in June 
and dragged along at a low level 
until late August when it turned 
sharply upward. Since then it 
has leveled off at approximately 
400,000 sets a month. This is the 
industry's capacity under present 
restrictions on the use of critical 
materials," Mr. Siragusa estimated. 

Yearly production will total 
about 5 million units, the Admiral 
executive said. He expects au- 
thorization of about 80 new TV sta- 
tions by July 1 if the video freeze 
is lifted by the FCC in the early 
part of next year. The freeze, he 
said, has been a "deterrent" to 
further growth of the industry. 

Admiral has a "substantial" 
backlog of government orders for 
electronic equipment, he said, which 
should take up production slacks 
caused by material shortages and 
cutbacks. Defense work was termed 
as "close margin business" and the 
company president and board chair- 
man estimated it requires twice as 
much floor space per dollar as does 
civilian production. 

This factor, combined with "re- 
negotiation and present taxes" re- 
stricts net earnings on defense 
orders to about three cents per 
sales dollar, compared with average 
net earnings of 6% cents per dollar 
on civilian business in the 21 
months ending Sept. 20, Mr. Sira- 
gusa said. 

'P entagon' Program 
SHIFT of Pentagon -Washington 
on DuMont TV Network from Sun- 
day to Monday evening, effective 
today (Monday), was announced 
by the Dept. of Defense last week. 
A number of DuMont affiliated 
stations, which have been carrying 
the program on a delayed basis, 
will announce their own changes. 
Program will be telecast 8 -8:30 
p.m. EST. Simultaneously, Lt. 
Comdr. Samuel S. Stratton, former 
news commentator at WRGB (TV) 
and WSNY Schenectady was named 
reporter for the series. 

BROADCASTING Telecasting 
ir 



 back Output Stage 

.I Blanking Input 
with sync lock) 

For a better picture-now you can 
minimize jitter, roll, tearing, humbars! 

YOUR customer -the viewer -de- 
serves a received picture that's 

sharp, stable, free of the ailments that 
go with a poor incoming signal. The 
new G -E type TV -16 -B, different from 
all other stabilizing amplifiers, will 
do much to eliminate these nuisances. 

Your G -E 

New General Electric circuitry wipes 
out hum. Old sync is taken off, reshaped 
and reinserted in the proper amount to 
assure a standard signal and to diminish 
jitter, roll, and tearing. Examine the 
comparison chart at lower left. It tells 
the complete story. 

broadcast representative ... 

Performance chart -you check the difference! 

CHARACTERISTIC 

Fidelity response 

Out ut level adjustment 

Fee 

Dir 

Loc. 

t Monitoring of 
utput Signals 

Vid 

I- 

"ClipFade" 

White Clipper 

Bril ging input Level 
ontrol 

RE 1r-tR-R 

Uniform to 
.7 me 

Yes 

Yes 

Yes 

Yes, remote 
control 

MANUFACTURER 
. A 

Uniform to 
7.mc 

MANUFACTURER 
R 

Uniform to 
5.5 me 

No 

No 

No 

No 

No 

No 

No 

No 

is loaded with information on the 
new General Electric television station 
equipment line. A phone call to the G -E 
office near you will get quick action; or 
write General Electric Company, Section `all 
2121.10, Electronics Park, Syracuse, N. Y. 
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Strictly Business 
(Continued from page 18) 

tising manager. In 1941 she be- 
came secretary to the president of 
the Ohio Tool Co., also in Cleve- 
land. Here she was editor of a 60- 
page employe publication, Ohio 
Tool Topics, which she developed. 
Her industriousness was rewarded 
and Miss Schlect was moved up to 
become advertising manager. 

Continuing as editor of the em- 
ployes publication, Miss Schlect 
still had enough energy remaining 
to be active in editors groups and 
she became the first woman presi- 
dent of the Northern Ohio Editors 
Assn. and the first woman presi- 
dent of the American Assn. of In- 
dustrial Editors, a national organ- 
ization. 

In this capacity, Miss Schlect 
lectured to editors groups all over 
the country. She also formed the 
Cleveland chapter of the American 
Council on Public Relations and as 
a representative of the council 
toured the U. S. and Mexico, lec- 
turing on "The Woman's Angle in 
Public Relations." 

In 1946, Miss Schlect took a 
leave -of- absence from the Ohio 
Tool Co. to become instructor in 
public relations and advertising at 
Fenn College in Cleveland and to 
conduct a market research project 
for the Cleveland- Sandusky Brew- 
ing Corp. The company had been 
spending very little in advertising 
and was lowest in sales of the five 
local breweries. 

Drastically Increase Budget 
After three months of research, 

Miss Schlect presented an adver- 
tising program with a budget 71/s 
times greater than that previously 
spent. It was accepted on one con- 
dition -that Miss Schlect would 
carry it out for a year. That was 
nearly six years ago, and all ad- 
vertising, public relations and re- 
search are still handled by Miss 
Schlect. 

Miss Schlect continues to do 
radio work for Gold Bond Beer. At 
present she is on the air 12 times 
a day (six appearances on WHK 
Cleveland and six on WGAR Cleve- 
land), with a five -minute disc 
jockey show called Two Hits and 
a Miss. 

In addition to her radio appear- 
ances and her executive position 
with the brewing corporation, Miss 
Schlect is public relations director 
of Hommel Wine, Sandusky, lec- 
tures to women's and men's groups 
at least twice a week, and is now 
in the process of syndicating the 
Dottie Gay shows which include 
Two Hits and a Miss, For Women 
Only and a South American Satur- 
day night show. 

The brewing corporation, in ad- 
dition to Two Hits and a Miss, uses 
a polka show Saturday nights over 
WJMO Cleveland, a sports show 
on WJW Cleveland, a syndicated 
Ziv show, Bright Star, over 
WGAR, outdoor advertising, news- 
paper ads, point of sale promo- 
tions and also television spots over 
WEWS (TV), WXEL (TV) and 
WNBK (TV), all Cleveland. 

Miss Schlect also is member of 

the Women's Advertising Club, the 
Bay Village Women's Club, the 
Bay Players and the Women's City 
Club. 

She lives with her mother and 
sister in Bay Village, Ohio. When 
she has an hour or two of free time 
she likes to play golf, read or use 
her private pilot's license. 

Her philosphy is simply this: 
"There isn't anything, not any- 
thing, one can not do, if the proper 
amount of time, interest and effort 
is devoted to the subject." 

JIM THORPE FUND 
WDUZ Sparks Drive 

A LOCAL promotion snowballed 
at WDUZ Green Bay, Wis. in just 
three days after a brief air men- 
tion. Ben Laird, president of 
WDUZ, and Bob Macaulay, sports- 
writer, established a Jim Thorpe 
Fund which would collect money 
and provide an annuity for the 
former all- American football 
player. 

Wire service publicity in three 
days brought in a check for $5,000 
from Warner Bros. studios in 
Hollywood while Bill Stern, NBC 
newscaster, started a collection on 
his program. Since then, separate 
funds have been organized by Tom 
Morehead, sports director at WFIL 
Philadelphia; KFI Los Angeles; 
Bob Mays, sports director at KLIF 
Dallas, and George Trautman, 
president of the minor leagues. 

More than an additional $4,000 
has been collected thus far, all 
having been forwarded to the fund 
headquarters, Box 148, Green Bay. 
Mr. Laird is president of the fund, 
which has been incorporated; Don 
Arthur is secretary and S. M. Greil- 
ing, local banker, is treasurer. 
Other stations have been invited 
to take part in the collection. 

PIPE organ presented to United 
States Military Academy by NBC was 
to be dedicated Dec. 2 at ceremony in 
chapel with chaplain (Lt. Col.) John 
P. Fellows of Scott Air Force Base 
and George M. Nixon, manager of 
technical division, NBC Engineering 
Dept., as speakers. 

WHBQ LABOR CASE 
Examiner Issues Ruling 

FINDING that WHBQ Memphis 
has engaged in unfair labor prac- 
tices was filed last Thursday by a 
trial examiner of the National 
Labor Relations Board. Station is 
owned and operated by Harding 
College. 

Examiner Lee J. Best charged 
that WHBQ, a commercial outlet, 
and agents and trustees of the 
college, had discriminated with 
regard to the employment of Frank 
T. Edwards, described as having 
paved the way for union activities 
at the station. 

The charge was made by the In- 
ternational Brotherhood of Elec- 
trical Workers (AFL) in Novem- 
ber 1950 and filed in a subsequent 
complaint last August. The corn- 
plaint charges that the college dis- 
charged Mr. Edwards and refused 
to reinstate him because he joined 
the union. Hearings were held in 
September. 

WHBQ is given 20 working days 
to cease the alleged "unfair labor 
practices," reinstate Mr. Edwards 
and otherwise cease to discourage 
membership in the AFL union. 

The college station operates with 
5 kw day, 1 kw -night on 560 kc, 
and is located in the Gayoso Hotel. 
It is affiliated with MBS and de- 
votes approximately 15% of its 
broadcast time to network pro- 
grams, according to NLRB records. 
Present outlet is a successor to 
WHBQ Inc., Memphis, which sur- 
rendered its charter on Dec. 9, 
1946, with operation and manage- 
ment delegated to John H. Cleg- 
horn, general manager, by the 
trustees of Harding College. 

Harding College was organized 
as a corporation under the laws 
of Arkansas, with principal of- 
fices at Searcy, Ark. Domestica- 
tion in Tennessee was effected in 
May 1946 with filing of a charter 
in that state and appointment of r 
a resident agent. 

CONSOLIDATED net income of Amer- 
ican Cable & Radio Corp. and its sub- 
sidiaries during the first nine months 
of 1951 totaled $1,659,506 before fed- 
eral income taxes, compared with 
$567,860 for the same period of 1960, 
the company reported last week. 
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52 thrill.packed half.hour stories of the fabulous rogue made 
famous by Orson Welles in "The Third Man." Send for audition. 

A 

OPEN HOUSE 
WWDC Washington will open its 
studios to public Dec. 14 from 6 
to 9:30 a.m., celebrating birthday 
of its morning personality Art 
Brown. Event will tie in with 
stations promotion drive to raise 
money for local home of aged and 
infirm and needy families in 
area. Admission to the "Art 
Brown Birthday Party" will be a 
donation of any amount to Christ- 
mas Fund. Top station personal- 
ities will be on hand to greet all 
corners. Week preceding party Mr. 
Brown offered canary and cage 
to listeners who sent card and 
best name for bird. 

NEWS COVERAGE 
KTLN Denver, carried broadcast 
of award presented commanding 
officer of Air Force finance cen- 
ter in Denver. Georgia Neese 
Clark, treasurer of U. S., present- 
ed Minute Man Flag in recogni- 
tion of purchase of Defense Bonds 
by over 92% of personnel at 
center. 

* * * 
TOWN CRIER 
WTCN - AM - FM - TV Minneapolis 
reports that future contacts with 
public will be tied in with "Town 
,Crier of the Northwest" theme. 
WTCN said "Town Crier was de- 
cided on because of its natural 
tie -in with the station's program- 
ming philosophy, calling for 
friendly, welcome voices which are 
well -known and strongly believed 
in by the public." 

'TV FOR CHRISTMAS' 
KPRC -TV Huston, Tex., followed 
up sale of 100,000 TV sets in area 
with full page ads in local papers 
picturing television stars and 
listing program advantages. Ads 
were part of series by station pro- 
moting "Buy Television for Christ- 
mas" campaign. Other ads are 
plugging for quick completion of 
'coaxial cable by July, 1952, so 
viewers may sit in on political 
conventions. 

UPSTATE MARATHON 
WIBX Utica, N. Y., Ralph Allin- 
ger recently conducted a day -long 
Red Cross Blood Pledge Mara- 
thon. Starting on the 5 a. m. 
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Farm. and Home Show and continu- 
ing all day until sign -off at mid- 
night, Allinger made his appeal 
on every program. Station's activ- 
ities were tied in with CBS net- 
work drive which also had Arthur 
Godfrey asking for volunteers on 
spots. Telephone lines were in- 
stalled in WIBX studios to receive 
calls from Utica and neighboring 
cities of Little Falls, Herkimer, 
and Rome, N. Y., to be sent to 
CBS headquarters in N.Y.C. for 
their records. Mr. Allinger played 
tape recording of his donation at 
Syracuse Red Cross regional head- 
quarters which included his reac- 
tions, and five -minute interviews 
with Korean veterans, doctors, and 
Red Cross officials. Final figures 
showed grand total of pledges well 
over 2,000 mark. 

* * * 
'PRAYERS FOR PEACE' 

KQV Pittsburgh Station Man- 
ager James F. Murray in- 
itiated four times daily pro- 
gram, "Prayers For Peace," 
in order that "families may 
take a few moments each day 
to unite in a solemn prayer 
for peace." Clergymen of all 
faiths and denominations in 
the Pittsburgh district are 
uniting to compose prayers 
offered for success of the Ko- 
rean armistice talks. Broad- 
casts will continue through- 
out the armistice negotia- 
tions. 

* * * 
SKI TIME 
KLAC -TV Los Angeles, Ski Tipa, 
10 -10:30 p.m. (PST), presents in- 
formation on ski conditions, snow 
reports, instructors giving les- 
sons in sport. Program will offer 
special ski instructions to a "Ski 
Girl" chosen by resort instructors. 
Girl will also receive a complete 
winter sports outfit plus a trip 
to a top resort. Jack Slattery is 
emcee. Joe Landis directs; Hank 
Gilbert produces. 

BEANS THAT JUMP 
FOUR jumping beans are supplied 
by WGPA Bethlehem, Pa., with 
coverage map and appropriate 
descriptive material. The game is 
to warm up the beans and put them 
on the coverage map. "Last bean 
out of the coverage area loses," 
says WGPA, urging players not 
to bet on the beans "because we 
can't fix them. However, we can 
fix you up with some good avail - 
abilities." 

s 

NEW NEWS MEDIA 
KVOE Santa Ana, Calif., has 
added another "medium" to its 
news broadcasts. Daily at 11:30 
a.m. some 500 two -color printed 
dodgers containing news highlights 
and headed Latest Headlines from 

Telecasting 

the KVOE Newsroom are distrib- 
uted to restaurants in time for 
luncheon trade. 

BIG EYE 
WHAM -TV Rochester, N. Y., noon 
newscaster Jack Hooley recently 
gave his audience a look at pic- 
tures taken by a 70 -mm X -ray 
camera. Invented by Drs. George 
H. Ramsey and James S. Watson 
Jr., of U. of Rochester Medical 
Center, camera is believed to be 
largest motion picture camera in 
current use. It is designed for use 
in showing X -ray motion pictures 
of various parts of human body 
in action, and was demonstrated 
for first time last week at annual 
meeting of Radiological Society 
of North America in Chicago. 

`GOOD EGG' CLUB 
WRFD Worthington, Ohio, is col- 
lecting nickels, pennies, dimes, and 
left -overs from the piggy bank 
from all who want to become mem- 
bers of Mary Lou Pfeiffer's "Good 
Egg" Club. Miss Pfeiffer, direc- 
tor of Women's Activities at 
WRFD, recently introduced idea 
for interested listeners who want 
to help bring cheer to the sick 
and happiness to the shut -ins. 
Everybody is invited to join, and 
contributors get bright yellow egg - 
shaped membership card and lapel 
pin bearing station call letters and 
saying, "I'm a Good Egg." Funds 
collected are used to buy wheel 
chairs, crutches, sick room sup- 
plies, books, radios, and other 
items welcomed by the sick and 
shut -ins. 

TV MOUNTAIN 
KNXT (TV) Los Angeles, along 
with other television stations in 
area, got big play in Television 
Special section of Los Angeles Mir- 
ror for Oct. 29. Sixteen -page sec- 
tion headlined KNXT transmitter 
move to Mt. Wilson, and featured 
programming on area's TV sta- 
tions. 

`MILE -HIGH' SERIES 
KOA Denver, Colorado University, 
series designed to give information 
regarding public and state institu- 
tions. Music by the University 
Choir, Concert Band, and promi- 
nent soloists will be featured 
throughout musical and informa- 
tional series, with spotlight on such 
university research projects as 
cancer, polio, nutrition and indus- 
trial health. 

BIG LEAGUER 
KTRE Lufkin, Tex., salesman 
Murphy Martin recently assisted 
in launching "Pete Runnells' Day," 
celebration honoring home town 
Major League ball player. Mr. 
Runnells, Washington Senators' 
infielder, had day proclaimed for 
him by Mayor of Lufkin, and at- 
tended banquet in his honor which 
was broadcast by KTRE. 

`QUEEN CITY' DRESSER 
WSAI Cincinnati upped business 
in last few months with contest be- 
tween account executives. New suit 
was prize for man who sold most 
dollar volume and new hat went 
to winner of most accounts. Best 
dressed man at station now is Jack 
Whitehead, who won both prizes. 

Further ideas or samples of the 
promotion items mentioned on this 
page are available by writing to 
the individual companies. 

1 
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OTTO H. SUTTER, Vicicam Pic- 
tures Corp., appointed vice pres- 
ident in charge of sales Sea- 

board Studios Inc., N. Y. 
DAVID KAPP, vice president in charge 
of. recording Decca Records, appointed 
director of popular artists and reper- 
toire in RCA Victor record depart- 
ment. In his new position, Mr. Kapp 
will be responsible for all popular 
recording activities, including selection 
of inaterial for RCA popular artists, 
and will work with GEORGE R. 
MAREK, director of all RCA Victor 
artists and repertoire activities. Mr. 
Kapp became an artists representative 
in 1931, after operating a music store 
in Chicago. In 1932, he became pro- 
gram director for WJJD Chicago, re- 
maining until he joined Decca two 
years later. At Decca, he first served 
as manager of country music depart- 
ment and was made director of all 
recording activities in 1941. He was 
advanced to a vice presidency in 1946 
and became director of the firm in 
1949. 

ELRICK, LAVIDGE & Co., Chicago, 
has been formed to help appliance and 
equipment concerns find profitable 
markets, products and selling opportu- 
nities through marketing research. 
Offices are located at 176 W. Adams St. 
ROBERT F. ELRICK, management 
consultant, and ROBERT J. LAVIDGE, 
market analylist, direct firm. 
D. E. LARSON, advertising manager 
Hoffman Radio Corp., L. A., named 
publicity chairman for 1952 Electronics 
Show and Convention, Aug. 27 -29 in 
Municipal Auditorium, Long teach, 
Calif. 

ALLIANCE OF TELEVISION FILM 
PRODUCERS, Hollywood, has set up 
offices at 6912 Hollywood Blvd. Tele- 
phone is Gladstone 6711. 
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allied arts 

WALTER THOMPSON to Williams 
Productions, L. A., as film editor for 
10 quarter -hour films in thé Invitation 
Playhouse TV film series now under 
production at Goldwyn Studios. 
PHIL DAVIS, head of Phil Davis Mu- 
sical Enterprises Inc., N. Y., is author 
of the "United Red Feather March," 
theme song of the Community Chests 
and Councils of America. He was the 
guest of honor at a luncheon on Dec. 6 

given by the Public Relations Advi- 
sory Committee of CC of A in recog- 
nition of the part played by his music 
in making the year's Red Feather 
drive bigger. 
JULIAN STREET Jr., correspondent 
who was associated with NBC, named 
special assistant on New York public 
relations staff United States Steel. 
LES GARSIDE, Inland Broadcasting 
Services, Winnipeg, appointed regional 
representative S. W. Caldwell Ltd., To- 
ronto, transcription distributor. 

zttui>ament 

AMPEX ELECTRIC CORP., Redwood 
City, Calif., announces new magnetic 
tape recorder, Model 307, especially 
designed for recording signals tele- 
metered from aircraft and missiles. 
New recorder has frequency range of 
from 100 to 100,000 cycles per second, 
and is designed for three tape speeds; 
15, 80, and 60 inches per second. 
SPRAGUE ELECTRIC Co., North 
Adams, Mass. announces new "shirt - 
stud" capacitor for coupling UHF 
circuits in TV receivers and other elec- 
tronic equipment. Tiny, one -quarter 
inch diameter ceramic capacitor, Type 
502C, is fitted with hollow connections 
to accommodate leads or pins from 
subminiature electron tubes have avail- 
able capacitance value range up to 
22mmf. at 500 volts d -c working. 

