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These five inland radio stations, purchased as a unit, give you
more listeners than any competitive combination of local stations

. and in Inland California more listeners than the 2 leading
San Francisco stations and the 3 leading Los Angeles stations com-
bined ... and at the lowest cost per thousand! (SAMS and SR&D)

Ringed by mountains, this independent inland market is 90 miles
from San Francisco and 113 miles from Los Angeles. Beeline
listeners here spend over half a billion annually for food alone.
{Sales Management’s 1953 Copyrighted Survey)
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to spread the light of learning

WGAL'TV NBC * CBS * ABC * Du Mont

LANCASTER, PENNA.

Keenly aware of its educational responsibility Lo
the communities it serves—Lancaster, Harrisburg,
York, Reading, Lebanon, and hunidreds of smaller
cities and towns— WGAL-TV presents College

of the Air, Monday thru Friday, 9:00 te 9:30 a.m. DFNTIADIs e

President

Leading educators of the area conduct discussions R RS S G0

on five basic topics of special interest to viewers
—Sociology, Physical Science, Mathematics,
The Humanities, Adult Education.

College of the Air is part of the imaginative
programming designed by WGAL-TV to meet
the needs and specidl interests of its wide.
diversified loyal viewing audience.

De. A. C, Baugher
President
Elizabethtown College

Dr. D. L. Biemesderfer
President

Pennsylvania
State Teachers College
Millersville

Dr. Robert Gates Dawes
President
York Junior College

Dr. Frederie K. Miller
President
Lebanon Valley College

Represented by M E E K E R M:. Channel 8

New York * Los Angeles

RELTV B

Chicago * San Francisco
Steinman Station
Clair Mc Collough, President
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NEW concept of subscription television as
closed-circuit rather than on-the-air service
may be advanced by Telemeter Corp., orig-
inator of coin box mechanism and operator
of 200-unit pay-as-you-see system in Palm
Springs, Calif, Telemeter executives feel
that system operated over subscription com-
pany’s own wires would not be subject to
government regulation, and hence develop-
ment would not be delayed by impending
consideration of subscription principle by
FCC and Congress.
* Kk %

STIFFER inter-media competition and de-
velopment of television formed basis of off-
record warning to advertising managers at
Assn. of National Advertisers spring meet-
ing.  Advertisers told bluntly at closed
meetings they’d better get busy, learn media
techniques and lead rather than follow their
agency account executives. “QOtherwise you
may lose your shirts in costly campaigns,”
they were told.

* Kk %

NARTB is in its usual annual dilemma
over its government keynote speaker—Chair-
man of FCC. With Chairman Rosel Hyde
named for one year or until April 18, and
with convention scheduled for week of
May 23, trade association doesn’t know
whether to extend invitation to Mr, Hyde
conditionally, assuming his reappointment,
or wait until White House acts. Same sit-
uation prevailed during past two years. Best
guess is that it again will be Chairman Hyde.

* ¥ *

POLITZ STUDY [Radio Listening in Tv
Homes, B®T, Dec. 14, 1953], underwritten
by radio stations represented by Henry 1.
Christal Co., is responsible for one very
substantial amount of business not dropping
radio. to move to tv. Carnation Co., it's
understood, was all set to cancel Stars Over
Hollywood on CBS Radio but after analysis
of Politz study by its agency (Erwin, Wasey
& Co.) not only retained CBS show but
also bought When a Girl Marries strip on
ABC at annual $1.5 million budget.

* Kk X

WHEN General Teleradio Inc. files formal
papers with FCC for its proposed $2.5-mil-
lion purchase of WHBQ-AM-TV Memphis
from Harding College (contract completed
but not signed), companion application ex-

pected for sale of KGB San Diego to KGB -

Manager Marion Harris to comply with

new multiple ownership rule. KGB disposal

is in talking stage, no decision whether it

will be Mr. Harris alone or with others,

whether sale or lease, terms not settled.
*x * *

SEVERAL heavy-budget advertisers, in-
cluding automotive leaders, looking into use
of local radio, especially co-op. Ford al-
ready has project in planning stage. Top
appliance manufacturer, General Electric,
is among those re-evaluating radio and will
use more and more local co-op.

BROADCASTING ® TELECASTING

closed circuit

WISER HEADS in station operation who
have been solicited by Life Music Inc. for
royalty payments after breaking away from
BMI [BeT, March 8] are following rela-
tively simple procedure. They have equipped
themselves with catalogs of Life titles and
arranged to procure additional lists so that
they can avoid performance of those titles.
* Kk K

“MONEY MAN” in sudden transaction

whereby Washington Post Co, (WTOP-AM-

FM-TV Washington, WMBR-AM-TV Jack-
sonville) acquired Washington Times-Herald
from Col. Robert R, McCormick (WGN-
AM-TV Chicago) was broadcaster John S.
Hayes, president of WTOP Inc. and vice
president of Washington Post Co. He handed
to Col. McCormick down payment check of
$1.5 million (made out to Mr. Hayes) last
Wednesday in Chicago, to close transaction.
While price was not disclosed, it’s under-
stood to be near $8.5 million.
* K %

WILL Facts Forum, H. L. Hunt’s enter-
prise, take over production of Reporter's
Roundup, moderated by Everett Holles,
weekly Mutual co-op? Madison Ave. re-
port current last week was that Facts Forum
would underwrite four-year-old program,
but that it would continue to be available
for local sponsorship.
d* Kk K

ONE of nation’s largest department stores,
in project worked out with BAB, has agreed
to entrust entire build-up of one of its big
spring promotions to radio. It's seen as
first step in long-range test of radio by this
advertiser, which usually puts about 85%
of its media budget into newspapers.
* * *

WHAT's happened to black and white tv
set sales since approval of compatible color?
One large manufacturer reports its sales so
far this year are about equal to those of same
period last year and industry generally is
pleasantly surprised over ‘manner in which
b & w sets are moving, although admittedly
profit margin is lower due to competition.
* K

DUDLEY LeBLANC, of lamented Hadacol
fame, is starting his new venture, “Karyon,”
on “much sounder basis,” according to his
new advertising agency, The Martin Co.
of Chicago, Louisville, Nashville and Dallas,
Winston S. Dustin, agency radio-tv head,
says new million dollar company will rely
heavily on broadcast media and in some in-
stances stock will be offered in payment for
time. This, he reports, followed proffers
from stations to buy stock.

* Kk K

PLEA of Edward Lamb to FCC to make
public names of his “accusers” isn’t apt to
bring desired result. That’s because FCC
initiated investigation on its own motion and
while investigators did talk with people in
field, names aren’t divulged. FCC, after
reply to McFarland letter [B®T, March 15]
expected fo spell out nature of complaints.
(See story page 47.)
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" The Station that
Serves Best,
Sells Best!

Right in the

Heart of Sava p,_.n'd h

e In radio, audience loyaity
‘doesn’t just happen. It is in-
evitably the measure of the fa-
vored station’s responsiveness to
the interests, needs and cultural
and civic growth of all the people
within its listening area. How re-
sponsive WSAV has been is clearly
indicated by these few from many
instances: '

e The only Savannah Station
which broadcasts a regularly
scheduled civic forum — “Savan-

nah Speaks.”

o The only Savannah Station
which sends its remote crews out
into the areas to bring its listeners
all important events in the out-
lying towns and counties.

e The only Savannah Station which broadcasts a daily farm
program direct from the Agricultural Agent’s Office and fea-

turing farm news and information gathered on the local and
regional levels.

o The only Savannah Station which schedules six remote broad-
casts daily direct from the United States Weather Bureau at
Travis Field in Savannah. -

o The only Savannah Station whi(.:h‘broadcasts regularly sched-

uled local news (twice daily), and news on the local level from

the towns and counties in the surrounding area, through its

e B0

program “County Edition.”

WSAV

REPRESENTED BY

SOUTHEASTERN REPRESENTATIVE:
HARRY E. CUMMINGS
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NARTB Radio Board

Membership Announced

NEW NARTB Radio Board members an-
nounced Friday, following counting of ballots
in Washington. New board will assume office
May 28, following NARTB convention in Chi-
cago May 23-27. Results are as follows:

Representing large stations, Martin B, Camp-
bell, WFAA Dallas, succeeding Paul W. Mor-
ency, WTIC Hartford, Conn. Representing
medium stations, J. Frank Jarman, WDNC
Durham, N. C,, vice A. D. Willard Ir., WGAC
Augusta, Ga., ineligible for re-election having
served two consecutive terms. Representing
small stations, Lester L. Gould, WINC Jack-
sonville, N. C,, succeeding late Lee W, Jacobs,
_KBKR Baker, Ore. Representing fm stations, H
Quenton Cox, KGW-FM Portland, Ore., suc-
ceeding Michael R. Hanna, WHCU-FM Ithaca,
N. Y.

Elected for two-year terms were following
for even-numbered districts:

District 2—E. R, Vadeboncoeur, WSYR-AM-FM
Syracuse, N. Y., re-elected.

District 4—James H. Moore, WSLS-AM-FM
Roanoke, Va., vice Harold Essex, WSJS Winston-
Salem, N. C.

District 6—Henry B. Clay,
Shreveport, La., re-elected. N

District 8—Robert B, McConnell, WISH In-
dianapolis, succeeding Stanley R. Pratt, WS0O
Sault Ste. Marie, Mich,, who did not run for
re-election.

District 10—K. 8. Gordon, KDTH Dubuque,
Iowa, vice E. K. Hartenbower, KCMO Kansas
City, Mo.

District 14—Walter E. Wagstaff, KIDO Boise,
Idaho, vice William C, Grove, KFBC Cheyenne,
Wyo., ineligible for re-election having served
two consecutive terms.

District 16—Albert D. Johnson, KOY Phoenix,
Ariz., re-elected.

KWKH-AM-FM

In District 12, no person received minimum
number of nominating ballots to be placed on
ballot. Special election will be held in that
district.

Ballots were counted by ad hoc election com-
mittee, comprising Richard Field Lewis Jr,
WINC Winchester, Va., chairman, and Russell
H. Morgan, WITR Westminster, Md., and
D. K. Hoffman, WOOK Washington, repre-
senting Richard Eaton.

10 FOR McCARTHY

SEN. JOSEPH R. McCARTHY’s Mil-
waukee County Young Republican Club
speech Friday, billed as his reply to
Adlai Stevenson’s radio-tv broadcast
from Miami two weeks ago, was sched-
uled to be carried by 10 radio stations.
WGN  Chicage (Chicago Tribune),
which offered free time to Wisconsin
Republican, was to air speech live, via
remote pickup from Milwaukee, and
feed it to WROW Albany, N. Y., KVOO
Tulsa, Okla., and WISN Milwaukee.
A tape recording was to be carried by
following at later times: WPAC Pat-
chogue, N. Y.; WFTL Fort Lauderdale,
Fla.; WIMU Philadelphia, Pa.; WOSH
Oshkosh, Wis.; WFAY Rochester, N. Y.,
and WNMP Evansten, Il

Hebrew National Puts 90%
Of Wine Ad Budget in Radio

HEBREW National Wine, made by Monarch
Wine of Georgia, is placing 90% of its budget
in spot radio, and is planning to spread out na-
tionally into non-sectarian areas for national
appeal. Client this week plunges into 26-station
radio schedule in Pennsylvania and plans by
mid-April to move into Florida, New England,
Washington, Atlanta, as well as New York and
other markets as fast as distribution warrants.
Charles Lewin, radio and television director,
Rockmore Co., New York, agency for Hebrew
National, told B®T he is buying morning par-
ticipation programs to appeal to working men
and women, women’s afternoon shows to at-
tract housewives, plus evening and week-end
programs to get both men and womén listeners.

NBC Leases Century Theatre

NBC announced Friday it had leased Century
Theatre in New York under long-term arrange-
ment and will convert it into studio for produc-
tion of tv programs. NBC engineers were re-
ported to be already at work at theatre, on
Seventh Ave. between 58th and 59th Sts. Net-
work expects to take full possession of house by
March 28, to originate shows there by June 1.

BACK TO RADIO MOVE AT ANA MEET

GET-back-into radio theme at Assn. of Na-
tional Advertisers spring meeting (story page
27), spearheaded by David P. Crane of Benton
& Bowles, drew strong support at closed-door
meeting of advertisers in consumer products
field. Dozen speakers at private session took
up Mr. Crane’s reminder that *‘old-fashioned
radio,” especially daytime, is outstanding media
buy. At same time they groused about high
costs and fancy trappings in television shows,
echoing familiar ANA theme of recent years.

One of largest radio users, Miles Labs., pos-
sibly second in field, told B®T Friday it is
using more radio and more television than
year ago.

“Radio is our No. 1 medium,” said Oliver
B. Capelle, Miles advertising manager. “Radio

BROADCASTING ® TELECASTING

still sells for us. We’re buying more radio
time than ever, and of course we like televi-
sion.”

Miles radio consists of Break the Bank, NBC;
News of the World, NBC; Hilltop House, CBS
Radio; Curt Massey Time, CBS Radio; Curt
Massey . Time, MBS. Mr. Capelle said cancel-
lation of One Mar’s Family had been widely
misinterpreted as part of plan to cut down use
of aural broadcasting. Actually, he added,
“the opposite is the case.” He ascribed can-
cellation to adjustment following addition of
high-budget Break the Bank last September.

Miles television spots cover all leading mar-
kets, including 20-second breaks and one-minute
participations.

Company planning to extend tv to other prod-
ucts besides Alka-Seltzer.

® BUSINESS BRIEFLY

EIGHTY MARKETS ® General Foods (Min-
ute tapioca), N. Y., starts April 1 for second
consecutive year with one-minute participations
in home economics radio shows in about 80
markets. Contracts, through Young & Rubicam,
N. Y., run for 13 weeks. Last year, product
placed campaign in five distribution districts
and this year will add nine others to these.

CANADIAN BUSINESS ¢ General Bakeries,
through Harold Stanfield Ltd., Montreal, is"ex-
pected to sign shortly with Kagran Corp.,, N. Y.,
to sponsor Johnny Jupiter in five Canadian tele-
vision markets, Saturdays, 6-6:30 p.m. In U. S.
program is sponsored by M & M Candy in 83
markets,

IPANA USING SPOT * Bristol-Myers (Ipana)
using spot radio campaign to break middle ot
April in limited number of markets for 13
weeks. Doherty, Clifford, Steers & Shenfield,
N. Y., is agency.

CAMPBELL IN CANADA *® Campbell Soup
Co., through its Canadian agency, Cockfield,
Brown & Co., planning to underwrite Howdy
Doody show five times weekly on CBC.

PHILCO ON TV ® Philco Corp., which has
sponsored 9:45-10 a.m. portion of ABC’ .
Breakfast Club on radio for past 8% years,
becomes first to sign for sponsorship of tv
version, started few weeks ago by ABC-TV.
Philco will sponsor same quarter-hour in tv
as in radio. Agency: Hutchins Adv., Phila.

HUNTING NEW SHOW ¢ Campbell Soup
Co., Camden, unhappy with Campbell Sound-
stage, will definitely maintain its time period,
NBC-TV, Fridays, 9:30-10 p.m., but is looking
for new property to replace Soundstage. BEDO,
N. Y, is agency.

SPOT FILM ON CLEANER ® Pro-Fesh Prod-
ucts Inc., N. Y., will introduce Pro-Fesh, new
type of dry cleaner, in tv markets throughout
U. §. by means of one-minute filmed spot com-
mercials, with first schedule to begin on WABC-
TV New York this week. Agency: Lewin,
Williams & Saylor, N. Y. Commercials were
produced by Animated Productions, N. Y.

JONES TO LAA ¢ Duane Jones Co., N. Y,,
elected to membership in League of Advertis-
ing Agencies.

FIFTEEN CITIES e Northwestern Airlines,
through Cunningham & Walsh, N. Y., placing
radio spot announcement campaign in 15 cities,
starting end of March with till-forbid contract.

Mrs. Durr Denies Red Ties

MRS. VIRGINIA DURR, wife of former FCC
Comr. Clifford J. Durr, and sister-in-law of
Supreme Court Justice Hugo L. Black, denied
Friday she was a Communist or had ever been
under party discipline. Mrs. Durr was accused
of being under “Red discipline and had plotted
with the Communists” in affairs of Southern
Conference for Human Welfare, now part of
Southern Conference Educational Fund. Ac-
cusation and denial came at hearing in New
Orleans by Senate Internal Security subcom-
mittee. Mrs. Durr refused to answer questions
except to say she was not a Communist.
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yvour advertising dollars go further
on San Antonio’s KGBS-tv

San Antonio’s

KGBS-TV

Channel 5




at deadline

KOA Protest Dismissed;
Other Actions by FCC

PROTEST by KOA Denver against grant of
facilities change to KOAT Albuquerque was
dismissed by FCC Friday. KOAT was awarded
change from 250 w on 1240 k¢ to 1 kw-day,
500-w night directional on 860 kc. FCC dis-
claimed KOA’s contention of interference and
said station's allegation of economic injury was
not specific.

In similar case, FCC denied interference
protest by KXOX Sweetwater, Tex., asking
reconsideration of grant to Lyman Brown En-
terprises for 100 w fulltime on 1240 ke at
Brownwood, Tex.

Commission approved petition by WKMH
Flint, Mich., for modification of issues on its
interference protest hearing on grant to James
Gerity Jr. for 500 w fulltime on 1460 ke at
Pontiac, Mich. FCC ordered burden of proof
shall rest with WKMH.

