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P.S. This is not a generalization. WOR can prove it
word for word with the greatest selection of success

stories ever compiled by any station anywhere.

“hold on, Cudahay!”

Don’t hide in a trunk. Get action/ Year after year,
for more than 28 years, the station that has sold more,
more often, for more people, to more people is

— that power-full station wo R

at 1440 Broadway, in New York




. the story of
WLS and the

4 BOX TOPS!

Back in 1936, Little Crow Milling Companywﬂalled on ‘W,{‘S to perform what seemed to be a most
difficult task. They wanted to introduce a ﬂf}w kind oT cereal, Coco- \Wﬁeats,

1,693,

to Midwest homes. What made the task Seem s¢ Hicult was: "
1. Not a single salesman was to be used
2. Not a single package of Coco-Whe ts iwas in the area. -
X
3. Not a single buyer in the area ha&f been C@Iled on,
\
Some said it couldn’t be done . . . it was expecting too mu of even the recognized great power of
radio and WLS. But it worked. Radio’s ever magic touch create s,desue,:‘ and turned that desire into action.
WLS listeners were sold Coco-Wheats . . . demanded it of their merchants . . . and sent box tops to the station.

Through 1950, WLS has received 1,235,734 box tops for this one account! Today, ‘Cc;qo-‘\Wheats
~is well known and solidly entrenched throughout the Middlewest. WLS listener-response then
and each and every year since is proof that WLS advertising produces volume salesj\
This is but one example of the continuing effectiveness of WLS in building product
acceptance ., . . an effectiveness predicated on knowledge of and adherence
to listeners’ interest in their day to day business and home life in city or on farm.
That builds listener loyalty —and listener loyalty is the substance
of successful radio advertising.

For detailed information on how radio’s ever magic touch can seli for
you, contact your John Blair man, or write WLS today.

. CLEAR CHANNEL Home o the NATIONAL Baru Dance \ _cucasos

890 K|LiCYiLES: 50,000 WATTS, AMERK:AN AFFILIATE. REPRESENTED BY JOHN BLAIR
b‘ . - 5 o v

-

AND COMPANY,




Sell the Yankee Market
the YANKEE Way...

Right on
MAIN STREET

Do your selling in each large shopping  established network audience can pro-
center through the local Yankee Net-  vide, reaching every neighborhood shop-

o«

o) work home-town station. With Yankee  ping center throughout the trading zone.
N 5 ] .

o you can get as close as that — appeal Yankee's 29 home-town stations pro-
5 directly to the dealer's own customers  vide the most complete and effective
5 with his own local station. coverage you can buy in New England,
_ You can depend on every Yankee  tying into one great market the many
2 home-town station to add a plus o your ~ prosperous centers of population in this
% sales, because each station has the local  six-state area. Choose Yankee for to-
= impact that only a local station with an  day's best buy in radio in New England.
o8]

N

P ccefptance o THE YANKEE NETWORK'S ‘Fowndation

THE YANKEE NETWORK, INC.

Member of the Mutual Broadcasting System

P~ .
21 BROOKLINE AVENUE, BOSTON 15, MASS. Represented Nationally by EDWARD PETRY & CO., INC,

Published every Monday, 53rd issue (Year Book Number) published in Februaty by BROADCASTING PusLications, Inc., 870 National Press Building, Washington 4, D. C.
“ ¥ 4 Entered as second class matterpMarch 14, 1933, at Post Office at Washington, D, C.. under act of March 3, 1878.
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Closed Circuit

ASSN. OF National Advertisers, it's learned
authoritatively, is undertaking new radio rate
survey in TV markets, reworking data in light
of changes in radio tune-in because of war
emergency situation. New study will be based
on Oct.-Nov.-Dec. Nielsen. First report,
which caused consternation in radio ranks,
was effectively attacked because it calculated
TV “penetration” without taking into account
radio listening factors.

ANA'S RADIO-TV COMMITTEE, which
brought in last summer’s report for radio rate
cuts in TV markets, is now functioning under
chairmanship of George Duram, media direc-
tor of Lever Bros. He succeeds William
Brooks Smith, advertising director of Thomas
J. Lipton Inc., who spearheaded last year’s
project.

IF CBS CHAIRMAN William S. Paley decides
to accept call to government service, it’s likely
to be special short-term assignment to make
survey in critical materials field—far removed
from radio or TV. It’s possible, however,
that if war situation worsens, he'll find him-
gself back in colonel’s uniform, possibly on
staff of Gen. Dwight D. Eisenhower (who
shortly assumes Supreme Command of Allied
Forces in Europe), under whom he served in
psychological warfare in World War II.

WHETHER OR NOT ABC finds another
sponsor for Drew Pearson, who will be dropped
in February by Adam Hat Co., it's definite
that commentator will stay on that network.
His contract with ABC runs from January
to January and already has been renewed for
1951.

SHOULD NBC fail to receive 100% accept-
ance of its 48 AM affiliates in TV markets on
its projected rate adjustment, prevailing view
is that it will abandon plan for present. Net-
work may find some solace, it's reported, in
fact it can show advertisers and agencies that
it’s better to have tried and lost than never
to have tried at all.

ANNOUNCEMENT shortly will be forthcom-
ing on formation of new TV film distributing
syndicate by two important entities in radio-
TV and one in motion picture booking and
distribution.

LEVER BROTHERS (Rinso) planning one-
minute transcribed daytime spot announce-
ment schedule starting Jan. 29 in 50 markets
through Ruthrauff & Ryan, New York.

MERRILL MUELLER, onetime NBC news
chief in London who covered SHAEF during
World War II, is choice of Gen. Dwight D.
Eisenhower for top public relations post with
headquarters of Atlantic pact forces, Mr.
Mueller, now NBC newsman in San Francisco,
will report to new boss Jan. 2.

WITH his Senate Interstate & Foreign Com-
merce Committee assigned to study Defense
Dept. proposals for Presidential power to con-
trol radio signals as protection against enemy
attack, Sen. Ed C. Johnson (D-Col.) may him-
self write more restrictive legislation.

(Continued on page 82)
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Upcoming
Jan. 8: National Collegiate Athletic Assn., Dallas.
Jan. 9: Provisional NBC Affiliates wmeeting,
Waldorf-Astoria, New York.
Jan. 10: NBC AM Affiliates in TY markets,
Waldorf-Astoria, New York.
Jan. 18: Industry Per Program Committee, Chi-
cago.
Jan. 19;: NAB TV Convention, Hotel Stevens,
Chicago.
{Other Upcomings on page 60)

Bulletins

VIRTUAL freeze on civilian use of cobalt in
radio-TV magnet loudspeakers after Feb. 1
foreseen Friday with government order allocat-
ing metal and requiring magnet manufacturers
to obtain approval of National Production
Authority. Order permits users to consume
roughly one-third of January 1950 amount, and
applies to each purchase of 25 lbs. or more.
NPA officials said defense and ‘“essential”
civilian production will require “almost total
available supply.”

STERLING DRUG, New York (Bayer aspirin),
through Dancer-Fitzgerald-Sample, New York,
preparing one-minute live daytime spot an-
nouncement campaign in 11 major radio mar-
kets starting Jan. 15 for 50 weeks.

NOVEMBER NETWORK SALES
TOP FIGURE YEAR AGO

GROSS time sales of four radio networks in
November totaled $15,891,148, slightly ahead
of $16,855,162 combined gross for same month
of 1949, according to figures released to Broap-
CASTING ® TELECASTING by Publishers Infor-
mation Bureau. For January-to-November
period, however, 1950 gross of $167,782,676
does not match 11-month 1949 total of $171,-
391,445, For both month and 11 months, CBS
1950 grosses exceed that network’s time sales
in 1949, while other three networks all show
decreases this year as compared to last. PIB
figures show:

Nav. Nav. 11 Months 11 Months

1950 1949 1950 1949
NBC $5,152,322 $5,55B,195 $56,445,724 558,381,653
ABC 2,925,819 3,406,989 32,357,189 38,686,362
CBS 6,455,478 5,573,015 54,20017% 57,628,644
MBS 1,357,529 1,316,963 14,779,584 16,694,786

TOTALS: $15,897,148 515,855,162 147,782,676 $171,391,445

Three TV networks—ABC, CBS, NBC, with
DuMont figures not available—had combined
gross time sales of $6,524,858 in November.
Breakdown follows:

Nov. Nov. 11 Manths 11 Months

1950 - 1949 1950 194%
ABC $1,239,184 § 214,660 35,325,681  $1,172,654
CBS 2,185,064 677,836 10,531,934 2,878,180
DuMont 124,435 843,775
NBC 3,100,610 1,035,808 17,941,535 5,473,738
TOTALS: §6,524,858 §2,052,739 $33,799,150 $10,373,347

WHITE HOUSE MEETING

ANNUAL meeting of advertising and busi-
ness executives to be held Jan. 11 under White
House sponsorship. Some 200 executives in-
vited, including members of Advertising Coun-
cil. Executives will confer with top Washing-
ton officials, including Secretary of Commerce
Charles Sawyer and Defense Mobilizer Charles
E. Wilson. They will be briefed on defense
program.

Business Briefly

DICTOGRAPH SERIES @ Dictograph Corp.,
San Francisco (hearing aid), Jan. 15-Feb. 12
sponsoring 14-program MBS series including
True or False, Maj. George Fielding Eliot,
Lanny Ross, Mutual Newsrcel. Agency,
Atherton Adv., Los Angeles.

REPRESENTATIVE NAMED @ Effective
Feb, 1 H-R Representatives Inc. takes over
national sales representation of WHUM Read-
ing, CBS outlet, it is announced by Humboldt
J. Greig, station president.

PETER PAN TV @ Derby Foods, Chicagy,
for Peter Pan Peanut Butter, has signed with
NBC-TV for sponsorship of Magic Siate alter-
nate Sundays, 4:30-6 p.m. (CT), starting
Jan. 21 for 39 weeks. Agency, Needham,
Louis & Brorby, Chicago. &

ARMOUR ADDS @ Armour & Co., Chicago,
Jan. 13 adds 20 stations to NBC Dial Dave
Garroway in new five-weekly spot, 10:45-11
a.m. (CT), bringing outlets to 166. Agency,
Foote, Cone & Belding, Chicago.

$800,000 ARMY PURCHASE
OF TIME NEAR COMPLETION

U. S. ARMY Friday had almost completed
purchase of more than $800,000 worth of time
on two TV and four AM networks through
Grant Advertising, Chicago. One firm order
was set, for Roller Derby, half-hour weekly on
ABC-TV, and others are expected to be con-
firmed this week.

Contracts are all for 13 weeks and will plug
Army and Air Force recruiting. Shows
chosen mainly for adaptability to live com-
mercials, because of frequent need for last.
minute changes. Second TV show considered
seriously was athletic events from Madison
Square Garden on DuMont. AM programs
are as follows: ABC, Ralph Flanigan orches-
tra; NBC, portion of Operation Tandem; CBS,
two weeks of Great Gildersieeve and parts o~
general lineup; MBS, The Shadow.

NAB BY-LAWS CHANGES

THREE amendments to NAB By-Laws, sub-
mitted to¢ membership after November board
meeting, adopted by overwhelming majorities,
Amendments require 90 days notice for mem-
ber resignation from NABRB; eliminate office
of vice president and substitute “fiscal” for
“calendar” in Article 5 Section 3; specify un-
expired board terms must be filled by electorate
instead of by board itself, as in past.

FORREST JOINS WYATT

ARTHUR L. FORREST, formerly promotion
manager of WOAI and KTSA San Antonio
and recently with Denver agencies, joins
Wyatt Adv. Agency, San Antonio, as office
manager.

LORILLARD RULING UPHELD

FEDERAL Trade Commission’s seven-year-
old order directing P. Lorillard Co. to stop
advertising that Old Golds contain less nico-
tine than six other leading brands was upheld
Friday by U. 8. Circuit Court of Appeals in
Richmond, Va.

BROADCASTING ©® Telecasting



BRUNSWICK

"J

FERNANDINA

WSAV reaches more homes

@2\ * than any other Savannah medium!

3

HAMPTOM

A m

- -
LAl P T,

sem s mnt

GEQRGE oviN

o ;
WSAV- SavaNNAH

LE'J) ‘ i
COMPARATIVE ANALYSIS

Based upon Official Published Reports. BMB - Study No. 2.