PAUL HINES, director of antenna 
group Raytheon Mfg., Co., appointed 
director of engineering Workshop As- 
soc., Div. of The Gaberiel Co., Cleve- 
land. He will maintain offices at plant 
at Natick, Mass. 

Brig. Gen. TOM C. RIVES, assistant 
to manager of commercial and govern- 
ment equipment department General 
Electric, Syracuse, appointed manager 
of newly established General Electric 
Advanced Electronics Center at Cornell 
U., Ithaca, N. Y. 

BROOKS A. KAFKA, supervisor of 
procedures for tube department Gen- 
eral Electric Co., Syracuse, appointed 
supervisor of purchasing for cathode 
ray tube operations. 

A. K. NEFF, sales department Stack - 
pole Carbon Co., St. Marys, Pa., ap- 
pointed sales manager for electronic 
components division. V. E. GERBER 
named assistant to sales manager. 
DON L. ALMQUIST named assistant 
to manager. 

ALLAN G. WILLIAMS, regional sales 
manager Motorola Co., N. Y., appointed 
vice president in charge of operations. 

ALBERT W. McCARTY, personnel 
manager General Foods Corp., ap- 
pointed personnel manager Clarostat 
Mfg. Co., Dover, N. H. 

JOHN A. WORTMAN, law ..depart- 

ment Borden Co., named trade -mark 
attorney RCA. 

ALEX BRODSKY appointed merchan- 
dising manager Allied Radio Corp., 
Chicago. S. H. LEVEY named sales 
manager. J. W. RUBIN named sales 
promotion and advertising manager. 
L. M. DEZETTEL named purchasing 
agent. 

DORMAN D. ISRAEL, executive vice 
president Emerson Radio & Phono- 
graph Corp, Phila., appointed to 
RTMA Industry Advisory Committee. 

GENERAL ELECTRIC Co., Schenec- 
tady, N. Y., announces new 80 -page 
catalog (GEC -1016), summarizing for 
first time under one cover all com- 
pany's testing and measuring equip- 
ment for laboratory and production 
line use. Catalog, to be used primarily 
as reference to apparatus available for 
complex measurements to be made in 
industry, contains over 150 photos, 
and diagrams, and describes uses, fea- 
tures, specifications and prices of more 
than 130 G -E testing and measuring 
devices. 

1 ¢CInÌCdI 
GRANVILLE KLINK Jr., assistant di- 
rector engineering WTOP- AM -FM -TV 
Washington, appointed chief engineer. 

WILLIAM BLAINE, graduate Indiana 
Technical College, and ROBERT 
SLAUGHER, graduate Georgia Tech, 
named to engineering department WSB 
Atlanta. Mr. Blaine has been assigned 
to transmitter staff. 

OSCAR (Bud) LUNDGREN, KENI 
Anchorage, Alaska, to enginering staff 
KFAR Fairbanks. 
LEONARD BUCKWELTER named to 
engineering staff WDNE Elkins, W. 
Va. He will also handle special an- 
nouncing duties. 

CHARLES BOHN, KSD -TV St. Louis, 
named to engineering staff KWK St. 
Louis. 

HAL FLOOD named audio director 
on new NBC -TV Ralph Edwards pro- 
gram. 
JAMES LAWHON, technical director, 
WMAZ Macon, Ga., father of boy, Dan. 

N.Y. DEFENSE e 

Communications Role Told 
AIR -RAID alarm system in New 
York City will take full advantage 
of radio and television, Seymour 
N. Siegel, general manager of 
WNYC and director of civil de- 
fense communication, said Dec. 4, 
with plans calling for interstate 
radio connections, employment of 
ham operators, and defense instruc- 
tion via television. 

Full radio communications are 
planned for each of nine emergency 
divisions established within the 
city and including such units as 
the police, fire, and water depart! 
ments, for whom installations have 
already been completed. Special 
air frequencies have been assigned 
by the FCC for public works divi- 
sion, health and medical services 
and control and report centers, for 
which equipment is pending. 

Radio connections with corre- 
sponding units, located out of the 
state but near enough to supply 
emergency aid, are also being es- 
tablished, for use in case of a com- 
munications break -down. 

Some 1,400 ham operators have 
enlisted in Civil Defense, with about 
300 now sworn in, Mr. Siegel re- 
ported. An amateur operator andr 
his radio will be installed in each 
of the city's 178 hospitals, while 
the majority of the remainder will 
be assigned to emergency medical 
units for mobile operation at the 
scene of any emergency. 

Civil defense broadcasts have 
been carried on both radio and TV 
for New York, telling the public 
what to do and expect in case of 
wartime attacks. All radio and TV 
stations in New York immediately 
volunteered their services and have 
been participating' with the utmost 
cooperation since, Mr. Siegel re- 
ported. Results of their coopera- 
tion, after last month's city -wide 
air raid drill [BT, Dec. 31, were, 
most satisfactory, he added. 

RCA announced that it has increased 
its cash payments for employe sug- 
gestions to a top of $7,600. The pre- 
vious maximum was $500. RCA ex- 
plained the 1,500% increase is de- 
signed to stimulate ideas which will 
conserve scarce metals and save time. 

VESTINGHOUSE RADIO STATIONS Inc 
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RCA- 5671's -the high - power triodes with thoriated-tungsten filaments. 

For unusual economy and long life . . . use 
RCA thoriated - tungsten filament tubes 

he remarkable performance of RCA- 5671's at WGAR 
illustrates the reliability of RCA thoriated -tungsten fila- 

ment construction in power tubes for broadcast and industrial 
services. 

In addition to providing long life and dependability, the 
RCA thoriated -tungsten filament in the 5671 consumes 
60 per cent less power than a conventional pure -tungsten 
filament ... making possible savings of $ 1300 or more a 
year in filament power alone in a typical 50 -kw AM trans- 
mitter! 

The RCA -5671 now employs an improved, lighter- weight 
radiator that reduces the weight of the tube by about 100 

*AS OF OCT. 31, 1951 

pounds. The new radiator fits the same air jacket as used 
for the former radiator. 

RCA -developed thoriated -tungsten filaments are also used 
in types 5762, 5770, 5771, 5786, and 5831 for broadcast 
and industrial services, resulting in dependable performance 
and substantial savings in filament power. 

To get all the performance and life you pay for ... buy 
RCA tubes. They're available from your local RCA Tube 
Distributor or direct from RCA. For technical information 
on any of these types, write RCA, Commercial Engineering, 
Section 37LP, Harrison, New Jersey. 

THE FOUNTAINHEAD OF MODERN TUBE DEVELOPMENT IS RCA 

RADIO CORPORATION of AMERICA 
ELECTRON TUBES HARRISON, N.J. 
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T E RADIO SERVICE OF THE 

G EE N. BAY PRESS - GAZETTE 

Our programs are "Made in Green Ba >" 
and merit and have the ears of the whole 
Green Bay market ... one of America's 
best teat markets. 

ASK McCILLVRA Chicago or New York 

Miss Jean Lawlor 
Benton and Bowles 
New York City 

DIar Jeanie: DI 
girl, rr 'rt Marjorie Ramsey, who won 

thl big WCHS defense bond sellin' con- 
test of back 
from Europe 
terdayl Yessir- 
Jeanie, Mar- jorie sold 
darned near 
dollars worth 
UV bonds durin' ti,' 
drive an' won 
herself a trip 
ter Europe. 
She lookt over 
th' defenses in 
frier ly sown - 
tries, an' now 
she's agonise 
tell folks all 
'bout how their 
defense bond 
dollarsis spent! 
Th' contest 
mus a big suc- 
cess! Darin' 
th' drive period, 

West Virginny 
sold nearly two 
milyun dollars 
worth uv bonds 
OVER th' 
quota, an' th' 
school pupils 
alone got or- 
ders fer half -a- 
rnilyun! lest 
goes ter show. 
Jeanie, whut'll 
happen in West 

Virginny when WCHS gits behind 
simpthile 

Yrs. 
Algy 

W C H S 

Charleston, W. Va. 
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TAB MEET 
Programming, Sales 
Techniques Stressed 

STRENGTHENING of the radio program and sales structures were 
advocated by John Esau, KTUL Tulsa, in an address to the Tennessee 
Assn. of Broadcasters at TAB's Dec. 3 meeting in Nashville. 

He offered a series of steps for stations during the period of adjust- 
ment and scoffed at the defeatist * 
attitude shown by some operators. 

The association elected Parry 
Sheftall, WJZM Clarksville, as 
president, succeeding Frank Proc- 
tor, WTJS Jackson. Other officers 
are Henry W. Slavick, WMC Mem- 
phis, vice president, and Mrs. Ruth 
Clinard, WMAK Nashville, secre- 
tary- treasurer. Board members re- 
elected included A. D. Smith Jr., 
WCDT Winchester; F. C. Sowell 
WLAC Nashville, and Earl Wing- 
er, WDOD Chattanooga. A four -point panel covered sev- 

In a series of resolutions, TAB eral key problems of broadcast 
endorsed the McFarland Bill to operation. Taking part were Bob 
amend the Communications Act; Rounsaville, WQRI Atlanta, re- 
commended BMI on its 25% cut sistance to rate- cutting pressures; 
in fees for November; opposed the Robert McKay Jr., WKRM Co- 
Benton legislation in Congress; lumbia, Tenn., use of Broadcast 
commended Southern Bell Tele-. Advertising Bureau co -op cards; 
phone for recognizing the merit of F. C. Sowell, WLAC Nashville, bet - 
radio as an advertising medium; ter relations with local and state 
voiced appreciation of talks by governments; Mr. Sheftall, effect 
speakers and for banquet enter- of new network policies on sta- 
tainment provided by WSM Nash- tions of all sizes. 
ville. 

Mr. Esau, a former NARTB di- 
rector, said the No. 1 problem for 
stations is to improve program- 
ming, criticizing operators who 
rely mostly on recordings and 
news pulled right off the wires. He 
contended stations should take 
every possible step to find new 
talent and fresh program formats, 
urging a revival of special com- 
munity events. Radio is the only 
medium that can make last -min- 
ute copy changes, he said, point- 
ing to this advantage in com- 
petitive selling. He advocated 
editorializing on the local chic 
improvements level and called for 
use of open forum programs. 

Tulsa Plan Cited 

with emphasis on legislative proj- 
ects. He described the long, losing 
fight to have stations exempted 
from use tax on the rental of tran- 
scription libraries and syndicated 
transcribed programs. The state 
law went into effect in 1947. Mr. 
Proctor urged TAB to continue 
the fight, citing the successful ef- 
fort of threatre operators to have 
film rentals exempted through pas- 
sage of a law. 

The Tulsa Associated Broad- 
casters plan, with six AM stations 
cooperating for mutual promotion, 
is a highly effective device, he said. 
Finally, he said the industry has 
been "terribly negligent" in failure 
to raise rates with increased im- 
pact of the medium, adding that it 
still isn't too late. 

Maurice B. Mitchell, vice presi- 
dent and general manager of As- 
sociated Program Service, offered 
tips to salesmen. He suggested as 
a sale -closing device that reluc- 
tant sponsors be urged to sign 
with the understanding they can 
cancel in two weeks. He proposed 
"stiff, aggressive selling" and ad- 
vised managers to make calls with 
salesmen. He also called for better 
staffing. 

His final tip, "If you need a good 
salesman, look down at your feet." 

Rep. Albert Gore (D- Tenn.) 
called Voice of America "vital to 
democracy" and called for greater 
emphasis on the project. He listed 
examples of the "great work" the 
Voice is doing. 

In his report as retiring presi- 
dent, Mr. Proctor listed activities 
of the association during the year 

The winner of the state Voice 
of Democracy contest, Betty Wea- 
ver of Chattanooga, was present- 
ed at the dinner. 

LBS BASKETBALL 
Schedules 112 Hoop Games 

BROADCAST of 112 leading col- 
lege basketball games, beginning 
Dec. 1 and concluding March 10, 
1952, was announced by Gordon B. 
McLendon, president of Liberty 
Broadcasting System. LBS is air- 
ing The Basketball Game of the 
Night oh its 435 station hookup, 
Mr. McLendon said. 

Lindsey Nelson, LBS' football 
sportscaster; Jerry Doggett, known 
in the Southwest for sports an- 
nouncing; Bob Murphy, Woody 
Woodhouse, Bob Leach, Vince Bag - 
li, Jack Quinn, Allen Stout, Jim 
McIntyre, Frank Sima, Frank Cro- 
siar, are among those announcers 
chosen by Mr. McLendon to air the 
Liberty schedule. 

PROMINENT in the presentation of 
San Francisco Symp::ony Orchestra 
recordings to the Library of Congre 
were (I to r) Hal Mang, RCA vice 
president and western manager of 
RCA Victor Div., who holds sample 
recordings; Pierre Monteux, orches- 
tra's conductor who is retiring this 
year, and Lloyd Yoder, manager, 

KNBC San Francisco. 

RADIO -TV BILLING 
Agency Cites Increase 

ANDERSON & CAIRNS, New 
York agency, has more than dou- 
bled its billing in radio and tele- 
vision in 1951, John A. Cairns, 
president, announced last week. 
He said an increase of more than 
100% over 1950 was acquired. r 

"This growth reflects the in- 
creasing importance of television 
as an advertising medium," Mr. 
Cairns said. "At the same time, 
it is interesting to note that our 
radio billing also increased. Per- 
haps that shows that our clients 
are not yet ready to consign radio 
to the graveyard. Of all our de- 
partments, radio and television 
showed the greatest rate of growth 
in the past year. 

The agency handles the At Home 
Show sponsored by Masland car- 
pets on ABC Radio. In addition 
it buys radio and TV time for 
Rootes Motors, General Shoe Corp. 
(Friendly shoes), Columbia Tobac- 
co Co. (du Maurier cigarettes)'- 
and National Home Furnishings. 

U. S. OVERSEAS installations will 
hear Miracle at Christmas, half -hour 
transcription for the holiday season, 
which stars Thomas Mitchell, through 
facilities of the Armed Forces Radio 
Service. World Broadcasting System, 
donated program, on request. 

carries the weight 
in the Oregon Market 

DAY or NIGHT 
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WVAM EQUIPMENT 
Buys WJSW Facilities CLEVELAND RADIO POLL 

WVAM Altoona, which suffered a CBS, WGAR Capture 22 of 36 Leading Places 
disastrous fire last month [BT, 
Nov 19] b the ent 19 buying a equi 
of WJSW in that city for $55,000, 
it was announced last week. WJSW 
is surrendering its license for 1290 
kc with 1 kw day, 500 w night. 

Equipment purchase is to be paid 
for by debentures, which may be 
turned in for stock in WVAM. 
However, even if entire $65,000 
worth of notes is turned in, control 
of WVAM will remain in same 
hands -George D. Gartland, major 
stockholder, and Emanuel S. Leo- 
pold, president. 

Fire destroyed all WVAM equip- 
ment and virtually entire studio 
night of Nov. 13, but the 1 -kw 
CBS -station on 1430 kc was back 
on the air the next night with 
temporary equipment set up in un- 
damaged portion of studio. All lo- 
cal stations cooperated in getting 
gutted station back on the air. 
Loss was put at $87,000. 

WJSW began operation in 1947. 
The MBS affiliate is headed by 
Herbert Wolf, president. 

WCPO RATE CHANGE 
Day, Night on Equal Basis 

WCPO Cincinnati has issued a new 
rate card that sets identical rates 
for day or night radio announce- 
ments and programs, local and na- 

C. 
ters, vice president and general 
manager. 

Mr. Watters said the action, re- 
troactive to Dec. 1, was taken as 
a result of a Hooper radio report 
on Cincinnati which showed the 
city's nighttime radio sets in use 
less than daytime sets in use. 
Therefore, he said, the station "no 
longer sees any justification" in 
'charging higher rates for night- 
time radio. WCPO- AM -FM -TV is 
licensed to Scripps - Howard Radio 
Inc. and is affiliated with MES. 

WTVJ (TV) Miami, presented resolu- 
tion thanking station for coverage 
which station extended to National Ex- 
change Club convention in Miami 
Beach. 

CBS Radio and WGAR Cleveland 
stars won 22 out of 36 top places 
in the 1951 Cleveland Plain Dealer 
annual radio poll. Listener ballot- 
ing was the heaviest in the 22 -year 
history of the poll, more than dou- 
ble that of last year. 

Most notable upset was scored 
by a religious program, The Rosary 
Hour, still a relative newcomer to 
Cleveland radio. This program, 
aired five times weekly from 7:45 -8 
p.m. over WERE, was voted 
"Favorite Program" and "Favorite 
Cleveland Program." 

Another upset gave Bill Gordon 
of WHK a victory in the "Favorite 
Disc Jockey" classification. Mr. 
Gordon placed fifth last year 

Arthur Godfrey remained the 
leading individual entertainer, 
capturing two first places in the 
"Favorite Entertainer" and "Best 
Variety Show" categories. Last 
year Mr. Godfrey also placed first 
in the classification won this year 
by The Rosary Hour. 

Other winners included Lowell 
Thomas for the best network 
(CBS) news program; Suspense 
(CBS) for the best mystery show; 
Lux Theatre (CBS), best dramatic 
show, and WGAR's Fairytale 
Theatre, best children's show. 

WTAM also took two spots with 
the Voice of Firestone (NBC) as 
the best musical program and Wil- 
liam Tompkins with the best local 
news program. 

Dudley Repeat Winner 
Jim Dudley repeated his 1950 

triumph by winning most votes 
for the best sportscaster. 

Arthur Godfrey won second 
place in the "Favorite Program" 
category, followed by Halls of Ivy, 
Family Theatre and Dragnet. 

Runners -up to Mr. Godfrey as 
the "Favorite Entertainer" were 
Jack Benny, Bob Hope, Mr. Gordon 
and Bing Crosby. 

Following Mr. Thomas in the 
best network news programs were 
Edward R. Murrow, Fulton Lewis 
jr., Walter Winchell and Gabriel 
Heatter. 

Following Mr. Gordon in the 
"Best Local News Show" place- 

"To make a friend, you must be one." 
Twenty years of service to farmers in 

Kansas and adjoining states have 
made us their friend. 
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ment were Charles Day. WGAR; 
Jim Martin, WGAR; Edward Wal- 
lace, WTAM, and Wayne Johnson, 
WERE. 

Next in line in the "Best Variety 
Show" classification were The Big 
Show, the Jack Benny Show, Stop 
the Music and the Bing Crosby 
Show. 

Suspense was followed by Drag- 
net, Mr. District Attorney, The 
Shadow and the FBI in Peace and 
War as the "Best Mystery Shows." 