Pittsburgh Educational Tests

FOURTH noncommercial educational tv station,
ch. 13 WQED (TV) Pittsburgh, put test patiern
on air Friday, plans inauguration April 1 and
regular programming Week of April 5, Manager
Bill Wood reported. WQED is using KDKA-FM
site on U. of Pittsburgh campus where KDKA
plans $3 million radio-tv center for its prospective
ch. 11 station (story page 84).
Zenith Must Wait

ZENITH will have to wait until Commission
makes up its mind inh due course oh questions
raised about Zenith-CBS hearing for Chicago ch.
5. FCC told Chicago radio-tv manufacturer Fri-
ay.
that its objection to hearing with CBS be an-
swered by FCC by March 19 [B+T, March 15].
Zenith claimed court ruling requires FCC to set
Zenith for hearing with Balaban & Katz, former
owners of facilities now occupied by CBS
WBBM-TV Chicago.
Clovis Vhf Deleted

VHF ch. 12 KNEH (TV) Clovis, N, M., was de-
leted by FCC Friday for lack of prosecution of
its application for additional time to construct.
KNEH owners are Sid and Sam Pipkin.

AFTRA ‘Blanket’ Clearance

AMERICAN Federation of Television & Radio
Artists announced Friday it has granted “blan-
ket clearance” for all participants in Academy
Award program to appear without payment on
NBC telecast and radio broadcast of ceremony
Thursday, starting at 10:30 p.m. EST. Move
was said to be result of AFTRA’s “interest in
fostering better relations between radio, tv and
motion pictures.” Program, sponsored by
Oldsmobile Div. of General Motors Corp., will
be carried by 106 NBC-TV stations and 195
NBC Radio outlets.

KHJ-TY DuMont Affiliate

KHI-TV becomes DuMont Tv Network affiliate
in Los Angeles on April 1, replacing KTTV
(TV), according to joint announcement by Ted
Bergmann, managing director of network; Wil-
let H. Brown, president of Don Lee Div. of
General Teleradio, licensee of KHJ-TV, and
Richard A. Moore, vice president and general
manager of KTTV. Mr. Bergmann attributed
move primarily to desire to have Los Angeles
outlet for rapidly increasing volume of national
business which DuMont has available but which,
he said, KTTV could not handle at attractive
hours under that station’s new policy of em-
phasizing local service and local programs.

BROADCASTING ® TELECASTING

Letter was response to Zenith request .

FIRST 'SPANISH' TV

ALL-SPANISH l!anguage programming
will be feature of Gordon McLendon's
ch. 13 KELP-TV El Paso, Tex., granted
by FCC Friday, station reported. It is
believed to be first foreign-language tv
station to be approved in U. S. Bid was
filed in early February, was unopposed.
Visual ERP of 49 kw is specified. Sta-
tion plans June ! commencement. For-:
joe-Tv Inc. is representative. KELP-TV
reported 89,000 persons (70%) in El
Paso County speak Spanish, with 122,000
living in adjacent Juarez, Mexico. Con-
currently, FCC granted KELP change
on 920 k¢ from 1 kw day to fulltime
with 1 kw-day, 500 w-night dlirectional.

ACLU Files Protest
On Functional Fm Proposal

BAN on Transitcasting was urged by American
Civil Liberties Union Friday in brief to be
filed on FCC's proposal to permit fm stations
to engage in certain non-broadcast activities
{story page 50). Conceding U. S. Supreme
Court had ruled Transitcasting is not uncon-
stitutional, ACLU. maintained such “forced
listening” nevertheless is not in public interest,
convenience or necessity.

“Our opposition rests upen the belief that
there is developing a national pattern of forced
listening thrust upon captive audiences in buses,
streetcars and other means of public trans-
portation, which we believe is a totalitarian
method of capturing the minds of men,” ACLU
said. Petition contended “there has been no
finding that operations of fm stations cannot
be profitably continued without profit-making
from Transitcasting,” aimed at “only a fraction
of the public.”

No Progress on WOR-AFM

SPOKESMEN for WOR-AM-TV New York
and Local 802, American Federation of Musi-
cians, held session before Federal Mediation &
Conciliation Service in New York Friday and
adjourned with “no progress™ reported toward
resolving their dispute. Stations have been op-
erating without musicians for more than three
weeks (see story page 93).

UPCOMING

March 22: Tennessee Assn. of Broad-
casters, Nashville.

March 22-24: Canadion Assn. of Radio-
Tv Broadcasters, Chateau Frontenac,
Quebec City.

March 22-25: Institute of Radio Engi-
neers, Waldorf-Astoria, New York.
March 23: Kentucky Broadcasters Assn.

Hotel Seelbach, Louisville.

March 25-27: West Virginia Broadcast-

ers Assn., Huntington.

March 26: 1953 duPont Radio & Tv
Awards dinner, Mayflower Hotel,
Washington.

Merch 27-28: Mississippi Broadcasters
Assn,, Buena Vista Hetel, Biloxi.
For other Upcomings see page 93

PEOPLE

ALFRED DI GIOVANNI, assistant research
manager for CBS-TV Spot Sales since July
1952, and previously account research man-
ager at Sullivan, Stauffer, Colwell & Bayles
Inc., N. Y., promoted to research manager of
CBS-TV Spot Sales.

SID TREMBLE, program director, promoted
to commercial manager KCMO-TV Kansas
City. GEORGE STUMP, formerly KCKN
there, named KCMO radio program director
and KEN HEADY named to new post of
KCMO-TV program director.

CHRISTIAN E, ROGERS JR., associated with
Washington law firm of Mechlin, Marshall &
Smith, named telecommunications specialist,
Office of Defense Mobilization.

HENRY BOWES and EDWARD M. BLAND
named sales promotion manager and advertis-
ing manager, respectively, Television Div.,
Philco Corp.

WALTER DUNCAN, account executive of
MBS in New York, to WHCU Ithaca as na-
tional sales manager, effective April 1. Mr.
Duncan formerly was with NBC and WNEW
New York.

DAVID CRANE promoted to vice president
in charge of media for Benton & Bowles, N. Y.
He has been with agency for two and one-half
years.

HAROLD A. (Pat) PATTERSON appointed
Michigan sales representative on syndicated
film for MCA-Tv Ltd.,, with headquarters in
Detroit. .

JOHN H. BAXTER, creative director, and
GEORGE A. RINK, senior account super-
visor, elected vice presidents of Earle Ludgin
& Co., Chicago.

FRANK AMY, previously sales service man-
ager for WPIX (TV) New York, named an
operations manager of station with supervi-
sion of screening commercial films and prepar-
ing them for telecasting.

‘Today’ Signs Advertisers

TWO NEW contracts and one extension signed
by NBC-TV for participations on its early-
morning Today show (Mon.-Fri., 7-9 a.m. EST
and CST). Mutual of Omaha, already partici-
pating sponsor, adds 117 participations—three
per week for 39 weeks—through Bozell &
Jacobs, Omaha. Stay Chemical Co. (insecti-
cides), Detroit, signs for seven participations
starting July 9, through Phil Cordon Inc., Chi-
cago, and Washington State Apple Advertising
Commission books eight during period to April
2, through Pacific National Adv., Seattle.

New ‘Home’ Sponsors Sign

TWO NEW sponsors and expanded schedule
for another signed for NBC-TV’'s new Home
show (Mon.-Fri., 11 am to 12 noon EST).
First ones booked since program started March
1 with 10 advertisers “pre-sold” for total of
228 participations [B®T, March 1], they are:
Necchi Sewing Machine Co. for 13 participa-
tions starting first of April, through Cecil &
Presbrey, N. Y.; Peerless Electric Co. (Broil-
Quik) for four starting tomorrow {(Tues.)
through Zlowe Co., N. Y., and Avco Mfg. Co.
(Crosley and Bendix divisions), which had
signed for 13 participations before program
started, for 39 additional participations to run
at rate of one per week starting May 31,
through Benton & Bowles, N. Y.
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DULUTH - SUPERIOR

with the finest —largest station facilities
in the Northwest’s 2nd largest market—

The Duluth-Superior-Iron Range Area
—the big-dividend paying region of the
great Northwest . . .. .. a 2 Billion Plus
Industrial and Commercial Empire.
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AT THE TOP OF THE NATION ~ KDAL-TV
WILL DO THE BEST SELLING JOB FOR YOU!

A completely trained staff—by far the largest of any in
Duluth-Superior—will man this employee owned and oper-
ated organization.

KDAL is the nation’s top merchandising station. For the
past three consecutive years KDAL has won First Place in
the country for audience and sales promotion in “The Bill-
board” competition.

Radio listenership in Duluth-Superior is the highest of any
city in the country and KDAL has a listening audience greater
than all other radio stations in the area combined!

Now, KDAL-TV will virtually duplicate this radio coverage,
blanketing 26 counties.

KDAL-TV, with 100,000 watts on Channel 3, will equal or
exceed any other television facility in Minnesota. NBC
programs, now carried by delayed telecast, will be micro-
waved live by Sept. 1st.

Act Now, excellent NBC and local programs will showcase
your clients’ messages and assure priority of future availa-
bilities in key time slots.

Phone or write your Avery-Knodel representative, Now.
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2. Oil—new refineries in Duluth and Superior are processing oil from Alberta
and North Dakota fields.

3. Manufacturing is primarily heavy industrial.
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THE MORNING SHOW

Network: CBS-TV

Time: 7-9 a.m. EST, CST

Principals: Walter Cronkite, amchor man;
Charles Collingwood, news reporter; Bil
Baird Dpuppets.

Producer: Paul Levitan

Show Director: Tom Donovan

News Director: Vince Walters

Producers: Ted Marvel, Don Hirsch

News Editor: Av Westin

Unit Manager: Bob Stolit

Writers: Jack McGiffert, Helen Markel,
Tom Costigan, Marianne MacCalla, Alice
Waliace

Origination: Studio 41, Grand Central Ter-
minal “-Headquarters, New York

AN EARLY a.n. program answer to NBC-
TV's established morning show, Today, made
its bow last week before millions of early
risers when The Morning Show got underway
from 7-9 a.m. EST on CBS Television. Despite
its length, it is a well-produced, well-coordi-
nated telecast meeting all the requisites of solid

IN REVIEW

selected and played by Charlemagne, the Lion,
a puppet “disc doggie.” One of the Bairds’ best
spots was a skeleton puppet number danced to
the popular spiritual-type song “Dry Bones.”

On the news side of the operation, Charles
Collingwood does the reporting from New
York. His comments on happenings of do-
mestic and international interest are supple-
mented by still photographs and film clips of
events under discussion. The show also does
remote interviews. The first two, from Wash-
ington, would have been better if a reporter
from CBS Washington headquarters handled
them rather than Mr. Cronkite or Mr. Colling-
wood, who were in the New York studios.

In the novelty department, a new electronic
weather map was introduced on The Morning
Show. Behind the translucent surface a flash-
ing light indicates all sorts of climatic condi-
tions in the U. S, It seems a rather useless
mechanism since a weather reporter, one
Carol Reed, must be on hand at all times to
translate the illuminated arrows into rain or
shine terminology.

The Morning Show principals at work in the early hours

programnming in this time segment of the
broadcast day. There are news reports, inter-
views with people in the news, an occasional
personality feature, music with a rise’'n shine
beat, time signals, weather forecasts and a
host of puppets delightfully manipulated
through their many appearances by Bil and
Cora Baird,

Nothing particularly new has been included
in The Morning Show format. The above-
mentioned program ideas are pretty standard
in this sort of show, CBS was wise in not
resorting to a gimmick to bring itself to the
attention of morning viewers, Instead, the
network played it straight entrusting its new-
est venture not to a hoped-for new angle but
to people such as Walter Cronkite, the show’s
anchor man, and Charles Collingwood, news-
caster, to capture the interest of the audience
it aims to attract.

Both of these men are tv veterans with far
more than a passing acquaintance with the
visual medium. They work well together and

. with the other regulars on the show. The pro-
fessional assurance they lend to the series
ought to rapidly establish the show as a break-
fast-time habit.

The Morning Show in its structure is actually
a half-hour series repeated four times during
the two hours it is on the air, Each of the
four segments is the same in pattern. The
guests appearing on the show change from one
segment to the other as does the selection of
music but-there is little variation in news, and
weather reports. The show’s happiest moments
are centered around the Baird marionettes, used
largely to give visual interpretations to music

BROADCASTING ® TELECASTING

PUBLIC DEFENDER

Network: CBS-TV

Time: Thurs,, 10-10:30 p.m, EST

Creator; Hal Roach Jr.

Production Supervisor: Carroll,Case

Director: Erle Kenton, James Tinling,
Sobey Martin (alternating)

Writer: Howard J. Green (premiere)

Sponsor: Philip Morris & Co. Ltd.

Cast: Christina Drake, Mary Ellen Kay,
Douglas Fowley. Fay Roope, John Close,
George Lloyd, Snub Pollard (premiere),

THE basic idea of the new Public Defender se-
ries which started on CBS-TV March 11 is a

good one: to dramatize case histories concern- |

ing the lawyers appointed by the court and
paid for by the public to protect those unable
to secure counsel themselves. The opening

program, however, fell far short of turning |

that idea into a convincing or even interesting
half-hour of viewing.

First, the plot was highly improbable and its
solution highly unethical, the hero admitting he
had secured the confession by deceit. Second,
he did not win his case in the courtroom, but
by doing his own detective work instead of
leaving that to the police. Finally, the public

defender is required twice during the program |

to shift from defending civic virtue to ex-
tolling the more exclusive virtues of Philip
Morris cigarettes,

As an actor, Reed Hadley has every right
to deliver commercials for any product he
chooses. But for Bart Matthews, lawyer and
public servant, to do so seems a violation of
legal ethics and of the dignity of public office.

LUBBECCK, TEXAS
tha SauthwedlFs NEW major market-

Suna di_ﬂ thiz, KDUB-TY affers you MIORE
VIEWERS PER DOLLAR THAM AMY
OTHER TEXAS TWI

& LUBBOCK, TEXAS

PRESIDENT & GEN. MGR., W D. “DUB" ROGERS
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G-E PROJECTION ROOM EQUIPMENT

PLUS YOUR IMAGINATION GIVE

.”y
Film is the money-making “life-
blood” of every TV station! That’s why you
should insist on the complete line of G-E Pro-
jection Room equipment. Use General Elec-
tric units...use your imagination...and you’ll
come up with so many versatile effects, you'll
be amazed! G-E’s ready-to-order line includes
the top-performance Film Camera Channel,
the newly advanced Synchro-Lite*Projector,

the tremendously versatile Slide Projector,
and two new Mirror Change-over Designs.

SHELF MOUNTED

3X4 SLIDES

DUAL SLIDE
PROJECTOR

FILM CAMERA
CHANNEL

General Electric offers you all your TV pro-
jection room needs—as-well as all other equip-
ment necessaty for television broadcasting.
And remember, behind this advanced, station-
tested equipment is 75 years of electrical and
electronic progress. For further, complete
details...contact the G-E broadcasting equip-
ment sales representative in your area, Of
write direct to:

General Electric Company, Section X134-11,

Electronics Park, Syracuse, New York.

2x2 PROJECTOR

REMOTELY
OPERATED

SYNCHRO-LITE

PROJECTOR

THWO MIRROR
DESIGN

N AT AR T
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 Versatile Film £T7e21S




G-E FILM CAMERA CHANNEL

Sweep Failure Protection
Virtually No Microphonics
Auromatic Control of Set-Up
Dual Waveform Presentation

124" High-Centrast Monitor
® G-E Film Camera Channel Srly All Plug and Cable
for clear, sharp picture sig-

® G-E Dual Slide Projector
featuring variety of laps,

fades, dissolves, super-posi- nals. Reduces shading and r Connecfions
tions, etc. edge-flare radically. © . Adjustable Deflection Yoke
® G-E Synchro-lite® Projec-
tor offers unlimited com- =
mercial possibilities, utmost P 1 L AN G-E SYNCHRO-LITE
in performance. PROJECTOR
X2 PROJECTOR — Slave Operation

Super-Positions on Remotes

Instant Stop and Start

i : X .. Preview Any Frame

OUAL SLIDE x AL o ® # % No Phasing Bars
PROJECTOR i .

»

G-E TV SLIDE PROJECTOR

. Laps and fades
2x2 FROJECTOR - . - . :
REMOTELY : . Dissolves
OPERATED 4 "* {  Super-positions

Transparencies and Opaques
2"x2” and 3Y{"x4Yy" Slides
Roll-Thru Script Carriage

TLM CAMERA
CHANNEL

Dual Flood Lamps for
Opaques ,

Time, News Tape Carriage
SYNCHROQ - LITE PROJECTORS

THREE MIRROR
DESIGN

G-E MIRROR CHANGEOVERS
More Inputs

Multiple Adjustments
First-Surface Mirrors

£
Complete Television Equipment for UHF and VHF 3 *Reg. U.S. Pat. Of;

GENERAL {3 ELECTRIC

N
e
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2,750,060
prosperous mid-
westerners live
within KGGF's
Y2 MV coverage.
The 10 county
non-metropolitan
Coffeyville
trade area,
alone, is «
major market of
271,300 people.
KGGF has been

the “home town"

station to these

Ask Weed & Co,

about KGGF ...
10 kw (d) and
S5 kw on clear

channel 690 kc.

COFFEYVILLE, KANSAS

® March 22, 1954

folks for 23 years.

KGG

690KC  ABC

OPEN MIKE

McCarthy Coverage

EDITOR:

Writing letters tQ editors is an indulgence
that few can afford these days. Your survey of
the McCarthy matter in the current (March 15)
issue is so complete however, that, demands of
time not withstanding, this note of appreciation
and commendation has to be written.

You have done an exceilent job of assemb-
ling the facts and presenting them in such a
light as to place all parties in their proper
perspectives. 1 don’t think the daily press, with
all its facilities, has been as thorough, or as
incisive as BeT. You praise Murrow for his
journalism, 1 praise you for yours. . . .

Charles L. Lewin
Vice President
Radio-Television
The Rockmore Co,
New York, N. Y,

Murrow Sponsor

EDITOR:

As midwest sponsor of Edward R. Murrow’s
Person to Person program, we would like per-
mission to reprint in our company magazine
the Sid Hix cartoon on the editorial page of
your March 1st issue.