For three subscribing Savannah, Georgia stalions:

Subscribing | Total BMB Total Weekly Average Daily | Number
Station: f Radio Homes: Avdience Families: Audience Families: Counties:
WAV ' D 143,670 D 82080 | D 57009 | D 42

|. N 109,100 N 53,850 I N 33,786 N 29
Savannah D 106,860 D 65,810 | D 46,163 D 28
Station B” N 83,320 N 46,070 ! N 31,578 N 20
Savannah D 51,880 D 30,470 D 19,323 | B %
Station “A” | N 44,800 N 28,430 N 14,996 - N 3

8

Average Daily Circulation (ABC Reports):
Savarmnah Newspuper “A”—46,774

) WSAV i

Savannah Newspaper “B”—23.807

630 ke,
5,000 wotts

Represented by Hellingbery

BROADCASTING @ Telecasting
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CANNED CORN

o oo« o German Style

Things keep happening in radio to which there seems

no sensible answer. Like Fritz the Plumber.

He's on WMIL. He talks in a burlesque German
accent that smacks of Weber and Fields in their
amateur days. He reads nonsense ‘“‘commercials”
straight from the corn belt of the nation. He plays
(on request, so help us) recorded polkas and schot-
tisches and the like to the accompaniment of his own

inane introductions.

He’s on the air for three hours a day; he pulls hun-
dreds of letters a week and almost no one can equal
his audiences when he gives forth with this stuff.
(When Hooper reported 2 5.6 for Fritz, for example,
the average for the three network stations was only
2.4)

Darned if we know why. But we're not complaining.

wmit.......

meaas

MILWAUKEE

REFPRESENTED BY FORJOE
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While just about everybody likes the
idea of meat on the table, most folks

also like the idea of turning the proc-
essing and curing chore over to the
nation’s meat packers.

That even goes for a lot of farm families
right in the heart of the hog country.
With prime porkers rooting all over the
place, you’ll find packer-processed meats

in many a farm refrigerator.

Remember 4o pick up some
TPotk Chops on the way home!”

This, we believe, says something impor-
tant. When farmers find it’s to their
advantage to sell their animals to meat
packers and buy just the cuts of meat
they want from retailers, that’s a pretty
good indication that America’s meat
supply system is working all right.

It shows that the service performed by
meat packing companies is well worth
1ts moderate cost.

American Meat Institute

Headquarters, Chicago ®

Members throughout the U7, S.

BROADCASTING ® Telecasting
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WHBD holds the dees!

CHUCK- BARNHART
Program
Directer BROOhS WATSON

V ews
Director

\.4

. . . another reason why
WMBD has more listeners
than the next 2

Peoria stations combined

Skillful local programming with widely popular personalities
makes WMBD the winner in prosperous Peoriarea. Through-
out the broadcasting day (and night), a steady parade of
these and other interesting people received a warm-hearted
welcome in the dominant slice of Peoriarea homes.

CHUCK BARNHART, Program Director has been in radio
since 1938 . . . with WMBD since 1947 (recently he was
named Peoria’s “Outstanding Young Man of 1949"’). Whim-
sical and with a fine sense of the dramatic, Chuck also has
his own immensely popular “Chuck Barnhart Show.”

BROOKS WATSON, News Director—With WMBD since
1937, Brooks’ ability and popularity reached far beyond
Peoria during his Army career. With the rank of Lieutenant
Colonel, he was Chief of the Radio Section in the ETO . . .
“worked with both networks and the BBC. Back home now,
he’s Peoria’s favorite newscaster,

PHIL GIBSON, Local News Editor—29 years experience as
a reporter, columnist, newscaster and news editor! Peorians
like their news fresh as their morning eggs—and Phil Gibson
gives it to them quickly and accurately.

EMIL BILL, Farm Editor, brings showmanship to the farm.
Raised on a farm, he later trouped 28 years in vaudeville
circuits—thus makes the combination easy! Witty, person-
able and down-to-earth, he’s a consistent favorite with rural

dudiences.
ASK FREE & PETERS

WMBD

Page 8 ® January 1, 1951

PEORIA

CEBS Affiliste = 5000 Wates

Free & Potorn, Ilnc,, MWet'l. Repa.

.
“““‘“““““““““‘““““““““““““‘
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Foote, Cone & Belding for past three and one half years resigns to

accept position as vice president in radio and TV department J.
Walter Thompson Co., N. Y. He will work in administrative capacity on
agency radio and TV accounts, in addition to other duties. Prior to joining
FC&B he was head of Hollywood office Ruthrauff & Ryan, Inc. During
that time he produced Jack Benny Show for R&R and later, when account
shifted, for FC&B. ‘

ROBERT W. BALLIN, vice president in charge of Hollywood office,

HARRY O’BRIEN, executive vice president of former O’Brien & Dor-
rance, N. Y., announces formation of new creative and
consultant art director service, specializing in radio
and TV. Mr. O’Brien for many years was art director
at CBS and is president of New York Art Directors
Club.

«
ALBERT TILT 3d, DuMont Television Network, to
Erwin, Wasey & Co.; N. Y., on TV staff.

L. ROCHE, director of advertising and public relations
Flintkote Co., to Erwin, Wasey & Co.,, N. Y., in ex;
ecutive capacity. -

z
. O’Brien

GILBERT C. MORRIS, account executive and group head Fuller, Smith
& Ross Adv.,, N. Y, and RALPH W, NICHOLSON, group head, same
agency, elected vice presidents.

CHARLES W. KOPF, Marschalk & Pratt, N, Y., rejoins BBDO, N. Y.,
as copy chief for Armstrong Cork Co.

ETTORE FIRENZE, art director Brisacher, Wheeler & Staff, S. F.,
appointed vice president.

ARTHUR F. MONROE, director of public relations and publicity division
J. M. Mathes Inc.,, N. Y., appointed vice president.

ROSS N. SMITH, production manager Stevenson & Scott Ltd., Montreal,
to head new radio and TV department of agency.

L. K. WOODWARD and CROFTON JONES, Dana Jones Co., L. A,, to
Hixson & Jorgensen, L. A., as account executives.

bt
YOUNG & RUBICAM, Toronto, moves to new Bank of Nova Scotil
Bldg., King and Bay Sts.

AERATED PRODUCTS Co., L. A. (Instant Whip prepared whipped
cream) appoints Davis & Co., L. A., to handle advertising. Firm currently
using spot participations on local TV stations.

STATION, agency und advertising executives dropped in during an o.pen house
session held by WRVA Richmond, Va., as part of the annual dinner meeting

of the Richmond Sales Representatives Assn. Among those attending were

{l to r): James Clark, WRVA sales monager; Tom Sheehan, Bert Warner and

Gibson Wright, representing Safeway Stores; Mark Evans, director of WRVA's

Housewives Protective League, and Gordon Manchester, account execuhvg.(

Lewis Edwin Ryan Adv., Washington advertising agency which handles the
Safeway Mid-Atlantic division account.

BROADCASTING *® Telecasting
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PLANS for Federal Department Stores to sp the Shopper Show on WXYZ-

TV Detroit are set by (I to r) Sidney Jacobson, Federal’s sales promotion man-

ager; Charles Rosen, executive vice president of W. B. Donar Agency, De-
troit, and John Pival, WXYZ-TY production director.

GLADDEN, McBEAN & Co., L. A. {(manufacturers, diversified clay prod-
uets), appoints West-Marquis Inc., L. A. to handle advertising.

HUDSON PRODUCTS Co., Long Beach, Calif. (Sleep-Eze sedative),
names Erwin, Wasey & Co., L. A, advertising counsel. Radio will be used.

IRVING COLLIN, sales manager Foreign Language Quality Network,
previously sales manager of WLIB New York and assistant sales man-
ager WHOM New York, to 8. Duane Lyon Inc., N. Y., as vice president.
Te will also act in capacity of account executive, director and time
guyer of radio and television.

JACK BUCHOLTZ, production manager Supreme Displays, N. Y., to
William Warren, Jackson & Delaney, N. Y., in the radio and television
eommereial production department.

DISCUSSING plans on the set for CBS-TY People’s Platform are (I to r):

Standing, Leon Levine, producer; MNewell Schwinn, advertising manager,

Household Finance Corp., sponsor of the show; Charles Collingwood, CBS

‘wewsman and program chairman; Norman LeVally, president, LeVally Inc.,

FC agency; Al Waack, Eostern advertising manager for HFC and seated,
Bill Shipley, announcer.

BROADCASTING *® Telecasting

WANT A GOOD
RECEPTIVE AUDIENCE
AT A

GOOD LOW COST?
IN ROCHESTER, N. Y.?

suy IN WHAM:'s

“Midnight
Merry-Go-Round”™

WHAM’s 11:20 P.M. to 12:30 A.M. coverage
stretches over 23 New York counties, plus the
huge bonus territory you get from a clear
channel at night. There's always a sizable,
receptive audience tuned to Bob Keefe's plat-
ters. And—just to put frosting on this late-
hour cake—there’s d late news summeary at

midnight and a sports roundup at 12:05.

See your Hollingbery man for details about lowest cost avculublll—

ties on “Midnight Merry-Go-Round”

.‘ ‘T ] -[j‘ ‘ l The Strog::tei;g-l:a:lson

Basic NBC—50.000 watts—clear channel—1180 ke

Jansuary 1, 1931
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FT. WORTH, TEXAS This master control console, including 16 de luxe audio  tion, this “In-Line” design handles 16 studio inputs and
equipment racks, is part of a modern 6-studio layout—  feeds 10 output channels—simultaneously, or individually,
custom-built by RCA. Designed for AM, FM and TV opera- by a pre-set relay system,

avdio

Two supervisory positions like this  and cueing. This set-up uses existing
one handle 4 studios, 2 outgoing lines.  RCA Consolerres—makes studio and
It includes telephone ringdown, re- master control functions possible in

w J A c mote switching, talkback, monitoring, one location.

JOHNSTOWN, PA.
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GREEN BAY, WiSC.

Master control handles 4 studio inputs, 4 output channels, 2 remote
inputs, 3 wratable inputs, cueing, monitoring, talkback. This mas-

i e B0 Rl o e

ter control and one sub-master handle all program needs.

&

ith RCA Custom-Built equip-
ment you can extend yvour au-
dio facilities almost without
limit. No matter what size the system, ex-
perienced RCA design assures instant,
fool-proof switching without program
level “pops” or “‘breaks.” Fidelity of
sound meets the requirements of the
world’s severest critics.

Suitable for every AM, FM, and Tele-
vision station—small, medium, or large
—RCA Custom-Built Systems are “indi-
vidualized” to handle all the studio-con-
trol operations anticipated by the

/&fﬁ st s~ wdld stedts conthol WM

individual plant. Any number of station
studios may be provided for . ..any num-
ber of remote lines ... any type of master
control . . . all the monitoring, talkback,
and cueing facilities needed . . . every
conceivable facility for controlling pro-
gram operations and reproducing high-
fidelity sound. True cabinet craftsman-
ship combines durability with function.
Handsome styling and finish enhance
station prestige.

Consultation on Custom-Built equip-
ment is provided without obligation to
every station—any size. Service includes

AUDIO BROADCAST EQUIPMENT

RADIO CORPORATION of AMERICA

ENGINEERING PRODUCTS DEPARTMENT, CAMDEN.N.J.

In Canada: RCA VICTOR Company Limited, Montreal

A few of the many
de luxe units available

Supplementary equipment for Conso-
lettes—switching systems, extra inputs
and outputs, jack strips, ringdown,
sound-effects filters,and line equalizers

@ Master control equipmeni—io handle
any number of studios
B Matched custom wings for consolettes
—for studioc and master controls
8 Custom racks for relay switching
@ “One-man” control layouts
B Master control console combinations
B Studio control consoles
@ Custom recording—for separate or si-
multaneous recording
. Custom recording control turrets
B Mobile recording equipment—disc
recorders, tape recorders, record play-
backs. Everything including the motor
vehicle,
B Audio/Video equipment— custom au-
e dio, plus video switching, monitors,
s stabilizing amplifiers.
[ )
L]
L]
[ ]
[ ]
-
[ ]
L ]
L]
[ ]
®
L ]
L ]

detailed layout proposals, diagrams of
equipment and facilities, artist’s sketches
by RCA functional design experts, thor-
ough counsel by RCA's experienced staff
of broadcast specialists. Where plans are
already down on paper, RCA will be glad
to work from these—co-operate closely
with your principals.
14 14 k4

Your RCA Broadcast Sales Engineer can
tell you about this service. For complete
information call him, or write Depart-
ment 19 M, RCA Engineering Products,
Camden, New Jersey.
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There’s no guesswork or fumbling around
in the Atlanta Market when you buy
WGST. The top ABC shows, the best in
focal programming plus on - the - spot
merchandising means ¢ winning combi-
nation. Ask the man who knows—the
Atlanta Businessman — more local ad-

vertisers buy more time on WGST than

any other Atlanta Station.