"Best Musical Show" runners- 
up were the Railroad Hour, Ten 
O'Clock Tunes (WHK and WGAR 
record program), the Telephone 
Hour and Rudolph Ringwall's pro - 
gram of recorded music over 
WGAR. 

Lux Theatre, a perennial best 
drama winner, was followed by 
Theatre Guild on the Air, the Hour 
of St. Francis, Halls of Ivy and 
One Man's Family. 

"Favorite Cleveland Program" 
tabulation gave places also to the 
Ohio Story, WTAM series; Mr. 
Gordon, Ten O'Clock Tunes and 
Fairytale Theatre. 

Also placing in the "Best Disc 
Jockey" category were Bill Randle, 
WERE; Bill Meyer, WGAR; Joe 
Mulvehill, WTAM, and Hal Mor- 
gan, WGAR. 

Mr. Dudley won his top rating 
for his work with the Cleveland 
Indians baseball team. Other win- 
ners in the sports niche were Bob 
Neal, WERE; Tom Manning, 
WTAM; Jack Graney, WERE, and 
Bill Stern, NBC. 

In the "Best Children's Show" 
category, runners -up were Toddler 
Time, WERE; Let's Pretend, CBS- 
WGAR ; Kousin Kay, WDOK, and 
the Lone Ranger, ABC -WJW. 

LABOR- MANAGEMENT 
ABC Carries '51 Reviews 

ROUNDUP of labor and manage- 
ment in 1951 was to be featured 
in the program, Year End Reviews, 
scheduled for last Saturday on 
ABC Radio. The consecutive 15- 
minute programs were sponsored 
individually by the American Fed- 
eration of Labor and the National 
Assn. of Mfrs. 

The 6:45 -7 p.m. segment was to 
originate from WMAL, ABC's af- 
filiate in Washington, with a dis- 
cussion of 1951 in retrospect and 
labor prospects for the future. 
Second segment, 7 -7:15 p.m. was to 
feature NAM presentation of in- 
terviews and excerpts from the 
56th annual conference of Ameri- 
can Industries, reviewing manage- 
ment during the past year. 

THE New Jersey Super -Highway is 
installing RCA Microwave system to 
facilitate traffic control, accident han- 
dling, and road maintenance. The 
microwave relay equipment is RCA's 
latest Type CW -5B 960- megacycle 
equipment. 

GoodM orning ... you bet! 

//j 

HOOPER IN CHATTANOOGA 
March, April, May 1951 

Mon. thru Fri. Sta. Sta. WDEF Sta. Sta. 
B C D E 

7:30 to 
B:00 a.m. 3.2 2.0 11.0 2.1 1.0 
8:00 to 8:15 2.8 2.8 13.0 3.1 2.8 
8:15 to 8:30 2.1 1.4 11.0 3.3 3.0 

SHARE OF RADIO AUDIENCE 
I C WDEF D E 

8:00 a.m. - 
12:00 noon 9.3 12.2 33.5 "b 21.1 22.3 

1370 KC 5000 WATTS 

Carter M. Parham, President 
Represented by BRANHAM 

IN MONTREAL 
it's 

CF 
Ask the man who knows best -the 
local advertiser on CFCF. 

Best proof that he gets prompt action 
at the cash register is the fact that 

Over a 3 -year period 
local advertising on CFCF 
has increased 260 %. 
National advertisers, too, can bank on 
CFCF. For Canada's FIRST station has 
the coverage, the listenersbip, to do 
real selling job in the rich Montreal 
market area. 

U.S. Representative -Weed & Co. 
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PRICE RULES 
Set Makers' Filings 

Waived for Now 
MANUFACTURERS of radio -TV receivers and certain related products 
have been relieved of the necessity of filing under new price regulations 
pending issuance pf tailored instructions early next year. 

This was assured by the Office of Price Stabilization in a directive 
covering radio, automobile and 
portable and television sets, phono- 
graph records, phonographs and 
phonograph combinations and elec- 
tronic tubes for receivers and sound 
recording or reproducing devices. 

The action exempts producers 
from filing under General Price 
Regulation 22, effective Dec. 19, 
and again under tailored regula- 
tions to be promulgated for the 
electronics industry within the 
next two months [BT, Nov. 19]. 

In effect, this means that set 
makers and other producers may 
continue to use ceiling prices set 
forth under GPR 22 as of Jan. 26, 
1951, when the price freeze went 
into effect. 

Taken literally, the ruling is 
academic since set manufacturers 
have been selling goods below au- 
thorized ceilings because of stiff 
competition and, until recently, 
abundant inventories. 

OPS' announcement retains for Record and phonograph -player 
the manufacturer the option of producers will be bracketed with 
using general price regulations or radio -TV set makers under spe- 
GPR 22, which carries with it a cially tailored directives. They also 
further provision for obtaining ad- are exempt from dual filing re- 
justed ceilings on the basis of the quirements under the recent an- 
Capehart advertising - allowance nouncement. 
formula. Set makers generally 
have shied away from taking ad- 
vantage of the Capehart method 
at this time. 

Timesaving Method 
In another action, OPS offered 

manufacturers an optional, time- 
saving method for computing over- 
head costs. An amended order now 
permits them to calculate directly 
the overhead adjustment percent- 
age for their entire business. Here- 
tofore, they were required to figure 
individual dollars- and -cents ad- 
justments for each commodity. 

Again, the new order applies to 
manufacturers in general and not 
to set- makers unless they may have 
filed for relief under the plan de- 
vised by Sen. Homer Capehart 
(R- Ind.). 

Inherent in the regulation is the 
alternative method for adjusting 
new ceiling prices under GPR 
22 rather than pre- Korean or base 
period levels [BST, Nov. 26]. 

Looking toward the issuance of 
custom -made regulations, OPS has 
set in motion a sample survey of 
prices and other factors through a 
radio -TV set industry advisory 
committee. 

OPS is said to be beset with a 
number of problems in formulat- 
ing policy for the related indus- 
tries. Question of warranties has 
been raised, along with warehouse 
inventories, it was learned. 

The warranties factor is a ma- 
jor roadblock since the industry 
has no set standard as yet among 
its manufacturers. Policy as it 
govern's retailers' practices also 
has arisen. 

One OPS authority claimed that 

manufacturers desire a mandatory 
ceiling price on warranties as a 
means of solving a perplexing prob- 
lem. But the Radio-Television 
Mfrs. Assn. has pointed out the 
difficulty of defending such a stand 
with its undertones of trade re- 
straint. 

Whether OPS would proceed to 
set such ceilings was held moot in 
both manufacturing trade and 
price stabilization quarters. 

General manufacturers (other 
than radio -TV set makers) of multi- 
product lines may take advantage 
of the Capehart formula (for al- 
lowing advertising, research, sell- 
ing and administration costs) by 
filing Public Form 8 (for GPR 22) 
and Form 100 (for the Capehart 
plan) by the Dec. 19 deadline. Price 
boosts are self- executed [BT, 
Nov. 26, 12]. 

Meanwhile, OPS signified its in- 
tent to launch a "vigorous" na- 
tional enforcement probe of the 
service trades to determine the 
degree of compliance with other 
regulations. Radio -TV service and 
repair shops are among the trades 
earmarked for the survey. 

Sen. Johnson 'Drafted' 
SEN. ED C. JOHNSON (D -Col.) 
has been drafted for a sixth -term 
presidency of the Western Base- 
ball League. The chairman of the 
Senate Interstate & Foreign Com- 
merce Committee had announced 
he was not a . candidate for the 
post because of his workload in 
Washington [BT, Nov. 26]. But 
the Senator was elected despite his 
unwillingness. 

RAYMOND COLLINS 
WFAA Official Dies Dec. 3 

RAYMOND COLLINS, 44, assist- 
ant general manager of WFAA- 
AM-TV Dallas in charge of tech- 
nical operations, died Dec. 3. He 

had been ill since 
suffering a cere- 
bral hemorrhage 
last July. 

A member of 
the Institute of 
Radio Engineers, 
Mr. Collins had 
been with WFAA 
since 1928. 

At WFAA hcí 
helped install a 
50 -kw transmit- 

ter at Grapevine, Tex., and directed 
installation of FM and facsimile 
(both since discontinued) opera- 
tions for the station. 

During World War II he took 
leave -of- absence to engage in radar 
development and research at the 
Radio Research Lab at Harvard 
U. Later Mr. Collins was one of 
16 engineers chosen to perfect 
countermeasure radar equipment 
for the French invasion at the re- 
quest of General Eisenhower. 

Surviving is his wife, the former 
Velma Boyce, one -time secretary at' 
WFAA and now in the Dallas Unit- 
ed Press bureau. 

Mr. Collins 

WASH. SALES CLINIC 
Set Jan. 18 at Tacoma 

WASHINGTON State Assn. of 
Broadcasters has scheduled a sec- 
ond statewide radio sales clinic, 
to be held in Tacoma Jan. 18, ac- 
cording to an announcement last 
week by Carl Downing, WSAB ex- 
ecutive secretary. 

The first sales clinic, held in 
Seattle early in November, at- 
tracted 53 sales executives from 
25 stations. A third gathering isr 
planned for eastern Washington 
following the Tacoma meeting. 

EIGHT U. of Pennsylvania basketball 
games are on ABC's telecasting sched- 
ule this season. The Maryland, 
Swarthmore, Columbia and Cornell 
games are definite; others will depend 
on the Red and Blue's win -loss record. 

WM /1....... 
means 

MU WA OREE 
REPRESENTED BY FORJOE 
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REPRESENTATIVES of stations attending first meeting of Good Music Broad - 
asters included (I to r, around table): Calvin Smith, KFAC Los Angeles; 

Elliott M. Sanger, WQXR New York; Paul Alger, WSNJ Bridgeton, N. J.; 
Raymond S. Green, WFLN Philadelphia; Robert Rogers, WGMS Washington; 
Thomas Massey, KIXL Dallas; John R. Thornton, WXHR Cambridge, Mass.; 
Norman S. McGee, WQXR; and Sol Chain, WBIB New Haven. Other stations 
affiliated with the group include WWIN Baltimore, WEAW Chicago, 

WEW St. Louis and KSMO San Fransico. 

WCOP REPORT 
Radio Listening Gains 

RADIO still is tops in Boston, re- 
ports Craig Lawrence, WCOP Bos- 
ton general manager, in releasing 
a study and analysis of the Sep- 
tember- October Pulse Reports of 
1947 compared with 1951. Former 
'ear was taken because TV had 
not yet arrived in the Hub area. 

Study, Mr. Lawrence reports, 
shows 44.6% more radio sets in use 
6 a.m. to noon, Mon.-Fri.; 20.6% 
more radio sets in use from noon 
to 6 p.m., Mon. -Fri.; 12.5% more 
sets in use 6 p.m.- midnight, Mon: 
Fri. For the entire week, from 
sign -on to sign -off, percentage of 
more sets in use was 15.1, he said. 

While some evening hours have 
less people listening to radio now 
than before television, three of the 
six evening hours have a larger 
radio percentage and there are now 
a greater number of radio homes, 
Mr. Lawrence reports. From Mon. - 
Fri. 6 -7 p.m. there were 33.2% 
more radio sets in use; 10 -11 p.m., 
26.7% more sets in use, 11 p.m: 
midnight, 125% more sets in use. 
In addition, he said, a Pulse survey 
points up in a July 1951 study that 
out-of -home listening, a postwar 
development, adds 15.6% to the 
average quarter hour audience to- 
day. 

SEEDS FOR FREEDOM 
Radio Aid Helps Drive 

COMMITTEE for a Free Asia Inc. 
says U. S. radio is doing its part 
to plant a little goodwill and 
democracy in foreign soil. In par- 
ticular, it cites active participa- 
tion in local Seeds for Democracy 
drives, by such stations as WMLS 
Sylacauga, Ala.- population 1,909. 

WMLS conducted a local 'cam- 
paign that resulted in more than 
100 individual packages of vege- 
table seeds received by the station. 
The seeds are sent to the Philip- 
pines t'o meet a critical food pro- 
duction shortage. They are dis- 
tributed without charge and planted 
by individuals and families in the 
islands. 

Other stations mentioned by the 
committee, which is financed by the 
Crusade for Freedom and dedicated 
to the combat of communism in the 
Far East, are WRFD Worthington 
Ohio; WKNE Keene, N. H.; WTOP 
Washington; WHDH Boston; KXL 
Portland, Ore., and KFVD Los 
Angeles. The committee also spon- 
sors Radio Free Asia, which has 
been broadcasting daily since Sept. 
4. Through radio and other media, 
more than 100,000 packages of 
seeds have been contributed by 
Americans and sent to Manila. 

THE GEORGIA PURCHASE 
only 

a 
combination 

of 
stations 

can 
cover 

georgia's 
major 

markets 

WAGA 
ATLANTA 

5000, 590k 
CBS 

GOOD MUSIC MEET 
Group Sets Joint -Sales Plan 

REPRESENTATIVES of station 
members of Good Music Broad- 
casters [BT, Nov. 12 ] held their 
first meeting Nov. 30 in New York 
and, as a result of rate discussions, 
can now operate the joint -sales 
organization on a national basis, 
spokesmen reported last week. 

Meeting, called to discuss pro- 
gramming and selling methods, 
resulted in establishment of na- 
tional as well as local rates by 
each participating station, which 
reflect approximately the same 
cost per thousand homes in each 
market. Although no actual rates 
were revealed, Good Music Broad- 
casters will sell time on an indivi- 
dual station or a group of stations 
for a regular discount, and pur- 
chase of time on all Good Music 
stations will bring an additional 
10% reduction. 

Programming will be handled in- 
dividually by each station, how- 
ever, and will follow the pattern 
of WQXR New York, with accent 
on classical music. Good Music sta- 
tions will not operate on any net- 
work tie -up, it was pointed out, as 
far as programming is concerned; 
the organization was established 
for joint sales of time only. 

Zenith, GE Sponsorship 
Zenith Radio and General Elec- 

tric, named as Good Music spon- 
sors when the organization was 

announced, bought time on a 
regional, not national basis, ac- 
cording to Elliott M. Sanger, 
WQXR executive vice president, 
who instituted the Good Music 
organization with Raymond S. 
Green, vice president of WFLN 
Philadelphia. 

Representatives attending the 
all -day session Friday included 
Calvin Smith, KFAC Los Angeles; 
Sol Chain, WBIB New Haven, 
Conn.; Robert Rogers, WGMS 
Washington, D. C.; John R. Thorn- 
ton, WXHR Cambridge, Mass.; 
Paul Alger, WSNJ Bridgeton, 
N. J.; Norman S. McGee, WQXR; 
Thomas Massey, KIXL Dallas; 
Mr. Sanger, and Mr. Green. Other 
stations affiliated with Good Music 
Broadcasters are WWIN Balti- 
more, WEAW Chicago, WEW St. 
Louis, and KSMO San Francisco. 

Headquarters of the group are 
in WQXR offices, where sales and 
market research are under super- 
vision of Mr. McGee, vice presi- 
dent in charge of WQXR sales. 

WMAZ WLAU to Join ABC 
WLAU Laurel, Miss., will become 
affiliated with ABC effective Jan. 1, 
bringing the number of the radio 
network's affiliates to 299, ABC an- 
nounced last week. The station 
will also continue its Mutual. affilia- 
tion "well into next year," at least, 
MBS spokesmen said. Operating 
on 1490 kc with 250 w, it is owned 
by the Southland Broadcasting Co. 
Mrs. Norma H. Leggett is general 
manager. 

MACON 
10,000w 940k< 

cas 

THE GEORGIA TRIOWTOC 
represented 

individually and THE KATZ AGENCY, INC. 
as a group by 

SAVANNAH 
5000w 1290k< 

CBS 
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WMRY 
SELLS, 

NEW ORLEANS 

GREAT 

NEGRO 

MARKET 

WMRY programs to more than '/ 
million Colored people throughout 
Southern Louisiane, Mississippi, 
Alabama and Northwest Florida. 

THE ONE DIRECT APPROACH TO NEW 
ORLEANS' LARGEST MAJOR MARKET 

600KC- "THE SEPIA STATION' 

WMRY 
NEW ORLEANS, LA. 
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RESEARCH NEEDS 
To Be Discussed by Zeisel 

NEW TYPES of research, which 
should be undertaken by major 
media to put an end to confusion 
about comparative media values, 
will be discussed by Hans Zeisel, 
research director for the Tea Bu- 
reau, at a radio -TV group meet- 
ing of the New York Chapter of 
American Marketing Assn. on 
Thursday, chapter spokesmen an- 
nounced last week. 

The announcement said Dr. 
Zeisel also will "described a new 
formula he has developed to assist 
advertisers in estimating televi- 
sion's effect on radio," as well as 
discuss "particularly the failure of 
magazines to provide advertisers 
with any information about TV's 
effect on that medium." 

Described as an outspoken critic 
'of superficial or misleading re- 
search in advertising, Dr. Zeisel is 
former director of developmental 
research for McCann -Erickson. He 
will speak at a luncheon meeting 
of the AMA radio and television 
group at the Hotel Shelton. 

RCA Tube Book 
RCA TUBE Department has an- 
not need publication of the 1952 
edition of its yearly reference 
book on RCA tubes, electronic 
combonents, test equipment, bat- 
teries, and miniature lamas. The 
RCA -Pocket Reference Book is 
available from all RCA distrib- 
utors. 

to 
-FIRST CHOIC 
OF ENGINEERS! 

Only Magnecorder offers all the flex- 
ibility, high fidelity and features you 
require -at a price you want to pay! 

FITS EVERY PURPOSE -EVERY PURSE! 

PORTABLE - LIGHTWEIGHT 
l Recorder in one case - 

Amplifier in the other. Easy ` handling - compact! 

QUICKLY RACK MOUNTED 
Units can be combined for 
studio operation of portable 
equipment. 

for new oelalog - 
INC. 

360 N. Michigan Ave., Chirono I, Ill. 
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fCC actions 
NOVEMBER 30 THROUGH DECEMBER 6 

CP- construction permit ant.- antenna cond.-conditional 
DA- directional antenna D -day LS -local sunset 
ERP- effective radiated power N -night mod.- modification 
STIL- studio -transmitter link aur. -aural trans.- transmitter 
synch. amp.- synchronous amplifier vis.- visual unl: unlimited hours 

STA- special temporary authorization CG- conditional grant 

Grants authorizing new stations, changes in facilities, and transfers 
appear at the end of this department, accompanied by a roundup of new 
station and transfer applications. 

November 30 Decisions . . . 

BY COMMISSION EN BANC 
Granted CP for CP 

KNXT Hollywood, Calif.- Granted 
application. for CP to replace expired 
CP authorizing change in power, in- 
stallation of non -directional ant., etc. 

To Remain Silent 
KVOB Alexandria, La.- Granted ex- 

tension of authority to remain silent 
four months from Dec. 4 pending filing 
and action on application for license 
assignment. 

Extension of Authorization 
KFAR Fairbanks, Alaska -Granted 

further extension of special service 
authorization on temporary basis for 
60 days ending Jan. 31 to operate on 
660 kc with 10 kw, fulltime, pending 
further study of ruling of U. S. Circuit 
Court of Appeals for District of Colum- 
bia Circuit in case of American Broad- 
casting Co. vs. FCC, decided July 19. 

WNYC New York, N. Y.- Granted 
further extension of special service 
authorization on temporary basis for 
60 days ending Jan. 31 to operate on 
830 kc with 1 kw, limited time pend- 
ing 

Court i Circuit iAppeals case 
District 

i- Ameri- 
can Broadcasting Co. vs. FCC, decided 
July 19. 