W. A. Curtis

Director of Public Relations
Theo. Hamm Brewing Co.
St. Paul '

“We've got a novel idea for a new Sunday
tv show . . . it's called Parson to Parson!”
[EDITOR’S NOTE: Permission granted. Sorry

we can’t supply original art. Ed Murrow bid
for it March 1.]

McCaffrey and His Mike

EDITOR:

Your account of the shooting in the House
of Representatives (BT, March 8] was read with
interest by those of us in the House Radio Gal-
lery.

All of us know that Joseph McCaffrey, who
hit the air first with an eye-witness account,
does a thorough job of covering Congress and
has for many years. However, we must protest
your account that when the shooting started he
was actually in the chamber accompanied by
an open mike. Until the advent of Mr. Mc-
Caffrey no broadcasts have been permitted. from
the floor of the chamber, except for special
presidential messages and other speeches of
importance before joint sessions.

We write to suggest that perhaps even more
interesting than your account of Mr. McCaf-
frey’s combined presence of mind, presencé of
mike and presence on the floor of the House,
would be an account of how he managed to
drag his live mike by the doorkeepers . . .

1 have a mental picture of Mr. McCaffrey
wandering around on the floor of the House
during debates, picking up with his little mike

the asides which members pass along to each
other and which are never, never meant for
public ears . . .

After enclosing itself in bullet proof glass
and taking other security measures, the Con-
gress intends to organize a new standing com-
mittee: “The Committeg to Protect Congress
from Joe McCaffrey.”

Roulhac Hamilton Jr.
Hamilton-Means Assoc.
Washington, D. C.
[EDITOR’S NOTE: Mr, McCaffrey was never oh
the floor of the House with his mike. His eye-

witness accounts were recorded im the corridor,
outside the House gallery.]

Pre-Freeze Permittees

EDITOR:

There is one bit of information which I'm
sure you can furnish and which I have always
felt would be of interest to many of your
readers—

Who were the 18 pre-freeze tv permittees
who gave up their CPs?

Charlie Casmus
Press & Radio Club Inc.
Montgomery, Ala.

[EDITOR’S NOTE: Mr. Casmus refers to FCC
Chairman Rosel H, Hyde’s comments at uhf pro-
motion conference sponsored by educators fort-
night agoe [B+T, March 8]. Chairman Hyde re-
called there were about 18 pre-freeze vhf sta~
tions who, due to extenuating circumstances,
surrendered their permits or were deleted by
FCC. Official deletion file at FCC includes fol-
lowing 20 by actual count: WUTV (TV) Indian-
apolis, ch. 3 (was on alr), Wm. H, Block Co.
1949; KARO (TV) Riverside, Calif., ch. 1 (ch.
was deleted In reallocation), Bcestg. Corp. or
America, 1949; WJAX-TV Jacksonville, Fla., ¢h.
2, City of Jacksonville, 1950; WABD (TV) New
York, ¢h, 4, DuMont, 1942 (re-grantetl 1944, now
ch. 5). WPDQ -TV Jacksonville, Fla., ch. 6, ‘Jack-
sonville Bcstg Corp., 1949; WMJT ('I‘V) Milwau-
kee, ch. 3, Milwaukee Journal, 1946 {now operates
ch. 4 WTMJI-TV there, granted in 1947); WEEK-TV
Peoria, I, ch, 12, West Central Bcstg Co., 1949;
WRTYV (TV) New Orleans, ch, 4, Maison Blanche
Co., 1950; WJIHP-TV Jacksonville, Fla., ch. 8,
Metropolis Co., 1949; KTRV (TV) Minneapolls,
ch. 9, Northwest Bcstg Co., 1949; KCWG (TV)
Portland, Ore., ch. 6, Oregonian Pub. Co., 1948;
KGDM-TV Stockton, Calif., ch 8, E. R. i‘elter
1949, WMBT (TV) Peorla, Ill., ch. 6, Peoria Bestg,
Co., 1948 (re-granted 1952 ch 43), WRTB (TV)
Waltham, Mass., ch. 2, R.aytheon Mtg. Co, 1950;
WSEE (TV) St. Petersbu.rg, Fla., ch. 7, Sunshine
Tv Corp., 1949; WTPS-TV New Orleans. ch. 1,
Times-Picayune Pub. Co.,, 1949; WVTL (TV)
Uﬁca, N, ch. 3, Utica Observer-Dispatch Inc.,
T\)U (TV) Portland, Ore., ch. 3, Video
Bestg. Co., 194%; WAGE-TV S8yracuse, c¢h., 10,
WAGE Inc, 1949; Worcester (Mass.) 'Ielegram
Pub, Co., ch. 5, 1946; WTZR (TV) Chicago, ch. 2,
Zenith Radlo Corp, 194%.]

Archbishop Cons & Pros

EDITOR:

I personally object to your slur and back-
hand slap at the action of the Archbishop of
Philadelphia. In matters of faith and morals
as concerns the Catholics in his Archdiocese,
he is not to be questioned.

In the future, I suggest you reserve your
criticisms to the members of our own and
allied professions. Sarcasm certainly was out-
of-place in this instance, and I hope never to
see another similar example of it in your pub-
lication.

E. L. Traxler Jr.
Zimmer, Keller & Calvert Inc.
Detroit

EDITOR:

I should like to add my heartfelt commenda-
tion to the many “back slaps” I know you are
receiving on your editorial, “And the Sets Were
Silent,”

Too many people with good intentions ex-
perience one or two bad shows on radio or
television, then proceed to point an accusing

BROADCASTING ® TELECASTING



CLAMP-ADJUSTABLE
Just the dolly for the budget-conscious manage-
ment. Offers many advantages found only in
far more expensive doflys. Clamp permits
camera to be raised or lowered to desired
height. May be disassembled, or assembled in
a few minutes by one man.

$595.00
SPECIFICATIONS
Weight ... 65 ths.
Height ...... reenn32” 10 527 over panhead mount.
Wheelbase ......29” center to center.
Wheels ... 6 rubber-tired, ball-bearing.
Portability ........ Camera maunting column sepa-
rates from base.

Steering ..........T-handle permits steering by

single or ali three wheels.

Cable Guards ...Guards adjustable from 1~ to
17 above floor.

Width ... 28Y%” passes through standard
30~ door.

Camera rotation. 360°

BROADCASTING ® TELECASTING

Ihe RIGHT
CAMERA DOI.lY

WRITE...

PNEUMATIC-BALANCE
Greatest camera dolly on market today.
Designed fo fill most critical studio needs. Built-
in air reservoir provides air pressure to raise
or lower camera with only finger-tip pressure.
Smooth, reliable, yet compact design.

$1975.00
SPECIFICATIONS
Weight ... 175 Ibs.
Height ....... 317 to 51” over panhead mount.
Wheelbase 29 center to center.
Wheels ... 6” rubber-tired, bali-bearing.

Steering ........... T-handle permits single or
triple wheel steering.

Cable Guards ... Adjustable from %~ to 17

above floor.

Y3 weight of camera load.

28Y%" passes through standard

30~ daor.

Camera rotation..360°

Air Required ...
Width ...

A

CRANK-ADJUSTABLE
The all-around camera dolly—combining light-
weight, portability and smooth action. Camera
raised and lowered by crank. Tension on mech-
anism adjustable to camera load for smoothest
operation.

1195.00
SPECIFICATIONS

Weight ... .. 90 1bs.

Height ... 347 to 53%” over camera
mount.

Width ... 28%" passes through standard
30 door.

Wheelhase ... 33” center to center.

Wheels ... 6” rubber-tired, ball-bearing.

Cable Guards ...Adjustable from %~ to 17
above floor.

Camerarotation 360°

Write or call for complete technical details, prices and specifications,

now available through your TV equipment manufacturer or. . .

STUDIO TELEVISION PRODUCTS SALES CORP.,

500 FIFTH AVENUE, NEW YORK 36, N. Y,
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names the whole nation

Vicks
VATRO-NOL

made in
Greensboro

cAMEy,

cigarettes

made in

Winston-Salem

CANNON

made in

Salisbury

il
B‘EQSIQrﬁQEGAP{TTE‘S

mode in

Durham

DAN RIVER

FABRIC

made in

Danville

Heritage
i reY i
L #ﬂ-ﬂuﬂ

made in

High Point

Knows....

....and why not? They're among
America’s best-known products —
and only a few of the many
maonufactured in our bustling heart
of the Prosperous Piedmont.

The 29 counties WFMY-TV serves
are a-hum these days with a
profitable balance of agriculture
and industry — an interlocking
pattern of trading areas pivoting
around these well-known cities.
Together, they generate a buying
power that exceeds
$1,500,000,000 a year!

WFMY-TV completely covers
this market made up of many
markets — reaching and selling a

potential audience of over
1,160,000 people,

You can join the many successful
advertisers using this multi-market
station (CBS—basic) by calling
any Harrington, Righter and
Parsons office.

wifmy-tv

Greenshoro, N.C.

Represented by
Harrington, Righter & Parsons, Inc.
New York—Chicago—San Francisco
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finger at the 99% that falls in the realm of
wonderful.

Thank you for being the right kind of a
champion for the right kind of cause.

George Guyan

Vice President

Walter Schwimmer Productions Inc.
Chicago, lii.

EDITOR:
. .. I am very disappointed in an editorial
appearing in the March 8th issue . . . entitled

“And the Sets Were Silent.” So Archbishop
O’Hara made a mistake! So he spoke before he
thought, perhaps! But why make it such an
issue?

Actually, he paid a compliment to radio and
television. He considered it of such a pleasur-
able value to man that he felt it would make a
commendable penance and act of self-denial to
relinquish a few of the “favorite” programs of
those under his jurisdiction. I'm sure he neither
meant for the farmer to discontinue listening
to the market reports nor for anyone to turn
off the latest news, and he, too, keeps well
informed of daily events thru the medium of
radio and tv. . . .

Yes, I am a Catholic.

Dolores R. Orth
Milwaukee, Wis.

EDITOR:

Congratulations on that wonderful editorial
entitled “And the Sets Were Silent.”
It was a masterful hunk of writing.

Cecil Woodland
General Manager
WQAN Scranton, Pa.

Bardahl’s Feature
EDITOR:

I would like to express my appreciation for
the very fine feature done on Bardahl’s tv ad-
vertising in the January 18th issue of BeT . . .
We have a number of distributors in Europe
and other places abroad who will be quite in-
terested in this article. You, yourself, might
be interested to know that our television spots
are being made in Portuguese, Italian and Nor-
wegian for use on 35mm in theaters in those
areas.

John M. Haydon

Advertising & Sales Manager
Bardahl Manufacturing Corp.
Seattle, Wash.

‘Boilerplate’ Selling

EDITOR:

In reading the March 8 issue’s article on the
sad plight of the NBC Radic Network, I notice
quotations from some affiliated broadcasters
concerned, among them, one man who questions
whether *, . . the network is really important.”

Could it be that after nearly three decades
of seeing network economics directly competing
with station economics in the national business
arena, the hard facts of hard times will do to
the networks what the majority of the nation’s
broadcasters never would: insist that the net-
work provide a program service only, not a
source of competition in sales which should
rightly be the province of the stations and their
reps.

The radio-television industry today stands as
the last advertising medium which tolerates
boilerplate economics. The boilerplate concept
was never accepted by any major newspaper
and was confined to small, hungry ones, but in

BROADCASTING ® TELECASTING



United Press

TODAY’S PICTURES WITH TODAY'S NEWS TODAY

A photograph of himself that the President specially likes is this one, taken by U. P.’s Frank Cancellare.
It shows the finale of a ritual devised by Mr. Eisenhower’s grandson, David, who is five. When he comes
upon his grandfather at leisure, David first imitates a bugle call, then runs to greet him with a handshake
and a deep and formal diplomatic bow.
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The only half-wave...and
the most efficient radio
antenna in Memphis!

Producing 65% more efficiency over the typical quarter-
wave antcnnas operated by other stations in Memphis.
It is equivalent to 8,300 watts used on a typical quarter-

wave tower. %
‘ w M

National representatives, The Branham Company
WMCF 300 kw simultanecusly duplicating AM schedule

WMCT  First TV station in Memphis and the Mid-South
Owned and Operated by The Commercial Appeal =

:___f\____|

NBC — 5000 Watts — 790 K. C.

Page 18 ® March 22, 1954

OPEN MIKE

radio, and now television, boilerplate selling is
the accepted rule. . . . ’

With the networks taking two-thirds of the
national dollar and skimming the cream of the
national accounts off with programs, the sta-
tions and reps have had to live off the minor
campaigns using announcements; now with the
networks descending even to the latter level,
the stations may finally get enough backbone
to force the networks into a flat-fee program-
service economics, where they rightfully should
have been from the first.

Ed McKay, Manager
WROM-AM-TV Rome, Ga.

K & E Survey

EDITOR:

Will you please send us a copy of the radio
merchandising supplement which you published
[Nov. 30, 1953], a survey made by Kenycn &
Eckhardt, showing the various merchandising
services made available by various radio sta-
tions throughout the country?

Joseph R. Coleman
Account Executive

Barlow Advertising Agency
Syracuse, N. 'Y,

Big Bend Tv-less

EDITOR:

In reference to the article in B®T on March
1, released by CBS Television Research Dept.,
compiled by A. C. Nielsen Co., the article is
not correct.

The report states that Brewster County
(Texas) has 280 tv families. Only two (2)
tv sets are in this entire county, and they are
owned by hams who use them for experimental
purposes only.

Gene Hendryx, Manager
KVLF Alpine, Tex.

Changing Picture
EDITOR:

We note . . . the list of television ownership
by counties, in B®T’s March 1st issue.

This is fine information as far as it goes.
Unfortunately, however, it is not complete ...
at least when you take into consideration that
WAIM-TV, channel 40, was not on the air.
Hence, the uhf sets [figurel as shown in the
survey, does not truly reflect the overall pic-
ture of the total uhf sets in our coverage area.
Figures of this kind are inaccurate based on
present day increased trends of uhf sets. For
instance, in our area alone, instead of Anderson
County showing 15% of the uhf families against
the total families, there are now 30% uhf
families, which is, in reality, 100% increase in
uhf families since November 1st.

Glenn P. Warnock, General
Manager
WAIM-TV Anderson, S. C.

CJOR Offer ‘First’
EDITOR:

We would like to inform you as a matter
of interest that this station, upon hearing that
the 9 o'cleck gun was to be silenced [B®T, Feb.
22], offered the Mayor and the City Council
our cooperation to keep the gun firing. This
offer was made on January 4th of this year.
. . . We have since been informed that CKNW
made a similar offer about a week later. We
realize that we did not send you a news item
on this matter, We are merely poirting out the
other station was literally “jumping the gun.”

F. W. H., Wellwood
Exec. Asst. lo the Pres.
CJOR Vancouver, B. C.

BROADCASTING ® TELECASTING
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Build profitable star-studded programs with the
new combined® Studio Telescription Library

2 .Jr-‘- , -

N Y.
T ey .a:j

PATRICIA MCRISON
¥ ]

THE SPORTSMEN

BROADCASTING ® TELECASTING

Now you can have the country’s leading musical personali-
ties working for you . . . winning audiences and attracting
sponsors . . . all at an unbelievably low monthly cost.

The Studio Telescription Library, over 1,100 three minute
films produced especially for TV, is an absolute “must” for
profitable programming. In no other way is a sponsor able
to participate in such popular, production-type shows without
high production expenses. Even the most budget-minded local
advertiser can now afford the “luxury” of top-notch television
sales impact.

Stations everywhere report sell-out programs and bigger-
than-ever profits with this unique programming service. Find
out today how the Studio Telescription Library, with its
complete merchandising package, can increase your profits
through higher ratings, more sponsors, lower program costs.

*consisting of Studio Musi-Films and Snader Telescriptions.

DON'T DELAY...DON'T WRITE | s
CALL COLLECT: OXford 7-2590 | _ --

A s

Exclusive distributors of Studio Telescriptions

March 22, 1954

put scores of top name artists on your regular staff

| STUDIO FILMS, INnc

380 MADISON AVENUE + NEW YORK 17, N. Y. + OXFORD 7-2590

IN CANADA: ALL-CANADA TELEVISION, 129 ADELAIDE ST. WEST, TORONTOQ, bNT., EMPIRE 3-2632
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© 12.5-KW UHF Power Available

WithRCA'snewtrans- [ 7
mitcer, you get full | TTTTII
12Ys-kilowatt output il
(at the low end of the
band). Moreover, you
get this with all ad-
justments made for
optimum color trans-
mission—and with an
extra-large allowance
(10%) for losses in the Filterplexer. In most cases, loss is
actually much less, so that output on some channels is
nearly 14 KW.
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@) 300-KW to 500-KW Effective Radiated
Power (ERP)

Operated in combination with a non-directional RCA high-
gain UHF Pylon Antenna, this 12.5-KW transmitter is
capable of providing an ERP of 300 KW. With a directional
RCA Pylon Antenna, powers up to 500 KW are possible
(in a given direction).

€ Designed for Color

Performance requirements for color are much more strin-
gent than for monochrome. The TTU-12A was designed
to meet color requirements. Over-all linearity is virtually a
straight line—from white leve! to sync signal peaks. Wide
band width provides excellent response out to 4.2 MC. And
the very important phase vs. amplitude response is constant
over the whole operating range.

=
PEAK OF 120w
SYNC

i

PEDESTAL— |+
LEVEL

b 1,17 S

Curve illustroting the linearity
characteristic of the RCA TTU-

i
i i WHITE
12A transmitter. by | S,
| rctume -0
| CARRIER ; N

A linearity trace (token direct-
ly from on oscilloscope) of the
TTU-12A transmitter at 12 KW
“peak-of-sync.”’

Another linearity trace (taken
directly from an oscilloscope)
of the TTU-1B when driving the
1TU-124 to 12 KW “‘peak-of-
sync.” "P.A.” output.
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RCA 12.5-KW UHF Transmitter
type TTU-12A

@ Unsurpassed Monochrome Quality
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Equally important—you get SUPER MONOCHROME QUALITY
with this RCA UHF transmitter. It exceeds FCC require-
ments for satisfactory monochrome operation by a wide
margin! Since the RCA transmitter is adjusted for the more
stringent color requirements, it is particularly good for
monochrome.