NATIONAL REP.
JOHN BLAIR
IN SOUTH EAST

CHAS C. COLEMAN

ATLANTA
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ROCTER & GAMBLE, Cincinnati (Oxydol), planning TV spot test in
women’s programs in Grand Rapids and Buffalo. Agency: Dancer-
Fitzgerald-Sample, N. Y.

TRIANGLE LABORATORY, Chicago (Rid-X), appoints M. M, Fisher
Assoc., Chicago, to handle advertising. Radioc and other media will be
used in 1961 campaign.

TOFFENETTI RESTAURANT Co., Chicago, names Alfred Paul Berger,
N. Y., to handle all advertising of firm’s New York Toffenetti Restaurant.
Latter began sponsoring portions of Tex and Jinx show on WNBC New
York, Dec. 26 for 26 weeks. 2

SCUDDER FOOD PRODUCTS, Inc., L. A. (Scudder mayonnaise, peanut
butter) today (Jan. 1) starts total of 11, 20 and eight second spots
weekly on seven Los Angeles television stations. Contract, 13 weeksr
Agency: Davis & Co., L. A.

”CtWOt‘ -ﬂccoanﬂ e 0 @ <

PALMOLIVE After Shave Lotion announces Bill Stern Show will be
renamed Bill Stern's Sports Newsreel, Fri. 10:30 p.m. on NBC.TV.
Agency: Ted Bates & Co., N. Y.

REXALL DRUG Co. Ltd., Toronto (chain stores and drug products),
Jan. 7 for 39 weeks starts Amos 'n’ Andy on 30 Dominion network sta-
tions, Sun. 7:30-8 p.m. Agency: Ronalds Adv., Toronto.

INTERNATIONAL SILVER Co., N. Y. (1847 Rogers Brothers), will
sponsor new daytime TV show, Success Story, featuring Betty Furness,
Tues. and Thurs., 2:15-2:30 p.m., on WJZ-TV New York, starting Jan. 2.
Agency: Young & Rubicam, N. Y.

AMERICAN TOBACCO Co. to sponsor Jack Benny’s second TV show,
half-hour program on a Sunday night at 7:30-8 p.m., exact date to be
announced shortly. Time for program will be relinquished by This Is
Show Business which also is sponsored by American Tobacco. Agency:
BBDO, N. Y.

LEWIS FOOD Co., L. A. (Dr. Ross dog cat foods) Jan. 4 starts Tarzan
series half-hour weekly on 456 Don Lee stations, Thurs., 8-8:30 p.m. PST.
Contract 52 weeks. Program transcribed by Commodore Productions,
Hollywood. Agency: Rockett-Lauritzen, L. A.

METROPOLITAN LIFE INSURANCE Co., New York, today (Jan. 1F
renews for 52 .weeks, Mon. through Fri., David Vaile News, on 6 CBS
Pacific stations, 8:15-8:30 a.m. PST. Agency: Young & Rubicam Inc.,
N. Y.

DOUBLEDAY & Co. Inc., N. Y., for its Dollar Book Club, to sponsor
Jan. 10 broadcast of Modern Romances over ABC 11-11:30 a.m. Agency:
Thwing & Altman Inc.,, N. Y.

R. J. REYNOLDS TOBACCO Co., Winston-Salem, N. C. (Prince Albert
Smoking Tobacco), renews Grand Ole Opry, Sat., 10:30-11 p.m., over
NBC, for 52 weeks effective Jan. 6. Agency: William Esty Co. Inc., N. Y.

WM. WRIGLEY Jr. Co. Ltd., Toronto (Wrigley gum), Jan. 2 starts for
undetermined period Life With Luigi on 23 Trans-Canada network sta-
tions, Tues. 9-9:30 p.m. Agency: J. Walter Thompson Co., Toronto.

HJF'GOFIG s e e

JOSEPH SWERSEY appointed manager variety chain division in charge
of sales and merchandising for Tintair product of Bymart Ine., N. Y.
Was with Eversharp Ine., Chicago.

FRED M. FARWELL, vice president International Business Machines
World Trade Corp., Rio de Janeiro, Brazil, appointed executive vicew
president S. C. Johnson & Son Inc. He will assume duties April 1
with headquarters in Racine, Wis.

BROADCASTING ® Telecasting



A 15-COUNTY MARKET
With Over
$60,042,000* General
Merchandise Sales

*Sales Management 1950
Survey of Buying Power

Abw—:nnsmn
'DOLLAR

AM-FM
WINSTON-SALEM

Represented by:
NBC Aftiliate

N

HEADLEY-REED CO.
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WEKY-TV’s hzgh-ﬂymg parabola goes up on the end of an Oklahoma Clity
Fire Dept. ladder truck.
*

*

AN old familiar cry—Call the Fire
Dept.—got a new meaning in Okla-
homa City when WEKY-TV called
out the local hook-and-ladder boys
to do some emergency height-
supplying.

A remote telecast from the open-
ing of a new shopping center in

*

Oklahoma City was scheduled by
WEKY-TV, but when station engi-
neers made a check of the site they
found it to be in an extremely low
geographical spot—so low that
none of the available structures
was tall enough to mount a para-

(Continued on page 72)

@

EADING the radio and tele-
H vision department of one of
the larger agencies in Phil-
adelphia is a far ery from practic-
ing law, being an executive in a
department store or an advertising
manager for .a sales organization.
Edmund H. Rogers (Ned to his
associates) held each of these posi-
tions before he added his name to
Jerome B. Gray's and in 1931 be-
came a partner in Gray & Rogers
advertising agency.

Ever since his un-
dergraduate days at
the U. of Pennsyl-
vania, where he took
part in the Mask &
Wig shows, Ned has
had a desire to do
creative work.

Ned’s father, Col.
John I. Rogers, was
one of Philadelphia’s
most  distinguished
attorneys and Judge
Advocate General in
the state admini-
stration of Governor
Hastings. Like every
father, he wanted at
least one of his sons
to follow in his foot-
steps. Ned’s three
older brothers had
chosen engineering, so he became
a lawyer.

After a short fling at practicing
law, Ned gave up his practice and

BROADCASTING *® Telecasting

NED

on all accounts

went with the Wanamaker Store in
Philadelphia. He became an execu-~
tive in the merchandising depart-
ment and also got his first taste of
advertising. In 1924, he was named
advertising manager of the Stude-
baker Sales Co. in Philadelphia.

In 1931 Jerome B. Gray asked
Ned to join him in the advertising
agency Mr. Gray had started four
years earlier. Even then Ned did
not immediately realize his ambi-
tion to do creative
work. Due to his
business back-
ground, he became
business head of
Gray & Rogers and
kept his eye on fi-
nance. But he did
finally get his wish.

Today as head of
the radio and televi-
sion department of
Gray & Rogers (he
still keeps his eye on
the finances), Ned
Rogers is responsible
for the supervision
of everything from
spot annocuncements
to telecasting of the
Mummers Parade
and football games.

Shows for which Ned is respon-
sible include the Fidelity-Philadel-
phia Trust Co.'s half-hour televi-

(Continued on page 73)
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INTHE WASHINGTON
MARKETY

TA M. NEWS
with

HOLLY WRIGHT

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

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

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

*American Research Bureau

IN THE NATION'S CAPITAL
YOUR BEST BUY IS

January 1, 1951
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You get a lot for a little*

*MORE LISTENERS-PER-DOLLAR THAN ANY OTHER TV OR RADIO STATION ‘4l N BALTIMORE

SEE YOUR HEADLEY-REED MAN TODAY FOR THE WHOLE W-I-T-H STORY
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BC AFFILIATES UP IN ARMS
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WASHINGTON, D. C., JANUARY 1, 1951

By J. FRANK BEATTY

SOME two-score NBC affiliates
blew their tops once again last
week as they scanned a confidential
document from NBC which ex-
plained in detail why the network

felt it had to cut evening radio

rates in TV cities.

Aroused and organized after a
fortnight of indecision and informal
talks, affiliates started to prepare,

throuzh a provisional committee,

for the Jan. 10 New York meeting
called by NBC to. study rate surg-
ery the network had tried to impose
in December [BROADCASTING
TELECASTING, Dec. 25, 18, 1950].

On top of that, angered affiliates
laid groundwork for their own pri-
vate session Jan. 9 at the Waldorf-
Astoria, New York. This dinner
meeting will serve as an organiza-
tion and briefing session in advance
of the main gathering the follow-
ing day.

Judging by advance indications,
at least 50 affiliate station execu-
tives will attend the private dinner
meeting and the joint meeting to be
held the following day.

Members of the provisional sta-

‘tion committee indicated last week,
“after hearing from NBC stations

in TV areas, that stations will
stand up and fight against any
network effort to slash rates.

Prepare for Fight

Meantime, groups of affiliate ex-
ecutives are reviewing selected por-
tions of the NBC bulletin. They
will bring their findings together
this week and go to New York pre-
pared for a knock-down battle to
prevent the network from slicing
++dio rates and perhaps setting in
..wotion a nationwide rate debacle.

As members of the provisional
committee heard from affiliates last
week they reached the conclusion
that NBC will have little support
outside its owned stations. They
reported many stations felt NBC’s
confidential bulletin was full of
holes.

One member told BROADCASTING
¢ TELECASTING that no affiliate
contacted by the committee was
willing to go along with the NBC
rate cut. An affiliate listed as in
favor of the cut originally is said
to have made a flat denial that he
had endorsed the idea.

Affiliates, in many cases, are said

,.to insist they can’t possibly take
“"a rate cut at this time with present

operating costs and the chance that

costs will go even higher. They
complain that income from network
time is low compared to revenue
from local and national spot. Some
station operators have muttered
dire threats about what they would
do if NBC decided to resist the af-
filiates and insist on slashing rates.

The provisional committee com-
prises Clair McCollough, Steinman
Stations, chairman of the NBC Sta-
tions Planning & Advisory Com-
mittee; Tom A. Brooks, Hearst
Radio (WBAL Baltimore) ; Lee B.
Wailes, Fort Industry Co. (WSPD
Toledo); P. A. Sugg, WKY Okla-
homa City; William Fay, WHAM
Rochester, and Nathan Lord,
WAVE Louisville.

In general, NBC’s affiliates ar-
gued that the network had pulled
a fast one on them. As late as Oc-
tober, during the NBC affiliates’
convention at White Sulphur
Springs, network officials are said
to have assured stations no rate
cut was in sight and nothing of
the sort could happen this year.

Affiliates argued there’s no ex-
cuse for rate cuts at this time.

g BTy E T _'--::;'z:?,—i"",;'--;c.ﬁ
e e

Form Anti-Rate Cut Bloc

Sure, maybe the AM network op-
eration will feel the pinch as ad-
vertisers jockey for lower rates,
they contend, but that’s nothing
new in a business operation. What
the network should do, they insist,
is order officials to develop new
clients and new business.

Feeling persists that the network
should have raised rates two or
three times in the last decade to
keep pace with increased circula-
tion and increased listening. Sta-
tions, they remind, have had two or
three rate hikes in this decade.
Other media, too, have done the
same thing.

‘Need More Selling’

“What’s the hurry?”’ one affiliate
executive asked. ‘“They say they
can’t sell enough time. What NBC
needs is more selling. Actually,
this is the third or fourth rate cut
by NBC in the last few years, in-
cluding the rate scales on Opera-
tion Tandem, Sunday afternoon
time, and similar efforts.

“Nobody else is cutting rates.
This thing is doing incalculable

harm to the entire industry. Radio
is still the cheapest medium in the
world.”

William B. Way, vice president
and general manager of KVQO
Tulsa, was among affiliates who
harshly eriticized NBC.

“The attempt at AM network
rate reduction is another means of
forcing this medium to pay for
television,” he said. “This is evi-
dent when consideration is given
to the fact that TV schedules are
sold out yet station owners continue
to suffer losses or admit that they
are barely breaking even.