Denied Request 
By opinion and order denied request 

for oral argument filed by Southern 

TUBE MAKING 
GE Sees 20 Million by '53 

PLANS to build "reliability of 
electronic equipment" used by the 
armed forces were outlined to mili- 
tary electronics experts in Wash- 
ington last Wednesday by the Gen- 
eral Electric Co. GE's program 
was described as "multi- million 
dollars." 

Brunt of the program will fall 
on improving the quality of the re- 
ceiving tube. According to E. F. 
Peterson, manager of sales for 
GE's tube department, his company 
can produce 20 million "high -reli- 
ability" tubes per year destined for 
military use by the end of 1953. 

Mr. Peterson and other GE tube 
experts huddled at the Pentagon 
in a meeting arranged by M. Barry 
Carlton of the Research Develop- 
ment Board. Among those attend- 
ing were representatives of the 
services' chiefs of staff, the joint 
chiefs of staff, the Defense Dept., 
government and industry person 
nel. 

RCA has added a new television set 
to its line of TV Super Sets. It is an 
open -faced console with a rectangular 
17 -inch picture tube. The Caldwell 
(Model 17 -T -182) will list at $349.50 
and in limed oak $359.50. 

Illinois U., Carbondale, Ill., in current 
television proceedings: 

FM Plan Amended 
Commission amended revised tenta- 

tive allocation plan for Class B FM 
Stations to delete channel 225 from 
Harrisburg and Tuscola Ill., and as- 
sign it to Olney, Dl.. also transferred 
channel 234 from Indianapolis, Ind., 
to Tuscola, Ill., and channel 238 from 
St. Louis, Mo., to Harrisburg, Ill., to 
become effective Jan. 7. 

Granted Changes 
Following FM stations granted 

changes in facilities: 
KITE -FM San Antonio, Tex. -Change 

ERP from 9.2 kw to 8.2 kw; cond. 
WDLP -FM Panama City, Fla. - 

Change ERP from 8.2 kw to 4.8 kw, ant. 
from 290 ft. to 300 ft:; cond. 

WJZ -FM New York, N. Y.- Change 
ERP from 6.5 kw to 1.5 kw, ant. from 
700 ft.. to 1,270 ft.; cond. 

WQAM -FM Miami, Fla.- Change ERP 
from 60 kw to 8.2 kw, ant. from 350 
ft. to 360 ft. 

WFOW Madison, Wis. -Change ERP 
from .93 kw to '7.5 kw, ant. from 100 
ft. to 80 ft.; cond. 

WIFU Bloomington, Ind.-' Change 
from non -commercial educational sta- 
tion on 90.9 me (Ch. 215) to Class B 
station on 103.7 me (Ch. 279) with ERP 
33 kw and ant. 300 ft.; cond. 

December 3 Applications . . . 

ACCEPTED FOR FILING 

Modification of CP 
KSGM Ste. Genevieve, Mo. -Mod. CP, 

as mod., authorizing frequency change, 
power increase, DA -DN, etc., for ex- 
tension of completion date. 

KJEF -FM Grand Rapids, Mich. -Mod. 
CP, as mod., new FM station, for ex- 
tension of completion date: 

KWHP Near Cushing, Okla. -Mod. 
CP, as mod., new AM station, for power 
increase from 500 w to 1 kw on 1600 ka. 

License for CP 
KBND Bend, Ore. -License for CP 

authorizing frequency change, DA, etc. 
WAFM (FM) Birmingham, Ala. -Li- 

cense for CP. as mod., new FM station. 
WJBY -FM Gadsden, Ala. -License 

for CP, as mod., new FM station. 
WLAV -FM Grand Rapids, Mich. - 

License for CP, as mod., new FM sta- 
tion. 

KFUO -FM Clayton, Mo.- License for 
CP, as mod., new FM station. 

License Renewal 
WNBT New York -Renewal of li- 

cense, 

Applications Returned 
WSWN Belle Glade, Fla. -RET 

application for relinquishment of co 
trol by J. Tom Watson Jr., Samuel L. 
Looney Jr. Douglas Silver and R. G. 
Nelson to Dr. C. Harvard, Mrs. Mary 
Foy, Dr. Ralph J. Pipes and Conrad S. 
Clemans. 

WTTN WATERTOWN, Wis. -RE- 
TURNED application for voluntary 
transfer of license from Albert B. Gale, 
J. H.. Yeo and Carl V. Kolata to Carl 
V. Kolata, Marcella E. Xolata and 
Verne H. Halle. 

TENDERED FOR FILING 
Modification of CP 

KCLV Clovis, N. M. -Mod. CP for 
power increase from 100 w to 250 w on 
1240 kc. 

December 4 Decisions . . . 

BY THE COMMISSION 
To Remain Silent 

KODI Cody, Wyo.- Granted authorit§. 
to remain silent additional 60 days from 
Nov. 29, pending action on application 
for transfer of control. 

License Extension 
General Electric Co. Syracuse, N. Y. 

-Granted further temporary license 
extension for developmental broadcast 
station KE2XCV to March 1. 

BY THE SECRETARY 
Granted License 

KORK Las Vegas, Nev.- Granted li- 
cense new AM station, 1340 kc 250 w 
fulltime; cond, 

WFOB Fostoria, Ohio -Granted li- 
cense covering changes in FM station, 
96.7 me (Ch. 244) 1 kw. 

WBGU Bowling Green, Ohio - 
Granted license noncommercial edu- 
cational FM station, 88.1 me (Ch. 201) 
10 w. 

KCRA Sacramento, Calif.- Granted . 

license covering power increase, 
changes in DA, etc. 

WIPE Greenville, Miss-Granted li- 
cense covering facilities change, DA, 
etc., cond, 

WOKE Oak Ridge, Tenn. -Granted 
license new AM station, 1430 kc 1 kw 
daytime, cond. 

WBGE -FM Atlanta, Ga. -Granted li- 
cense new FM station, 95.5 me (Ch. 
238) 1.85 kw. 

Granted Mod. CP 
WFAA Dallas, Tex. -Granted mod. 

CP for extension of completion date 
to 2- 15 -52; cond. 

WBAP Ft. Worth, Tex. -Granted 
mod. CP for extension of completion 
date to 2- 15 -52; cond. 

WJZ -FM New York, N. Y.- Granted 
mod. CP for extension of completion 
date to 2- 29 -52. 

By Comr. E. M. Webster 
WHDH Boston, Mass. -Granted peti r 

Lion for waiver of Sec. 1.854(d) of 
Commission's Rules and acceptance of 
notice of intention to appear and par- 
ticipate in oral argument in proceed- 
ing re its application. 

Resort Bcstg. Co. Hot Spring, Ark. - 
Granted petition for continuance of 
hearing from Dec. 11 to Jan. 16 in 
Washington in proceeding re its ap- 
plication and that of Springhill Bestg. 
Co., Springhill, La. 

Pixleys Inc. Columbus, Ohio-Granted 
joint petition for continuance of hear- 
ing from Dec. 6 to Jan. 10 in Wash- 
ington in proceeding re assignment of 
license of stations WCOL -AM -FM 
Columbus. 

WWHG Hornell, New York -Granted 
petition for authority to take deposi- 
tions in proceeding re application. 

By Hearing Examiner Basil P. Coops . 

KROY Sacramento, Calif.-Granted- 
petition for continuance of hearing 

SERVICE DIRECTORY 

Custom -Built Equipment 
U. S. RECORDING CO. 

1121 Vermont Ave., Wash. 5, D. C. 

Lincoln 3 -2705 

COMMERCIAL RADIO 
MONITORING COMPANY 

PRECISION FREQUENCY MEASUREMENTS 

Engineer on duty all night every night 

JACKSON 5302 

P. O. Box 7037 Konsos City, Me. 

BROADCASTING Telecasting 



[ 
CONSULTING RADIO & TELEVISION ElGLNEFtegS 

JANSKY & BAILEY 
Executive Offices 

National Press Building 
Offices and Laboratories 

1339 Wisconsin Ave., N. W. 
Washington, D. C. ADams 2414 

Member AFCCE 

JAMES C. McNARY 
Consulting Engineer 

National Press Bldg., Wash. 4, D. C. 

Telephone District 1205 

.l(rre %,'r .1F CCE 

A 43 -year background 
-Established 1926 - 

PAUL GODLEY CO. 
Upper Montclair, N. J. 

MOntclair 3 -3000 

Laboratories Great Notch, N. J. 

GEORGE C. DAVIS 

501 -514 Munsey Bldg. -STerling 
Washington 4, D. C. 

Member AFCCE 

0111 

Commercial Radio Equip. Co. A. D. RING & CO. There is no substitute for experience GAUTNEY & RAY 
Everett L. Dillard, Gen. Mgr. 26 Years' Experience in Radio GLENN G. GILLETT CONSULTING RADIO ENGINEERS 

INTERNATIONAL BLDG. DI. 1319 Engineering AND ASSOCIATES 1052 Warner Bldg. 
WASHINGTON, D. C. MUNSEY BLDG. REPUBLIC 2347 982 NATL. PRESS BLDG. NA. 3373 Washington 4, D. C. 

P. O. BOX 7037 JACKSON 5302 WASHINGTON 4, D. C. WASHINGTON, D. C. 
KANSAS CITY, MO. 11eudur A FCCF hferr.ber. .1 FCCE National 7757 

Craven, Lohnes & Culver McIntosh & Inglis RUSSELL P. MAY WELDON & CARR 
WASHINGTON, D. C. 

MUNSEY BUILDING DISTRICT 8215 710 14th St., N.W. -Metropolitan 4477 1422 F St., N. W. Kellogg Bldg. 1605 Connecticut Ave. 

WASHINGTON 4, D. C WASHINGTON, D. C. Washington, D. C. REpublic 3984 Dallas, Texas Seattle, Wash. 
4212 S. Buckner Blvd. 4742 W. Ruffner 

.11em'er AFCCE hfem,he. AT CCE .1/ember AI'C('IF 
Member AFCCE 

E. C. PAGE 
CONSULTING RADIO 

ENGINEERS 

BOND BLDG. EXECUTIVE 5670 
WASHINGTON 5, D. C. 

hfember AFCCE 

MILLARD M. GARRISON 

1519 Connecticut Avenue 
WASHINGTON 6, D. C. 

MICHIGAN 2261 

Member AFCCE 

KEAR & KENNEDY 

1302 18TH ST., N. W. HUDSON 9000 

WASHINGTON 6, D. C. 

Member AFCCE 

A. EARL CULLUM, JR. 

CONSULTING RADIO ENGINEERS 

HIGHLAND PARK VILLAGE 

DALLAS 5, TEXAS 

JUSTIN 6108 

WILLIAM L. FOSS, Inc. 

Formerly Colton 8 Foss, Inc. 

927 15th St., N. W. REpublic 3883 

WASHINGTON, D. C. 

LYNNE C. SMEBY 
"Registered Professional Engineer" 

1311 G St., N. W. EX. 8073 

Washington 5, D. C. 

_tom Dec. 7 to March 11 in Washing 
ton in proceeding re application, 

By Hearing Examiner Leo Resnick 
Columbia Bcstg. System New York - 

Granted petition to amend application 
so as to bring application up to date 
with respect to the stockholders in ap- 
plicant corporation. 

By Hearing Examiner 
Elizabeth C. Smith 

Grand Island Bcstg Co. Grand Island 
Neb. -By memorandum opinion and 
order granted petition to amend appli- 
cation to specify operation from a dif- 
ferent transmitter site; denied petition 
insofar as it requests retention of appli- 
cation, as amended, in hearing status. 
Application. as amended, was removed 
from hearing docket. 

BROADCASTING Telec 

JOHN CREUTZ 
319 BOND BLDG. REPUBLIC 2151 

WASHINGTON, D. C. 

Member AFCCE 

GEORGE P. ADAIR 
Consulting Rodio Engineers 

Quarter Century Professional Experience 
Radio-Television- 

Electronics-Communications 
1833 M St., N. W., Wash. 6, D. C. 

Executive 1130- Executive 5851 
(Nights -holidays, Lockwood 5 -1819) 

Member AFCCE 

By Hearing Examiner Fanny N. Litvin 
The Rural Bcstg. Co of Ohio Oak 

Harbor, Ohio -Granted petition for 
extension of time to Feb. 18 within 
which to file proposed findings and 
conclusions in proceeding re applica- 
tion. 

By Hearing Examiner J. D. Bond 
George Basil Anderson Rockford, Ill. -By memorandum opinion and order 

denied petitions of Oct. 26 and Nov. 2 
to amend application so as to change 
engineering data and corporate setup. 
etc. 

December 4 Applications ... 
ACCEPTED FOR FILING 

Modification of CP 
WTVB -FM Coldwater, Mich. -Mod. 

CP, as mod., new FM station, for ex- 
tension of completion date. 

KGMO -FM Cape Girardeau, Mo.- 
Mod. CP, as mod., new FM station, for 
extension of completion date. 

License for CP 
WSUN St. Petersburg, Fla.- License 

for CP, as mod., authorizing change in 
DA, etc. 

acting 

GUY C. HUTCHESON 
P. O. Box 32 AR 4 -8721 

1100 W. Abram 

ARLINGTON, TEXAS 

WALTER F. KEAN 
AM -TV BROADCAST ALLOCATION, 

FCC 8 FIELD ENGINEERING 

1 Riverside Road -Riverside 7 -2153 
Riverside, III. 

(A Chicago suburb) 

KBLI Blackfoot, Idaho -License for 
CP, as mod., new AM station. 

License Renewal 
Following stations request renewal 

of license: 
KFPW Fort Smith, Ark., KRAI Craig, 

Col., WJBF Augusta, Ga., WAZF Yazoo 
City. Miss. KLO Lewistown, Mont., 
KGAK Gallup, N. M., KDIX Dickinson, 
N. D., WTOL Toledo, Ohio, KADA Ada, 
Okla., KNUZ Houston, Tex., KPAT 
Pampa, Tex., WHEY Appleton Wis., 
KVOC Casper, Wyo.. WMBD -FM Peoria, 
D1., and WGUY -FM Bangor, Maine. 

December 5 Applications ... 
ACCEPTED FOR FILING 

Modification of CP 
WDMd Marquette, Mich. -Mod. CP, 

as mod., authorizing frequency change, 
power increase, DA -N, etc., for ex- 
tension of completion date. 

License Renewal 
WMLL (FM) Evansville, Ind. - Re- 

newal of license. 
Applications Returned 

WFBC Greenville, S. C.- RETURNED 
application for license to cover CP 
authorizing new transmitter. 

ROBERT M. SILLIMAN 

1011 New Hampshire Ave., N. W. 

Republic 6646 

Washington 7, D. C. 

ADLER 
COMMUNICATIONS 

LABORATORIES 
Broadcast, Communication 

and Television Systems 
One LeFevre Lane, New Rochelle, N. Y. 

New Rochelle 6 -1620 

K ALT Atlanta, Tex. -RETURNED ap 
plication for assignment of license 
from H. H. Wommack Jr., D. A. Wom- 
mack and R. S. Bieloh to the Messrs. 
Wommack d/b as Ark -La -Tex Bcstg. 
Co. 

WCAT Rapid City,. S. D.- RETURNED 
application for renewal of license. 

TENDERED FOR FILING 
AM -980 kc 

WATS Sayre, Pa.-CP to change fre- 
quency from 1470 kc to 950 kc. 

AM -1150 kc 
KNED McAlester, Okla. - CP to 

change operating hours from daytime 
to fulltime, 1 kw D 500 w N, DA -N, 
on 1150 kc. 

Modification of CP 
KDSX Denison, Tex. -Mod. CP to 

change DA -N. 
Extension of SSA 

KOB Albuquerque, N. M.- Extension 
of special service authorization to 
operate on 770 kc 50 kw D 25 kw N. 

(Continued on page 112) 
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CLASSIFIED ADVERTISEMENTS 
Payable in advance. Checks and money orders only. 

Situations Wanted, 204 per word -$2.00 minimum Help Wanted, 254 per word -$2.00 minimum 
All other classifications 304 per word -$4.00 minimum Display ads. $15.00 per inch 

Na charge for blind boa number. Send box replies to 
BROADCASTING, 870 National Press Bldg., Washington 4, D. C. 

If transcriptions or bulk packages submitted, $1.00 extra charge for mailing. All transcriptions, photos, etc., sent 
to box numbers are sent at owner's risk. BROADCASTING expressly repudiates any liability or responsibility for their 
custody or return. 

Help Wanted 

Managerial 

General manager desires change. 
Knpws radio and willing to work. Best 
references. Write Box 667h, BROAD- 
CASTING. 
Station manager for medium size cen- 
tral Indiana city due to ultra liberal 
bonus plan. This could be the op- 
portunity of a lifetime for qualified, 
ambitious, go- getter, Send picture, 
biographical details, references and 
telephone number. Position must be 
filled by 25th of December. Box 672L, 
BROADCASTING. 
5000 watt ABC affiliate needs traffic 
manager, experienced in network 
schedules, along with program and 
production training. Also will have 
opening for secretary with merchandis- 
ing experience in national sales de- 
partment. Both positions available 
January First. Address applications to 
Robert R. Feagin, WPDQ, Jacksonville, 
Florida. 

Salesman 
Excellent opportunity for salesman who 
knows radio and value of account 
servicing. Salary and commission. 
Send complete details, air mail. KPOW, 
Powell, Wyoming. 
Salesmen: We have expanded our group 
of successful services used by radio 
stations and we can use two single 
men, familiar with Mid -City program- 
ming, to travel by car -one with base 
near Illinois -the other near Texas or 
Colorado. You will sell in person and 
by long distance phone, our successful 
sales, programming and continuity 
service and our 7 new continuous script 
shows. Salary and expense arrange- 
ment with opportunity to grow. Write 
Merchandising Division National Re- 
search Bureau, Inc., NRB Building, 
Chicago 10, Illinois. 

Announcers 

Wanted- announcer with good hard 
punching commercial voice. Large mid - 
western market, Send audition disc 
and all details first letter. Box 367L, 
BROADCASTING. 
Leading north midwest 5 kw network 
affiliate has immediate opening for 
ambitious announcer with real person- 
ality. Challenging assignment with 
wide open opportunity for advance- 
ment. Send tape and full informa- 
tion. Box 629L, BROADCASTING. 
Reliable announcer wanted at central 
New York, network affiliate. Some 
control work, fine opportunity, per - 
manent, immediate opening. Box 655L, 
BROADCASTING. 
Announcer wanted: Experienced young 
announcer looking for his big break. 
For staff of progressive Detroit metro- 
politan area station. Send all details 
in first letter to Box 663L, BROAD- 
CASTING. 
Immediate opening, combination man, 
must be good experienced staff an- 
nouncer. $80.00 weekly guarantee. 
Western Pennsylvania station. Box 
687L, BROADCASTING. 
Announcer -first phone. To fill first 
opening In 3 years. To do DJ, news. 
Play-by-play sports desired, but not 

O. Box 2431, Sarasota, 
Florida. 
Announcer- engineer. Start at $300 per 
month based on 48 hour week. Time 
and one -half over 40 hours. Experi- 
ence desirable. Progressive, sports 
minded, MRS affiliate. Contact Ted 
Hildebrand, Chief Engineer, KBMY, 
Billings, Montana. 
Experienced announcer with first 
phone. Combined operation. New 
studios. Station number one in market 
and prosperous. Staff of fifteen em- 
ployees. Salary open. Call collect or 
write Jim Bradner, KGBC, Galveston, 
Texas. 