© C(onventional Tubes Throughout

The latest circuit principles and
techniques are employed in the
TTU-12A—but they are easily un-
derstood by zll station operators.
That’s because only conventional
type tubes are used. For example,
the RCA-develdped high-power
tetrode (RCA-6448) is used in
both aural and visual “P.A.’s”.
This tube is small and easy to
handle—fits into a unique “‘glide-in"* cavity assembly that
can be interchanged quickly and easily. The result is a high-
power UUHF transmitter that is as simple, reliable, and lcon-
venient to operate as standard broadcast transmitters.

® Economical To Operate

Average power consumption of the TTU-12A s less than
other UHF transmitters of equivalent power. Tubes are
designed for long operating life. At conservative estimates,
these provide total savings up to $34,000—based on a 10-
year operation. See the typical readings and performance
characteristics in Table 1.

TABLE |

(Typical Transmitter Specifications and Meter Readings)

Transmitter Power Cansumption (approx.):

Average Picture............ YR T ReA T E BE S 85 KW
Power Factor....... Sa BB R e e ad A 0.9
Transmitter Output Meter Readings: Peak of Sync  Aural (C.W.'
Power Qutput {transmitter) 14.0 KW 8.4 KW
Power Qutput [Filterplexer) 12.6 KW 7.6 KW
Plate Efficiency 47 .6% 33.3%
Transmitter Overall Dimensions:
Width (front line cabinets)........................ 235"
Heigh favt e s ea oy i Brsrooay & wvy 8§ omes s r s i D i
DER it Sttt gl b 2o i iy oo WS T 32-9/16
Weightl st « . sbmimes, Soomen e, 6000 Ibs. {approx.)
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‘:, €@ RCA I-KW Driver— Plenty of Reserve

The RCA 12.5-KW UHTF transmitter uses the famous RCA
TTU-1B 1.KW UHF transmitter as the driver. This trans-
mitter, now used by nearly a hundred UHF stations, has
L established an outstanding record for performance and

b RO Y S Y ¥ 8O

¥ el reliability. If you want to begin UHF operations with one
P 54 kilowatt now, you can do so with an RCA TTU-1B 1-KW
o transmitter. Then add an RCA 12.5-KW UHF power am-
.','31 e plifier fater.

. @ Spuce-Saving Mechanical Features

o =TT
“a Horizontally sliding doors,
%;é," front and back, save on work-
= f able floor space—give the oper-
& ators more elbow room. Small
JE;. cubicles (27" wide, 32" deep,
. 84" high) enable you to move
']M:'_ them through standard door-
=2 ways and in and out of standard

elevators. Pre-formed inter-
| cabinet connecting cables re-
duce insrallation costs.

X,

O 10 Micro-Second, Fuult-Protection

2 Unique electronic overload protection completely safe-

jk ; guards power tubes and circuitry against momentary or
> g sustained overload. (For example, the protection circuit will
b % remove power so fast it will prevent damage to a wire as
,ﬂ::; fine as 0.005-inch diameter shorted across the 7000-volt

power supply')

( Hi-Lo Cutback Reduces “Off-Air” Time

With the TTU-12A transmitter you can cut back to a
generous 1-KW power level —and stay “on-zir” while
making emergency repairs to the 12 14-K'W amplifier. More-
over, small size tube cavities in the power amplifiers may be
interchanged in less than 5 minutes — enabling you to
return to full power promptly.
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RCA TTU-I2A Filterplexer

& You Pay Nothing for "Extras”

The price of the RCA 12.5-KW UHF includes the complete
transmitter package. No “extra’” charge for UHF Filter-
plexer (combination sideband filter and diplexer). No
“extra” charge for one complete set of tubes, No “extra’
charge for two sets of crystals, two P.A. “glide-in" cavity
dollies, one spare cavity, two water pumps, and pyranol-
filled plate transformer.

Specify a Completely
Matched UHF System

RCA can supply a completely
matched system to meet any station
requirement. This includes the an-
tenna and tower, transmitter,
console, monitoring equipment,

* transmission line or waveguide,
and thc many other accessories needed to

put 2 UHF station on the air. Everything is pea unre
matched for peak performance and you get waveguide
everything from onereliable source—RCA! Section

For complete information on the RCA [2.5-KW UHF
transmitter—and RCA UHF accessories—call your RCA
Broadcast Sales Representative.

New brochure on the RCA 12.5-
KW UHF transmitter. Includes
technical specifications, floor
plans. Free from your RCA
Broadeast Sales Representative.

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DIVISION

CAMDEN, N.J.
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our respects

to
SEN. CHARLES EDWARD POTTER

REPUBLICAN Sen. Charles E. Potter nowa-
days is a bit busier than usual because of the
Schine-Cohn-McCarthy affair with the Army,
an extra load which makes about as much a
ripple on the Potter calendar as a few buckets
of water dumped into the Mississippi.

The junior Senator from Michigan starts his
day in the U. S. Capitol at 7:30 or 8 a.m. and
winds up anytime he can clear his desk in the
evening.

When the Senator is caught at a free moment,
however, his visitor will find the chairman of
the newly-formed Senate Communications Sub-
committee a warm, pleasant person.

Of one thing the Senator, who asked for the .

communications leadership on the Senate Inter-
state & Foreign Commerce Committee despite
only a layman’s knowledge of the radio-tv field,
is certain:

His subcommittee wants to know what prob-
lems exist in the industry, what the FCC can
and is doing about them and how Congress can
lend a legislative hand.

The Senator, incidentally, is a problem solver.
That goes for his private life as well. A per-
sonal victory came after World War II when
the Senator, who had lost both his legs, made
such a successful readjustment that handi-
capped veterans the country over were en-
couraged to do as well.

Sen. Potter, 38 years old and a seven-year
veteran of Congress (started in the House in
1947, was elected to the Senate five years later),
is “fascinated” with radio and tv. He believes
the communications group is “one of the most
vital committees” on Capitol Hill.

Sen. Potter finds certain problems in the in-
dustry, and he includes uhf development as one
of the biggest, saying some “possibly would re-
quire legislation . . . others would need under-
standing.”

Sen. Potter explains his political philosophy,
which he says outlines his general stand on the
radio-tv industry, as, “The less regulation the
better.” But “there is a need of some regula-
tory body of a kind” because “the public inter-
est must be guaranteed. There must be an im-
partial Commission to study radio-tv problems.”

The Senator emphasizes: “There’s room for
both radio and television. Tv won’t push
radio off the map.” At the minimum, radio will
become “more or less a supplement” to tv,

Charles Edward Potter, as farm boy, public
official, disabled war hero, Congressman and
Senator, has pursued a colorful career.

He was born at Lampeer, Mich.,, Oct. 30,
1916, the son of farmer Fred Potter and Sarah
Converse Potter. The Senator spent a con-
siderable part of his youth on a farm, attended
public schools in his home town and in 1938
graduated from Michigan State Normal College

with an A. B. degree. A year out of college,
he married the former Lorraine Eddy of Che-
boygan.

In 1938-42, he was administrator of the
Bureau of Social Aid in Cheboygan County.

He entered the Army in May 1942 as a
private and was commissioned a second lieu-
tenant after completing infantry school.

Lt. Potter served with the infantry’s famous
Keystone Division (the 28th) which crossed the
channel on D-Day, fought at St. Lo and figured
in the Battle of the Bulge. The lieutenant was
wounded seriously three times. He was with
the division when it was first to enter Paris.

Not long after he was promoted to captain on
the battlefield, he was with his unit near Colmar
(in Germany) near the Rhine. A night attack
was held up by a machine gun behind a dike.

The captain took a half dozen men and ap-
proached the machine gun emplacement. In the
assault, Capt. Potter jumped over the dike and
fell squarely on a land mine. This was the
action that cost him both his lower limbs.

He was discharged in the summer of 1946
a major, holding the Silver and Bronze Stars,
the French Croix de Guerre with Silver Star
and the Purple Heart with two clusters.

His biggest campaign came in learning to
walk again, first on crutches, then with artifical
legs and finally with the assistance of canes.
During his hospitalization he wrote a manual
on community planning for severely disabled
veterans, now standard in many states.

As a vocational rehabilitation adviser with
the Labor Dept. he won national recognition.

On Jan. 19, 1952, while still a Congressman,
he was named as one of the 10 outstanding
young men in the U. 8. by the Junior Chamber
of Commerce.

When Sen, Blair Moody (D-Mich.) ran to re-
tain his seat in the last election, the Republicans,
Rep. Potter among them, searched for an able
candidate to oppose him. As potential candi-
dates dropped out for one reason or another,
Rep. Potter was prevailed upon to campaign.
Thus, “a no-burning-ambition to go the Senate,”
as Sen. Potter expresses it, was kindled into a
sort of “draft” that swept him into the Senate.

The average person, according to Sen. Potter,
“relies on stations for news.” The industry,
therefore has a great public trust—“It must
be objective in news responsibility. It wields
a great influence on public opinion.”

The Senator’s communications unit is but
part of a big committee-subcommittee lineup.
He is a member of the McCarthy Permanent In-
vestigations Subcommittee, the special Elections
Subcommittee, the water transportation and the
business-consumer subcommittees of the Com-
merce Committee and a special committee
studying communist atrocities.

BROADCASTING ® TELECASTING



NEW anszv )

Now covering the

/ 4,150,000 tv homes in
o the top metropolitan

JANUARY 1954 : A k t l; N ||
. MAIL INCREASE |~ 4 Marke o New Jersey
' —New York

ented by WEED-TV

watv

/ 7 4
\/ \CHANNEL13,NEWARK
/ * * *x * * *
Television Center o Newarlk 1, New Jersey

. New Jersey . . 8,196
© New York 13,523
't Conmecticut ... 689
© TOTAL . 24,410

BArclay 7-3260 (N.Y.) Mltchell 2-6400 (N.}.)
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Recognized as FOR FULL
the important new 7
metropolitan market COVERAGE
of Central Texas, OF THE

this complete Billion
Dollar potential is
reached only by
using the facilities

TEMPLE-WACO
MARKET!
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THESE ARE SOME OF THE ADVERTISERS USING KCEN-TV

Mrs. Boird's Bread
Breckles Special Dressing
Fritos and Cheetos

Lucky Strike Cigarettes Toni and Prom Home
Buick Automobiles Permanents

Ajax Cleanser Gulf Products
Palmolive Soap Johnson’s Wax Products Grand Prize Beer

Halo Shampoo Chesterfield Cigareties Humble 0l & Refining Co,
Colgate Dental Cream Tide, Lilt, Cheer and Comay ireland's Chili

Palmolive Shave (ream RCA Products Lone Star Beer

Palmolive After Shave Lofion Wesson Dil ond Smowdrift  Magnolia Petrolewm Co.
Fab Bowes Seal Fast Marylond Club Coffee
(rosley Appliances Supreme Bokers Patricia Reid Cosmetics
DeSoto Cars Budweiser Beer Pearl Beer

Ford Cars and Trucks Bulove Watches Mrs. Tucker's Shortening
G. E. Appliances Dentyne Gum Western Holly Stoves

Minute Rice Falstaff Beer Holsum Bread

Jello Kool Cigorettes Jax Beer

Gillette Razors Oldsmobile Automabiles {oca-Cola

Gillette Blue Blades Schiitz Beer Southern Select Beer

Gillette Shave Cream American Beauty Flour

KCEN-TV is the only VHF station in this area. Antenna height

is 833 feet...maximum power 100,000 watts.
N g

KC ~o/l5-VHF CHANNEL §
E—— EN- SV~ TEMPLE, TExAs .

D © O inrerconnecten SATHNS P. O. BOX 188

Owned and operated by the Bell Publishing Company; re ted b
P. Hellingbery, national representative; Clyde Melv?lleyc'o: q_r:::: reprcze:i;:i?:.
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GEORGE WOLF

on all accounts

“GEORGE WOLF is that rarity in the busi-
ness—a director who can write and a writer
who can direct.” So states a colleague of the
newly-elected vice president in charge of radio
and television for Geyer Inc., New York.

What the colleague failed to add was that
Writer-Director George Wolf is also a producer
who is genuinely productive.

Mr. Wolf entered broadcasting immediately
after completing his education in his native
Paterson, N. J. Arriving in New York with
a few friends but with his kit crammed with
ideas, he caught on soon as an assistant to
Herb Moss, then producer of Truth or Con-
sequences, and later became a collaborator with
Larry Bierson on a daytime soap opera.

His career was interrupted by the war, when
he was assigned to writing and producing
films at the Army’s studios in Astoria, L. I.

When he left the Army in 1945, Mr. Wolf
joined NBC'’s press department, where he wrote
and produced a weekly institutional show,
Your Radio Reporter. He also worked with the
network corps on trade and press publicity.

In 1946 he joined Foote, Cone & Belding as
director of publicity and in a year and a half
was named assistant to Roger Pryor, tv director.
Soon afterward he became radio-tv programs
manager and subsequently director of radio-tv
productions for FC&B, supervising much of
the agency's $18 million radio-tv billing.

In August 1953 he moved to Geyer Inc. as
radio-tv director, and several weeks ago was
formally elected vice president in charge of
radio-tv.

In the latter capacity he supervises the follow-
ing radio-tv accounts: American Home Foods
(Boyle Midway), Kiwi Polish Co., Nash- Kel-
vinator Corp., Tetley Tea, Weston Biscuit Co.,
National Paper, Can Mfrs. Institute and U. S.
Industrial.

Mr. Wolf has written an original screen play
entittled “The Miami Story,” expected to be
released soon.

Mr. Wolf married the former Miriam Gaf-
fney, one-time secretary to Syd Eiges, vice
president in charge of public relations at NBC,
in April 1946, The Wolfs live in a Manhattan
apartment, They have a son, Richard An-
thony, 7.

Mr. Wolf has just been named chairman of
the New York Cancer Drive and currently is
preparing on its behalf an all-star show on
WNBT (TV) New York March 31. He served
in a similar capacity in 1948,

His hobby is “weekend writing” on television
scripts, plays and motion pictures.

BROADCASTING ® TELECASTING



Latest Conlan Survey (Nov,, ’53) gives
WDAY-TV the following Share-of-
Audience in Metropolitan Fargo:

N ‘ TOTAL AFTERNOON . ...98.8%
/' 74 TOTAL NIGHTTIME ......99.1%

WDAP%Y'I?V FARGO, N. D.

NOW ON FULL POWER

(UP FROM 13,000 TO 65,000 WATTS)

AND CARRYING PRACTICALLY
ALL TOP-RATED PROGRAMS
FROM ALL 4 NETWORKS

(AND LEADING FILM PRODUCERS)!

Affiliated with NBC o (BS e ABC ¢ DUMONT
@3’ FREE & PETERS, INC., Exclusive National Representatives
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Big enough
and
then some

When you’re building national
coverage with spot radio,
there’s no virtue in a snug fit.
For the true economy that
comes with mass, you want
stations like WJR—which
gives you all the radio coverage
you can get over a market of
15 million people, some 109,
of the nation’s buying power.
Ask your Henry I. Christal
man about WJR.

The Great Voice of the Great Lakes

Detroit
50,000 watts CBS Radio Network

WJR’s primary coverage area:
15,000,000 customers

BROADCASTING
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ANA SCORNS 'SLUMP' SCARE,
LOOKS TO BIGGER AD BUDGETS

Broadcasters are due to get a large portion of the increased adver-
tising predicted at the Assn. of National Advertisers’ convention in

Hot Springs.
much of the talk turned to radio.

THE NATION’s top advertisers, brushing off
scare talk about a depression, are increasing
their ad budgets this year—and radio-tv will get
a lot of the increase.

This mové to fight any actual or anticipated
slump in sales dominated the Wednesday-Friday
spring meeting of the Assn. of National Ad-
vertisers at The Homestead, Hot Springs, Va.

Over 300 advertisers, representing 460 com-
panies spending $1.3 billion in major media,
stopped to take stock of the economic situation
and to see what they can do about it. They can
do plenty, judging by the advice given the men
who spend media money for the giants of
American commerce and industry, and judging
by the way they talked informally -between
meetings. Radio was the “sleeper” at the three-
day convention, emerging as an absoclutely
necessary mass medium in the minds of these
skilled advertising directors after several rough
years at ANA’s hands.

Color tv was discussed a lot in the lobby
chatting, and black-and-white had its usual
prominence on the agenda and in the informal
talks, but “unfashionable” radio along with
newspapers and magazines, are coming from
behind the shadows cast by television.

The new ANA look at aural broadcasting
bears little resemblance to the “Golden Age of
Radio” concept of the pre-television era. Rather,
these advertisers are thinking in terms of mass
coverage at low cost and spotting of sales
messages where they will do the most good.

But more important in terms of the future,
as a leading agency executive told advertisers,
they must revise their radio concepts in terms
of “America on the Move.” David B. Crane,
Benton & Bowles, vice president in charge of
media, put forward this idea as he traced what
has happened to the nation's living habits. No
longer, he said, can advertisers aim radic mes-
sages merely at the fireside audience. They must
shoot at 30 million radic-equipped autos, plus
the other places where radio sets can be
found. And Mr. Crane, again peering into the
future, predicted new ways will be found tc use
radio.

‘To Hell With Tv'

With the theme “To Hell With Television,”
Mr. Crane called for readjustment of media
planning. .

Television commercials set off another dis-
cussion, sparked by Robert L. Foreman, vice
president of BBDO. What irritates him most,
Mr. Foreman said, is loose and unfounded talk
about “irritating television commercials.” Con-
ceding there are some annoying plugs on this
six-year-old medium, Mr. Foreman called for
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Television came in for its share of the spotlight, but

fair appraisal of the problem and picked out
some of the obvious bugs in the gossipy com-
ments of the uninformed and prejudiced.