“It seems the obvious thing is to
raise TV rates. If this then forces
some TV advertisers off that me-
dium they may return to more prof-
itable AM. If increased rates do
not force any advertiser off TV
then increased cost must prove
profitable to the users.

“Either way each media will have
to stand on its own feet. After all,
the only right way to figure adver-
tising costs is on a per-person-

(Continued on page 64)

SPORTS POLICY TALKS

POLICY actions at which the fu-
ture of sports broadcasting and
telecasting are at stake will be
taken in the next few weeks. as
professional and scholastic inter-
ests add up their box office reports
and try to work their way out-of
what they contend is a dilemma.
The problem of sports telecast-
ing was worked over in detail last
week by the convention of the Col-
lege Physical Education Assn., held
at the Hotel Adelphia, Philadel-
phia. Campus representatives, who
operate on the policy level as
against the field activities of more
publicized coaching staffs, heard
Jerry Jordan, leading sports re-
search specialist, present new fig-
ures showing that TV hasn’t hurt
scholastic or professional sports.
In the professional sports field,
representatives of radio-TV inter-
ests as -well as other media will
take part in a meeting to be held
Jan. 15 at Columbus. The session
was called by George Trautman,
president of the American Absn.
of Professional Baseball Leagues.
Representing radio-TV  indus-

BROADCASTING ¢ Telecasting

tries will be officials of NAB-and
Radio-Television Mfrs. Assn. Pres-
ident Justin Miller and General
Manager William B. Ryan are ex-
pected to appear for NAB. Presi-
dent Robert C. Sprague is slated
to represent RTMA. Mr. Jordan is
understood to have been invited.

Appearing Friday before the
physical education officials, Mr.
Jordan contended television has
not hurt newspapers, magazines,
radio, entertainment or sports at-
tendance to the extent many per-
sons had predicted. He spoke for
a half-hour with a half-hour dis-
cussion period following.

NCAA Meet Jan. 8

Scheduled Jan. 8 is a meeting of
the National Collegiate Athletic
Assn., representing biz colleves,
This meeting will be held at Dallas.
NAB has been invited to appear.
Many of the coaches and athletice
officials planning to attend the
Dallas meeting are ‘understood to
have jiuymped to the conclusion
that TV bhas dealt college Footbnll
a brutal blow. Some of them plan

Radio;TV at Stake

to demand a flat NCAA ban on
football telecasts.

Mr. Jordan told the physical edu-
cation group Friday that the media,
entertainment and sports indus-
tries have been operating at or
very close to the highest levels in
their history despite the fact that
1950 was the dangercus novelty
period in TV’s development.

In the three years of video’s
growth, he said, 173 daily news-
papers, mostly located in TV mar~
kets, have added 1,100,000 circula-
tion; that more radio stations had
been built in the last five years
than in the 26 years previous, with
2,045 now operating commared to
943 in 1945, Fifty-four million new
radios have been bought in the
same period, he said.

“Thirty-one magazines have had
a 829% inzrease in circulation in
the last 10 years,” Mr. Jordan said,
“and despite a $3 billion drop in
personal income in 1949, the public
still spent $144 million more on
recreation than in 1948. In 1950,
there are moderate declines in

(Continued on page 79)

January 1, 1951 ® .Page 15



NAME HIGGINS

KMBC-KFRM Sales Head

GEORGE J. HIGGINS, for the past
three years manager of WISH In-
dianapolis, Friday was appointed
vice president in
charge of sales
for KMBC-KFRM
Kansas City, Mo.,
by Arthur B.
Church, president
of Midland Broad-
casting Co. The
appointment is ef-
fective Feb. 1,
Mr. Church said
in making the an-
nouncement.

No successor to Mr. Higgins has
been named at WISH by C. Bruce
McConnell, who last week was
granted FCC consent to acquire
control of the licensee corporation,
Universal Broadcasting Co. (see
story page 66). It is expected, how-
ever, that Mr. McConnell’s son,
Bob McConnell, will be in charge of
the stations involved in the con-
solidation. In addition to WISH,
the outlets include WHBU Ander-
son, WANE Ft. Wayne and WHOT
South Bend.

Sports Figure

Mr. Higgins was vice president
and general manager of KSO Des
Moines, lowa, from 1944 to 1948.
Prior to that he served for two
years as manager of the St. Paul
office of WTCN Minneapolis - St.
Paul. Mr. Higgins first joined that
station in 1931 as sports director.

In 1938 Mr. Higgins did the play-
by-play of the World Series for the
Blue network and in the same year
broadeast the All Star Football
game from Chicago. He has long
been active in sports and is past
president of the American Hockey
Assn. and at one time was president
of the American Assn. of Baseball
Broadcasters.

At present Mr. Higgins is 2 mem-
ber of the NAB board and ifs
Television Committee. He also
served for two years on the CBS
Affiliates Advisory Board.

NORGE SPOT DRIVE
To Use 47 Non-TV Markets

NORGE Division of Borg-Warner
Corp., Detroif, begins a concen-
trated radio spot campaign in 47
non-TV markets Jan. 15 for a
yvear. Initial 2l-week campaign
will begin with about 150 spots
weekly, doubling during the spring.

Mr. Higgins

Schedule is expected to be dropped.

in the summer and resumed in
September.,

‘Transcribed announcements and
occasional live participations will
advertise the entire Norge line,
stressing refrigerators, gas and
electric ranges and washers. Four-
Star Review on NBC-TV, which
Norge began sponsoring last
Wednesday, supplements the radio
campaign. Agency is J. Walter
Thompson Co., Chicago.
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Drawn for BrOADCASTING @ TELECASTING by Sid Hix
“And now WOF ish happy to bring you shounds of New Year's revelry!”

RAYMER CHANGE

McKinnie, Allison,
Schofield Shift

PROMOTION of Ralph E. McKinnie, account executive of Paul H.
Raymer Co., to be sales manager in charge of the firm’s New York
office, and appointment of John D. Allison as account executive for both
radio and television, were announced last week by Paul H. Raymer,

president of the representative
firm.

Mr. McKinnie has held account
executive positions with CBS-TV
and the DuMont Network, and ear-
lier was national sales manager
for WCKY Cincinnati. As a Naval
officer for five years just hefore
and during World War. II, which
included service as an executive
officer in the South Pacific, Mr.
McKinnie reportedly is the “Mr.
Roberts” in the book and play of
that name by Thomas Heggan.

Mr. Allison entered radie and
television with - Headley-Reed Co.,
New York, about 11 years ago,
eight of which he served as a vice
president. Subsequently he was
vice president and general man-
ager in charge of the New York
office of Taylor-Howe-Snowden Ra-
dio Sales.

Also announced was the appoint-
ment of Arthur C. Schofield, until
recently director of advertising and
sales promotion for the DuMont
network, to head the reorganized
and expanded sales research and
promotion departments of Paul H.
Raymer Co. Mr. Schofield earlier

Mr. Allison

Mr. McKinnie

was associated with the Philadel-
phia stations, KYW and WFIL,
and with WPAT Paterson, N. J.
Plans for Mr. Schofield’s depart-
ments include provision of various
services to client-stations. Surveys
to obtain sales and market data,

*

Mr. Raymer Mr. Schofield

studies of trends, and research into
sales effectiveness are planned.
Aids in promotion, preparation of
sales literature and presentations,
and development of new selling ap-
proaches will be offered. More
frequent visits and improved liaison
with client-stations also have been
prepared.

Concluding the announcement,
Mr. Raymer said: “Although the
Raymer Co. has for years main-
tained a research and promotion
department, we felt the need for
increased services and greater fa-
cilities was present today to such
a degree as to warrant a complete
reorganization of these vital funec-
tions.”

CASH NAMED

NBC Station Relations Dir.

NORMAN CASH has been ap-
pointed director of radio station
relations of NBC, effective today
(Menday), to replace Easton Wool-
ley, who resigned last November
to become vice president of Inter-
mountain Broadcasting and Tele-
vision Corp. in Salt Lake City.
Mr. Cash joined NBC in 1940.
Since March 1948, he has been a
member of the stations relations
department. As a wartime lieuten-
ant in the Corps of Engineers, he
was awarded the Bronze Star.
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D-F-S TOPS

In Agency Gross Billings

DANCER-Fitzgerald-Sample, New
York, for the 17th consecutive year
tops the 20 leading advertising
agencies for gross radio time bill-
ing during 1950, the agency re-
vealed.

Top 20 agencies and billing:

Dancer-Fitzgerald-Sample, $19,088,-
843; BBDO, $11,669,127.60; Benton &
Bowles, $8,078,006; J. W. Thompson,
$7,467,08580; Young & Rubicam,
$7,401,297.60; Wade Adv. $7,123;-
058.60; Biow Co., $6,792,163.80; Conip-
ton Inec., $6,206,5668.60; Cunningham
& Walsh, $5,076,845.60; Foote, Cone
& Belding, $4,478,083.60; John F.
Murray, $4,444,131.30; Ward Whee-
lock, $4,168,077; William Esty, $4,004,-
055.80; Duane Jones, $3,948,795.40;
MecCann-Erickson, $3,819,437.80; Leo
Burnett Ceo., $3,519,24380; Ruthrauff
& Ryan, $2,903,695.20; Cecil & Pres-
brey, $2,662,439; Knox & Reeves Inc.._
$2,5630,2563, and Sullivan, Stauffer, Col-
well & Bayles, $2,093,199.

AUDIENCES UP
Hit All-Time High'

BROADCAST Audiences (radio
plus TV) are at an all time high,
according to the December Hoop-
erating Pocketpiece, which shows
256% of the 33 TV cities reported-on
as having higher average evening
audiences in November 1950 than
in any other month in the 15 years
of audience reporting by C. E.
Hooper Inc.

Philadelphia showed the greatest
increase in evening sets-in-use over
the base year of 1948, up 68% in
Nov. 1950 from Nov. 1948.

Cities with the highest percent
of evening set-use in November
were: Pittsburgh, 46.3; Cleveland,
46.0; Milwaukee, 46.0; Philadelphia,
45.9; Buffalo, 45.5; Baltimore, 45.5;
Cincinnati, 45.2; Minneapolis-St.
Paul, 44.3; Columbus, 44.2; Day-
ton, 43.8.

Wide Open Mike

EDITOR :
I appreciated very much
the desk calendar which

BROADCASTING ® TELECASTING,
sent to me for Christmas. [
looked through it very care-
fully to see if you had sched-
uled some of the major deci-
sions which the Commission,
must make during the year.
How can the Commission get
the business done if you don’t
give. us the “planned ap-
proach” for solving our prob-
lems?

With kindest regards and
all good wishes for the New
Year. )

Wayne Coy

Chairman, FCC
[Editor’s Note: We regret we're late
with our recommended 1351 FCC Time-
Tahle embodying that “planned ap-
proath.” Work now is in process hy
our Planning Board, but budgetary
factors, plus inordinate delays occa-
sioned by unexpected developments
(such as color TV:- and TV educational
proceedings) interrupted normal pro=

cessing lines. Schedule will be upcom-
ing in early issue.]

Telecasting



NETWORK GROSS SALES

GROSS network time sales for the
month of Cctober 1950 came very
close to equalling those of October
1949, with this year’s total mount-
ing to $16,153,627 compared to last
year’s $16,413,883, a difference of
only 1.5%, according to figures re-
leased to BROADCASTING ® TELE-
CASTING by Publishers Information
Bureau.

Advertisers in many important
clagsifications continued to show
an increase in their network time
purchases (see Table I). Procter
& Gamble Co. once again led the
sponsors with October purchases
of $1,685,453, a decided increase

. over |last year’s same month total
of $1,338,449.
Few Declines

Two evidences of a slight decline,
however, were Sterling Drug Co.
which spent $679,002 this October,
as compared to last year’s $686,789,
and third place Lever Bros., whose
October 1950 total was $661,043
and October 1949 total, $673,769.

Fourth place was taken by Gen-
eral Foods this year, which bought
time worth $635,293 and last year
ranked 8th with total purchases of
$516,663. Miles Labs retained its
October '49 fifth position during
the month of October 1950, but in-
creased its expenditures this year
to $628,706 from last year’s $559,-
331.