Help Wanted (Cont'd) 

Announcer- engineer needed by CBS 
outlet in the southwest immediately. 
send complete information to Jim Dun- 
can, KSIL, Silver City, N. Mex. 
Announcer -first ticket. $300 monthly 
and more depending announcing 
ability. Ideal working conditions using 
3 tickets daytime operation. Announce 
approximately 20 hours weekly. 6 day 
week. Send details and voice audition 
Manager, KTFY, Brownfield, Texas. 

Announcer- engineer, 
ing on announcing 
studios, transmitter. 
Housing available, 
Send details with 
WCRK, Morristown, 

$abiliityy. Modern 
Fulltime Mutual. 
car unnecessary. 
disc or tape to 
Tenn. 

Immediate opening for qualified an- 
nouncer in leading station of nation's 
fastest growing city. Send details and 
audition to Program Director, WGAC, 
Augusta, Georgia. 
Announcer wanted, interested in an 
nouncer for regular staff work, prefer 
residence of N. C., S. C., or Virginia. 
Contact Allan Wannamaker, Radio 
Station WGTM, Wilson, N. C. 

Immediate opening -2 combo an- 
nouncer- engineers 1st phone, emphasis 
announcing. Start $60 for 40 hour 
week. Send disc, photo, resume. 
WHBS, Huntsville, Alabama,. 
Morning man -Hard hitting announcer. 
Only experienced need apply. Prefer 
man state Wisconsin, near middlewest. 
Reasonable starting salary, health bene- 
fits. Send disc, tape, complete letter 
Program Director, WHBY, Appleton, 
Wisconsin. 
Combination announcer -engineer. Wire 
WJON, St. Cloud, Minnesota, or call 
1240. ABC affiliate. 
WJPD, Ishpeming, Michigan wants an- 
nouncer. Ability and interest will 
compensate for lack of experience. 
Send audition and full details. 

Announcer- engineer, first phone. State 
experience and salary requirements 
first letter. WMLT, Dublin, Georgia. 

Topnotch announcer; staff and DJ ex- 
perience. Send letter and disc. WOKY, 
Milwaukee, Wisconsin. 

Announcer -salesman needed immedi- 
ately by CBS outlet in southwest. Send 
full particulars to Jim Duncan, KSIL, 
Silver City, N. Mex. 

We polish announcers for big time. 
This low powered but big production 
station near Chicago does 17 hours 
local programming. If you have good 
voice; good English and knowledge of 
board, we can develop you. Can ac- 
cept two staff men now even if ex- 
perience limited. Good salaries. WSDR. 
Sterling, Illinois. 

Personality deejay for 6 -9 AM; 1-4 PM 
show. No staff six days weekly. Light 
morning touch. Popular stuff for after- 
noon segment. Send immediately disc 
or tape photo, background, salary re- 
quired 

tape, 
Todd Branson, WWCA, Hotel 

Gary, Gary, Indiana, 
Announcer - engineer, first phone. 
WWGS, Tifton, Ga., Phone 921. 

Technical 

Need combination announcer- engineer 
for Minnesota station. Want man able 
to work into chief engineer. Good 
salary, Mail details. Box 624L, BROAD- 
CASTING. 

Opening available in middlewest sta 
tion for engineer with license and con- 
trol room experience. Must be good audio production man. Exceptional op- 
portunity for right man to grow into 
combination AM-TV operation. State 
salary, experience, send photo first 
letter. Reply Box 627L, BROADCAST- 
ING. 

Help Wanted (Cont'd) 

Minnesota network affiliate needs an- 
nouncer with first class engineer's 
license. Top salary to right man. Send 

BROAD 
pCASTIN first letter. Box 8391,, 

Wanted -First phone engineer for 
transmitter duty. Car required. $50 
for 44 hours. Box 678L, BROADCAST- 
ING. 

Chief engineer needed immediately for 
5 kw clear daytimer with fulltime FM. 
Plans for TV. Large southern market. 
Must be experienced in transmitter 
operation and studio maintenance, 
State qualifications and salary expected. 
Box 696L, BROADCASTING. 

If you like hunting, salt water and 
fresh water fishing in the land of sun 
shine and the salary, of course, there 
is an opportunity for you if you have 
a first class ticket and voice. Send 
tape or disc and full information. Box 
697L, BROADCASTING. 

Experienced chief engineer -announcer. 
Salary open. Fifteen employees, ex- 
cellent working conditions. Station 
number one in market and prosperous. 
Call collect or write Jim Bradner, 
KGBC, Galveston, Texas. 
Wanted immediately, engineer with pos- 
sible announcing ability, KHBR, Hills- 
boro, Texas. 

Wanted: Combination engineer -an- 
nouncer. Best of working conditions. 
Located 80 miles east of Yellowstone 
Park. Good pay. Air mail disc. 
KPOW; Powell, Wyoming. 
Immediate opening, chief engineer - 
announcer. 1 kw upstate New York 
daytimer. Top salary to the right man. 
Also, straight engineer. Complete de- 
tails and disc please. Radio Station 
WDLA, Walton, New York. 

Immediate opening for engineer with 
first class license. Contact Allen B. 
Jones. Radio Station WGNI, Wilming- 
ton, N. C. 

Good start for single, first class operator 
with car. No experience needed. $55 
base plus six month raises, lus profit 
sharing. WSNY, Schenectady. 
First -class phone transmitter operator. 
Experience not necessary. WSSV, 
Petersburg, Virginia, 
First Class engineer. Immediate open- 
ing. Contact James Trewin, Rural Ra- 
dio Network, WVCV, Cherry Valley, 
New York. 

Radio test technicians and radio test 
engineers for alignment, test and 
trouble -shooting of complicated radio 
equipment. These jobs require thor- 
ough theoretical knowledge and ex- 
tensive experience in practical radio. 
Pay is excellent (many technicians 
earn up to $120.00 a week), working 
conditions are of the finest, oppor- 
tunities for advancement are good and 
you'll like the employee benefits. All 
this lus the opportunity to work in 
the finest city in the midwest I Write 
for an interview or send resume of 

The Turner Company, 90 
Mayrhauser, h St., 

N. E., Cedar Rapids, Iowa. 

Production -Programming, Others 
Secretary: If you are a secretary with 
considerable midwestern station ex- 
perience, there's position open January 
First as secretary to program executive 
of Chicago station. Send complete 
qualifications, photo and salary ex- 
pected. Box 658L, BROADCASTING. 

Wanted: Experienced news man, re- 
write. Excellent opportunity for man 
with writing ability and news judg- ment. Air work not essential. Send 
letter of qualifications, including ex- 
perience, background and salary ex- 
pected to Station WFDF, Flint, Michi- 
gan. 

Help Wanted (Cont'd) 
Y 

Experienced commercial copywriter. 
Also do traffic work. In reply include 
sample commercials, photo, details of 
experience. WVSC. Somerset, Pa. 

Television 
Technical 

Wanted -TV chief engineer. Man must 
be able to take over operating station 
completely. Box 580L, BROADCAST- 
ING TELECASTING. 

Production -Programming, Others 

Wanted -TV production chief. No live. 
Man who can handle all phases of film, 
slide scheduling, etc. Must be 

willing dig in, work hh a Right app 
have unlimited opportunity. Box 579m, 
BROADCASTING TELECASTING. 

Situations Wanted 

Managerial 

Station manager now employed de- 
sires change due to change in owner- 
ship, Over twenty years experience 
in all phases of broadcasting. Good 
reputation with ton references. Box 
692L, BROADCASTING. 

Eight years of experience in radio have 
helped me bring two stations back to 
sound financial basis, one of which was 
operating in the red. I'd like to use 
that experience now in the north or 
west where I want to settle per- 
manently. I have good job, but want 
security earned by hard work. Start- 
ing salary must be good and potentl 
must be there for the future. Repl 
Box 694L, BROADCASTING. 

Successful manager with outstanding 
record seeking challenging position 
with real opportunity. Change due 
to 
highest 

sale of present station. Man of 

affais. 
inegrityopportunity 

t e 
in civic Yo 

hire 
proven ability. Age 39, with family. 
Prefer south, but all offers considered. 
Box 695L, BROADCASTING. 

Salesmen 

Sales New York -New England. 4 years 
New York experience. Presently em- 
ployed. Available January 1. Prefer 
rep or network affiliate. Box 661L, 
BROADCASTING. 

Have "loused -up" one station- Hooper 
up 50 %, Income tripled! How about 
giving me a chance to "louse-up" 
yours. Box 668L, BROADCASTING. 

Former Ziv and local salesman -sale, 
manager wants good opportunity. Box 
690L, BROADCASTING. 

Announcers 

Topnotch, draft exempt announcer, 
newscaster, disc jockey. First phone 
license. Now working. Desire re- 
locate near NYC. Audition. Box 
635L, BROADCASTING. 

Basketball play -by -play man available 
immediately. One of nation's best. 
Seven years experience in metropoli- 
tan area. Excel in basketball, baseball 
and football. Excellent voice, Finest 
references. Desires AM or TV station 
strong on sports. Veteran, 30, college 
grad. Confident my air checks will 
convince you. All offers considered. 
Box 657L, BROADCASTING. 

Two years with present midwest kq 
affiliate, 4 years in radio. Wish to re- 
locate. Top staff man for news and 
commercial work. Best references. 
married, exempt. Box 680L, BROAD- 
CASTING. 

Hi lybilly DJ, entertainer, control man 
available immediately. Informal style. 
No news -sports. Good sales record. 
Single, 27, draft proof, clean living, 

CASTINGrences. 
Box 662L, BROAD- 

. 

Announcer-engineer, 3 years experience 
desires job located Connecticut or 
vicinity, Strong on news, commercial 
copy. Presently employed. Draft ex- 
empt vet. Box 664L, BROADCASTING. 

Announcer- copywriter. Experienced. 
Available January. Good commercials, 
DJ, sports, etc. Married veteran. Best 
offer. Box 6701,, BROADCASTING. 



Situations Wanted (Cont'd) 
Five years announcing. Accent on 
commercial delivery, newscasting, pro- 
duction shows. Draft exempt. Em- 
ployed. Connecticut, New 'York pre- 
ferred. Personal interview. Box 671L, 
BROADCASTING. 

Top combo man in marginal station 
looking for advancement, security. 
Married veteran, Air check tape on 
request. $75, Rockies or west. Box 
673L, BROADCASTING. 

Experienced announcer desires work 
Chicago area. Full or parttime. Box 
674L, BROADCASTING. 

Experienced announcer doing straight 
net would like announcer -copywriting 
or PD with station holding local in- 
terest. In southwest Virginia now 
married. Tape qualifications, travel 
immediately. Box 679L, BROADCAST- 
ING. 

Six years experience all phases. Go 
anywhere for right price. Would pre- 
fer TV station. Presently well em- 
ployed. Box 6811,, BROADCASTING. 

Excellent announcer, relocate, superb 
on commercials, DJ, personality, news. 
Veteran 4A, married, reliable, sincere, 
experienced, no ticket. Start $60.00, 
Box 682L, BROADCASTING. 

Available immediately, announcer, 
writer, producer, program director, 
operator with third class ticket. Mar 
vied, 30, draft exempt, references and 
recommendations on request. Pres- 
ently employed. Interview if neces- 
sary. Box 688L, IADCASTING. 
Announcer -DJ, five years experience, 
vet, presently employed. Excellent 
references. Box 6891,, BROADCAST- 
ING. 

Sportscaster. If you are a baseball, 
football, basketball station in good 
market and want a top man with out - 
standing record and excellent refer- 
ences. Write 693L, BROADCASTING. 

Staff announcer S.R.T. graduate, will 
do staff work, play -by -play, sports, can 
sell, excellent references, photo, disc, 
tape, will travel, all replies answered. 
Best offer, Gary Hallonen, Republic, 
Michigan. 

Sportscaster and newsman, 3 years 
play -by -play, strong on basketball. 5 
months experience, newspaper report- 
mg and news gathering -announcing. 
College graduate, now announcing, 

prefers sports minded mid 
western station. References! Livable 
wage. Call or write Tom Hamlin, 
Franklin, Ohio. Franklin 952J -1. 

Experienced announcer deep voice 
newscaster, good staff man. Single, 
draft exempt, go anywhere. Bill 
Marvin, 4919 Troost, Kansas City, Mis- 
souri. 

Announcer: 29 years old. 5 years ex- 
perience. Morning shows, news, corn - 
mercials. Good mature voice. Free 
lanced in New York, will travel, metro - 
politan area. Steve Phillips, 540 Audu 
bon Avenue, New York 33, New York, 
WAdworth 7 -8931. 

Announcer- engineer, 1st phone. Draft 
exempt. Independent network exper- 
ience. Accent on announcing. Strong 
news. Have just left 10 kw affiliates. 
Am available. Will travel. Bill Rogel, 
1275 Grant Avenue, New York City, 
N. Y. 

Career broadcaster. Experienced staffer 
with crisp decisive news delivery -a 
selling voice, desires permanent posi- 
tion with progressive, production -wise 
station. Twenty- three, single. Prefer 
New England -middle Atlantic area; 
however, all returns carefully con- 
sidered. Audition material on re- 
quest. Personal audition within 250 
miles of New York. Henry C. Semple, 
103 Sickles Ave., New Rochelle, N. Y. 
(New Rochelle 6 -0731) 

Experienced announcer, 1st phone. 
Available January 1st Write -wire: H. 
Smith, 1224 Clay Avenue, Bronx 56, 
New York. 

Technical 
First phone, 4% years experience. State 
salary, working conditions first letter. 
Box 562L, BROADCASTING. 

Wanted -Chief engineer's job AM -FM- 
TV. 10 years experience. References. 
Box 567L, BROADCASTING. 
First class phone. Desires experience 
Also three months boom operator, 
WCBS -TV. References. Box 669L, 
BROADCASTING. 

Situations Wanted (Cont'd) 
Engineer, ten years 250 w to 5 kw. 
Chief kw, two years. Desire permanent 
connection progressive station. Avail- 
able immediately. Box 6801., BROAD- 
CASTING. 

First phone licensee, desires work an- 
nouncer- engineer, 9 months experience. 
Disc, photo. Geo. H. Massingale, 76- 
3rd St., Astoria, Oregon. 

Production- Programming, Others 

Copy - continuity - jingle writer (free 
lance). Outstanding air credits for 29 
4A agencies. Moderate rates. Write 
Box 309L, BROADCASTING. 

Newsman, capable, responsible, good 
news judgment, seeking staff spot or 
newsroom directorship. 3!4 years re- 
porting, rewriting, editing. Former 
Transradio staffer. 27, married, B.A., 
non - reserve veteran. Box 599L, 
BROADCASTING. 

My copy sells -my programs enter- 
tain and sell! Experienced, draft ex- 
empt, 29, married. Presently employed 
Box 604L, BROADCASTING. 

Woman director. Commentary, corn - 
mercial, interview, news. Top copy- 
writer. Service accounts. Food, ap- 
parels, merchandising. Good voice, ap- 
pearance. Details, disc, photo on re- 
quest. Box 675L, BROADCASTING. 

News writer- broadcaster, seeking first 
professional job. 3 years all phases 
college radio degree. Single, vet, 26. 

Qua3PING 
references. Box 683L, BROAD- 

Writer, network credits. Broadcast- 
ing degree 1951. Dramatic, continuity, 
commercial. Desires writing and /or 
general production, local station. Box 
684L, BROADCASTING. 

Floor manager: Graduate 20 week - 
500 hour course at School of Radio and 
Television, New York City. Courses in 
directing producing of live and film 
TV shows. Operation of DuMont, RCA 
audio and video equipment. 

Bo 685, BROAD- 
CASTING. 

Will travel. B 
CASTING. 

Newscaster -editor, new in newspaper 
work desires return to first love. 
Widely experienced all phases, local 
legwork to air presentation. Prefer 
station accenting local news needing 
top announcer- writer -editor. No tran 
scription but available personal inter- 
view within reasonable distance. Or 
send for writing samples. Draft proof 
veteran, 32, married with small child. 
All correspondence answered but 
prefer northeast. Box 686L, BROAD- 
CASTING. 
Experienced program director who is 
also top announcer, available short 
notice. Please state salary. Will travel 
anywhere in northeast. All letters 
answered. William R. Lawson, WATS. 
Sayre, Penna, 

Television 
Managerial 

Planning - midwest TV operation? Save 
time and money by utilizing my ex- 
perience. All phases of TV -AM opera- 
tion. Desire to manage and invest. Cur- 
rently employed in major basic opera- 
tion. Box 575L, BROADCASTING 
TELECASTING. 

Technical 
Engineer, presently employed, 15 years 
with network TV in New York experi- 
enced all phases television Technical 
operations, development and motion 
picture techniques. Will consider post 
freeze opportunities. Box 677L, BROAD- 
CASTING. 

For Sale 

Stations 
Accept this challenge. Located in ideal 
southwestern city. 1000 watts. Good 
accounts. Needs good operator. $15,- 
000 down. Box 659L, BROADCASTING. 
For sale: 250 watt fulltime; net $2000 
a month; $25,00D down, balance $1000 
per month; sale price, $80,000; location, 
midwest; one station, 25,000 popula- 
tion market. Box 666L, BROADCAST- 
ING. 
For sale. 500 watt affiliated daytime 
station. Well equipped. Principals 
only. Box 691L, BROADCASTING. 
For sale - broadcasting stations. Leonard 
J. Schrader, 509% East Green St., 
Champaign, Ill. Phone 9094. 

For Sale (Cont'd) 

Equipment etc. 

For sale: 375 foot 40 -ton self support 
ing Lehigh tower now standing. 
Stressed to carry FM or TV or both. 
Complete with A -4 lighting and 8 bay 
W.E. FM antenna, Priced to sell. Box 
602L, BROADCASTING. 

One kilowatt Western Electric AM 
transmitter model 443 -A -1, final tubes 
changed from Western Electric to RCA 
type 833 -A. A Western Electric limiter 
model 1126 -C includes 126 -C limiter 
amplifier, 298 -A control panel and 20- 
B rectifier. A Wincharger tower type 
300 triangular, height 260', complete 
with type 300 M.M. beacon assembly, 
lighting wire, conduits and 375 feet 
open wire transmission line and tuning 
house components. Box 665L, BROAD- 
CASTING. 
For sale: 1 Ref Model 600 FM broad- 
cast, modulation and frequency moni- 
tor. Like new. Frequency of monitor, 
100.3 mc. Cost $750. Will sacrifice for 
$350. Contact L. C. Sigmon, KMPC, 
Los Angeles 28, California. 
For sale -250 watt Gates GY trans- 
mitter used only 15 months -like new. 
5 amp remote meter and thermocouple. 
tubes in service, 100% spares are in 
eluded. KWSO, P. O. Box 366, Wasco, 
Calif. 
Dummy load and wattmeter, Bird 
model 67, serial 183. Three power 
scales; 25 watt, 100 watt and 500 watt. 
Perfect condition. Complete with RG 
17/U transmission line and connectors, 
instruction book and calibration chart. 
200.00. Contact Chief Engineer, WFMY- 

Greensboro, N. C. 

For sale: Andrews Co- Ax -35é' di- 
ameter, 100 ft. in five 20 ft. lengths. 
New, in original crate at $3.75 per foot, 
f.o.b. Muskegon, Michigan. Write 
Manager, WKBZ. 

Complete equipment for 860 250 watts - 
all RCA selling best bid.. Gerald 
O'Grady, North Adams, Massachusetts. 
For sale: One used Windcharger tower - 
number 101 -170 ft. with base insulator. 
No reasonable offer refused. U. S. 
Tower Co., 219 Union Trust Bldg., 
Petersburg, Virginia. 