Television’s progress held a Iot of attention
at the ANA meeting, especially from a how-to-
use-it standpoint. Advertisers were interested
in what Joseph M. Allen, ANA radio-tv direc-
tor, described as “the new magazine types of
television programming.” Participation buying
is popular among these advertisers, especially
those who are most concerned about the cost
of major tv productions.

The reawakened interest in radio ranges
through the million-dollar-and-up advertisers
such as General Electric Co., U. S. Steel, Miles
Labs, and Borden into the medium-budget
companies. The under-a-million advertisers,
with regional and spotty distribution areas, are
equally radio-minded. They find it the most
flexible of all media in its grass-roots appeal.

ANA’s membership includes roughly 52%
of the companies who spend over a million
dollars a year in network time and other media.
About half of the ANA members spend under
a million dollars a year in these major media.
No signs of the 1951-53 ANA pressure to beat
down radio rates was apparent at Hot Springs.
The advertisers who once wanted networks to

just about give away their time, especially in
the evening, are no longer blinded by the
brilliance of tv’s appeal. There's no doubt,
however, that radio network time is being
bought carefully as a working medium rather
than as a glamorous way of contacting the pub-
lic. If its glamor they want, tv will get the
contract, but many advertising executives are
getting their television the economical way—
participations and spots.

George B. Park, General Electric’s manager
of advertising and sales promotion, keynoted
the convention Wednesday by calling on ad-
vertisers to meet the rising tide of scare talk
head-on and beat a slump before it really gets
started.

“There’s a massive array of good, solid facts
showing the stability and strength of the na-
tion’s business,” he said, “but recession talk
persists.”

Best Advertised Slump

He added his own idea of the economic situ-
ation—"a sort of nervous prosperity.” The
“advance buildup has been terrific,” Mr. Park
said. “If it comes, it will be the best advertised
slump in history.” He agreed with psychologists
“who say we can talk ourselves into trouble”
but claimed he hadn’t found a single economist
or forecaster “who can factor human emotions
and mass public reactions into his figures.”

His anti-slump advice to advertisers: New
and better products; more volume at better
margins; throwing out old or unprofitable lines;
factory efficiency; better pricing for better
values; intensified, well-planned advertising and
selling. .

Ben R. Donaldson, ANA board chairman
and Ford advertising director, warned that ad-
vertisers must “sustain and enhance public

THE PRESIDENT and the board chairman of the Assn. of National Advertisers meet
with advertiser delegates at the Hot Springs convention: (I to r) seated, Walter
Boone, Dow Chemical Co.; ANA President Paul B. West; Board Chairman Ben R.
Donaldson, Ford Motor Ce.; Russ Applegate, DuPont; standing, Chuck Rice, American
Viscose Co.; Robert Raidt, Bayuk Cigars; Ward Maurer, Wildroot Co.; Charles Schmidt,
U. S. Steel; Willium Murphy, Shell Oil Co., and Carl Ruprecht, Underwood Corp.
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confidence and acceptance of advertising.”
Terming this “an over-riding responsibility of
all national advertisers,” he added this thought:
“Advertising is the principal means most of
our companies have for reaching the consumer
and making sales.”

Joining him in this thinking was William G.
Power, advertising manager of General Motors’
Chevrolet Division, who urged advertisers *‘to
pull out all the stops in a dynamic drive to
stimulate sales.”

Auto manufacturers, many delegates observ-
ed, are among victims of what has been called a
slow-down of consumer spending.

Mr. Donaldson announced ANA plans to
form a new advertising management committee,
with membership drawn from accounting de-
partments of member companies. The commit-
tee will study advertising appropriations and ad-
vertising staff operations. It will examine fac-
tors in determining how much to spend and
how to draw up and present budgets. Mr. Park
will serve as committee chairman.

ANA’s Guests

Guests at the ANA meeting included Ken R.
Dyke, Young & Rubicam, a former ANA board
chairman and an ex-NBC vice president, and
Richard Hooper, RCA Victor Division. RCA
supplied the convention sound system.

CBS provided entertainment at the Thursday
banquet, with Lester Gottlieb in charge of pro-
duction. Entertainers included Cass Franklin,
m.c., Hal Leroy, dancer; The Great DeLage &
Shirley; Monica Lane; Byron and Margot Tal-
bot, dancers; Eileen Barton; Herb Shriner, and
Sammy Fidler’s orchestra.

Aiming at video-minded advertisers who
sometimes forget about radio, Mr. Crane
stopped the show with this opener, “Confiden-
tially, to hell with television.” He added, “For
& few minutes let's talk about this unfashion-
able instrument called radio.” He offered two
exhibils—one a magazine-newspaper exhibit,
the other a radio set, as a quick refresher
course in case any advertisers might have
forgotten about them.

Listing radio’s present and future dimensions
(see box), Mr. Crane estimated listening losses
in nighttime radio from past peaks but showed
how daytime listening has been less affected.
Radio-only homes represent a substantial seg-
ment of the total market for mass products, he
said, adding that the potential listening audi-
ence for daytime radio “is still tremendous.”
He cited Nielsen data showing 31% of tv
homes don't use tv sets in the afternoon, pro-
viding a vast radio potential.

As to radio network flexibility, he said they
will maintain attractive pricing as they offer
regional hooks, cut the minimum number of
weeks and arm. themselves for a fight to hold
their media position.

Local Radio Cited

“Local use of radio, with either programs
or announcements, will continue to represent a
good advertising opportunity,” according to
Mr. Crane. “Specialized listening such as hill-
billy music, or good music, or news, and so on,
have shown considerable resistance to televi-
sion competition. It is very likely that they
will continue to do so. Practically none of our
now acceptable measurements of radio listen-
ing take into account the total amount of radio
listening in multi-radio-set homes, nor can we
measure exactly the automobile radio audience,
accounting for about 8% of the total tune-in.

“It is likely that our electronic age will pro-
duce some techniques which will enable us to
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measure all of our radio listening rather than
the something less than total we now know.
When this is done, it is very probable that we
will find new ways of using radio to advertise.
So far in our history, we have advertised
largely to America at home.” Based on chang-
ing patterns of living, he said radio’s future
must reach Americans when they are away
from home.

Mr. Crane believes further growth of tv,
plus development of color, “will have no
appreciable effect on total magazine and total
newspaper circulation.” Big circulation mag-
azines will get better, he predicted, specialty
magazines will hold their position and perhaps
increase, but marginal magazines of general
interest and medium circulation will suffer from
television.

He said the magazine or newspaper reader

Radio Analysis

“RADIO is the almost constani com-
panion of almost everyone, both inside
and outside the home,” says David P.
Crane, vice president in charge of media,
Benton & Bowles. Here are some of the
basic facts about this companionship, as
presented by Mr. Crane to the Assn. of
National Advertisers spring meeting:

Over 105 million radios in use, or 215
sets per family.

989, of families have one or more ra-
dios.

70% of autos, or 30 million, have ra-
dios.

Over 12 million radic sets produced
last year.

Nomber of radios increased 35 mil-
lion since advent of television.

Number of multiple set families will
continue to grow.

18 million radio homes have no tv set
now.

14 million radio homes will have no
tv set in 1955.

One year from now, audience potential
for daytime radio will be over half of
all homes.

Auto sets account for an estimated 8%
of total tune-in.

Daytime radio is still a good coverage
vehicle.

Nighttime radio eventually will de-
cline to 10% of homes tuned in 8-10
p.m., compared to 50% in the “Golden
Age of Radio,” and hold that level.

Radio networks offer attractively priced
buys, becoming more flexible hut this
does not mean there is a “fire sale on.”

The future of radio advertising must
include “America in motion.”

buys a planned package but the variety of tv
programming as viewed by the listener consists
of bits and pieces “rather than a balanced
package of thoughtfully selected material.”
He doubted if helpful, informative tv shows
such as homemaking programs command large
audiences, since the housewife is likely to get
such material from magazines at a convenient
time of her selection.

Mr. Crane emphasized that the magazine
advertising message is less of an intrusion than
some tv commercials. He contended television
has widened the interests of the public, and
often sends viewers to printed media for
more complete information. He cited Bishop
Fulton Sheen's telecasts to show how viewing
“strengthens the printed word as interests
widen.” He said the subject of complementing
tv with magazines should be carefully studied
in media planning.

Concluding, he said, “To hell with televi-
sion? No, not really. But don’t be so bowled
over by this glamorous medium that you miss

the many opportunities that are available to
you in radio and print.” !

In defending tv commercials, Mr. Foreman
asked, “Where does this idea come from—that
tv copy is offensive to the American public—
that manufacturers and their advertising agen-
cies are misusing the medium—are tarmishing
its brilliance and laying waste is aesthetics?”

After listing the *rather voluble group who
write columns,” letter-to-the-editor type and
“an entity known loosely as “educators,” he
pointed to a “heterogeneous—but small—seg-
ment of the public” that figures “if every pro-
gram isn’t like Omnibus and every commercial
a chainbreak in length, unobtrusive in approach
and subtle in technique-—it's bad. Not just a
bad commercial but bad for the American
people to be exposed to.”

Mr. Foreman teed off on “the Thought
Counselors,” recalling a questionnaire sent to
some “educators.” He explained how adroitly
slanted questions made it easy to trap the
academic mind into checking off a list of com-
plaints about tv copy. He said complaints
were based on ‘“obtrusiveness” and excessive
repetition. Tv commercials, according to the
survey, are boring, irritating, deceiving and in-
furiating.

Complaints ‘Bushwa”

This is “bushwa,” he said, explaining that as
a viewer of tv, husband, and father he feels
tv commercials “are not insulting, degrading,
or obtrusive, whatever the hell that is.”

Advertising, Mr. Foreman explained, “gen-
erally is a reflection of a corporate personality
and a corporate personality is a reflection of the
businessmen who run the company.” He is
confident businessmen have more common
sense, aesthetic sensitivity and civic responsibility
than any other group, “including professors and
columnists and writers of letters to the Times.”

The main difference between good and bad
commercials lies in their effectiveness, he said,
which in turn partly depends on their sincerity,
good taste, believability, friendliness, honesty
and attractiveness.

He listed effective tv selling examples, in-
cluding DuPont Mylar, Maxwell House, De
Soto, B. F. Goodrich, Kraft, Bond bread,
TWA, Surf (Linkletter), Garroway (Gypsum),
Wildroot, Kent, Luckies and others.

To be effective, he argued, commercials
must be simple, direct, pictorial and demon-
strative, relying on a personality if available.
Animation must be realistic as well as enter-
taining, he argued.

Within two years, he concluded, “we’ll be
wondering how we ever got along without
color television.”

Advertising Causes Sales

Frank W. Mansfield, sales research director
of Sylvania Electric Products and chairman
of ANA's Advertising Research Steering Com-
mittee, urged ANA members to treat advertis-
ing as a cause of sales and not as a result of
sales. In calling for a better job of pre-
planning advertising programs he analyzed the
steps in reaching the prospect and bringing
about a sale.

Mr. Mansfield used a hypothetical case in
which a tv program costing $2 million a year
was tuned by 10 million of the 27 million tv
families, producing $1.60 return per $1 of ex-
pense for a manufacturer of radio tubes, re-
frigerators and tv sets. He emphasized the im-
portance of fact-finding studies and the need
for teamwork between advertising, factory,
engineering, statistical, public relations, con-
troller and sales research departments.

Better fact-finding could bring & 10% in-
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crease in advertising efficiency, or $130 million
profit for ANA advertisers spending $1.3
billion per year, he claimed.

Alfred Politz, president of Alfred Politz
Research Inc., called on advertisers “to double
advertising effectiveness by means of research.”
S. J. Caraher, services division manager of
E. 1. du Pont de Nemours & Co., called for
careful planning of advertising budgets, with
frequent re-examination of campaigns.

Walter C. Ayers, executive vice president of
Brooke, Smith, French & Dorrance, declared
the competition “for the eyes and ears of the
American people is absolutely fantastic, and
getting more so each year.” This means, he
said, that advertisers must adjust to the trend
and “reach and interest people where they are
—not where we think they ought to be, or used
to be.”

Noting economic trends, he added that ad-
vertisers “can make of selling and advertising,
instruments which more than anything else can
make the country virtually depression free.”
Consumer buying is shifting from a fulfillment
of needs to a fulfillment of wants, he said.

NETWORKS CITED
FOR PUBLIC SERVICE

Ad Council attributes 5.5 bil-
lion home impressions to the
networks and their advertisers.

RADIO and television networks and their ad-
vertisers contributed 5.5 billion home impres-
sions last year, topping newspapers, magazines,
transit and outdoor, according to an analysis
of Advertising Council campaigns by Gordon
C. Kinney, radio-tv director for the Council.

Addressing the Assn. of National Advertisers
at Hot Springs, Va., Friday, Mr, Kinney lauded
this network public service help given 17 major
council campaigns as_well as 40 other causes.
He said the 1953 contribution of commercially
sponsored network programs was a billion home
impressions above the 1952 figure. (See ANA
coverage, page 27.)

“Without radio-tv cooperation, the govern-
ment agencies and private organizations would
find it virtually impossible to get done volun-
tarily those things that need doing,” he said.
Sponsors and networks should “sign their name”
to these public service messages, he suggested,
so the public will know who deserves credit.
This, too, would improve business and adver-
tising public relations t0 a major extent, he
added, demonstrating “to millions every day,
every night, every week the outstanding role
that advertising plays in improving America.”

Mr. Kinney listed a number of radio-tv mes-
sages on behalf of the Council’s campaign, par-
ticularly a message by the Assn. of American
Railroads on its NBC Radio series. This mes-
sage “spoke proudly and distinctly for better
schools. No question here of the star spreading
himself with personal good citizenship glory.
The advertiser handled this one himself.”

Robert M. Gray, advertising and sales pro-
motion manager of Esso Standard Oil Co. and
“Future of America” campaign coordinator,
described this new plan of the Advertising
Council to build informed confidence in the
American economy and its potential. McCann-
Erickson is voluntary agency for the campaign,
which starts on radio and tv the first week in
April.
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MacGovern, John Named
Esty Vice Presidents

GEORGE MacGOVERN, director of research,
and William E. John Jr., account executive,
have been named vice presidents of William
Esty Co., New York.

Mr. MacGovern, who joined the agency a
year ago, formerly was director of sales devel-
opment and services division of NBC. Pre-
viously he was associated with MacFarland-

MR. MacGOVERN MR. JOHN
Aveyard & Co., Look Inc., Campbell-Ewald
Co. and BBEDO.

Mr. John is the account executive for Gen-
eral Mills products and has been with the
agency since 1952. Before that he was an
account executive with Grant Adv. and Ruth-
rauff & Ryan.

Agencies Named for M&M,

Winstons and Ayer Products

AT LEAST' three major advertisers-—Hawley
& Hoop, Harriet Hubbard Ayer, and R. J.

. Reynolds Tobacco Co.—appointed agencies to
| handle their advertising budgets last week.

Effective May !, Hawley & Hoop (M & M
candies), Newark, sponsor of the half-hour
Johnny Jupiter tv show in 83 markets, will be
serviced by Ted Bates Inc., New York. Roy S.
Durstine Inc.,, New York, has been servicing
Hawley & Hoop for the past year and prior to
that Grey Adv. had the account. Although
media plans are still in the talking stage at
Bates, television definitely will be continued, a
spokesman told BeT.

Reynolds Tobacco Co., Winston-Salem, N.C.,

ADVERTISERS & AGENCIES —————

named William Esty & Co.,, New York, to
handle the advertising for its new entry into
the battle of the filter-tip cigarettes, Winston
cigarettes, a king size filter-tip. Media plans
are being worked on.

Harriet Hubbard Ayer, recently sold by Lever
Brothers and formerly serviced by Ellington
& Co., named Huber Hoge & Sons, New York,
to handle advertising and promotion for its
cosmetics. Television and radio spots will be
used. Although specific budgets have not yet
been worked out, it was understood that a
limited television spot campaign prebably would
start in April or May.

Walsh Named Chairman,
Cunningham Pres. at C&W

FRED H. WALSH, president of Cunningham
& Walsh, New York, since 1950 when- it was”
formed from Newell-Emmett Co., has been
elected first chairman of the board of the
agency and John Cunningham, executive vice
president, has been elected president.

Mr. Walsh will continue to devote his time
to the Liggett & Myers Tobacco Co. account,
the agency’s largest.

Mr. Cunningham will continue to direct
creative affairs for the agency's 33 other
clients.

Light's Jubilee Plans

Selznick Tv Venture

LIGHT’S Diamond Jubilee Committee last
week announced through its agency, N. W,
Ayer & Son, that arrangements had been com-
pleted with David O. Selznick for his debut
in television by personally producing a two-
hour, three-network jubilee television program,
Sunday, Oct. 24 [B-T, March 16].

The Committee is representing the entiré
electrical industry in the coordination of the
nationwide celebration of the 75th anniversary
of the invention of the incandescent lamp by
Thomas A. Edison.

The complete facilities of CBS, NBC and as
yet an undesignated third network will be util-
ized. Although the format is still in the plan-
ning stage, Mr. Selznick said it will not be a
variety show.

The industry-wide Light's Diamond Jubilee
Committee is under the general chairmanship
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THESE men attended the sales me.eﬁng launching Nestle Co.’s nine-month

- --..F

saturation

announcement and program campaign on WNEW New York [BeT, March 15] on
behalf of Nescafe (I 1o r): Seated—Nestle’s C. K. Clausen, New York area regional
manager; Don Cady, general advertising and merchandising vice president, and F. A.
Cools, New York divisional manager. Standing—John Crandall, vice president-media
director, Sherman & Marquette, agency; Dee Finch and Gene Klaven, WNEW perso-
nalities; Dick Goebel, Nestle advertising manager, and F. Winslow Stetson Ir., Sher-
man & Marquette vice president-account executive.
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of Charles E. Wilson, former president of
General Electric.