Expenditures of $3,917,790 placed

& & &

TABLE I

TOP TEN AM NETWORK ADVERTISERS FOR
OCTOBER 1950 AND 1949

Rank Order
1950 1949 1949

1. Procter & Ga

ble ....... $1,685,453 1 51,338,449
2. Sterling Drug.. 679,002 2 686,449
3. Lever Bros. ... 661,043 3 673,769
4. General Foods. 435,293 @8 516,663
5. Miles Labs ... 623,706 5 559,331
6. General Mills. . 600,464 & 605,056
7. Campbell Soup

Co .. ... 521,085 7 524,841
8. Liggett & Myers 413,929 .. .. ....
9. R. J. Reynolds

Tobacco Co. 402,863 9 382,785
10. Philip Morris.. 402,624 10 367,746

SET OUTPUT

14 Million Radios in ‘50

PRODUCTION of radio receivers
exceeded 14 million sets in 1950,
Robert C. Sprague, president of
Radio-Television Mfrs. Assn., an-
nounced Thursday, revising wup-
ward an estimate of 13,750,000
prepared for the Dec. 25, 1950,
BROADCASTING ® TELECASTING.
QOutput of TV receivers was close
to 7,600,000 as against the esti-
mate of 7,250,000 submitted a week
earlier, Mr. Sprague said. He
added that the 1950 record will
likely stand for some time due to
the increasing mobilization of the
industry for military purposes.
“At the peak of the fall boom,”
Mr. Sprague added, “the industry
was producing TV receivers at an
~annual rate of better than 10 mil-
lion sets and radios at the rate of
17 million units.

BROADCASTING

the Food Producers in first position
among the product group classifica-

Oct. ‘50 Nears ‘49 Level—PIB

TABLE II
GROSS AM NETWORK TIME SALES FOR OCTOBER 1950 BY PRODUCT GROUPS

tions during October 1950. Within Product Group Oct. 1950 Jon.-Oct. 1950  Oct. ‘49 Jan.-Oct. ‘49
£ A
the food group, General Foods led Agriculture & Farming ... ... ......... 58,278 840,703 105,414 957,199
. . Apparel, Footwear & Acces. ........... 197,248 1,178,901 117,410 1,073,732
all other advertisers by purchasing ‘sutomofive, Avtomotive Equip. & Acces. 338818  4.255.376 485289  5.807.733
$601,350 in gross time. ?vicﬁownz Avi:iilo.n Acces. & Equip. ...... T S45R55E, TN 09950000
H g . eer, Wine iquor ...l B ,165, )y .
Toiletries & Toilet goods spent iy marerials, Equip. & Fixtures ... 109326 1,103,246 $9124  1,075215
$2,613,483 to place second, and top ‘C:onhdconegy & Soft Drinks ............ l'sg%'los gg;.g% !;.‘gz.:a&
: onsumer Services ........... ......... 580, - 1,650,
sponsor in the group was Procter  p5ro"3 Remedies ... . .. .. 20263449 1,082,237 17228491
& Gamble which bought $389,164 Entertainment & Amusements 5619 ... 5,3
in time Food & Food Products ................. 37,086,543 4,027,423 36,886,518
. P Gosoline, Lubricants & Other Fuels ..... ! 4,400,33 16,163 4,772,037
Third place was taken by the Horﬁn'l‘huro ............ AQsEEa3005000u 080080 2:;5,6]9]6 . 3,565 97,642
i *  Housshold Equip. & Supplies ........ 13,526 ,673.5 69,639 5,496,325
DruEs .& Remedies maHUf?Cture.rs Household Furnishings 41471 456,846 818,154
expenditure of $2,119,147, in which l|..d.,..,...| Materials ;,;gz,;g ;;2,1:; ;,?;i,:’;gao
¥ nsurance ] d r g
Sterling Drug toppgd the other Jawslry, Optical Goods & Cameros . .... 201,103 1,236,833 402,178 2,116,488
E‘rodu;ers dbgf spending $655,479. il TR GTETD O 70931 1,122,529 150,033 1,129,221
ou an ace Mﬁonory ......................... A 122, ) 129,
rt S thMpl > werettaken POItCGl +v.vovn vonsininen oo 121,285 147,861 31,946 32,705
by dthg mo Igg aterlaglts ;a leg}?ry Publishing & Media ... . ... ... 15880 §26597 122759 773,89
and Soa eansers olishes adios, ets, Phonographs, Musica :
£ p?' ! Ts bles 1L and 111}, Inst. & Acces. 146,662 826263 et 7388
respectively (see Tables II and I1I). Retail tores ... 1Ll Ll Y 38,472
B : . moking Materials ..................... 3,026 18,910,594 2,121,599 19,332,848
The 10-month period of January- (ot QRER o g ofipes 000 1,876,550 17,082,250 1,547,275 16,136,336
October 1950 saw a total of $151,- Spo':ﬁng Goodihl TOYE ceoiinnnnnannn asisis 2 229 614 ... sy “4
g g Toiletries & Toilet Goods .............. ,513, 1,244,106 2,612,169 4,415,5
875,347 in gross radio network el L ofRl CROT® Revorts | llll 83,001 "735,012 84,585 939,833
time purchases, which was $3,647,-
413 less than the 3155’522’760 Miscellaneous  ............ BOGO000000 00D 469,218 4,303,872 427,205 2,528,616
grossed by the networks in 1949. Totals .. ieieiit e, 16,153,627 151,875,387 16,413,883 155,522,740
* x * R * L]
TABLE III
LEADING AM NETWORK ADVERTISERS FOR EACH PRODUCT GROUP IN OCTOSER 1950
Agriculture & Farming ... ...... Allis Chalmers ......... $33,270  Industrial Materials ............. S Steed ... ........ 135,623
Apparel, Footweor & Acces. ...... Trimount Clothing Corp. .. 51,300 Insurance . ..........ciceiinanen Prudenhul Life Insuronce. 111,879
Aviation, Aviantion Equip. & Jewelry, Optical Goods & Longines-Wittnaver Watch
[ X{Z0% 0onoonoooe0ge 00000000000 00000000000000000000000  0000A0 Cameras ...........o00vennnnn (€% coooooooooonoooono 201,103
Avtomotive, Automolive Equip. Office Equip., Writing Supplies
A Supplnl ................... Eloctric Auto Lite Co. . ... 76,392 & Stationery . ................ Hall Bros. .............. 70,932
Beer, Wine & Liquer .. .......... Pakst Brewing Co. ...... 108,726 Politicm] .......... . ....ccc0.en Democratic National Com. 29,830
Bldg. Materials, Equip. & Fixtures..Johns Manville Corp. .... 104,782 Publl:hlng & Media ............ Christian Science Menitor. 11,480
Confectionery & Soft Drinks Wm. H. Wrigley Co. . 160,176 Radios, TV Sets, Phonographs
Consumer Services ........ . Electric Ces. Adv. Progrnm 857,746 Musical Instruments &* A::u. 00
Drugs & Remedies ......... ..$%terling Drug Co. . 5,479  Retail Stores ........
Entertoinment & Amusements. .. ... ........... .coiiiieee aaaen, $moking Materials . ggett & Myers ...
Food & Food Products .......... General Foods .......... 601,350  ¢oups, Cleansers & Po Procter & Gamble .
Gasoline, Lubricants & Other $ nrﬁ:l Goods & Toys
L $tondard Oil of Indiona.. 122,331  [Porias : Y et
HOPHCUTIURE o vvovrs s eee e e bee s ae e oiletries & Toilet Goods .
Household Equip. & Supplies ....Philco COrP. oovenninnn. 136,632 Transportation, Travel & Resorts. ..Assn. of Amer. Railroads 83,001
Household Furnishings .......... Armstrong Cork Co. ..... 35,620  Miscellaneous ... . .............. Americon Fed. of Labor.. 121,034

RADIO’S GR

Near Half Billion in '50—-NAB

0SS

GROSS revenues of the radio industry in 1950 (time sales after trade
discounts but before deduction of agency commissions) totaled $448,.-
198,000, an increase of 5.4% over 1949, according to the annual yearend
estimate by Dr. Kenneth H. Baker, NAB research director.

Using returns from an industry
sample as well as individual and
business paper data, Dr. Baker
forecast increases in local retail,
national spot and regional network
income and a loss in network re-
ceipts.

On the other hand, he said, the
industry’s operating expenses have
also increased. He said costs have
gone up from $357.5 million in 1949
(FCC data) to an estimated $376.8
in 1950, an increase of 5.4%.

Qutstanding feature in the 1950
revenue picture, said Dr. Baker,
is the “very large increase in the
revenue to stations from national
spot business. Revenue from this
gource in 1950 is estimated to have
been $120.7 million as compared
with $108.3 in 1949, an increase of
11.4%. This will bring the reve-
nue from national spot business
very close to the revenue from net-
work time sales.

“The revenue from local retail
business will be up again. The in-
crease is estimated to be 7.8%

Telecasting

w*
and will go from $182.1 million in
1949 to $196.4 million in 1950.
The almost spectacular increase in
revenue from this source in the
past has been consistently under-
estimated. Since it has been ac-
counted for largely by the new
stations, however, and since the
number of new stations going on
the air is increasing less rapidly,
the increase in local retail revenue
is not expected to exceed the $14.3
million indicated above.”

Gross revenue in television will
range between $70 million and $80
million, he anticipates.

Station revenue increased from
$323.7 million in 1949 to $338 mil-
lion in 1950, or 4.4%, Dr. Baker
estimated. Overall average profit
of stations before federal taxes
again will be close to 156%, he said,
on the basis of increased costs
matched against higher revenues.

Dr. Baker found costs increas-
ing to a greater extent in the
West North Central area, with
greater-than-average increases in
the Mid-Atlantic and New England
States.

National spot increased most in
New England and Mid-Atlantic
states. Local business went up the
most in New England, West South
Central and East North Central
areas.

Below are '49-'50 revenue figures,

GROSS REVENUE

1949 1950 %
(Ofticial FCC Figures) {Estimates} Change
National Networks ........ $128,903,467 $124,688,000 — 3.3
Regional Networks ........ 5,994,858 6,500,000 + 84
National Spot ............ 108,314,507 120,660,000 +11.4
Local Retail ............. 182,144,301 196,350,000 + 7.8
$425,357,133 $448,198,000 + 54

Estimated total increase—$22,841,000
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AM a radio station Contract

Folder, The label they put on
me when [ wag first put in the
file three years ago was ‘“Delsoy.

|

Products.” That’s the name I still
bear—and I must say, I've been
a pretty busy file They've even
changed the color and style of con-
tract folders since I began, and even
though I'm pretty full of new
menios and additional contracts, my
hide’s pretty tough and I love to
take it!

You see, three years ago, I rep-
resented a new business. Delsoy
Dessert Topping, a vegetable whip
cream made from soybeans, had
just begun to be manufactured by
three fellows who had started a
business. When the station sales-
man first took me down to their
office, I contained, of course, just
one contract—that first one—and
it wasn't signed—yet.

I must have lain on the desk
there for two hours while those
three men, and the station sales-
man, discussed the business of this
thing called radio. At that time,
like it is with a new business,
morey was a very important item,
and besides, there wasn't much of
it. I could tell pretty much how
things were from just looking
around. This new company had

rented just a portion of the building
they were in. Out of the window
I could see the one truck they
owned, and even the desk I was on
was pretty old and scarred.

Finally the contract was signed
(for an amount so small I blush to
mention it) but when the salesman
closed me over it, I felt very satis-
fied and happy, like I'd just had a
good dinner. That was on Sept. 12,
1947,

A Long History
Of Selling Success

Since then, a lot has happened.
Many . new contracts have been
added to my covers. Renewals, ad-
ditional time, and changes of time.
Naturally, I’ve paid many visits to
the Delsoy Products Co. with the
salesman in the last three years.
It made me very proud through the
first two years to hear that the
station with which the first contract
was signed, WKMH Dearborn-De-
troit, was really doing the job and,
more important, that radio was the
only form of advertising they were
using. Proud, because with each
visit [ could see things happening.
Instead of one yellow and red truck
., . . there were two trucks .., and
then four'. .. and then six . .. and
eight . ., ten . . . and now THIR-
On one of

TEEN Delsoy trucks.

those visits, [ also saw some dig-
ging across the way; and the next
thing I knew here was a big brand
new building.

In the beginning, the meat on
me was pretty thin. But soon the
fat was being added and I felt
healthier every day as Doctor Ra-
dio put me on a bigger and bigger
diet,

I remember when my details
called for only five spot announce-
ments weekly on an early morning
disc jockey show. But after while,
the broadening brought a spot
across-the-board on Bess Wright's
Kitchen program. She is the sta-
tion home economist.