Help Wanted 

Announcers 

IF YOU ARE SINGLE 
and 

Want to Spend the Winter 
In The 

VIRGIN ISLANDS 
If you're a combo man with a first 

phone -accent on announcing -there's a 
post for you at WSTA. Stay as long as 
you like but you'll like it especially well 
while the icicles are hanging low up 
North. Openings for three. 

You'll throw rocks at Florida after you 
see St. Thomas. Write to 

Bill Greer 
WSTA 

St. Thomas, V. I. 

Help Wanted (Cont'd) 

Salesmen 

SALES ENGINEERS 
Latte electronic equipment manufacturer in 
the East has several desirable openings for 
Sales Engineers. No traveling. Experience in 
broadcast transmitters or audio equipment es- 
sential. Engineering degree desired but equiv- 
alent experience may be substituted. 
Give full details. including age, education, ex- 
perience and salary desired. 

BOX 651L, BROADCASTING 

Situations Wanted 

Announcers 

SPORTS ANNOUNCER 
Play -by -play. One of Nation's Best. Seven 
years experience In metropolitan area. Ex- 
cel in basketball, baseball and football. 
Excellent voice. Finest references. Desires 
AM or TV station strong on sports. Vet- 
eras, 30. Available Immediately. $150.00 
weekly. 

BOX 656L, BROADCASTING 

For Sale 

Equipment, etc. 

For sale. Raytheon FM 250 watt 
transmitter. Hewelett - Packard 335 -B 
frequency and modulation monitor. 
Andrews type 1200 FM antenna. 550 
ft. coaxial cable, RG.17U. 2 sets of 
crystals for 106.3 and 100.7 Mc. Ex- 
cellent condition. Complete set of 
tubes and spares. Will consider any 
reasonable offer. 

BOX 878L, BROADCASTING 

FOR SALE 
Completely refinished 16 inch tran- 
scription filing cabinets $30 each 
crated F.O.B. Hollywood 
16 inch transcription cabinets work- 
able condition $10 each uncrated 
F.O.B. Hollywood 
Standard RadioTranscriMkn Servicea,lot. 

140 N. La Brea 
Hollywood 36, Calif. 

Employment Service 

EXECUTIVE PLACEMENT SERVICE 
for competent managers, corn - 
mercial managers, program 
directors, chief engineers, 
disc jockeys. Reliable, confi- 
dential, nation -wide service. 
Send for full information today. 

Howlax S. Faagrga 
TV .5 Radio Management Consultants 
728 Bond Bldg., Washington 5, D. C. 

X1.00 
to cover handling 

MUST BE REMITTED 
when submitting 

CLASSIFIED APPLICATION MATERIAL 
(transcriptions, bulk packages, etc. Regular Letters Excluded) 

BROADCASTING 
The Newsweekly of Rodio and Television 

TELECASTING 
cannot be responsible 
for delay in forwarding 
such material, arriving 
without necessary remit- 
tance. 



Schools 

JOBS IN RADIO! 
Become an announcer, writer, pro- 
ducer or Bales manager. 
Nearly fifty jobs now available for 
trained personnel. Write for informa- 
tion about professional accelerated 
and correspondence courses. 

Ns6wd Audio, N Ireedus6sg, las 
3338 18th St.. N.W., Wash., D. C. 

Open Mike 
(Continued from page 16) 

local stations would seem to be 
short -sighted wisdom, however sin- 
cere the station intent. If mem- 
bership in the code is going to por- 
tend loss of license or network 
affiliation, through ill- defined 
powers of code enforcement, then, 
for its own security, the station 
must lean to home rule rather than 
industry conformity... . 

The worth of this or any revised 
code depends on integrity of ap- 
plication and strength of enforce - 
ment. The present code is worded 
so elastically that both of these 
qualities are open to individual in- 
terpretation all the way down the 
line There is no dam to prevent 
flow of business from one station 
to another whose interpretation of 
the code is more lenient... 

Roger Clipp 
General Manager 
WFIL -TV Philadelphia 

EDITOR: 
A self- imposed television code 

shonld be adopted immediately. 

Some of the details of the code 
as it's written are over -strict, but 
it would be better for the industry 
to adopt the code and fix it later . 
than to take too much time in fix- 
ing it before adoption. Otherwise, 
the people who are screaming 
'there ought to be a law' may get 
their way. 

We took it upon ourselves to in- 
vite the competing television sta- 
tion in Salt Lake City and the In- 
termountain Radio Council, repre- 
senting the PTA and other im- 
portant groups, to a meeting to dis- 
cuss this new code. You may be 
interested to know that this public - 
spirited group considered a real 
danger in too strict a code. They 
didn't want to see television robbed 
of reasonable expression. 

We have invited the Intermoun- 
tain Radio Council, after more con- 
sideration of the code, to make 
known their feelings in detail. We 
will be happy to piss this on to you 
as soon as it is available. 

C. Richard Evans 
General Manager 
KSL Salt Lake City 

[EDITOR'S NOTE: Earlier comment by 
TV station managers on the code ap- 
peared in the Nov. 19 and 26 issues of 
BROADCASTING TELECASTING.] 

Flexible Flyer 
EDITOR: 

How about a plan for real 
simplification of radio rates and 
radio advertising? Newspapers sell 
their space at so much per line or 
so much per inch. How about sell- 
ing radio space at so much per 

EQUIPMENT FOR SALE? 

equipment for sale 

need an engineer 

looking for a job 

want to buy a station 

The best way to get results from any of the above classifications 
is to place an ad in BROADCASTING Telecasting ... where all 
the men who make the decisions meet every Monday morning. 

Situations wanted, 200 per word ($2.00 
minimum) 

Help wanted, 250 per word ($2.00 minimum) 
All other classifications 300 per word ($4.00 

minimum) 
Display ads, $15.00 per inch 

If transcriptions or bulk packages submitted, $1.00 extra charge 
for mailing. 

Please address all correspondence to Classified Advertising Dept., 
BROADCASTING, 870 National Press Bldg., Washington 4, D. C. 
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minute? Contract with an adver- 
tiser for the use of a certain num- 
ber of minutes in a year. He can 
use those minutes to make up "dis- 
play" advertising in programs or 
"saturation campaigns." Or he can 
use them for "spot ads." Minutes 
could be purchased in established 
"features" such as news, sports, or 
big productions, perhaps at a high- 
er rate or plus a "production cost" 
as in newspaper color inserts, the 
comics or Sunday magazine sec- 
tions. 

"Features" purchased in en- 
tirety by one advertiser would re- 
quire removal of "spots" in them 
just as newspapers move smaller 
ads to make room for big display 
jobs.... Use the newspaper tech- 
nique of starting advertisers at the 
open rate for one minute of time 
and giving them retroactive dis- 
counts as they earn the lower 
rate ... a real encouragement to 
usage. . 

This plan would give the adver- 
tiser greater opportunity to keep 
his radio investment in line with 
business fluctuations through the 
year ... Our present contracts and 
selling techniques reduce the flexi- 
bility of the one medium where 
flexibility is a prime asset... . 

Bob Irwin 
Milwaukee 

Big -Time P. I.? 
EDITOR: 
... The cutest P. I. deal I have 

seen in a long time is the one you 
reported on page 19 of your issue 
of Nov. 19. The P. I.'er in this 
case being the eminent National 
Broadcasting Co. and its "guar- 
anteed cost per thousand" deal. 

Jerome Sill 
General Manager 
WMIL Milwaukee 

The Helping Hands 
EDITOR: 

Since we broadcast the Villanova 
football schedule this year, and 
since almost all of their games 
were away games, I was forced to 
secure color -commercial men from 
these remote cities by mail and 
phone to work with our play -by- 

play man, Jim Learning. 
The cooperation I received from 

the men in broadcasting that I 
called was truly heartwarming. 

I should like to pay public tribute 
to the following for their excellent 
cooperation all the way through: 

Tulsa, Okla., Carl Janssen, KTUL, 
and Perry Ward, KOTV. 

Shreveport, La., Steve Sheppard, 
KWKH and Horace Logan, KWKH. 

Houston, Tex. Dick Gottlieb, KPRC- 
TV and Kern Tips, Wilkinson, Schlwetz 
at Tips, Inc. 

Lexington, Ky., Ted Grizzard, WKLX 
and Ed Mills, WHAS. 

Alabama, Lou Garris, and Chas. Mc- 
Gee, WTNB, Birmingham. 

Les Quailey, N. W. Ayer, Philadelphia. 

My main reason for writing to 
you is that this is just another in' 
dication why I wouldn't be in any 
other business than broadcasting 
for anything in the world. It's 
wonderful and the people in it are 
wonderful. 

Murray Arnold 
Prog. Dir. 
WIP Philadelphia 

It Started irBoston 
EDITOR: 

This is in reference to your item 
on news for children being broadr 
cast by KFBI Wichita with great 
success. 

It may interest you to know-that 
we have had this kind of program 
on the air since the inception of 
our station early in 1950. It is 
true that we are an . educational, 
noncommercial FM station and are 
very deliberately interested in this 
type of educational news program 
for children. We too have had an 
excellent response from these pro- 
grams.... 

This in effect may drive home 
the fact that educational stations 
are able to educate and entertain 
at the same time, when the argu -r 
ment of educational TV channel 
allocations comes up... . 

Louis Ford 
Program Director 
WBUR (FM) Boston U. 
Boston 

e....re............e.r.....r1.. 
5000 Watt 

Eastern Network Property 
$200,000.00 

A very clean and well operated network facility lo- 
cated in an attractive eastern market. Profits are sub- 
stantial and will justify the sales price. This station has 
a favorable TV potential and has made definite televi- 
sion plans including financing. 

Appraisals Negotiations Financing 

BLACKBURN - HAMILTON COMPANY 
RADIO STATION AND NEWSPAPER BROKERS 

WASHINGTON, D. C. CHICAGO 
James W. Blackburn 

Washington Bldg. 
Sterling 4341 -2 

Ray V. Hamilton 
Tribune Tower 

Delaware 7- 2755 -6 
Itmkaaaaasamaarmaaaamaa 

SAN FRANCISCO 
Lester M. Smith 

235 Montgomery St. 
Exbrook 2 -5672 

BROADCASTING Telecasting 



Phonevision Film 
(Continued from page 93) 

when Mr. Finnegan approached 
the company he said he intended 
resigning from his position as tax 
collector, whether or not Zenith 
retained him. 

Comdr. McDonald said the $50,- 
000 was paid in installments be- 
ginning in November 1950 and end- 
ing in June 1951, and that the sum 
was entered on the company's 
books as legal expense. 

Comdr. McDonald also stressed 
that Zenith has had no dealings 
with the Reconstruction Finance 
Corp. or with any federal agency, 

'ether than the FCC. He also said 
there are no current or past income 
tax difficulties for the company or 
its officials. 

In his statement, Comdr. McDon- 
ald declared Zenith spent approx- 
imately $500,000 to build a new 
Channel 2 station on top of the 
Field Bldg. in Chicago, install a 
special telephone exchange and 
select and equip 300 families with 
specially adapated TV receivers 
for the test. 

Results of the January -March 
test are being readied for release 
soon by the National Opinion Re- 

.search Center at the U. of Chi- 
cago. They are due to be completed 
by Jan. 1. Test telecasts included 
11 films from Columbia Pictures, 
three Walt Disney, three Eagle - 
Lion, five Samuel Goldwyn, 20 
MGM, 16 Paramount, one J. Arthur 
Rank, 16 RKO and 15 Warner Bros. 

Petition for commercialization 
of the Phonevision idea was re- 
ported ready for submission to the 
FCC last September [BT, Sept. 
24], but has not yet been filed. 

Mr. Finnegan resigned last April 
after charges were brought against 
him. He was later indicted on five 
counts of accepting money from 
tax delinquents and others in 
trouble with the government. 

WTAD's 25 YEARS 
Previews TV Plans 

A FOUR -DAY closed- circuit TV 
demonstration was slated late last 
week at WTAD Quincy, Ill., in 
celebration of WTAD's completion 
of 25 years of radio service. 

The demonstration, Thursday 
through Sunday, was staged by 
WTAD in cooperation with the 
Allen B. DuMont Labs Transmit- 
ter Div. which shipped more than 
$25,000 worth of electronic equip- 

"' ment from its plant at Clifton, 
N. J., for the event. 

Plans were announced by Walter 
Rothschild, WTAD manager, and 
James B. Tharpe, transmitter divi- 
sion sales manager. Local officials 
and businessmen were to view the 
demonstrations on Thursday and 
Friday, and the public on Satur- 
day and Sunday. 

WTAD has ordered complete 
DuMont TV transmitting equip- 
ment in anticipation of television 
broadcasting after FCC's freeze 
is lifted. 

This is WFBM -AM -TV's new home as sketched by the designers. 

THEATRE TV 
Broadway Interest Seen 

THEATRE television was in an ex- 
perimental mood last week, with 
interest being shown in such di- 
verse possibilities as telecasts of 
the Radio City Music Hall Christ- 
mas Pageant, the Judy Garland 
vaudeville revival at the Palace 
Theatre and Broadway's "Saint 
Joan." 

Although the two New York or- 
ganizations which so far have been 
the only entrants in the large - 
screen field, United Paramount 
Theatres and Theatre Network 
Television Inc., had no official an- 
nouncements to make, it seemed 
possible that non -New Yorkers 
might share some of the city's ma- 
jor entertainment hits -by televi- 
sion in their local theatres. 

Theatre TV was one of the issues 
in the management fight among 
RKO Theatres Corp. stockholders, 
whose annual meeting took place 
Dec. 5. A stockholders' committee 
charged that the RKO management 
was lax in meeting competitive in- 
roads of TV, pointed to proposed 
ABC -United Paramount Theatres 
merger as one action taken by 
theatre company to protect itself. 

The RKO management counteréd 
by asserting it was among the first 
to install large -screen TV in thea- 
tres, is cooperating in the theatre 
exhibitors bid for theatre -TV fre- 
quencies and has reinstituted 
vaudeville at the Palace Theatre 
in New York -with Judy Garland 
two -a -day show its latest feature. 

Oppose KSOX Grant 
REVOCATION of a 50 -kw day- 
time grant to KSOX Harlingen, 
Tex., was sought by WCKY Cin- 
cinnati and KFBK Sacramento, 
Calif., last week in a petition to 
the FCC. Both stations also asked 
that the FCC rescind KSOX's pro- 
gram authority, set its application 
for hearing and permit them to 
intervene. KSOX was granted the 
boost in daytime power last month 
and got program authority two 
weeks ago. It operates on 1530 kc, 
a Class 1 -B channel. WCKY and 
KFBK, the dominant stations on 
that frequency, claimed that KSOX 
50 -kw daytime operation would 
produce "substantial" skywave in- 
terference to them for a period be- 
fore local sunset and after local 
sunrise. 

BROADCASTING Telecasting 

PROTEST KSTP -TV 
Unions Write to FCC 

MORE than a hundred letters have 
been received by the FCC in the 
last month from labor unions in 
Wisconsin and Minnesota asking 
the Commission not to grant KSTP- 
TV Minneapolis -St. Paul its ap- 
plication for power increase nor a 
renewal of license next February. 

Most of the letters claim the 
station has not reached agreement 
with the St. Paul Electrical Work- 
ers Union Local 1216 (IBEW) and 
allege that KSTP is "not using 
union help." 

In addition to the comments by 
unions, several letters were re- 
ceived at FCC from individuals 
protesting the station's "unfair" 
labor attitude. A number of the 
letters were nearly identical in 
content and postmarked on the 
same date and at the same time, 
FCC records show. 

One letter asserts the station 
has been having union trouble for 
16 months, another says 20 months. 
Most of the unions seemed to think, 
however, that there had been union 
difficulties for about 18 months. 

By late last week FCC had not 
decided on disposition of the let- 
ters, but one Commission spokes- 
man indicated the complaints prob- 
ably would be considered. 

'RAFFLES' DISPUTE 
Production Is Delayed 

DISPUTE between Samuel Gold- 
wyn and Interstate Television Corp. 
over rights to "Raffles" stories has 
indefinitely postponed Interstate's 
production of the television film 
series based on the stories until 
extent of disputed rights are in- 
vestigated. 

Filming scheduled to start Nov. 
26 was called off at the last min- 
ute when Goldwyn representatives, 
who claim certain rights to series 
for Mrs. Goldwyn, threatened to 
take action "to protect those 
rights" if Interstate started pro- 
duction. Mrs. Goldwyn claims she 
acquired certain rights to the series 
from her husband, based on his 
motion picture production of 
"Raffles" in 1940. 

Interstate subsidiary, Monogram 
Pictures, claims all other rights 
to series, including TV, were pur- 
chased from the widow of the man 
who acquired them from the "Raf- 
fles" author, Ernest W. Hornung. 

WFBM -AM -TV CENTER 
Costs Under $300,000 

A NEW building, combining radio 
and television operations, now 
houses WFBM -AM -TV Indianap- 
olis. Cost of the building was under 
$300,000, including architectural 
and engineering services, landscap- 
ing, lot development, interior deco- 
ration and complete air condition- 
ing. 

Designed and constructed by 
Lewis C. Bowers & Sons, Prince- 
ton, N. J., especially for the admin- 
istration and operation of radio 
TV, the two -story building inte- 
grates large -size studios for radio 
and TV with offices, dressing rooms 
and control centers. 

TRACK MEETS 
Garden Policy Explained 

NEW YORK newspaper report 
that no track events at Madison 
Square Garden would be telecast 
this season was denied by a Garden 
spokesman last week who reported 
that track and field event coverage 
just has not been sold as yet. 

A Garden representative was 
supposed to have told a basketball 
writers' luncheon held earlier in 
the week that track meet directors, 
allotted $500 from TV receipts 
last year, sought greater payment 
or blackout of the TV camera to 
take care of their depressed gates. 

Garden President John Reed 
Kilpatrick said Thursday that TV 
coverage might be considered 
"uncertain," but only because 
sales had not been made. He re- 
fused to comment on increased de- 
mands by meet directors for TV 
coverage of their events, saying 
that was a matter between.' the 
Garden and its tenants, not of 
public concern. Garden meets 
start this year, as usual, with the 
Millrose games, scheduled Jan. 26. 

TV Jobs Open 
NEW YORK City's Municipal Civil 
Service Commission last week is- 
sued notices of examinations for it 
television supervisor, two television 
script writers and a television film 
editor for its Municipal Broad- 
casting System which operates 
WNYC - AM - FM. Applications 
must be secured and filed in per- 
son (Commission's Application Sec- 
tion, 96 Duane St.) with 4 p.m. 
Dec. 20 as deadline for filing. Sal- 
aries: TV supervisor, $7,250 'a 
year; script writers, $3,750 and 
$2,961; film editor, $3,850. All 
include $250 cost -of- living adjust- 
ments. 

WEOK 
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FCC Actions 
(Continued from page 107) 

December 6 Applications ... 
ACCEPTED FOR FILING 

Change Location 
WARL Arlington, Va. -CP to change 

main studio and transmitter locations 
to 5232 Lee Highway, Arlington, Va. 
(site of WOOK (WINX) Washington 
transmitter which was moved to Eighth 
and Eye Streets, Washington). 