The 37-man sponsoring committee for Light's
Diamond Jubilee includes Herbert Hoover,
Charles Edison, Harvey Firestone JIr., Eric
Johnston, William S. Paley, David Sarnoff,
Ralph Cordiner, Gwilym Price, and others.
More than 200 major electrical manufacturing
and utility companies are participating in the
celebration.

General Foods Anniversary

Telecast Plans Announced

STARS slated to appear on the 90-minute pro-
gram on both NBC-TV and CBS-TV of the
General Foods 25th anniversary show on
March 28 [B®*T, March 15] were announced
at a party for newsmen last Wednesday in New
York by Richard Rodgers and Oscar Hammer-
stein II, the collaborators who will produce the
program featuring excerpts from their stage
productions.

In addition four associates in production
were named. They are Ralph Levy, producer-
director of the Jack Benny tv show, who will
serve in a similar dual capacity; Richard Jack-
son, CBS television staff designer, who will be
in charge of sets; Samuel Taylor, veteran tv
writer, who will write the script with Mr. Ham-
merstein, and Harry Sosnick, who will conduct
the orchestra.

Stars on the program will include Mary
Martin, Ezio Pinza, Tony Martin, Rosemary
Clooney, Jack Benny, Groucho Marx, Ed Sulli-
van, Edgar Bergen, Patricia Morison, John
Raitt, Jim Clayton, Gordon MacRae, Florence
Henderson, and others.

Young & Rubicam, New York, is the agency.

Kaiser-Willys Send Stations

Recorded Spot Announcements

KAISER-WILLYS dealers are being sent free
20-second and one-minute transcribed, open-end
radio spots to announce the new 1954 Kaiser
and Willys automobiles, Fred Adams, adver-
tising manager of the Kaiser-Willys sales di-
vision of Willys Motors Inc., said last week.

The spots, with the individual dealer’s name
to be inserted, will be made on time bought by
the dealer and will supplement factory-placed
announcements and commercials on Lowell
Thomas & the News on CBS, Mr. Adams said.

The company previously furnished the tran-
scriptions only on order. Kaiser's agency is
William H. Weintraub & Co. Willys agency
is Ewell & Thurber Assoc.

Meredith to Grant Ady.

ROY A. MEREDITH, formerly with NBC and
WOR New York, has been named director of
radio and television for the New York office of
Grant Adv. Inc.,
Hugo C. R. Vogel,
vice president and
manager of the
New York office, an-
nounced last week.

Mr. Meredith was
with WPTZ and
WCAU-TV in Phila-
delphja prior to his
affiliation with WOR
and NBC.

He is the author
of several books,
including Mr. Lin-
coln’s Camera Man,
Mr. Lincoln’s Contemporaries, and Battle Or-
der, the latter to be published this year.

Page 30 o March 22, 1954

MR, MEREDITH

ADVERTISERS & AGENCIES

Hall Expands Tv

ROBERT HALL Clothes, New York,
chain of 175 retail stores, has expanded
its pre-Easter season television budget to
six times last year's and has maintained
its extensive use of spot radio. The
firm claims that it is the “biggest retail
user of radio advertising” and hopes to
assume leadership “as the biggest retail
user of tv advertising.” Last yéar Robert
Hall Clothes used television in about a
dozen markets, and this season the firm
has stretched the television budget to
cover more than 75 markets while con-
tinuing to sponsor its radio spot schedule.
Agency is Frank B. Sawdon Inc., New
York. Jerry Bess, vice president, is in
charge of the account.

Anderson & Cairns Names
Seydel V. P., Yohs Director

VICTOR SEYDEL, director of the radio and
television  department, has been elected a vice
president of Anderson & Cairns, New York,
and Thomas R. Vohs, a vice president, has
been named a director of the agency.

Mr. Seydel has been with the agency since
1949, Prior to that he was eastern radio and
television director in the New York office of
Walter & Downing Agency of Pittsburgh.

Mr. Vohs was elected a vice president in
February 1952, He has been with the agency
since 1946.

Armour Radio-Tv Drive

Starts in 10 Markets

ARMOUR~ & Co., Chicago, has launched a
three-month radio-tv spot campaign in 10 mid-
west markets on behalf of its Armour Suds
detergent, John W. Shaw Adv. Inc., that city,
has announced. °

The spot campaign comprises announce-
ments and participations in women's shows
within a 300-mile radius of Chijcago, as well
as some programs, an agency spokesman said.
The drive includes live and film participations
in some cities, but tv commitments were not
revealed.

In Chicago Armour has purchased about 15
spots per week on WLS, WBBM, WGN and
WIND. The extent of the spot drive will be
similar in other markets. Newspapers and
coupons also will be utilized in some 50 cities.

Colgate Protects Name
COLGATE-PALMOLIVE CO. has won a
temporary injunction in the Superior Court of
New Jersey, Chancery Division, enjoining a
firm known as Colgate Labs, which advertised
a product called Stermalan for the treatment of
psoriasis, from using the “Colgate” name.
Colgate Labs has no connection with the soap
and toilet goods manufacturer, a Colgate-Palm-
olive Co. spokesman reported.

Dale Dance Expands Spot

DALE DANCE Studios, New York, is expand-
ing its spot radio budget, with the increase
going into news programs in cities where its
schools are located and additional nighttime
disc jockey shows. The local studios are using
radio in the following cities: Washington, Bal-
timore, Philadelphia, Boston, Chicago, Detroit,
Denver, Minneapolis and San Francisco.

SPOT NEW BUSINESS

Westclox Division, General Time Corp., La
Salle, Ind.,, and State Farm Insurance Co.,
Bloomington, Ill., start spot announcement
schedules on three-station Columbia Television
Pacific Network’s Panorama Pacific (Mon.-Fri.,
7-9 a.m., PST) for 13 weeks from Mar. 17, and
26 weeks from April 13, respectively. Agencies:
BBDO, Chicago, for Westclox, and Needham,
Louis & Brorby, same city, for State Farm In-
surance.

Smart & Final Iris Co., L. A. (food whole-
salers), starts first of short, intensive radio-tv
promotion campaign for Iris canned foods with
over 250 spot announcements and participa-
tions on seven stations in five southern Cali-
fornia and Arizona markets, for five weeks
from March 25. Also planned is a three-week
tv campaign on two L. A. stations and a further
five-week radio campaign, both starting May
27. Agency: Stromberger, LaVene, McKenzie
Advertising, L. A.

NETWORK NEW BUSINESS

Palm Beach Co. (men’s summer suits and
sportswear) to sponsor four quarter-hour pick-
ups from Palm Beach Golf Championship
tournament at Westbury, L. 1., on CBS Radio
{(May 13,14 and 15 at 10-10:15 p.m. and May
16 at 5:45-6 p.m.). Agency: Ruthrauff & Ryan,
N. Y.

North American Van Lines, Ft. Wayne, Ind.,
starts Cecil Brown, news commentary, on 45
Don Lee stations, Mon., Wed., Fri., 8-8:15 a.m.
(PST), for 13 weeks from today (Monday).
Agency: Castor & Assoc., L. A.

NETWORK RENEWALS

. Bell Telephone System renews The Telephone

Hour on full NBC Radio network {Mon. 9-9:30
p.m. EST) for 52 weeks effective April 12,
when program starts its 15th year on air.
Agency: N. W, Ayer & Son, N, Y.

Brown Shoe Co., St. Louis, Mo., for sixth con-
secutive year, renews Smilin’ Ed’s Gang filmed
by Frank Ferrin, for 52 weeks from May 4.
Series currently on B4 ABC-TV stations, Sat.,
11:30 a.m.—12 ncon EST. Agency: Leo Bur-
nett Co., Chicago.

American Tobacco Co. (Pall Mall cigarettes)
and Simoniz Co. (waxes and cleaners) renew
alternate-week sponsorship of Big Srory on
NBC-TV (Fri., 9-9:30 p.m.EST), both through
Sullivan, Stauffer, Colwell & Bayles, N. Y.

AGENCY APPOINTMENTS

Canadian Admiral Corp., Port Credit, Ont., ap-
points Locke, Johnson & Co., Toronto.

Chicago Western Corp., Chicago (Pinafore
chicken), and Peter Pan Inc., same city (canned
vegetables), appoints Roberts, MacAvinche &
Senne to handle their advertising effective April
1. Radio probably will be used.

Railway Express Agency, N. Y., appoints Ben-
ton & Bowles, N. Y., effective April 1.

AGENCY SHORTS

Foote, Cone & Belding, 1. A. radio-tv depart-
ment, moves to firm's Hollywood office at 6233
Hollywood Blvd. L. A. general agency offices
remain in Statler Hotel Bldg.

Morton & Stanton Adv, Agency, Portland, Ore.,
moves to 1500 §. W. Taylor St.

Byer & Bowman Adv, 66 S. Sixth St., Co-
lumbus, Ohio, elected to membership, Amer-
ican Assn. of Advertising Agencies.
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Ethyl Buys ‘Playback’
For 55 Tv Markets

PURCHASE by the Ethyl Corp. of a new
26-week production of The Big Playback, tv
filmed series, for sponsorship in 55 markets cn
a spot basis was announced last week by John
H. Mitchell, vice president and general man-
ager of Screen Gems Inc., which handles the
film feature.

Negotiations for the purchase of the quarter-
hour series, which re-creates favorite moments
in sports, were made by Bayard Pope, vice
president of BBDOQ, advertising agency for the
Ethyl -Corp., and Joseph Henrici, BBDO ac-
count executive.

Production on the series will start imme-
diately in New York, with on-the-air showing
planned for May. The series will be available
to regional and local sponsors in markets not
covered by Ethyl.

WCBS-TV Buys 58 Films
For Movie Programming

WCBS-TV New York has purchased two pack-
ages totaling 58 feature films for showing on
the station’s The Early Show and The Late
Show, it was announced last week by William
C. Lacey, manager of WCBS-TV’s film depart-
ment.

One package of 26 films was obtained from
Hollywood Television Services Inc., a subsidi-
ary of Republic Pictures, and contained such
titles as;

“Moonrise,” with Dane Clark, Ethel Barrymore
and Gail Russell; “Rookies on Parade,” with Bob
Crosby and Marie Wilson; “That's My Gal,” with
Don Barry, Pinky Lee and Lynn Roberts, and
“Tahiti Honey,” with Dennis O'Keefe and Simone
Simone. The station also purchased 32 films from
Telepictures Inc. through Official Films Inc.,
including “F.B.I. Girls,” with George Brent,
Audrey Totter and Ceasar Romero: "“Steel Hel-
met,"” with Gene Evans and Robert Hutton;
“Hellgate,” with Sterling Hayden, Joan Leslie
and Ward Bond; “Spaceways,” with Howard Duif
and Eva Bartok. and “Loan Shark," with George
Raft and Dorothy Hart. -

WPIX (TV) Buys 48 Films

PURCHASE by WPIX (TV) New York of
48 feature film productions for use on the
station’s First Show and Six O'Clock Show was
announced last week. The station bought
seven films from Quality Films Inc., Holly-

Daytime Film Use Up

USE of dramatic syndicated film pro-
grams during the daytime has been de-
scribed as an incipient trend in tele-
vision by George T. Shupert, vice presi-
dent in charge of ABC Film syndication,
who announced plans for the use of The
Playhouse tv film series during the day-
time in Denver and Portland. Mr. Shu-
pert said that the Safeway Stores Inc.,
through Foote, Cone & Belding, San
Francisco, has purchased 26 weeks of the
series for use on KLZ-TV Denver on
Monday, 1:30-2 p.m., and on KPTV (TV)
Portland, Thursday, 2-2:30 p.m., starting
dates to be announced. Mr. Shupert ex-
pressed belief that The Playhouse is the
first program of its type to penetrate the
daytime market, but said it seems “per-
fectly natural” because of “the increased
use of network daytime dramatic shows
and the use of feature films in Iocal day-
time programming.”
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PEGGY ANN GARNER watches herself
in the starring role of the Vitapix Corp.
release of “Black Forest” during a visit
to studios of WSB-TV Atlanta while op-
pearing in a stage show in that city.

wood; 28 from Motion Pictures for Television,
New York, and 13 from M & A Alexander

Productions, Hollywood.

Included in the three packages are "The Ma-
comber Affair,” with Gregory Peck and Joan
Bennett; “Mr. Universe,” with Jack Carson and
Robert Alda; “Stirange Voyage,” with Eddie Al-
bert; “Trocadero,” with Rosemary Lane and
Ralph Morgan; “Fireball,” with Pat O'Brien and
Mickey Rooney, and full-length Western features
with such personalities as Gilbert Roland and
Duncan Renaldo.

WHAM-TV Joins Vitapix;
Members Now Exceed 40

WHAM-TV Rochester has become a stock-
holder station in the Vitapix Corp., it was
announced jointly last week by Frank E.
Mullen, president of Vitapix, and William A.
Fay, vice president and general manager of the
station.

The signing of WHAM-TV raises the total
of Vitapix member stations to more than 40.
These stockholder stations have first call on
all Vitapix properties, but the film syndication
organization also offers its programs for sales
to other stations. Vitapix stockholder stations
are said to cover more than half the total U. S.
television homes.

Lee Tv Film Network
Schedules Chicago Meeting

ORGANIZATIONAL meeting of Lee Interna-
tional Tv Network, a “new secondary tv film
network,” will be held Wednesday at the Con-
rad Hilton Hotel, Chicago, according to R. L.
Kulzick, president.

The new network is a division of R. Lee
1.1d., with headquarters at 409 E. Washington
Ave., Madison 3, Wis. (Phone 6-7290), and
plans to start film programming service within
90 days [B*T, Feb.-22].

Mr. Kulzick declined to say how many sta-
tions have indicated interest in attending the
session. He identified himself with “several
business enterprises” and as president of R. L.
Kulzick Inc., Madison advertising agency. He
also declined to reveal how many accounts his
agency services, although the January 1954
Standard Advertising Register lists 22 adver-
tising clients and a staff of seven other people.

Mr. Kulzick told BT all types of tv stations
from every area of the nation have indicated
they have accepted invitations to attend the
Chicago , meeting. He went on to say that
only one representative of a station will be
allowed to attend the morning and afternoon
sessions, at which he will explain his film net-
work project. Two to a station will be allowed

FILM

at the night meeting, when actual organization
of the network will get underway.

The all-day sessions will be closed to report-
ers, representatives and others, but announce-
ment of the new project will be made Thurs-
day. Mr. Kulzick said he is the only person
authorized to speak at this time for the net-
work.

Six years of developmental work have gone
into this network, he said, with film programs
slated to be ready when the network begins
operation in three months.

Only one station to a market will be affiliated
with Lee International, he continued, although
as many as four stations from a market will be
represented at Wednesday’s meeting. He said
a formula has been worked out for selection of
affiliate stations where there is more than one
station applicant.

Mitchell Urges Stroﬁg Selling

REVIVAL of hard, intensive selling to build
America’s economic strength was urged by
Maurice B. Mitchell, president of Encyclopedia
Britannica Films, before the Clinton (Iowa)
Chamber of Commerce at its annual meeting.
Mr. Mitchell, former head of Broadcast Ad-
vertising Bureau, appeared,at the invitation of
KROS Clinton.

Best defense against outside attack, he said,
“is to build an army of good merchants and
good salesmen strong enough to guarantee that
our production lines and factories and mills can
keep going, secure in the knowledge that their
output will find a way in a ready market.”

FILM SALES

Winik Films Corp., N. Y., reported last week
that its Madison Square Garden tv filmed series
currently is being shown in 51 markets with
the latest sale to Industrial National Bank,
Providence, through Horton-Noyes Co., Provi-
dence.

KTTV (TV) Hollywood achuired the new Long
Wolf tv film series in what marks the first sale
of the property for United Television Programs
Inc., which did not plan to release it for national
sales until April 15. Less than 24 hours later,
according to Les Norins, in charge of local sales
for KTTV, Maier Brewing Co., L. A. (Brew
102), through Enterprise Adv. Agency Inc., con-
tracted to spomsor the program, which starts

E. H. BERTHOLF (I), former district man-
ager for duPont Film Division’s southwest
area, stops by WBAP-TV Fort Worth to
introduce the new southwest manager,
P. H. Smith (c), to M. C. Hartung, WBAP-
TV film lab chief. WBAP-TV, with its
accent on news, is said to be one of the
largest users of duPont films in the U. S.
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TV NEWSREEL

TAKING part in merchandising plans for the
Rocky Jones, Space Ranger tv film series at
New York offices of United Television Pro-
grems, distributor, were 15 firms authorized
to use the "'Rocky Jones’ name on merchandise.
Among representatives (I to r): Bert Fragner,
Spartswear Industries Inc., N.Y.; lrene Bender,
Associated Mchdsg. Corp., and Morris Thebner,
Irving €. Krewson Co. [B®T, March 1].

f ﬁ

SPATINI Co. (spaghetti sauce mix) will use a

saturation spot campaign on WCAU-TV Phila-

delphia. L to r, Bernard Kramer, Gresh &

Kramer Agency; Russell Lakoff, Spatini pres.,

and E. Gordon Wells, WCAU-TV acct. exec.
S TR AT

CHICAGO Area Nash Dealers agree to sponsor
26 weeks of Captured on. WGN-TVY, L to r;
Seated—J. B. Fountain, Nash zone mgr., and
F. P. Schreiber, WGN-TVY gen. mgr. Standing—
Don Getz, WGN acct. exec.; Ed Rodgers, Geyer
Adv., Nash agency; Ted Weber, WGN-TV sls.
mgr., and J. W. Orr, Nash zone sls. prom. mgr.

DeNOOYERS Chevrolet signs for thrice-weekly
newscast for 52 weeks on WKZO-TV Kalama-
zoo. L to r: Seated—Jerry and Jake De-
Nooyers, owners. Standing—D. W. DeSmit,
WKZO-TV sls. dir.; D. Morrow, DeNooyers adv.
mgr., and Jim White, WKZO-TV acct. exec.