After that things began to hap-
pen. The spot was added to an
evening record emcee program.
Then, the Delsoy company in-
creased their spot on the Bess
Wright show to a bG-minute seg-
ment across-the-board.

People who deal with me like to
talk in facts and percentages, and,
I can’t say that I can blame them.
For example, they point out that
the station has had two or three
rate increases in the past three
years, but in addition, Delsoy has
increased its schedule on the
amount of time purchased by some
136%. That’s tonic to me!

Promotion Cooperation
Pays Dividends

The station, I noticed, went
ahead with typical radio coopera-
tion by promoting Delsoy’s prod-
uet—and of course, me, too. It
sent letters to WKMH Homemak-
ers Institute. That’s a group of
100 housewives, located throughout
metropolitan Detroit, who test and
endorse products under the diree-
tion of Bess Wright.

Letters were sent to grocers too.
Use and promotion of the whip

.cream before 100 women three days

*

ANOTHER and new contract is signed for the folder.

WKMH business desk are (I to r} R. C. Force, sales representative;
Whitehouse and Robert Smith of Delsoy;

*

a week at Bess Wright's cooking
school, held in the People’s Out-
fitting Co., a Detroit department N
store, was a station effort that just -
suited my purpose fine.

All this was direct with the ad-
vertiser, up 'til now. Then, things
were moving so fast, the Delsoy
folks began talking of an advertis-
ing agency. I heard them ask the
salesman if the station would help
them select one. I was kind of
worried for a little bit there, be-
cause I was afraid that maybe my
job might end and that the new
contracts might be kept in a fancier
file somewhere. But, of course,
this wasn't the case. I do have
some new different-looking con-
tracts within my sides. They're
from the agency—and we’re going
bigger and better than ever.

I think I'm one of the proudest,™
happiest contract folders in the
filee. Of course, lots of my next
door neighbors have a lot of good
things to tell, too, from *“A”
to “Z,” but here is a real radie
story. From one truck to 13; from"
small quarters to a new building

. and all on radio.

The last time I was down there
with the salesman and the agency
man [ heard them talking. They’re
selling Delsoy now in Toledo, Flint,
and Cleveland. I heard the agency
man say they were now using some
newspaper and billboard too. Well,
of ‘course, I got a kick out of know-
ing that we made a business grow
so big that we could give them
some business too.

But another thing I got a kick
out of was that Delsoy is now buy-
ing radio, with a transeribed single
jingle, on such stations as WFDF
Flint, Mich.; WTTH Port Huron,
Mich.; WSPD Toledo, WBNS
Columbus, WONE and WING Day-
ton, and WGAR and WERE Cleve-
land, all in Ohijo.

Grouped about the

Harvey -
Fred A, Knorr, president and gen-

eral monager, and Eric R. Swonson, Delsoy's secretary-treasurer.
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RADIO FIRST AS NEWS SOURCE

RADIJIO is still America’s number
one news source, outranking news-
papers by 38%, television by 268%,
according to a survey made early
last summer by Pulse Inc. for
Free & Peters, which revealed the
results of the survey last week in
an attractive brochure titled “Ra-
dio News Is Bigger Than You
Think.”

“It was a study we felt impelled
t¢ sponsor,” the station represen-
tative firm explains, “to obtain
factual answers for those who, in
1950, were quite ready to bury all
radio, most certainly news over the
radio. . . . It was an attitude we
found hard to accept. That there
had been a strong habit of turning
to the radio for news, no one would
deny . . . Was it possible that a
habit so firmly established, so
strongly catered to, so universally
acknowledged, could suddenly
weaken and fade away? Only re-
search could give the answer.”

As guinea pig, Free & Peters
selected a program of almost pure
radio news broadecast by seven of
the stations the company rep-
resents: Four five-minute broad-
casts a day sponsored by the same
advertiser (Esso, although the
name ig not mentioned in the re-
port), with each station selecting
and rewriting the news for each
program, both news and com-
mercials being broadeast by an
anonymous voice.

Three key questions were chosen
for the survey: Do people listen to
the radio for news? Is there any

difference in news listening be-

tween families living in the sta-
tion’s city and families living in

. surrounding towns 25 to 40 miles

-

away? How does TV set owner-
ship affect listening to radio news?

More Depend On Radio

In answer to the first of the
three key questions, F&P found
“more people depend on radio for
news than on any other medium.”
Asked whether they got most of
their news from newspapers, radio
or television (in that order), people
gave radio the decision over news-
papers by 389%, city dwellers pre-
ferring radio to newspapers by
18%, “outsiders” by 60%. Radio
led TV in the overall figures by
268%, radio’s lead in the city being
1959%, its lead in the outside area
of satellite markets 25 to 40 miles
away being 352%.

“This greater dependence on ra-

dio for news by respondents in the-

‘outside’ areas was observed in
every single market,” Free &
Peters reports, noting that the
average plus of 23% in “outside”
over city figures is missed by
surveys of listening based on in-
terviews made only ‘“inside” the
city. “It means that radio news
is bigger than you think.”

Moving from general news listen-
ing to the specific “guinea pig” pro-
gram, the Pulse surveyers found

BROADCASTING

that “in the course of a week one
out of three families listens to at
least one broadeast of this news
program.” Furthermore listening
to it becomes a habit,.“more than
one out of four listeners hear two
or more of these broadcasts every
day, more than half listen five or
six days a week; more than four
out of five listen three to six days
a week.”

A sizeable proportion of the lis-
teners to these newscasts—37% or
more—comes either from other sta-
tions or turns on its radios express-
ly to get the news. No less than
28%% go to another station or turn
the sets off after the news is
finished.,

Checking on TV homes, “we
found that television set owners
do 73% as much listening to this
radio news program as non-TV
owners,” the report states. It
points out that TV listeners do

&«°

more of their listening in different
parts of the house—41.6% in the
kitchen, 34.2% in the living room,
18.69% in the bedroom and 5.6% in
the dining room—than non-TV
owners, who do their listening
largely (65.0%) in the living room
and only 20.39% in the kitchen,
10.99% in the bedroom and 3.8%
in the dining room.

959% Are Adults

Analysis of the Esso Reporter
audience by age and sex shows
more than 95% of the audience
comprised of adult men and wom-
en. Coupled with the fact that
57% of program’s listeners were
able to identify its sponsor, this
implied that the program should
do a good sales job. But Free &
Peters was not satisfied with mere
implication and went a step fur-
ther, matching each member of a
listening group with a non-listener,
age for age, sex for sex, dwelling

Pulse Survey Reveals

for dwelling, community for com-
munity, so that “ag closely as com-
petent research could achieve, both
groups were exactly the same in
all respects—but one: One group
listened, the other did not listen
to this news program.”

Sales to listeners were 50%
higher than to non-listeners, with
29.6% of the listening group hav-
ing bought Esso gas at the last
purchase while only 19.7% of the
non-listeners had bought this
brand. As listening increased so
did the per cent of purchasers:
24.0% of those listening one or
two days; 27.9% of those listening
three or four days; 33.49 of those
listening five or six days bought
the advertised brand.

Free & Peters concludes the re-
port with this sentence: “Radio
news stands out as a vital service
to listeners . . . as an effective
vehicle for advertisers.”

DON LEE $

THE RECORD $12,320,000 ac-
quisition of the Don Lee radio and
TV properties by General Tire &
Rubber Co., along with parlay sales
of one AM and one TV station, was
slated to be consummated yester-
day (Sunday), after FCC approved
the transactions Wednesday.
Arising out of the Los Angeles
Superior Court’s acceptance of the
General Tire bid for the stock of
Thomas S. Lee Enterprises from

lE ‘General Tire Purchase Approved

the Thomas S. Lee Estate [BROAD-
CASTING ® TELECASTING, Nov. 20,
Oct. 23, 1950], the multiple trans-
actions break down thus:

@® The First National Bank of
Akron, as trustee of the retirement
plan for salaried employes of General
Tire and certain subsidiaries, ac-
quires the radio-TV properties of
Don Lee Broadcasting System, includ-
ing its four owned AM stations and
one FM and one TV station for
$12,320,000 cash.

R— . 3

EVIDENCE of a satisfied sponsor is reflected on the dotted line of the 1951

contract signed by Feld Chevrolet and KCKN Kansas City, Kan.

Firm has

sponsored broadcasts in the Kansas City market without interruption since

March 1937, New pact for KCKN broadcasts is signed by Milton Feld,

president of the company, while looking on are (I to r): Hurley Kaylor

{seated), KCKN commercial representative; Lester Goodman, Feld secretary-

treasurer, and Merritt Owens, president, Merritt Owens Advertising Agency,

which handles account. Feld has sponsored a $10,000 “mystery voice”
contest and other programs on KCKN.

¢ Telecasting

® The bank sells KTSL (TV)
Hollywood and four experimental and
associated facilities to CBS for
$333,765 plus long-term lease arrange-
ments covering studios, transmitter
sit¢ and other facilities for a total
rental of $3,115,000.

@ To meet FCC’s duopoly require-
ments, CBS must dispose of its 49%
interest in KTTV (TV) Los Angeles
—which is slated to go to the Los
Angeles Times, already owner of
51%, for a reported $450,000.

@ Gerieral Tire acquires all of the
Don Lee properties except KTSL and
one AM station from the bank as
trustee for $650,000, subject to ad-
justment not to exceed $750,000, with
General Tire’s Lee Enterprises leas-
ing space and facilities for 10 years
at a total rental of $3,480,000,

@ To comply with FCC’s muitiple-
ownership policy limit of seven sta-
tions, General Tire, which also owns
Yankee Network and Yankee's four
owned stations, sélls the Don Lee
KDB Santa Barbara to Lincoln Del-
lar, sole owner of KXOA-AM-FM
Sacramento, KXOB Stockton, and
KXOC Chico, Calif., for $25,000,

Part Not Included -

Not included in the FCC actions,
since FCC approval is not required,
was Don Lee’s 19% interest in
Mutual, which went to General
Tire, already owner of approxi-
mately 19%. General Tire also
acquires control of Pacific North-
west Broadcasting Co., through
which the Don Lee Network has 25
affiliates in addition to 16 affiliates
in California.

With completion of the sales, the
California properties involved will
be held as follows:

General Tire—Don Lee Broad-
casting System, including KHJ-
AM-FM Los Angeles, KFRC San

(Continued on page 68)
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EMERGENCY ROLE  zeorv vis, sos piee

THE NEED to maintain rather
than silence radio and TV opera-
tions in time of national emer-
gency was stressed last week by
R. Morris Pierce,
president. and
general manager
of WDOK Cleve-
land, who won
acclaim for his
radic work in
combat areas in
World War II.

His statement
was prompted by
the Defense
Dept‘.’s proposal
to give the President far-reaching
control powers over radio, televi-
S§ion and other radiations during
emergencies or periods. of possible
attack, to prevent the use of such
signals as direction finders for
enemy planes and missiles [BROAD-
CASTING ® TELECASTING, Dec. 25,
1950.] The proposal has been
widely interpreted as a forerun-
ner to blacking out radio and TV
during emergencies, which Mr.
Pierce found “alarming.”

'The WDOK president, who for
two years during World War II
was in charge of construction and
technical operation of the broad-
casting stations in Allied liberated
areas in North Africa and Europe,
noted that during this service he
became familiar with broadeast-
ing operations in combat areas.

“These broadcasting stations op-
erated almost continucusly,” he
said, “the occasions in which they
were silenced, for security reasons,
could be counted on the fingers of
one hand.”

Quotes BBC Official

Mr. Pierce quoted Francis C.
MecLean, head of the Planning, In-
stallation and Designs Dept. of the
British Broadcasting Corp., as
having written him early last
monith in response to a query:

It seems to me most extraordinary
that anybody in the U.S. should talk
of closing down broadcasting in the
event of war. There is, I think, not
the slightest doubt that broadcasting
will be, more than ever, necessary in
the event of war to stop the spread-
ing of rumors, to keep up the morale
of the people, and to maintain an
adequate channel of communication
from the government to the people.

It will, no doubt, be necessary to
make modifications to the actual
broadcasting system and to take steps
to avoid hostile planes direction-

Mr.

Pierce

—finding on broadeasting stations. As

you know, we. had a number of pre-
cautions here during the last war.
We got very successful results with
this and were able to have various
transmitters running at times when
there were a large number of enemy
planes over.