License Renewal 
Following stations request renewal of 

license: 
WDRC -FM Hartford, Conn., WKYB 

(FM) Paducah, Ky., WLAW -FM Law- 
rence, Mass., WJTN -FM Jamestown, 
N. Y., WHNC -FM Henderson, N. C. 
WKBN -FM Youngstown, Ohio, KTUL 
Tulsa, Okla., and WBIR -FM Knoxville, 
Tenn. 
December 6 Decisions .. . 

BY COMMISSION EN BANC 
Log Rule Amended 

Coçmmission finalized proposal of Feb. 
28 amending sections of Part 3 of Rules 
Governing Radio Broadcast Services 
concerning station logs by licensees of 
AM, FM (commercial and noncommer- 
cial 1 educational), TV and international 
stations, to make such rules applicable 
to permittees as well as licensees. 
Amendments are effective Jan. 21. 

FM Change 
Commission proposed to amend re- 

, vise¡d tentative allocation plan for Class 
B Fni stations by transferring Ch. 274 
froni Florence to Orangeburg, S. C. 

Granted CP 
WCFL Chicago - Granted CP to 

change DA -N; cond. 
KTOK Oklahoma City, Okla.- Grant- 

ed 'CP to increase nighttime power 
from 1 to 5 kw and change DA -N; cond. 

Granted Specified Hours 
KIFW Sitka, Alaska -Granted appli- 

cation to change from fulltime to spe- 
-cifieif hours, 5 to 11 p.m. weekdays and 
1 to 11 p.m. Sundays. 

Consolidated Hearing 
WWOC Manitowoc, Wis., WOBT 

Rhinelander, Wis.-Designated for con- 
solidated hearing WWOC application to 
increase power from 500 w to 1 kw 
daytime on 980 kc, and WOBT appiica- 
tionl to change from 1240 kc 250 w to 
980 kc 1 kw fulltime, DA. 

To Remain Silent 
WNAW North Adams, Mass.- Grant- 

ed extension of authority to remain 
silent for additional 30 days from Dec. 
8 pending financial reorganization. 

License Renewal 
Following stations granted renewal 

of licenses for regular period: 
KRNT Des Moines; WGAT New Hart- 

ford N. Y.; WHIO Dayton, Ohio; KXGI 
Fort Madison, Iowa. 

Granted Petition 
WEAS Decatur, Ga. -Granted peti- 

tion requesting that WEAS be made 
party to current television proceeding 
and to accept its late comment and 
evidence in proceeding. 

BY THE SECRETARY 
Granted Mod. STA 

WBZ -TV Boston- Granted mod. out- 
standing special temporary authority to 
operate commercially with facilities 
specified in CP, except for vis. and aur. 
trans. output power of 5 kw and 2.5 kw 
respectively, beginning with date of 
grant and ending no later than Jan. 26. 

fCC: roundup 
New Grants, Transfers, Changes, Applications 

ox SC01rQ 
Class On Air 

AM Stations .. 2,311 
FM Stations 644 
TV Stations 108 

e On the air. 

SUMMARY THROUGH DEC. 6 

Cond'l 
Licensed CPs Grants 

2,291 129 
559 85 
91 17 

Docket Actions .. . 
FINAL DECISIONS 

Wausau, Wis.- Lakeland Bcstg. Corp. 
FCC issued decision granting applica- 
tion for 1230 kc, 250 w, fulltime; con- 
ditions. Decision Dec. 6. 

OPINIONS AND ORDERS 
WTUX Wilmington, Del. -Port Frere 

Bcstg. Co. - FCC granted authority to 
continue temporary operation until Feb. 
15 pending action on petition for re- 
hearing and other relief filed by WTUX 
directed against Commission's decision 
of Oct. 12, 1950 [Bail', Oct. 16, 1950] 
denying renewal of license. Order 
Nov. 30. 

KCIL Houma, La. - Charles Wilbur 
Lamar Jr. FCC granted request for 
additional time until Dec. 17 to file 
amendment to application for CP to 
change from 1490 kc 250 w, fulltime, 
to 630 kc, 1 kw, fulltime, DA, to obvi- 
ate problem arising from new NARBA. 
Order Dec. 6. 

On petition by Petmar Corp. for re- 
view of motions commissioner's action 
of Oct. 5 denying petition to intervene 
in Paramount Pictures Inc., et al., pro- 
ceeding, Commission by memorandum 
opinion and order denied subsequent 
petition without prejudice to further 
showing that petitioner's participation, 
beyond that of a witness, will assist 
FCC in determination of issues in this 
case. Order Dec. 5. 

INITIAL DECISION 
WPAW Pawtucket R. I: Roger Wil- 

liams Bcstg. Co. Hearing Examiner 
Leo Resnick issued initial decision 
looking toward grant of application to 
change from 1380 kc, 500 w, daytime, to 
550 kc, 1 kw, daytime; condition. De- 
cision Dec. 4. 

Non -Docket Actions ... 
AM GRANTS 

Searcy, Ark. - Mrs. Edith Wood 
Sweezy. Granted 1450 kc, 250 w, full- 
time; conditions, including proviso per- 

Grant is subject to condition that it is 
without prejudice to any action Com- 
mission may take with respect to out- 
standing proposals concerning Appen- 
dices A, B, C and D of third notice of 
further proposed rule making and that 
such authorization will either be modi- 
fied to conform with any final deter- 
minations reached by Commission or 
will be cancelled, and, subject to fur- 
ther condition that it is without preju- 
dice to any action taken by Commis- 
sion with respect to existing or future 
applications or authorizations of West- 
inghouse Radio Stations Inc. 

GA Trs N 
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Apple. In 
Pending Hearing 

305 107 
e1 11 2 

464 171 

e e 

mittee will not commence program tests 
until KXLR Little Rock begins pro- 
gram tests on 1150 kc and will not be 
licensed until KXLR is licensed on 
1150 kc. Granted Dec. 6. 

Hollywood, Fla.- Circle Bestg. Corp. 
Granted 1320 kc, 1 kw, daytime; con- 
ditions. Granted Dec. 6. 

FM GRANTS 
Dawson, Ga. - Dawson Bcstg. Co. 

Granted 101.1 mc (Ch. 266), 11 kw, 
antenna 225 ft.; conditions. Granted 
Dec. 6. 

Charlotte, N. C.- Bcstg. Co. of the 
South. Granted 104.7 mc (Ch. 284), 50 
kw, antenna 390 ft. Granted Dec. 6. 

TRANSFER GRANTS 
WMNB North Adams, Mass. -Granted 

consent to assignment of license from 
Herbert B. Clark, Robert Hardman and 
James Gordon Keyworth, a partner- 
ship, to Northern Berkshire Bcstg. Co., 
a corporation in which each of the 
former partners will have 35 interest. 
No monetary consideration. Granted 
Dec. 4. 

WRMN Elgin, 111.- Granted consent 
to assignment of license and CP from 
George A. Ralston and Jerry C. Miller 
to F. F., John T., William D. and Joseph 
E. McNaughton, a partnership, for $60,- 
000. F. F. McNaughton holds interest 
in KOBE Las Cruces, N. M., and is 
owner - publisher Pekin Daily Timer, 
Pekin, Ill.; J. E. McNaughton is man- 
ager and stockholder of WCRA Effing- 
ham, Ill., and publisher of Effingham 
Daily News; J. T. McNaughton holds 
interest in KOBE and Effingham Daily 

- 
Nerr, and W. D. McNaughton also holds 
interest in Effingham Daily News. Each 
of the McNaughtons will hold 25% in- 
terest in WRMN. Granted Dec. 6. _ 

KDAS Malvern, Ark. -Granted con - 
sent to assignment of license from Da- 
vid M. Segal to Malvern Bcstg. Co. to 
enable key employes to have share in 
business; employe incentive reason for 
assignment of permit and no monetary 
consideration involved. After assign- 
ment interest is held by Mr. Segal 
(51%), Thomas F. Alford (20%), man- 
ager of KTFS Texarkana, Tex., Leslie 
Eugene Abrahamson (10 %), announcer 
KTFS, Edward M. Guss (10 %), man- 
ager WGVM Greenville, Miss., and Er- 
nest W. Hackworth (9 %), program di- 
rector KTFS. Granted Dec. 6. 

WSHB Stillwater, Minn. - Granted 
consent to assignment of license from 
William F. Johns Sr., William F. Johns 
Jr. and Penrose H. Johns to William 
H. Johns Jr. and Penrose H. Johns d/b 
as St. Croix Bcstg. Co. for $37,000, pay- 
able $250 or more a month at 3% in- 
terest. Granted Dec. 6. 

WSIP Paintsville, Ky.- Granted con- 
sent to assignment of license' from W. 
Howes Meade to Ted Arnold Silvert 
and Escom Chandler for $75,000. Mr. 
Silvert has 8.75% interest in WSFC 
Somerset, Ky., and Mr. Chandler owns 
25% interest in Paintsville Dry Clean- 
ers & Laundry Paintsville, which he 
operates. Granted Dec. 6. 

WGWR -AM -FM Asheboro N. C. - 
Granted consent to relinquishment of 
negative control by W. C. Lucas through 
transfer of 100 shares (20%) to J. R. 
Marlowe, station manager. Stock is 
pledged at First National Bank, Ashe- 
boro, as security for $10,000 note due 
bank by Mr. Marlowe. Granted Dec. 6. 

KODI Cody, Wyo.-Granted consent 
to transfer of control from William J. 
and Dorothy R. Garlow to Milward L., 
Lorna Kooi and Peter Kooi Simpson 
for $25,000. Milward L. Simpson is a 
lawyer in Cody, a director of Husky 
Oil Co., Cody, and Calgary, Alberta, 
Canada, a director of Gate City Steel 
Co. Omaha; Neb., and co- partner In 
Cody Inn, Cody; Lorna Kooi Simpson 
is Mr. Simpson's wife, and Peter Kooi 
Simpson is student at U. of Wyoming, 
Laramie. (KODI is now silent pending 
completion of sale.) Granted Dec. 6. 

WCOP -AM -FM Boston -Granted con- 
sent to assignment of license from 
Cowles Bcstg. Co. to T. B. Baker Jr., 
A. G. Beaman and Roy V. Whisnand 
for $150,000. Messrs. Baker and Bea- 

man each own 50% of WHDA Nashville 
and Mr. Whisnand is commercial man- 
ager WKDA [CLOSED CIRCUIT, Nov.,r 
5]. Granted Dec. 6. 

New Applications . . . 

AM APPLICATIONS 
Yuba City, Calif. -John Steventon, 

1450 kc, 250 w, fulltime; estimated con- 
struction cost $11,900 (equipment will 
be purchased from KGFN Grass Val- 
ley, Calif.), estimated first year oper- 
ating cost $30,000, estimated first year 
revenue $36,000. Applicant is licensee 
of KMOR Oroville, Calif. (Contingent 
on grant of frequency change for 
KMYC Marysville, Calif.) Filed Dec. 3. 

Plainfield, N. J. -WXNJ Inc., 1580 kc, 
1 kw, daytime; estimated' first year 
operating cost $25,000, estimated first 
year revenue $30,000. Applicant is li- 
censee of WX J (FM) Plainfield. Ac- 
cepted Dec. 5. 

Portland, Ore.- Wllliam Edwin Rich- 
ardson, 860 kc, 500 w, daytime; esti- 
mated construction cost $15,000, esti-X 
mated first year operating cost $35,000, estimated first year revenue $46,000. 
Applicant is consulting engineer, Port- 
land, and former manager KPDQ and 
KWJJ Portland. Filed Dec. 5. 

Bishop, Calif. -Inyo Bcstg. Co., 1230 
kc, 250 w, fulltime; estimated construc- 
tion cost $14,915, estimated first year 
operating cost $24,000, estimated first 
year revenue $30 000. Applicant com- 
pahy is partnership of James R. Oliver, 
owner Bcstrs. Network Studios, Bev- 
erly Hills, Calif., and radio station man- 
agement and personnel consultant, and 
Stephen A. Cisler, owner of interest 
in WKYW Louisville, Ky., WXGI Rich- 
mond, Va., and WILB Williamsburg, 
Va. 55% interest in KSMO San Mateo, 
Calif., 25% interest in WXLW Indian- 
apolis, Ind., 100% interest in applica- 
tion for new AM station in Monterey, 
Calif., 50% interest in proposed assign- 
ment of KGSF (FM) San Francisco, 
50% interest in Electronic Service Corp., 
Louisville, and 25% interest in Best. e 
Equipment Corp., Lincoln, Neb. Filed 
Dec. 5. 

TV APPLICATIONS 
San Antonio, Tex. -Alamo Television 

Co., Ch. 35, ERP 187 kw visual, 93.5 kw 
aural, antenna height above average 
terrain 425 ft.; estimated construction 
cost $372,500, estimated first year oper- 
ating cost $140,000, estimated first year 
revenue $300,000. Applicant is W. W. 
Lechner, owner W. W. Lechner Inc., 
oil and gas exploration and production 
and applicant for TV stations in Hous- 
ton and Dallas. Filed Dec. 3. 

Hendersonville, N. C. -Radio Hender- 
sonville Inc., Ch. 27, ERP 23.9 kw vis- 
ual, 11.95 kw aural, antenna height 
above average terrain 982)4 ft.; esti- 
mated construction cost $176,800, esti- 
mated first year operating cost $96,000. Applicant is licensee of WHKP Hen- 
dersonville. Filed Dec. 4. 

Carbondale, Ill. - Grace S. Rodgers 
and C. W. Rodgers (mother and son), 
Ch. 34 (626 -632 mc), ERP 1.33 kw visual, 
602 w aural, antenna height to be de- 
termined; estimated construction cost 
$191,960, estimated first year operating 
cost $135,000, estimated first year reve- 
nue $100,000. The Rodgers have interest 
in Rodgers Theatres Inc., Cairo, 
R. G. R. Theatres, Blytheville, Ark., 
Rodgers Investment Co. and Grate S. 
Rodgers Corp. Filed Dec. 4. 

Butte, Mont. -Copper Bcstg. Co., Ch. 
4 (66 -72 mc), ERP 14.85 kw visual, 7.59 
kw aural, antenna height above aver- 
age terrain 267 ft.; estimated construc- 
tion cost $100,961.75, estimated first year 
operating cost $100,000, estimated first 
year revenue $110,000. Applicant is li- 
censee of KOPR Butte. Filed Dec. 4. 

Chambersburg, Pa. - Chambersburg 
Bcstg. Co., Ch. 46 (662 -668 mc), ERP 
100 kw visual, 45.6 kw aural, antenna 
height above average terrain 1153 ft.; 
estimated construction cost $230,531.50, 
estimated first year operating cost $72,- 
000, estimated first year revenue $60,000. Applicant is licensee of WCHA -AM -FM 
Chambersburg. Filed Dec. 5. 

Charleston, S. C. -WCSC Inc., Ch. 5.r 
(76 -82 mc), ERP 28.2 kw visual, 14.1 kw 
aural, antenna height above average 
terrain 311 ft.; estimated construction 
cost $215,000, estimated first year oper- 
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sting cost $205,000, estimated first year 
revenue $265,000. Applicant is licensee 
of WCSC -AM -FM Charleston. Filed 
Dec. 7. 

TRANSFER REQUESTS 
WTTN Watertown, Wis.- Transfer of 

license from Albert B. Gale and J. H. 
Yeo to Carl V. Kolata, Marcella E. 
Kolata and Verne H. Halle through sale 
of 130 out of 200 shares of stock for 
$32,955. Mr. Kolata already owns 70 
shares and will acquire ten more; he is 
program director of station. Mrs. Ko- 
lata is housewife and Verne Halle is 
real estate broker. Filed Dec. 3. 

WOR- AM -FM -TV New York- Assign- 
ment of license from General Teleradio 
Inc. (subsidiary of R. H. Macy & Co.) 
to Thomas S. Lee. Enterprises for $3; 
850,000 ($1,200,000 for WOR program 
service 51,300,000 for merger, $1,350,000 
for indebtedness of General Teleradio 
to R. H. Macy); in addition, Macy re- 
ceives 732 shares of Lee stock (valued 
at $87,840) for 10% interest in Lee. 
(Price does not include land, buildings 
Zr equipment which will be leased to 
Lee for 25 years at $315,000 per year 
and after 25 years at $78,750 per year.) 
Thomas S. Lee Enterprises owns 
WNAC- AM -FM -TV Boston, WONS 
Hartford, WEAN Providence WGTR 
(FM) Worcester, KHJ- AM- FM-TV Los 
Angeles, KFRC San Francisco and KGB 
San Diego [BT, Nov. 26, 19, Oct. 15]. 
Accepted Dec. 3. 

WGBH (FM) Boston -Assignment of 
CP from Lowell Institute to WGBH 
Educational Foundation to simplify ad- 
ministration of station; no monetary 
consideration. Filed Dec. 4. 

WJPH -AM -PM Jacksonville, WCOA 
Pensacola, WTMC Ocala and WDLP- 
AM-FM Panama City -Assignment of 
license (WJPH and WCOA) and trans- 
fer of control (WTMC and WDLP) to 
new corporation of same stockholders 
for purpose of preserving unity of own- 
ership and control of all Perry Enter- 
prises and eventually to provide for 
common financing of properties through 
single issue of debt securities. No 
monetary consideration. Filed Dec. 4. 

WCHS Charleston, W. Va.- Transfer 
of control from Laurence E. Tierney 
Jr., Lewis C. Tierney and Albert S. 
Kemper Jr. to Lewis C. Tierney, vot- 
ing trustee. No monetary consideration. 
Filed Dec. 5. 

KTNM Tucumcari, N. M.- Transfer 
of control from Grady F. Maples and 

Over Scale Talent 
(Continued from page 28) 

salary policy for radio -TV per- 
formers appearing on network and 
local station programs. Other em- 
ployes include cameramen, pro- 
ducers, directors, script- writers 
and designers. The relation to in- 
dependent program packagers, now 
exempt from price regulations, also 
hangs in the balance, with claims 
that employers should have the 
same exemptions. 

Question of a different treatment 
for the television industry, because 
of its phenomenal growth, also is 
posed. Mr. Rothschild said the 
board is prepared to take action 
on "subsidiary policies" providing 
for "the proper treatment of 
growth companies." 

It was recalled that the Radio - 
Television Directors Guild had ob- 
jected to the proposed use of Jan- 
uary 1950 as base period for sal - 

''aries, claiming this was an experi- 
mental cycle for video. In the past 
two years, the industry has ma- 
tured and talent in production and 
direction of shows should receive 

MIX 
IS KLICKIN' 

BROADCASTING 

Film Report 
(Continued from page 90 ) 

Pilots, with interviews of famous 
jet pilots as well as a film clip 
showing them in action. 

Project has had the cooperation 
of Republic, Gruman, Bell Air- 
craft, Pratt -Whitney and other 
jet -plane manufacturers who have 
made their top test pilots available 
to the producer of the commercials. 
Campaign was created by Elliot 
Sanders, Kenyon & Eckhart pro- 
ducer on the program. Mr. Sand- 
ers commented that children of the 
pilots who appeared on the pro- 
gram are usually Tom Corbett fans 
and are much more impressed by 
Tom Corbett and his cadets than 
the appearance of their fathers. 

ILLUSTRATE Inc. has sold Our 
Lady's Juggler, based on the 
Anatole France classic, to five 
markets. Stations include KPIX 
(TV) San Francisco, WEWS (TV) 
Cleveland, WJZ -TV New York, 
WMAL -TV Washington and a 
Los Angeles station to be an- 
nounced later. 

Originally produced for the U. S. 