18 AR e
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next month (April) for 39 weeks. Produced by
Gross-Krasne Inc. and based on the Louis J.
Vance novels, each half-hour film starring Louis
Hayward is shot in a different city.

In line with acquisition of film properties
[BeT, March 15], KTTV has secured local

telecasting rights to Secret File U.S.A., half-hour

semi-documentary series dealing with factual
exploits of Amercian intelligence during World
Wwar II and up to the present time. Robert
Alda portrays Col. Bill Morgan, espionage
agent; Arthur Dreifuss is producer-director,
Donald Robinson, chief historian of SHAEF
under General Eisenhower during World War
IL, is story supervisor and miltary advisor. Deal
was concluded by Richard A. Moore, station
vice president and general manager, with Her-
‘man Rush, vice president of Official Films Inc.,
and Tom J. Corradine & Assoc., Hollywood
representative for the distribution firm.

United Television Programs Inc., Hollywood,
announces that sales of Waterfront, filmed by
Roland Reed Productions, brings total number
of markets to 57. Included are KPRC-TV
Houston, to be sponsored by Sears Rocbuck Co.;
WBZ-TV Boston, for Schaefer’s Beer; Denver,
Omaha, Wichita and Schenectady. Another
Reed production, Rocky Jones, Space Ranger,
with the addition of Roanoke, Va., and Charles-
ton, 8. C., brings its total to 50 markets, ac-
cording to Wyn Nathan, UTP national sales
manager. Contracts in Wichita, Seatile and
Tacoma brings sale of Gospel Singer, produced
by Gross-Krasne Inc., to total of 41 markets.
with addition of El Paso and Houston, A/l
American Barn Dance, produced by Kling
Studios Inc., is now seen in 104 markets.

Guild Films Co., N. Y., has sold The Joe
Palooka Srtory tv film series to WABD (TV)
New York; WCPO-TV Cincinnati, and WCCO-
TV Minneapolis, raising total markets carrying
the series to 37.

FILM DISTRIBUTION

KCOP (TV) Hollywood has acquired rights to
Boss Lady, 13 half-hour tv film series from
M & A Alexander Productions, that ¢ity. Situa-
tion comedy series, starring Lynn Bari and pro-
duced by Jack Wrather, was originally released
on NBC-TV.

United Television Programs Inc., Hollywood,
has acquired distribution rights to Where Were
You, new half-hour tv film series with Xen Mur-
ray as producer and m.c., which is being filmed
by Bing Crosby Enterprises. Featuring people
who have made news, each film is based around
a date and uses film clips and newsreels to
show what was happening and why the subject
was newsworthy.

FILM PRODUCTION

Westward Productions Ltd., Hollywood, recent-
ly formed by Samuel Goldwyn Jr., has started
shooting first half-hour fitm in The Unexplained
tv series. Titled “The Merry-Go-Round,” script
has been adapted by radio-play-screen writer
Mel Dinelli from an original story by Ray
Bradbury. Ted Post is director. Currently
working on upcoming scripts are Broadway
playwrights William Archibald, notcd for “The
Innocents”; Victor Wolfson (“Excursion”); Le-
nard Kantor (“Dead Pigeon”), and tv writer
Raphaecl Hayes.

Lou Lilly Productions, Hollywood, has filmed
siXx one-minute spot announcements for Safeway
Stores, S. F., to promote $26,000 coffee contest.
Agency: M. E. Harlan Advertising, S. F. Pro-
duction firm is also preparing six one-minute

spot announcements for R. J. Reynolds Tobacco
Co. (Camel cigarettes). Agency: William Esty
Co., Hollywood.

RANDOM SHOTS

Jack Denove Productions Inc., Hollywood, with
12 half-hour scripts in preparation, plans to
film a new series for The Christophers, which,
while not open for sponsorship, will be made
available to stations at no charge. Scripts are
dramatized incidents pointing up the organiza-
tion’s philosophy.

Eleven cutting rooms are being added to Kling
Studios facilities in Hollywood, in addition to
construction of a third sound stage on the lot,
the company has announced.

Gene Peters Associates Inc., tv arts and produc-
tion company opens offices at 127 Montgomery
St., S. F. Peter Del Negro, former N. Y. com-
mercial artists representative, is president; Claud
E. Marcus, formerly of Golden Gate Tv Arts
& Production, S. F., vice president, and Longen
Cecchini, commercial artist, secretary-treasurer.

California Studios, Hollywood, is undergoing a
remodeling program to provide additional of-
fice and shipping facilities, new scene docks,
dressing rooms and other improvements, ac-
cording to owners Jack J. Gross and Phitip N.
Krasne. Headquartered on the Jot are United
Television Programs Inc., Ziv Television Pro-
grams Inc., Superman Inc. and Gross-Krasne
Inc.

Ely Laudau Inc,, tv film production company,
and National Telefiin Assoc. Inc., tv film dis-
tributors headed by Mr. Landau, have moved
headquarters to 509 Madison Ave., New York
22, N. Y. Telephone: Murray Hill 8-4800.

Cecil, the Sea Sick Sea Serpent, co-star of Time
for Beany syndicated tv film series, is set to
star in a full-length color cartoon theatrical
film, titled “Cecil.” Co-producers are Bob
Clampett, producer-creater of the tv series, and
Frank Tashlin, motion picture director who is
also readying production on pilot films for
NBC-TV Great Gildersleeve and Fibber McGee
and Molly.

Dudley Television Corp., Beverly Hills, has ac-
quired tv film right to “The Book of Knowl-
edge” from Grolier Society. Half-hour series
goes into production when the format and
handling of the subject matter is decided upom,
according to Don C. McNamara, executive vice
president.

Don Fedderson, president of his own Beverly
Hills production firm, following his return from
Cuba announced plans for a new tv film series,
in conjunction with Guild Films Inc., which will
be based on Afro-Cuban folklore. Scheduled
to be filmed in Cuba, negotiations are. in prog-
ress with Max Riviero, president of Maxolga
Film Co., one of Cuba’s two studios. Addition-
ally, Mr. Fedderson and packager-producer
Arnold Marquis are readying The Unknown,
half-hour series based on authenticated inci-
dents from the files of Dr. Hereward Carring-
ton, president of American Psychical Research
Society.

Television Snapshots Inc., New York, an-
nounced that it is assigning a two-man crew on
a round-the-world trip to film footage aimed
at women viewers. Tentative title for five-
minute and ten-minute tv filmed features on
activities of women in various countries is
Woman's World.
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SURVEY TO PINPOINT U. S. RADIO COUNT

Four networks joining with
BAB in effort to provide uni-
form receiver statistics. Mu-
tual, meanwhile, readies its
own separate study which will
seek detailed data beyond the
scope of past studies.

TWO national studies designed to chart hither-
to unmeasured phases of radio set ownership
were set last week,

The four nation-wide radio networks and
BAB were reported to have reached agreement
on underwriting a national radio set-count cal-
culated to produce uniform industry-wide fig-
ures on the nation’s radio receiver population
for the first time [CLosEp Cmcurr, Jan. 18],

In a separate project, Mutual was nearing
completion of plans for a study, also national,
which Richard J. Puff, director of research,
said would encompass “many things” not stud-
ied in prior radio surveys.

Details of the Mutual project were not dis-
closed pending completion of detailed prepara-
tions, but the BAB-four network survey was
described as slated to determine not only the

Brown Heads ARF Unit

LYNDON O. BROWN, vice president in charge
of media, research and merchandising, Dancer-
Fitzgerald-Sample, has accepted the chairman-
ship of a special committee of the Advertising
Research Foundation for the development of
a “design” for audience studies of major media
on an integrated basis, ARF Board Chairman
Marion Harper Ir. announced Wednesday. The
committee’s first consideration will be to for-
mulate a design for an audience study of maga-
zines which will be integrated with plans for
audience studies of other media, Selection of
the committee has not been completed.

total number of home radio sets in the U. S.
but also to get previously exclusive data as to
the rooms in which they are located, total num-
ber of automobile radios, and the rooms in
which tv sets are most often found.

This survey, whose cost was estimated at
about $80,000, is to be conducted by Alfred
Politz Research Inc., which also made the 1952-
53 radio study, “The Importance of Radio in
Television Areas Today,” for the stations rep-
resented by the Henry I. Christal Co.

BAB, ABC, CBS, Mutual and NBC will
share the cost of the Politz study, which is be-
ing set up with the cooperation of the Adver-
tising Research Foundation, whose membership
comprises advertisers and agencies as well as:
media.

The Politz organization is expected to start
surveying around May 1, Anticipated date of
completion was not indicated.

Nielsen Radio Ratings
Put CBS Shows on Top

THE Jack Benny Show followed by Amos 'n’
Andy are the top -two evening, once-a-week
radio programs according to the WNational
Nielsen-Ratings based on a Feb. 7-13 survey.
Arthur Godfrey is in first place for weekday

programs. Complete listings:
Homes Reached
Rank Program (000)
EVENING, ONE-A-WEEK
(Average For All Programs) (2,052)
1 Jack Benny Show (CBS) 4,944
2 Amos ‘n’ Andy (CBS) 4,198
3 Lux Radio Theatre (CBS) 4,105
4 Our Miss Brooks (CBS) 3,778
5 People Are Funny (CBS) 3,545
6 My Litlle Margie (CBS) 3,545
7 Bing Crosby Slgow (CBS) 3,359
8 Mr. ond Mrs. North (CBS) 2,939
9 Gene Autry Show (CBS) 2,939
10 Dragnet (NBC) 2,845
EVENING, MULTI-WEEKLY
(Average For All Programs) {1,166)
1 One Man’s Family (NBC) 2,089
2 News of the World [NBC) 2,052

HEADS of three radio-tv program rating services spoke on a panel before the Radio-

Tv-Adv. Executives Ciub of New England in Boston. L to r: Seated—C. E. Hooper,
president, C. E. Hooper Inc.; Craig Lawrence, WCBS-TV New York, panel moderator;
C. Herbert Masse, WBZ-TV Boston, RTAEC president; Dr. Sidney Roslow, president,
The Pulse Inc.; standing—J. L. Gross, American Research Bureau; John J. Hurley, WNEB
Worcester, Mass., RTAEC program chairman; James Seiler, president of ARB, and

Robert Collins, associated with The Pulse.
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3 Gabriel Heatter (Amer. Home) (MBS) 1,959
WEEKDAY
(Average Far All Programs) (1,819)
1 Arthur Gadfrey (Columbia) (CBS) 3,079
2 Romance of Helen Trent (CBS). 3,032
3 Ouwr Gal, Sunday (CBS) 2,845
4 Aunt Jenny (CBS) 2,752
5 Guiding light (CBS) 2,705
6 Wendy Warren and the News (CBS) 2,659
7 Ma Perkins (CBS) 2,659
B Right to Happiness (NSC) 2,566
9 Arthur Godfrey (Nabisco) (CBS) 2,519
10 This is Nora Drake (Toni) (CBS) 2,519
DAY, SUNDAY
(Average For All Progroms) (980)
1 Shodow, The (MBS) 2,426
2 Lorne Greene (MBS) 2,146
3 Cecil Brown Commentory (Sun.) (MBS) 1,912
DAY, SATURDAY
{Average For All Programs) (1,539)
1 Stars QOver Hollywood (CBS) 2,379
2 Theatre of Today (CBS) 2,332
3 Metropolitan Opera (ABC) 2,332

Copyright 1954 by A. C. Nielsen Co.

January Tv Set Shipments
Reflect Seasonal Decline

JANUARY shipments of tv sets to dealers
totaled 612,622, a seasonal decline from the
660,515 December level, Radio-Electronics-Tv
Mfrs. Assn. reported last week. Of that total
611,188 went to U, S. dealers and 1,504 to U. S.
territories.

The total compared to 695,087 tv sets shipped
in January a year ago. Total January 1954

shipments by states and territories:
State

State

U. 8. TOTAL...611,118

Alaska 256
Hawaii 1,248

GRAND TOTAL 612,622

Lucy’ Listed at Head
Of March 1-7 Trendex

CBS-TV’s I Love Lucy held first place in the
top 10 Trendex ratings for the week of March
1-7, covering evening sponsored network pro-

grams. The complete list:

1 | Lovs lucy (CBS) 531
2 Dragnet (NBC) 457
3 Talent Scouts (CBS) 44.4
4 Jackie Gleason (CBS) 37.8
5 You Bat Your Life (NBC) 378
6 This 1s Your Life {NBC) 36.4
7 Godfrey’s Friends (CBS) 36.3
8 T-Men In Action (NBC) 337
? Milton Berle (NBC) 32.8
10 Comedy Hour (NBC) 321

Direct Mail Up

DIRECT Mail Advertising Assn. has reported
that estimated dollar volume of direct mail
advertising in U. S, during Jaonuary 1954
amounted to $105,510,100 as compared with
$101,827,800 in January 1953. Total volume
during 1953 was said to be $1,256,394,834, ex-
ceeding the 1952 figure by 7.9%.
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TRADE ASSNS.

IRE PAPERS TO EXPLORE COLOR TV,
VHF AND UHF AT NEW YORK SESSIONS

More than 20 papers will present various aspects of the visual
electronics medium during the 1954 convention of the Institute of
Radio Engineers. Radio, especially high fidelity, to be discussed,
as well as facsimile and other subjects.

TELEVISION—vhf, uhf and color—will be
discussed in more than a score of technical
papers to be présented at the 1954 convention
of the Institute of Radio Engineers which opens
today (Monday) in New York to run through
Thursday.

Radio developments, especially high fidelity
and facsimile, also will be dealt with as well
as many other electronic subjects, ranging from
engineering management to ultrasonics.

The annual membership meeting, which
opens the convention at 10:30 this morning,
the “get-together” cocktail party this evening
and the annual banquet on Wednesday will be
held at the Waldorf-Astoria. The 5] technical
sessions of 242 papers will be divided among
the Waldorf, the Shelton and the Kingsbridge
Armory, where the Radio Engineering Show
of more than 600 exhibits, valued in excess
of $10 million, will be held.

A “must” for the broadcast engineer will be
the two symposiums Wednesday on broadcast
transmission systems, each chaired by a former
chief engineer of the FCC.

Scheduled Speakers

George P. Adair, now head of his own engi-
neering consulting firm in Washington, will
serve as chairman of the morning meeting,
featuring the following speakers and papers:
G. J. Adams, Andrew Alford, H. H, Leach, R.
Rubin and F. Abel, consulling engineers, “An-
tenna System for WOR-TV, ch. 9, installed on
the Empire State Bldg. in New York City”:
J. 8. Auld and Anthony Gallonio, DuMont Tv
Network, “A Pulse Distribution System for a
Tv Network Originating Center”; K. R. Wendt
and W, K. Squires, Sylvania Electric Products,
“An Improved Television Clamp Circuit Em-
ploying Feedback”; R, E. Western, Collins Radio
Co., “A High Level Plate Injection Mixer for
Use at Uhf.”

Color tv will be the subject of the afternoon
broadcast symposium, with . Jett, former
FCC Commissioner as well as chief engineer,
now vice president of WMAR-TV Baltimore,
as chairman. Speakers and subjects include:
J. F. Fisher, Phileo Corp., “Color Film Scanner
—Circuits”; J. H. Haines, Du Mont Labs, “Color
Characteristics of a Tv Film Scanner”; R. N.
Rhodes, RCA Labs, “Factors in the Design of
Keyed Clamping Circuits”; J. H. Ladd and W. L.
Brewer, Eastman Kodak Co., “FPhotographic
Simulation of Proposed Brightness Modifications
for Televising Color Film”; W. L. Hughes, Iowa
State College, “Feasibility and Technique of
Storing Color Video Information on Black and
White Film'; H. F. Olson, W. D. Houghton, A.
R. Morgan, Joseph Zenel, Maurice Artzt, J, G.
woodward and J. T. Fisher, RCA Labs, "A Sys-
tem for Recording and Reproducing Tv Signals’;
J. T. Muller, Bing Crosby Enterprises, "Wide-
Band Magnetic Tape Recording.”

Receivers for color tv programs will be the
subject of a Tuesday afternoon technical session,
to include papers by E. G. Clark and F. J.
Bingley, Philco Ceorp.; D. C. Livingston, Syl-
vania Eleciric Products; S. K. Altes, A. P.
Stern and_ Harold Weiss, General Electric Co.
Kurt Schlesinger, Motorola, will chair-
man. On Tuesday morning, a general session
on radic and tv receivers, with E. I Ander-
son, RCA Labs, as chairman, will include a
paper on “Transistor Am Receivers” by A, P.
Stern and J. A, A, Raper, General Electric Co.
Others to present technical papers at this ses-
sion will be C. A, Grimmett, GE; J. B. Angell,
Philco; H. E. Thomas, §. De Mars and M. Jones,
Federal Telecommunications Labs; H. T. Lyman,
H. Ross€ and F, G. Mason, Johnson Labs.

John V. L. Hogan, president, Hogan Labs,
will chair a Monday afternoon session on fac-
simile systems, with papers by A. S. Hill, West-
ern Union Telegraph Co.; M.. P. Rehm, RCA
Communications; H: R. Johnson, Andrews Air
Force Base; W. H. Bliss, RCA Laby. Mr. Hogan
also will speak on high fidelity broadcasting
systems at a Tuesday evening seminar on hi-fi
with H. S. Knowles, Industrial Research Prod-
uets, as chairman. Other hi-fi speakers and
their subfects are: J. K. Hilliard, Altec Lansing
Corp., "Microphones”; H, F. Olson, RCA Labs,
“Loudspeakers’”; R. I, Hanson, Bell Telephone
Labs, “Room Acoustics”; J. E. Volkman, RCA
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Labs, “‘Stereophonic Systems.”

Another session on hi-fi, with Marvin Camras,
Armour Research Foundation, as chairman, will
be held Tuesday morning. Speakers will be:
T. Aamodt, F. K. Harvey and W. E. Knock, Bell
Labs; D. W. Martin, Baldwin Co.; H. F. Olson
and John Preston, RCA Labs, and R. H. Ranger,
Rangertone Inc.