Mr. Pierce said he cannot be-
lieve that the enemy would be so
“naive” as to trust the- guidance
of expensive bomb-ecarrying air-
craft to “a radio station in the
U. 8. which could be silenced at
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a moment’s notice or whose op-
erating frequency could be changed
at will.”

He thought it more likely the
enemy would seek more certain
methods, such as some provided
by nature or others less dependent
upon such easily varied factors as
broadcast signals.

Engineering experts of this
country and its allies, he felt,
should be consulted and the prob-
lems weighed carefully before
governmental authorities come to
a final decision.

That the Defense Dept. propo-
sal would be approached cautious-
ly by Congressional leaders to
whom it was referred, as well as
by the FCC, appeared a virtual
certainty. Observers saw no

likelihood that it would be con-
sidered at the current lame duck
session of Congress.

Chairman Ed C. Johnson (D.-
Col.) of the Senate Interstate and
Foreign Commerce Committee, to
which the proposal was relayed
from the Armed Services Com-
mittee, is known to be skeptical
about the scope of the authority
which would be conferred.

Will Study Situation

He expressed his concern to
NAB Government Relations Di-
rector Ralph W. Hardy, and prom-
ised that “our Committee will
examine this whole matter very
carefully.”

Some FCC authorities also have
voiced concern, particularly with
one of the features which - Sen.

Johnson also questioned—the pro-
posal to extend the Presidential
control to times of “strained in-
ternational relationships” in ad-
dition to times of war or pro-
claimed emergency.

Mr. Pierce’s caution against
blacking out radio and television
was based on experience during
1943 and 1944, first as chief en-
gineer for the Psychological War-
fare Branch of OWI and later, in
England, France and Luxembourg,
as chief engineer of continental
operations for the Psychological
Warfare Branch.

In North Africa, he conceived
the idea of broadcasting terms to
the Italian Navy on the interna-
tional distress frequency. Later,
in Europe, his accomplishments in-
cluded supervising installation of
the first free radio in France at
Cherbourg, and “leading” the
capture of Radio Luxembourg, one
of the most powerful stations in
Europe.

POPULA T’ON Increases in Over 34 Economic Areas

OVER three-fourths of the nation’s 443 state economic areas had popula-
tion increases between 1940 and 1350, the Census Bureau reported last

week (see map).

At the same time preliminary population counts were

issued for the areas, to be used for the reporting of population and

housing statistics from the 1950
census.

Of the 338 areas where popula-
tion gained, 220 had increases of
109% or more and 120 had gains
of 209 or more. In the areas
which lost population, only 21
areas had losses of 10% or more
and there were only two areas
which lost population to the extent
of 209% or more.

Areas of heavy population
growth were largely concentrated
in the West and South, The West,
reported as the fastest growing
region in the U. S. between 1940

o .
and 1950, showed population gains
of 20% or more in about three-
fifths of the 59 state economic
areas constituting the region. An
increase of 20% or’ more was re-
corded by all but one of the 17 state
economic areas of. .California—
termed the foremost state in the
nation in both amount and rate of
population growth between 1940
and 1950.

Growth in South

In the South, the Census Burean
reports 54 of the 181 state eco-
nomic areas, or almost 309%, had

growth rates of 20% or more.

In the North Central region, 24
of the 135 state economic areas
were -reported to have shown in-
creases of 209 or more. Only
six of the 68 state economic areas
of the Northeast had such rapid
population increases.

Large Increases

Two state economic areas were
reported to have more than doubled
in size during the past 10 years.
These were areas Virginia-B and
Maryland-B, each of which con-
stitutes a part of the Washington,
D. C., standard metropolitan area.
The increases were 1309% and
106.2%, respectively.
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E'.ECTRON’C OUTPUT ‘ ‘Tremendous Program’

URGENT need for a “tremendous
program’ in the next 18 months
to accelerate military production
of vital electronics equipment—
especially component parts—was
asserted last week by a top-level
government munitions official.

The problem of scarce matérials
and industry fulfillment of ex-
pected defense orders was de-
fined by Marvin Hobbs, communi-
cations chief of the Defense Dept.’s
Munitions Board.

Mr. Hobbs’ comments were in
response to & report that the de-
partment was studying the feasi-
bility of “commandeering” com-
plete facilities of the radio-TV in-
dustry “before building new plants
or opening shadow plants.”

Mr. Hobbs termed the report as
“inaccurate’” but said that the elec-
tronics-communications segment
probably could expect defense pri-
orities ranging from 650% to 90%
—depending on the gravity of the
Anternational situation. Much of
the curtailment already has taken
shape under a “slow process,” he
pointed out.

The government, he stated, en-
courages expansion of the “inter-
nal facilities” or production lines
of component part firms, though
he conceded they face shortages in
skilled specialists.

In fact the government probably
would be more apt to help com-
ponent parts firms in tax write-offs
on new equipment than it would to

VOD CONTEST

12 Finalists Are Picked

TWELVE finalists out of 1,500,000
Aigh school students who partici-
pated in the fourth annual Voice
of Democracy Contest during Na-
tional Radio & Television Week
were selected by a screening board
which met last week at NAB's
‘Washington headquarters.

Radio-Television Mfrs. Asan. and
U. 8. Junior Chamber of Commerce
jointly sponsored the contest with
NAB. The 12 finalists were picked
from winners of contests in the 48
states, Alaska, Puerto Rico and
District of Columbia. Four na-
tional winners will be selected with
winning transcriptions reviewed by
a panel of eight distinguished
Americans.

Winners will be brought to Wash-
ington Feb. 22 for an awards lunch-
eon at which they will receive $500
scholarships. They will spend a
week in Washington and Colonial
Williamsburg. The screening panel
that picked the dozen finalists con-
sisted of Ellsworth Tompkins, spe-
cialist for large high schools, U. S.
Office of Education; James D. Se-
crest, RTMA general manager;
Robert K. Richards, NAB director
of public affairs and chairman of
the overall Voice of Democracy
Committee; John H. Norris, repre-

sgenting the Junior Chamber and
manager of WGCB Red Lion, Pa.
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aid finished product companies
whose role stresses assembly and
engineering aspects.

The problem of expansion re-
lating to end-product makers is
simplified to the extent that plants
already exist to serve production
needs. The greatest problem fac-
ing those firms is the scarcity of
trained manpower. Mr. Hobbs
noted.

The government wants to make
use of present industry facilities,
including expanded lines of parts
makers, before renting any stand-
by plants now in mothballs, Mr.
Hobbs emphasized.

Yital Metals Short

Complicating the picture is the
shortage of vital metals confront-
ing parts manufacturers and the
great difference between current
civilian needs and military equip-
ment requirements.

Despite the great number and
diversity of parts firms, there ac-
tually aren’t too many in any one
segment—tubes, resistors, con-
densers, etec.—nor are there spe-

cialists sufficient to go around.
Furthermore, Mr. Hobbs added, the
military has ordered a number of
equipment items which have not
been tested or have yet to be
“modeled” for the first time.

Shortage of vital materials was
further pointed up last week by
the Natiopal Production Authority,
which issued a new anti-hoarding
order covering aluminum, cobalt,
copper, nickel, steel, tungsten and
tin—all used in electronics equip-
ment. NPA thus implemented
provisions of the Defense Produe-
tion Act passed by Congress last
August. Penalties provide for
$10,000 fine, one year’s imprison-
ment, or both.

NPA also issued the first of its
“conservation” orders prohibiting
use of a scarce metal in certain
products [BROADCASTING ® TELE-
CASTING, Dec. 25, 1950.]

The anti-hoarding order pro-
vides that “no person shall ac-
cumulate (1) in excess of the rea-
sonable demands of business, per-
sonal, or home consumption, or (2)
for the purpose of re-sale at prices

in excess of prevailing market
prices, materidls which have bech
designated as scarce . . . or ma-
terials the supply of which would
be threatened by such accumula-
tion.”

The NPA directive prohibits
hoarding of cobalt, used in radio-
TV receiver speakers, while
copper was designated to include
ingots, secondary copper and cop-
per-base alloys. Others were al-
uminum, primary or secondary in
“crude” form; nickel, alloyed and

unalloyed; cadmium metal, tin,
primary and secondary; and
tungsten.

Tungsten Restriction

The provision on tungsten, used
in tubes, included the material *“in
any form or shape into which it
may be fabricated except such
finished forms as are fabricated for
installation (without further pro-
cessing) into electrical communi-
cations systems . . . and electronic
equipment such as radio, radar,
and similar products.”

In otHer actions last week, NPA
also: - :
@ Modified its previous order on
aluminum permitting manufac-
turers of functional component

{Continued on page 68)

CIVIL DEFE

FINAL approval of President Tru-
man’s “atomic age” Civil Defense
program, envisioning communica-
tions as the “nerve system’ on the
federal, state and city levels, is ex-
pected on Capitol Hill tomorrow
(Tuesday) before the 8lst Con-
gress adjourns.

Differences in House and Senate
versions of the master plan, which

earmarks $32 million out of $3.1.

billion for communications equip-
ment and gives legislative teeth to
the new Federal Civil Defense Ad-
ministration, were ironed out last
week by a joint Congressional con-
ference committee.

Both chambers are expected to
approve the far-reaching measure
which would include power of sei-
zure over all equipment or facili-
ties needed to help stricken areas,
and authorize the mobilization of
the entire government under a
“Civil Defense Emergency’” proc-
lamation.

\);

As now constituted, a nationwide
emergency could be declared—in
the interest of the “national safe-
ty”"—upon & Presidential or Con-
gressional decision that an attack
has occurred or is “anticipated.”
The emergency authority, which
could be invoked without procla-
mation in certain limited areas, ex-
pires on June 30, 1954.

Congressional conferees also
agreed to authorize the CD admin-
istrator to allocate state funds to
states, who in turn would match
the outlays for certain projects,
but not including communications
which would be borne by the gov-
ernment. States would share in the
expense for air-raid warning sys-
tems. Conferees’ action followed
Senate passage of the bill (HR
9798) Dee. 22.

Floor debate took on a caution-
ary note as Sen. Brien McMahon
(D-Conn.) warned against “serious
dangers” that would confront radio

SCREENING pune'l narrows down VYoice of Democracy finalists to 12 at all-

day session held at NAB Washington headquarters.

L to r: Ellsworth Tomp-

kins, U.S. Office of Education; James D. Secrest, Radio-Television Mfrs. Assn.;
Oscar Eider, NAB; John H. Norris, U. 5, Junior Chamber of Commerce;
Robert K, Richards, NAB.

Telecasting

Hill Approval Seen

and television stations, newspapers
and other influential media in
the event of hostile attack.

“It is guite possible that Com-
munists are even now organized to
seize & radio station when an
enemy attack may occur, and to
broadcast messages generating pan-
ic and chaos among the populace,”
Sen. McMahon asserted.

“An irresponsible and reckless
use of communications facilities
could greatly impair our capacity
to successfully withstand a surprise
assault. I think the gravity of this
problem is apparent by simply men-
tioning it,” he said.

Other Defense Actions

On other civil defense fronts
last week:

® The District of Columbia CD
group accepted a bid by RCA for
installation of four units of its
contemplated air-raid warning sys-
tem, with contract calling for $45,-
550. Installation is to be com-
pleted within four months, compris-
ing electronic horns and activating
equipment. A $337,000 District
outlay was pending on Capitoel Hill
in supplemental funds.

® The Federal Civil Defense Ad-
ministration issued a 250-page vol-
ume titled Civil Defense Health
Services and Special Weapons De-
fense, and was nearing completion
of a technical manual on communi-
cations for state and local planners.

Role of mobile first aid stations
is explored and monitoring teams
are advised to carry walkie-talkie
radio sets or utilize radio networks
of the police force to transmit in-
formation to radiological plot cen-
ters.
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_nautical authority must

ANTENNA RULE

ot -

OBJECTIONS to the loeation of
sntennas because of alleged hazard
to air navigation will have to go
into public record with adequate
supporting evidence, according to
procedures outlined by new an-
tenna construction and marking
rules announced by FCC after
lengthy re-evaluation of existing
policy.

The changes in procedure are
substantially as proposed by the
Commission last spring [BROAD-
CASTING ® TELECASTING, Dec. 25,
May 29, 1950]. The new rules be-
come effective Feb. 15 (see text
page 39).