R. B. McAlister, d/b as The McMa 
Agency, to partnership composed of 
Lloyd Hawkins, Ted Lawson, D. A. Ben- 
ton, Murphy M. May, Don G. Opheim, 
David R. Worley and Bruce C. Zorns, 
d/b as Quay County Bcstg. Co., for 
$80,000, with terms of $30,000 cash and 
payments of $633 per month for 8 years, 
interest at 6% per annum. Mr. Haw- 
kins (20%) is general manager KLTI 
Longview, Tex., Mr. Lawson (10%) is 
accountant for R. G. LeTourneau Co., 
licensee of KLTI, Mr. Benton (10%) is 
office manager for W. B. Johnson Drill- 
ing Co., Mr. May (15%) is owner of 
Magnolia Petroleum Co., Mr. Ophelm 
(10%) is announcer for KUMC Colo- 
rado City, Col., Mr. Worley (20%) is 
general manager of KTFY Brownfield, 
Tex., and Mr. Zorns (15 %) is vice pres- 
ident and minority stockholder of 
Brownfield State Bank and Trust Co., 
Brownfield, and Yoakum County State 
Bank, Denver City, Tex. Filed Dec. 5. 

KGLN Glenwood Springs, Col. -As- 
signment of license from R. G. and 
Charles Howell to KGLN Inc., a change 
from partnership to corporation and 
allow resident manager, Jerry Fitch, to 
acquire ys interest for $6,733.34 with 
terms of $2,000 cash and $4,733.34 prom- 
issory note. Filed Dec. 5. 

KBUC Corona, Calif. -Assignment of 
license from American Pacific Radio 
Bcstg. Co., a limited partnership, to 
Radion Bcstg. Inc., a corporation formed 
to reduce indebtedness. No monetary 
consideration. Filed Dec. 5. 

Deletion . . . 

TOTAL deletions to date since Jan. 1: 
AM 27, FM 66, TV 1. New deletion: 

WFMU (FM) Crawfordsville, Ind. - 
Journal Review, license (and CP au- 
thorizing changes), Dec. 4. 

a higher salary rate. Most salaries 
were stabilized last Jan. 26, 1951, 
with provision made for a so- called 
10% "catchup" salary raise. 

With respect to the self- adminis- 
tration aspect Mr. Rothschild as- 
serted: 

We have attempted to adopt regu- 
lations which will permit industry to 
operate in accordance with past 
practice upon a self -administering 
basis. Obviously, it is essential that 
there be effective compliance and 
enforcement machinery to protect 
companies that comply with the regu- 
lations against the few which do not. 
Once major policy has been de- 
termined, I envisage the functions of 
salary stabilization as primarily 
directed toward securing compliance 
with the regulations and policies that 
have been issued. 

Telecasting 

Rubber Co. several years ago, The 
Juggler was produced in the il- 
lustrative technique developed by 
Illustrate. It has a narrative back- 
ground and utilizes more than 200 
drawings by Sterling Sturdevent. 
The running time is ten minutes. 

ADRIAN WEISS PRODUCTIONS, 
Hollywood, has sold its 13 -week 
Craig Kennedy Criminoligiat film 
series to two additional sponsors. 

Crown Drug Co., Kansas City, 
starts weekly telecasting of the 
half -hour programs tomorrow (Dec. 
11) on WDAF -TV Kansas City. 
Virginia Dare, Chicago, has signed 
for the programs in Chicago, to 
be telecast on WENR -TV starting 
Dec. 14. The series also is cur- 
rently being telecast on WEWS 
(TV) Cleveland and KING -TV 
Seattle, under the sponsorship of 
Rybutol in both cities. 

TEE -VEE Co., Beverly Hills, Calif., 
has started production of a new 
series of 26 five -minute films for 
Little Theatre television series. 
The Little Theatre programs, a 
quarter -hour in length, comprise 
two of the five -minute films, each -a 
complete story. The first group of 
13 programs now are being tele- 
cast on about 16 stations in various 
parts of the country. 

Marc Frederic, vice president and 
general manager of the firm, leaves 
for the East today (Monday) on a 
ten -day selling trip to Washington, 
New York, Baltimore, Philadelphia 
and Chicago. He plans to establish 
sales offices in Chicago. A similar 
office was set up previously in New 
York. 

JERRY FAIRBANKS Productions, 
Hollywood, has purchased The Will- 
ing Victim, an original television 
play, as the 39th program in its 
Front Page Detective TV film 
series. Frank Jenks and Margaret 
Spahr have major roles in the play. 

WLS CHICAGO, part -time station 
sharing ABC affiliation with WENR, 
is carrying three additional network 
features. They are Victor Lindlahr, 
Joyce Jordan and Evelyn Winters. 
Local programs were rearranged to 
accommodate the network shows. 

Radio Mayor 
ALLAN LAMPORT, mayor - 
elect of Toronto, Ontario, was 
elected Dec. 3 by using only 
radio for his campaign talks 
and advertising. Newspaper 
advertising was confined to 
calling attention to his broad- 
cast schedules on various 
Toronto stations. He is the 
first Toronto mayor elected 
by using only radio. 

Telestatus 
(Continued from page 84) 

and Sat., Sun. sign -on to noon, the 
rate is $480, and for Mon.-Fri. mid- 
night to noon and Sat. and Sun. 
midnight to sign -off, the rate is 
$320. Station, which has been on 
the air since Dec. 3, 1947, is repre- 
sented by Harrington, Righter & 
Parsons. 

'Star Theatre' Tops 
American Research List 
TOP TEN national television pro- 
grams for the week of Nov. 1 -7, as 
reported by American Research 
Bureau, led off with NBC -TV's 
Texaco Star Theatre. Rating was 
58.6. Complete listing follows : 

Program Rating 
Texaco Star Theatre (NBC) 58.6 
Talent Scouts (CBS) 49.2 
Your Show of Shows (NBC) 48.6 
Comedy Hour (NBC) 48.6 
President Truman (All networks Nov. 7) 47.4 
You Bet Your life (NBC) 44.2 
Jack Benny Show (CBS, Nov. 4) 43.5 
Red Skelton (NBC) 43.2 
Godfrey and Friends (CBS) 42.9 

ABC Blood Special 
STRESSING the need for in- 
creased blood donations, ABC 
Radio presented a special half - 
hour documentary, The Long Red 
Line, from 10:30 -11 -p.m. last 
Thursday, the eve of Pearl Har- 
bor Day. Program traced the need 
for blood donation from the time 
of the Pearl Harbor attack and 
included interviews with wounded 
veterans of Korean war and state- 
ments by Red Cross and Defense 
Dept. officials and others. 

\ 

., 
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Another BMI "Pin Up" Hit -Published by Mellon 

CRY 
On Records: Georgia Gibbs -Mer. 4625; June 

Bill Farrell20MGM; 11113;; Ì 27857; 
Ray Okeh 

6840; Ruth Casey -Cadillac 103; Four Knights - 
Cap. 1875; Eileen Barton -Coral 60592; Bette 

McLaurin - Derby 785 ; Alan Holmes -King 
15145; Carmen Taylor -Mer. 8262; Bob Williams 

-Vic. 20 -4406; Little Donna Hightower -Horace 

Henderson -Dec. 48254. 
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/ / t % .9t u6aíße 
By -Law Change 

(Continued from page 5) 

ing cessation of board service by members 
who no longer are eligible to sit on board 
because of change in status, with provision 
for filling vacancies. Some technical changes 
made in dues setup. New definition adopted 
for national networks, as distinguished from 
regional, area, state, transcription and film 
networks. 
Board voiced opposition to copyright legis- 

lation (HR -3589) which would require payment 
of fees for reading stories, poems etc. on air. 
Bill has been reported out of committee. 
Danger of violation by political candidates 
pointed out. 

Fnnd of $6,000 will be made available for 
careful study of sales and use tax situations 
in Arkansas, New Mexico, Hawaii and other 
areas. Board voiced concern over spread of 
such taxes. 

Full board indorsed in principle Horan Bill 
(HR 5470) which would hold broadcasters free 
from libel in suits growing out of political 
broadcasts. 

Board adopted resolution looking toward 
broadcasters' participation, through hearing, 
in cases where international agreements on 
TV frequency allocations affect American radio 
and public. 

This grew out of Dist. 13 and 16 meetings 
where broadcasters protested negotiations be- 
tween U. S. and Mexico unfairly affecting TV 
viewers in Southwest. State Dept. recently 
completed these negotiations. Harry Bannis- 
ter, WWJ -TV Detroit, offered resolution which 
asks government agencies to give broadcasters 
chance to be heard in future negotiations. 

Report on excess profits tax negotiations 
given board by John I;. Poole, tax attorney for 
Fort Industry Co., who said recent law means 
savings to telecasters. 

George B. Storer, Fort Industry president 
and chairman of special TV tax committee, 
also spoke on tax matters. Committee was 
commended by board. 

All members but two attended three -day 
boafd sessions. Absent were W. D. Rogers Jr., 
KEI(L =TV San Antonio, and Paul Raibourn, 
KTLA, (TV) Los Angeles: 

Long list of new radio members approved by 
board. List includes: 
KALE KALE -FM Richland, Washington; KAPA 
Raymond, Wash.; KASI Ames, Iowa; KBRO Bremer- 
ton, Wash.; KBYE Oklahoma City; KCMT Palm- 
Springs, Calif.; KECC Pittsburg, Calif.; KFAR Fair- 
banks, Alaska; KIMA Yakima, Wash.; KIUP Dur- 
ango, Colo.; KLEE Houston: KOLE Port Arthur, 
Texas; KOWH Omaha; KREW Sunnyside, Wash.; 
KSET El Paso; KSON San Diego; KTBS Shreveport. 
La.; i.KTRF Thief River Falls, KVOL KVOL- 
FM Lafayette,. Louisiana; - KVWO S 

Minn.; 
heyenne, Wyo.; 

KWOA Worthington, Minn:; KXRN Renton, Wash. 
WAKN Aiken, S. C.; WAYB Waynesboro, Va.; 

WBÚT WBUT -FM Butler. Pa.; WCBT WCBT -FM 
Roanoke Rapids, N. C.; WCOW South St. Paul;. 
WESC WESC -FM Greenville. S. C.; WEXL WOMC 
(F Royal Oak, Mich.; WFAK Memphis; WFMC 
GoAlsboro, N. C. WGAN Portland, Me.; WGBH(FM) 
Boston; WGBR WEQR(FM) Goldsboro, N. C.; WGBS 
WGBS -FM Miami; WGET Gettysburg, Pa.; WGN 
WGBB(FM) Chicago, Illinois; WGNS Murfreesboro, 
Tenn. WHJC Matewan, W. Va.; WHOL Allentown, 
Pa.; WICH Norwich, Conn.; WILM Wilmington, 
Dela.; WINC WRFL(FM) Winchester, Va.; WJNC 
Jacksonville, N. C.; WKBZ WKBZ -FM Muskegon, 
Mich.; WKDN Camden, N. J.; WKJF(FM) Pitts- 
burgh; WKLJ Sparta, Wis.; WKNY Kingston. N. Y.: 
WKOX Framingham, Mass.; WLCM Lancaster, S. C.: 
WMLN(FM) Mount Clemens, Mich.; WMMN Fair- 
mont, W. Va.; WNBZ Saranac Lake N. Y.; WNGO 
Mayfield, Ky.; WOL WOL -FM Washington, D. C.; 
WOMT Manitowoc, Wis.; WOSC Fulton, N. Y.; 
WPAC Patchogue, N. Y. WPAG WPAG -FM Ann 
Arbor, Mich.; WPPA WPPA -FM Pottsville, Pa.: 
WRLD WRLD -FM Lanett, Alabama; WROW WROW- 
FM Albany, N. Y.; WTKM Hartford, Wis.; WTRC 
WTRC -FM Elkhart, Ind.; WVMT Biloxi, Miss.; WVNJ 
Newark. 
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RADIOS IN MOST CARS 
MORE THAN three -quarters of auto- 
mobiles in Salt Lake City equipped with 
radios in working order, according to first 
"outdoor radio Hooperatings report," re- 
leased to city's station subscribers 
(KALL, KDYL, KSL, KUTA). Survey, 
from mid -October to mid -November, 
found 78.1% of cars equipped, with day- 
time auto sets -in -use averaging 24.2% 
with high of 30.9 %. 

DID NOT ASK DISCRIMINATION 
SEN. O'MAHONEY SAYS 
SEN. JOSEPH C. O'MAHONEY (D -Wyo.) de- 
clared Friday he had not approved any Defense 
Dept. budgetary plan discriminating against 
radio, TV or any other medium in spending of 
current funds for recruitment advertising. 
Defense Dept. had cancelled network cam- 
paigns in line with directive in Military Ap- 
propriations Act. 

Majority of NARTB board members signed 
strong statement of protest Friday on pur- 
ported discrimination by Defense Dept., which 
NARTB has been told is diverting current 
funds from radio into other media on ground 
this is in line with intent of Congress. Pro- 
test sent to Robert A. Lovett, Secretary of 
Defense. 

Sen. O'Mahoney said he merely had felt that 
money spent in all advertising media was in- 
effective and the services could get the recruits 
through the draft. Any statement that he 
had reviewed expenditures and approved dis- 
crimination against radio and television in 
favor of printed media is false, he deelared. 

Mrs. Anna Rosenberg, assistant Secretary 
of Defense, told NARTB Friday that the 
Dept.'s policy of use of unexpended 1951 funds 
for recruitment advertising was as follows: 
"Unexpended 1951 funds may be used for ad- 
vertising through any proper media, including 
radio and television, which are designed to re- 
cruit specialists and women." 

NARTB President Harold E. Fellows issued 
this statement Friday: "This instance demon- 
strates the need for concerted action among 
broadcasters and the result of such action 
when the cause is right. We are grateful to 
'Sen. O'Mahoney for correcting the record and 

"to the Department of Defense officials who 
have reversed their decision and recognized 
radio and television in their proper perspec- 
tives as great American advertising media." 

NL &B CHICAGO BILLINGS UP 
NEEDHAM, LOUIS & BRORBY, Chicago, 
billed $15 million this year and expects to 
handle $19 million worth of business in 1952, 
President Maurice H. Needham, reported to 
employes. He said 1951 reached "peak" sur- 
passing last year's figures by $4 million. Net 
profit "hits another peak" equalling $230,000 
"in spite of terrific increase in federal taxes," 
compared to $75,000 in 1950. 

WMGM -LBS CONTRACT 
AFFILIATION contract of WMGM New York 
with Liberty Broadcasting System [Bill. Dec. 
3] will be signed today (Monday). Negotia- 
tions for network and station reached agree- 
ment late Friday with attorneys to draw up 
legal document over weekend. 

PEOPLE... 
GEORGE GRISWOLD Jr., for past five years 
with public relations. and advertising divisions 
of AT &T's Long. -Lines Dept., has joined 
Newsweek magazine as director of publicity. 

WILLIAM R. BAKER Jr., president, Benton 
& Bowles, N. Y., and JOHN P. CUNNINGHAM, 
executive vice president, Cunningham & 
Walsh, N. Y., inducted into George Burton 
Hotchkiss chapter of Alpha Delta Sigma, na- 
tional honorary advertising fraternity Friday. 
Fred Gamble, president of American Assn. of 
Advertising Agencies, was toastmaster. 

FRANK CARVEL, timebuyer, Biow Co., N. Y.,, 
to Marschalk & Pratt Co., N. Y., in same 
capacity. 

REMHOLD W. SCHMIDT promoted to assis- 
tant manufacturing manager of Cathode -Ray 
Tube Div. Allen B. DuMont Labs Inc., to suc- 
ceed William Carlin, who has been named 
manufacturing manager, it was announced 
Friday. Another DuMont employe since 1948, 
ELLSWORTH S. DOE, was named supervisor 
of mechanical and electrical maintenance, post 
vacated by Mr. Schmidt. 

HENRY TOBIAS named producer- director for 
CBS Television programs of musical- variety- 
comedy type. 

SCHEDULE APPROVED 
FOR DISTRICT MEETINGS 
ANNUAL series of NARTB district meetings 
to be held in three groups, starting Aug. 18 
and ending Oct. 21, under schedule adopted 
Friday by combined NARTB boards. Series 
will be completed several weeks ahead of 1951 
meetings, which ran to Nov. 16. 

Schedule follows: Aug. 18 -19, District 7 (Ky., 
Ohio); Aug. 21 -22, 8 (Ind., Mich.); Aug. 25 -26, 
11 (Minn., N. D., eastern S. D.); Aug. 28 -29, 
17 (Alaska, Ore., Wash.); Sept. 4 -6, 15 (No. 
Calif., No. Nev., Hawaii); Sept. 8-9,_16 (Ariz., 
So. Calif., So. Nev.); Sept. 11 -12, 14 (Colo., 
Idaho, Mont., N. M., western S. D., Utah, Wyo.); 
Sept. 15 -16, 12 (Kan., Okla.); Sept. 18 -19, 13 
(Texas); Sept. 22 -23, 10 (Ia., Mo., Neb.); Sept. 
25 -26, 9 (Ill., Wis.); Oct. 2 -3, 4 (D. C., Md. in 
part, N. C., S. C., Va.); Oct. 6 -7, 5 (Ala., Fla.,r 
Ga. P. R.); Oct. 9 -10, 6 (Ark., La., Miss., 
Tenn.); Oct. 13 -14, 3 (Del., Md. in part, Pa., 
W. Va.); Oct. 16 -17, 2 (N. Y., N. J.); Oct. 
20 -21, 1 (New England). 

MINORS' 'COMPENSATION' 
MINOR LEAGUES unanimously passed 
resolution Friday calling on majors to give 
them 50% of their radio -TV receipts as com- 
pensation for loss of revenue (see earlier story, 
page 26). Resolution, drawn up by Sen. Edwin 
C. Johnson (D- Colo.), president of Western 
League, would permit majors to broadcast or 
telecast games without limitation, but would, 
according to Sen. Johnson, establish "the 
principle of damage." The Colorado Senatore 
also said share -in- income arrangement would 
comply with anti -trust laws, whereas other 
restraints might be illegal. 

1951 TUBE SALES 
RECEIVING tube sales in first 10 months of 
1951 totaled 314,932,857 tubes, Radio -Television 
Mfrs. Assn. reported Friday. This compares 
with 304,910,357 tubes sold same 1950 period. 
Of this year's total, 211,273,000 tubes were 
shipped for use in new sets; 78,940,247 re- 
placements; 5,681,734 government and 19,037,- 
876 export. In October, 34,137,619 tubes were 
sold compared with 40,105,611 same 1950 
month, and 27,946,193 for September this years 
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Successful advertisers must reach people - 
a lot of people - a lot of people OFTEN!!! 

AND AT LOW COST!!! 

WLW does just that! "Television," says the 
national advertiser, "is affecting AM radio." 
-Yes, we agree -but, how much ? -where? 
-to what extent? 

In the WLW Merchandiseable Area, WLW, 
with television going full blast, delivers ad- 
vertising impressions at a lower cost per 
thousand than any other radio station - 
combination of radio stations- newspapers - national magazines -any TV station or 
combination of TV stations ... your lowest 
cost per advertising impression in "1 /10th 

of America " -virtually the same cost per 
thousand in 1946 (before television). 

The whole study is completely and graphi- 
cally explained in WLW's latest analysis of 
"1 /10th of America" (WLW's Merchandise - 
able Area), entitled "What Price People ?" 

Our national offices are currently presenting 
this outstanding fact -packed film. If you 
have not had a showing, call or write one of 
our offices, and a date will be arranged. 
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