Two Tuesday sessions will deal with engineer-
ing management problems. C. R, Burrows,
Cornell U., will preside at the morning session,
with the following speakers and papers: S. C.
Peek, Sylvania Electric Products, ‘'The Engi-
neer and Return on Investment’; Charles DeVore,
Naval Research Lab, "Technical Information:
Communication for Research”; T. G lattery,
American Machine & Foundry Co., “A work-
ing Philosophy for Engine_erinﬁ Management";
F. L. Weldon, Johns Hopkins U., “Organization
for Operations Research,” and Thornton Page,
Johns Hopkins U., "Training for Operations Re-
search Groups.”

D. R. Putt, Air Research and Development
Command, will serve as chairman of the after-
noon management session, at which S. C. Hollis-
ter, Cornell U, will discuss personnel training
and selection for engineering management for
universities, W. R. G. Baker, GE, for industry,
and J. M. Mitchell, assistant secretary of des
fense for manpower and personnel, for Govern-
ment,

A symposium on “Uhf Tv, Boom or Bust” wi}l
be held Thursday afternoon as the convention’'s
fourth session on antennas and propagation.
J. B. Smyth, USN Electronics Lab, will preside.
Speakers and their subjects are: E. W. Allen,
FCC chief engineer, "FCC Rules and Propaga-
tion Data”; J. W. Herbstreit, National Bureau
of Standards, “Propagation in the Uhf-Tv
Band”; T. J. Carroll, M.I.T, “Overcoming the
Line-of-Sight Shibboleth with the Air and
High Power"”; L. 0. Krause, GE, "A Comparison
of the Antenna Problems in Uhf and Vhf Tv.

Graham Named to Head

RETMA Engineering

VIRGIL M. GRAHAM, director of technical
relations at Sylvania Electric Products Inc.
since 1946, has been placed in charge of the
Engineering Dept. of
Radio-Electronics-Ty
Mfrs. Assn., Dr. W,
R. G. Baker, direc-
tor of the depart-
ment, said last week.

Mr. Graham, who
has been honorary
associate director of
RETMA's Engineer-
ing Dept., will con-
tinue to perform the
duties of that office
as well as that of
chief engineer, Dr.
Baker said. He suc-
ceeds Ralph R. Batcher, who has resigned as
chief engineer after nearly four years.

Mr. Graham has been closely associated with
RETMA engineering activities since 1929. His
major activities have been in industrial standard-
ization in the radio and electronics field, which
he began in 1925 while serving on several of
the standarization committees of the Institute of
Radio Engineers.

+He was active in early radio standardization
work by the National Electrical Mfrs. Assn.
In 1931 he became chairman of the standards
section of the RMA (now RETMA) Engineer-
ing Committee, predecessor of the present En-
gineering Dept. He helped develop a standard-
ized electron tube designation system and helped
form a central registration system for tube

MR. GRAHAM

types. He also initiated the first standardiza-
tion work on auto radios and served several
years as chairman of a joint RMA-SAE com-
mittee in that field.

He became assistant RMA Engineering Dept.
director in 1934 and shortly thereafter associate
director. It was then he introduced the stand-
ardization system still used by RETMA and
from then until 1946 he was chairman of its
General Standards Committee.

Mr. Graham in 1947 was appointed to the
Joint Electron Tube Engineering Council of
RETMA and NEMA.

He is an IRE fellow and has served several
terms on its board. He also is a fellow of the
Australian Institute of Radic Engineers and the
Radio Club of America. He belongs to the
Societe des Radioelectriciens, the Acoustical So-
ciety of America and the Standards Engineers
Society.

Mr. Graham originated and is chairman of
the Radio Fall Meeting, an annual gathering of
radio-tv engineers.

NARTB Publishes Second

Edition of Television Code

THE SECOND edition of NARTB's Television
Code is being distributed to more than 200 sub-
scriber stations and the four tv networks, mem-
bers of Congress, government agencies, civic
groups, libraries and other interested organiza-
tions, John E. Fetzer, president of the Fetzer
broadcast properties and chairman of the Tele-
vision Code Review Board, said last week.

The second edition includes the amendments
récommended last December by the Tv Code
Review Board and approved by the NARTB
Tv Board in January at Phoenix [B®T, Jan. 25].

At the same time last week NARTB an-
nounced endorsement of the second edition of
the code by the National Council of Churches.
The NCC's 125-member general board ap-
proved the code at a Wednesday meeting in
New York with a unanimous resolution praising
the Code Review Board’s work and the in-
dustry’s responsibility in “observing religious
and moral principles.”

The NCC board urged all tv stations to adopt
the code’s provisions. The church group claims
to represent 35 million members of Protestant
and Orthodox churches in the U. S,

Methodist Bishop William Martin of Dallas,
Tex., presided over the NCC board meeting,
with the resolution introduced by the Rev.
Clayton T. Griswold of the Presbyterian
Church, U.,S.A. The latter’s Broadcasting and
Film Commission has worked closely with the
Tv Code Review Board.

Besides Chairman Fetzer, other members of
the Tv Code Review Board are J. Leonard
Reinsch, WSB-TV Atlanta and other James M.
Cox properties, vice chairman; Mrs. A, Scott
Bullitt, KING-TV Seattle; Walter J. Damm,
WTMI-TV Milwaukee, and E. K. Jett, WMAR-
TV Baltimore.

Ohioans Meet March 30-31

ANNUAL spring meeting of the Ohio Assn.
of Radio & Television Broadcasters will be
held March 30-31 at Leland-Mansfield Hotel,
Mansfield, Ohio. A traveling BMI program
clinic is scheduled for the second day.

Speakers at the OARTB " meet will include:
William Saxbe, Speaker of the Ohio House of
Representatives; Herbert Evans, vice president
and general manager of Peoples Broadcasting
Co., and Ralph Hardy, NARTB vice president
for government relations. Robert W. Fergu-
son, WTRE-TV Wheeling, W. Va,, is acting
president of the Ohio group.
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SOUPY SALES
12 O’Clock Comics
Soupy’s On

3 o 2

The difference between one
sales message and another
i8 very often the personality
who delivers the message

FRED WOLF
Get Up and Go
Bowling Champions

The ability to attract, to move, to sell, is an intangible
quality. Very often the source of such ability is a
personal relationship. But while the source is personal—and
therefore hard to define—the results are concrete. The
nationally-famous sales personalities at WXYZ and
WXYZ-TV have boosted sales in the Detroit market
for many advertisers, both local and national. We are
confident they can make a real difference in your sales, too N

THE LADY
OF CHARM

Charm Kitchen
Charm Time

»
- ED McKENZIE |
DEE PARKER \\\ ' Record Matinee .
The Auntie
Dee Show

Television « Radio

28 W. Adams Avenue—Delroit 26, Michigan WOodward 3-8321

A

American Broadcasting Company

Division of American Broadcasting-Paramount Theater, Inc,

ON
WATTRICK

4 Sportscasts Daily
(8 radio, 1 TV)

Represented Nationally by Blair-TV, Inc., and John Blair & Company
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TRADE ASSNS.

WASHINGTON STATE broadcasters greet NARTB President Harold E. Fellows on his
recent trip to the Northwest. L to r: seated, Ben Harkins, KAYO Seattle; Cliff Hansen,
KLAN Renton; Mrs. A. Scott Bullitt, KING-AM-TV Seattle; Mrs. Vernice lrwin, KVI
Seattle; Mr. Fellows; standing, George Wilson, KRKL Kirkland; Gil Bond, KOL Seattle;
Warren Durham, KJR Seattle; J. A. Morton, KIRO Seattle; Hugh A. Smith, KXA Seattle;
W. W. Warren, KOMO-AM-TY Seattle; Leonard H. Higgins, KTNT-AM-TV Tacoma;
Leo H. Beckley, KBRC Mt. Vernon, president, Washington State Assn. of Broadcasters.

RTES WORKSHOP COMPARES REGULATION

Philip J. O’Brien, counsel on censorship for MPAA, urged all mass
media to form watchdog committee against any extension of govern-
ment censorship. NARTB’s Bronson talks about tv code.

SUCCESS of the NARTB Television Code
Review Board in keeping television free from
objectionable practices with no stronger weapon
than “moral suasion” and the troubles of the
motion picture producers with state censorship
were discussed by Edward H. Bronson, director
of television code affairs for NARTB, and
Philip J. O'Brien Jr., counsel on censorship for
Motion Picture Assn. of America, last Mon-
day at a workshop session of Radio & Tele-
vision Executives Society on “Censorship or
Self Regulation.”

Briefly reviewing the history of the tv code,
which celebrated its second birthday March 1,
Mr. Bronson described the code’s formulation
by a group of leading station owners and
operators who were conscious of their respon-
. sibilities to the viewing public.

First revision of the code since its original
drafting took place in January [BeT, Jan. 25]
at a special meeting of the committee, Mr.
Bronson reported. Copies.of the code emboedy-
ing the amendments are now being printed and
will shortly be distributed to tv broadcasters
and program producers, he said. He con-
cluded by reading a number of messages re-
ceived from government, professional, business
and religious leaders, praising the accomplish-
ments of the code in its first two years [BeT,
March 1]

Won't, Not Can't

Mr. O'Brien congratulated the broadcasting
industry on its good fortune in having a prohi-
bition against government program censorship
included in the Communications Act. He con-
trasted the happy state of the broadcasters,
regulating themselves with a code that says “we
won’t,” with that of the motion picture pro-
ducers, whose censors tell them “you can't.”

The movie producers’ own self-regulation
works very well, he said, with MPAA serving
largely in an advisory capacity. He cited
“From Here To Eternity” as an example of a
“great and sensitive motion picture” which
would not offend most people being created
with the help of the industry’s own advisers
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from a book which could not have been put on
the screen in its original form.

But, Mr. O'Brien said, the censorship laws
of New York, Pennsylvania, Ohio, Maryland,
Virginia and Kansas—the six states with such
laws—read like the rules that the Stuarts in
the 17th Century laid down to control the
printing press. He declared the legislation in-
troduced in the New York State legislature
would authorize censorship of comic books and
paper bound books and, by implication at least,
would extend that control to radio and tv if
this were deemed necessary.

Mr. O'Brien urged that all media of mass
communication join in the formation of an
inter-industry committee on freedom of ex-
pression to serve as a watchdog guarding against
any extension of present government censor-
ship. He said that the apathy of newspapers
in defending other media against censorship
was “distressing,” citing the failure -of the
press to rise to radio’s defense at the time of
the “Mayflower” decision forbidding broad-
casters’ right to editorialize (subsequently re-
versed after a-vigorous crusade by NARTB).
Any encroachment of the rights of any mass
medium constitutes a threat to the rights of
all, he warned.

PAAA’s Bowen Cites ‘54
‘Anti-Recession Campaign’

INDICATIONS that “at least $1.3 billion will
be spent during 1954 on premiums and sales
incentives , alone” have been cited by Gor-
don C. Bowen, president, Premium Advertising
Assn. of America, as typifying the “anti-reces-
sion campaign” which American business is
stepping up with “the most vigorous multi-
billion-dollar sales offensive in history.”
Reporting increased interest in premiums,
with Campbell Soup Co., Hazel Bishop and
DeVoe & Reynolds using them for the first
time this year, Mr. Bowen said that “not since
the depression has there been such extreme
buyer resistance and value-consciousness as we

have today. Anything which gives -the con-
sumer ‘that something extra’ for his dollar is
bound to stimulate sales.”

A 20% increase in attendance is expected at
the National Premium Buyers Exposition, an-
nual event sponsored by PAAA, to be held
May 3-6 at Chicago’s Conrad Hilton Hotel,
according to B. R. Prag, premium manager,
Quaker Oats Co., and president of Chicago
Premivm Industry Club. At the show, where
attendance is limited to accredited buyers, more
than 430 manufacturers will exhibit some 13,000
products specially designed for use as premiums,
he said.

On May 4, also at the Conrad Hilton, PAAA
will stage a Premium Advertising Conference,
with speakers to be announced.

Watts Describes Color Tv
As ‘Foremost’ Electronically

COMPATIBLE color television is foremost
among the new development of the Electronics
Age, “in both its grip on the public imagina-
tion and its potential for overall impact on the
national economy,” W. Walter Watts, an execu-
tive vice president of RCA, said Thursday in
an address to the New England Council, at the
Sheraton-Biltmore Hotel in Providence.

“As a new industry and service to the public,
color television is building great new markets
for components, raw materials and services,”
he said. “It is contributing to the growth and
prosperity of the steel, copper and wire, glass,
plastics, woodworking and many other indus-
tries. And as color programming and the color
tv audience increase, it will provide merchan-
disers of all kinds with the most potent sales
promotion tool ever placed at their disposal.”

Predicting that color tv will be particularly
significant to the sellers of soft goods, Mr.
Watts said: “Think of the added sales appeal
these goods will have when you can show them
in the living rooms of American homes with
color’ bringing out the full beauty of pattern
and texture.”

Montana Broadcasters Hit

‘Socialism’ at State U.

MONTANA broadcasters are continuing efforts
to halt teaching of what they term as social-
ism at Montana State U., which has listed the
book Radia, Television & Society, as required
text in the radio course. The state association
has asked university president Carl McFarland
to review the text.

In a March 1 editorial titled “Mousetrap in
Montana,” BeT called attention to the fact
that the book’s author, Charles A. Siepmann,
had been a principal author of the old FCC Blue
Book and represented the “thought control”
school in his views on federal regulation. I. A.
Elliott, KRJF Miles City, president of Mon-
tana Radio Stations Inc., the state association, -
is directing the association’s activity.

Tv Code Board to Meet

NARTDB’s Television Code Review Board will
hold its gquarterly meeting March 29-30 in Wash-
ington, according to John E. Fetzer, WKZO-
TV Kalamazoo, board chairman. Board mem-
bers, besides Chairman Fetzer, are J, Leonard
Reinsch, WSB-TV Atlanta, vice chairman;
Mrs. A. Scott Bullitt, KING-TV Seattle; Walter
J. Damm, WTMI-TV Milwaukee, and E. K.
Jett, WMAR-TV Baltimore.
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I'm mighty proud to be a top Sales Promotion
winner in Billboard’s 16th Annual Radio Promo-
tion and Merchandising Competition. My thanks
to the distinguished judges and the staff of Bill-
board for their consideration. My main objective,
of course, is not mercly to win awards, but to tell
the story of my great market. I hope you'll read the
messages presented in my ads . . . and you can al-
ways get the complete story from Free and Peters.
Or check with General Manager Harry Burke.

Ut I m U

F




TRADE ASSNS.

PEABODY TO HEAD AD COUNCIL BOARD

Borden Co. official named as
board chairman of The Adver-
tising Council. NBC President
Sylvesterr Weaver will repre-
sent tv on the board and Mu-
tual President Thomas O'Neil
returns to the board as radio
representative.

STUART PEABODY, assistant vice president
of the Borden Co., last week was elected chair-
man of the board
of The Advertising
Council. He suc-
ceeds Philip L, Gra-
ham, publisher of
the Washington Post
(WTOP-AM-TV
Washington, WMBR-
AM-TV Jackson-
ville), who becomes
chairman of the
Council board’s
planning committee.

Sylvester L.
Weaver Jr., NBC
president, was
named to represent television on the board,
and Thomas F. O’Neil, president of Mutual
and a former Council director, was returned
to the board as a representative of radio.

Elections were held Thursday at the Coun-
cil’s annual meeting in New York. Others
named:

John C. Sterling, publisher of This Week maga~
zine, was elected a vice chairman, and ILouis
N. Brockway, executive vice president of Young
& Rubicam, and Leo Burnett, president of Leo
Burnett Co., were re-elected vice chairmen.

‘Theodore S. Repplier was re-elected Council
president; Allan M. Wilson and George P. Lud-
lam, vice presidents; AAAA President Frederic
R. Gamble, secretary, and ANA President Paul
B. West, treasurer.

In addition to Messrs. Weaver and O'Neil,
new directors elected were Felix W. Coste, ad-
vertising director and vice president of Coca-
Cola Co., and Arthur P. Hall, vice president in
charge of public relations and advertising for
Aluminum Co. of America, who were named as
representatives of advertisers; David R. Daniel,
publisher of the Hartford Times (WTHT), and
George W. Healy Jr., a vice president and di-
rector of the Times-Picayune Pub. Co. (WTPS
New Orleans), to represent newspapers, and
J. B, Stewart, manager of Stewart Poster Adv,
and treasurer of Outdoor Adv. Assn. of America,
to represent outdcor advertising.
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MR. PEABODY

Peabody, new Council chairman, has

-1

MR. O'NFIL

MR. WEAVER

been in the advertising field almost 40 years.
He started his business career as a reporter
on the Newcastle (Pa.) Herald, became a clerk
with Procter & Gamble in 1913, and entered
advertising with the H. K. McCann Co, in
Cleveland in 1915. Transferred to New York
two years later, he became a contact man on
the Borden Co. account and served in that
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capacity until 1924, when he joined Borden's
as advertising manager of the former Borden
Sales Co.

He was named advertising director of
Borden Co. in 1930, and assistant vice presi-
dent in 1946.

During World War 11 he was director of
the War Advertising Council and council
coordinator for advertising promotional activi-
ties of the U. S, Treasury and the Office of
Economic Stabilization. He is a past presi-
dent of ANA and a past chairman of Adver-
tising Research Foundation. He has been a
director of the Council since its formation in
1942; has been a vice chairman for the past
vear, and chairman of the government rela-
tions committee for the past two years.

BAB Report Stresses Pull
Of Radio Disc Jockey Shows

RADIO disc jockéy shows alone are heard by
more families than are reached by all con-
sumer magazines combined, BAB has reported
in announcing that it is distributing to members
a new study, “The Cumulative Audience of
Radio Disc Jockeys.”

The four-page folder, eighth in a series, re-
ports that more than four-fifths of all homes
tune in disk-jockey programs an’ average of
more than nine times a week,

T