In general, the new Part 17 of
FCC’s rules provides that no aero-
nautical study will be required for
antenhas and fowers under 170 ft.,
except when the proposed l?cation
falls in the vicinity of airports
and approach areas or an estab-
lished coastal corridor. Similarly,
study may not be required for an-
tennas up to 500 ft. except when
near airports or airways systems.
All antennas over 500 ft. require
special study, FCC stated.

In some cases the proposed loca-
tion of an antenna may require and
result in raising of minimum flight
altitudes- for airecraft, the new
rules indicated. Such cases will
require special study, it was ex-
plained.

Bids to Be Referred

All broadcast applications whose
proposed antenna sites require
aeronautical study will be sub-
mitted by FCC to the appropriate
Regional Airspace Subcommittee
of the Air Coordinating Commit-
tee,  the Commission explained.
These groups, located at the re-
gional CAA offices (see separate
list of locations and areas covered),
will consider the bids informally
and if approved will return them
to FCC.

If informal clearance is not ob-
tainéd or a single objection raised,
FCC said, the case will be placed on
the agenda for consideration at the
next meeting of the Regional Air-
space Subcommittee and the ap-
plicant and objector both will have

to appear and present their cases

in usual hearing procedure. This
regional body will submit its rec-
ommendations to the Washington
Airspace Subcommittee which in
turn will file copies simultaneously
upon receipt with FCC,

Any disapproval by the aero-
include
reasons therefore, the Commission
stated. - When any approval or dis-
approval is rendered, FCC must
notify the applicant, and when re-
quested, the Commission must ad-
vise an applicant as to the current
status of his application,

Denial of a broadcast application
can be made by FCC on the basis
of adverse aeronautical findings,
the Commission explained, con-
trary to contentions by certain ob-
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jectors to the rules when they were
proposed. FCC said the Court of
Appeals for D. C. decided this
issue in Simmons vs. FCC in 1944,

The Commission also said “no
reasonable analysis or construction
of Part 17 can lead to a conclusion
that the procedure provided there-
by constitutes a delegation of the
Commission’s authority to other
agencies” as claimed in objections.
FCC said Part 17 “contemplates no
more than a referral of applications
requiring aeronautical study to the
Airspace Subcommittee . . . who
will act as an expert in an advisory
capacity” and the ‘“determination
of this body will merely aid the

Commission in deciding whether
a grant of the application involved
in such a study would be in the
publie interest.”

The Air Coordinating Committee
was created by Presidential order
to provide for the development and
coordination of aviation policies.
The Airspace Subcommittee, part
of CAA, coordinates proposals by
government agencies, private in-
dividuals and industry which may
involve conflict in the navigable
airspace. It functions through the
regional subcommittees ‘“‘composed
of experts-in the aeronautical field,
familiar with the requirements of
air safety in their area, who will

BAC CHIDED

Hayes Takes Complaint
To White House

CHALLENGE that the Broadcast Advisory Council, acting for the in-
dustry in government mobilization activities, is not a truly representa-
tive body was made to the White House last week by John S. Hayes,

vice president of WTOP Washington.
*

The charge was made just as
NAB President Justin Miller was
preparing to call the couneil to
Washington for a Jan. 8 meeting,
second session of
the full group.
PFirst meeting
was held Dec. 14
[BROADCASTING *®
TELECASTING, Dec.
18, 1950].

This second ses-
sion is to go into
regulatory prob-
lems, with top
FCC officials join-
ing in the discus-
sion, Civil defense and the indus-
try’s role in this phase of mobili-
zation also will be considered.

At the Deec. 14 meeting the coun-
cil met with President Truman,
Secretary of State Acheson, Secre-
tary of Commerce Sawyer and
other topdrawer government ad-
ministrators. In each case govern-
ment officials discussed the radio-
TV role-in national defense with
candor and confidence, according to
council members.

Mr. Hayes

Letter to Steelman

Mr. Hayes, writing to John R.
Steelman, assistant to the Presi-
dent, complained only one of the 14
representatives of commercial ra-
dio stations truly represented non-
NAB commercial stations, noting
that only half the nation’s stations
belong to NAB. .

After the council was projected
last summer, at Mr. Steelman’s
suggestion in a letter to NAB, some
industry elements balked at taking
part in the council if it operated
under NAB auspices. This under-
current of opposition melted away
at an Oct. 2 meeting and the full
council membership was announced
in November.

WTOP resigned from NAB more
than a year ago following dis-

agreement over anti-newspaper
selling by Broadeast Advertising
Bureau. .,

Since the Dee. 14 council-govern-
ment meeting NAB officials have
received numerous favorable com-
ments about the industry’s aggres-
sive action on behalf of national
defense, according to NAB. Some
federal people have referred to the
council as a model to be used in
patterning participation of other
industries in the defense picture.

Mr. Hayes wrote that the two
networks represented on the coun-
cil don’t speak for their affiliates
but merely their owned and oper-
ated stations.

Text of his letter to Dr. Steel-
man follows:

There has been constderable publicity
recently in the radio trade press about
the formation of a Broadcast Advisory
Council, reported to have been formed
ll::fr Mr. Justin Miller, president of the

AB, at your request. On reviewing
the names of the members of the
Council, I am somewhat shocked to
note that of i4 representatives of com-
mercial radic stations in the United
States, 13 are representatives of sta-
tions which are members of NAB.
There is but one representative from
a non-NAB commercial radio station.

You may not be aware that of the
almost 3, radio stations in this
country, less than 1,500 are members
of the NAB. This means that some
1,500 other stations, or about half of the
radio stations in the United States,
have only one-fourteenth representa-
tion on the Broadcast Advisory Coun-
cil, whereas the other half, or the
members of NAB, have thirteen-
fourteenths!

In Washington, for instance, WTOP,
the most listened-to station in our
nation’s capital, IS not a member of
the NAB and we find ourselves, there-
fore, in the somewhat embarrassin
position of having but a one-fourteent
representation on what is a most nec-
essary and important adjunct to our
country’s defense effort. and on what
I am sure you would agree should in-
clude a reasonable indusiry-wide rep-
resentation. I know that the council
does include representatives of two
radio networks which do not belong to
the NAB, but, as you know, networks
do not speak for their affiliates but
merely for their owned and operated
stations which, by law, are limited to
seven for each network.

I bring this matter to your attention
because I think it is one that you will
well wish to consider.
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provide local coordination of radio
tower application problems,” FCC
related.

The Commission notice pointed

out the regional CAA offices and
commanding officers of nearby
Dept. of Defense air bases “will be
able to provide assistance to ap-
plicants in applying the criteria

and in the selection of sites which _

will satisfy the requirements of the
criteria.”

FCC indicated the following may
aid applicants in determining where
their proposed sites lie with respect
to airport and approach areas:
Sectional aeronautical charts, loca-
tion aeronautical charts, instru-
ment approach and landing charts,
radio facility charts, Flight Infor-
mation Manual and Airmans Guide
(by-monthly). The charts may be
purchased from the U. S. Coast
and Geodetic Survey while the
Manual and Guide may be pur-

chased from the Government
Printing Office.
* * *

DIRECTORY OF
CAA REGIONAL OFFICES
First Region

Regional Administrator, CAA, Inter-
national Airport, Jamaica, L, I. Region

includes: Conn., Dela., D. C., Me., Pa,,

Md., Mass,, N. Hamp., N, J.. N, Y.,
R. I, Vt, Va.,, and W, Va.
Second Region

Regional Administrator, CAA, 84

Marietta St., N.W., Atlanta 3, Ga. Re-
ﬁion includgs: Ala., Fla., Ga., Miss.,

. C, S. C. and Tenn. (P. R, and
Virgin Is.).
Third Region
Regional Administrator, CAA, Chi-~-

cago International Airport, Park Ridge,
Il. Region includes: Ill., Ind., 0
Mich., Minn., N. Dak., Ohioc and Wisc.
Fourth Region
Regional Administrator, CAA, Post
Office Box 1€89, Fort Worth 1, Tex.
Region includes: Ark., La., N. Mex.,
Okla. and Tex.
Fifth Region
Regional Administrator, CAA, City
Hall Bldg., Kansas City 6, Mo. Region
includes: Colo., Iowa, Mo., Kan., Neb.,
S. Dak. and Wyo. .
Sixth Region

Regional Administrator, CAA, 5651
W. Manchester Ave., Los Angeles 45,
Calif. Region includes: Ariz., Calif.,
Nev. and TUtah.

Seventh Region
Regional Administrator, CAA, Post
Office Box 3224, Seattle 14, Wash. Re-
%Vjonh includes: Ida.,, Mont., Ore. and
ash.

Eighth Region
Regional Administrator, CAA, P

. 0.
Box 440, Anchorage, Alaska. Region
includes: Territory of Alaska.

Ninth Region

Regional Administrator. CAA, P. 0.
Box 4009, Honolulu 12, T. H. Region
includes: Territory of Hawait.

Murrow Honored

EDWARD R. MURROW, CBS
commentator and narrator of the
program and records, I Caxn Hear
It Now, has been selected one of the
nation’s seven outstanding orators
by the Speech Assn. of America.
In addition to Mr. Murrow, others
chosen for their “impact on con-
temporary American history as
well as speech effectiveness” were:
President Harry S. Truman, Gen.
Dwight D. Eisenhower, Norman
Thomas, Chancellor Robert M,

Hutchins of U. of Chicago, Sen.-

Paul H. Douglas (D-IIL.) and Sen.
Robert Taft (R-Ohio).

Telecasting
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RADIO-TV DUTIES

Ream Addresses
Speech Meet

FOUR MAJOR responsibilities of broadcasters to the public were cited
by Joseph H. Ream, executive vice president of CBS in a speech Thurs-
day before the Mid-Century Conference of the Speech Assn. of America
held at the Roosevelt Hotel, New York, Wednesday-Saturday.

Mr. Ream emphasized that “get-
ting and staying on the air with
the best technical facilities” is the
first obligation of broadcasters to
the public. The second obligation,
he said, is to serve the majority
“so well that 41 million radio
families and 10%% million television
families spend four to five hours a
day beside their receivers.” Giv-
ing “most of the people most of
the time what they most want to
hear,” he said, “is the end meas-
ure of the success or failure of cur
system of broadcasting.”

Serving a wide variety of min-
ority interests with specialized
network programs in more than
half of all night-time and weekend
hours, was Mr. Ream’s third chal-
lenge to the broadcasters. Ad-
mitting that the documentary pro-
grams produced by CBS such as
.Operations Crossroads, Mind in the
Shadow, and The Empty Noose,
received only a small per cent of
the radio audience possible, he
pointed out that the problem is

WALKER REPORT

Lack of Procedure Seen

LAPSE in military security which
resulted in “premature” disclosure
of the death of Lt. Gen. Walton H.
Walker by radio and press was
attributed last Thursday to the
lack of machinery to implement
Korean censorship and the absence
of “procedure at various communi-
cations outlets.”

Col. M. P. Echols, chief of in-
formation at Gen. Douglas Mac-
Arthur’s headguarters, absolved
both media of blame, asserting that
“neither TUnited Press nor any
other agency in Tokyo released the
story from this end until clearance
was given” at his office.

The disclosure resulted in orders
depriving Kenneth Kanton, NBC
radio correspondent, and Peter
Webb, UP reporter, of press privi-
leges, pending an inquiry into their
handling of the story. Col. Robert
L. Thompson, U. S. Eighth Army
information officer, had termed re-
lease of the news as a “gross secu-
rity violation.” Both newsmen
subsequently were reinstated.

It was understood that NBC had
aired the announcement of Gen.
Walker’s death, which stemmed
from a jeep accident, after news
had been carried by press associa-
tion wires. George T. Folster,
NBC’s Tokyo correspondent, was
-apprised of the action.

Meanwhile, last Friday, Gen.
MacArthur’s headquarters an-
nounced a new far-reaching censor-
ship ban on mention of all UN
troops in Korea except the Eighth
Army whose information officers

 have been screening all copy before
approving its transmission.

BROADCASTING
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“one of impact.” Breakdown of
the weekly program schedule from
BRUADCASTING ® TELECASTING, Dec.
25, 1950, into two categories, en-
tertainment and programming for
minority tastes, demonstrated that
70% of all quarter-hours from 6-11
p.m. offer at least one network
program aimed at minotity tastes.

Fourth responsibility, according
to Mr. Ream, lies in “maintaining
an immense, waiting audience-in-
being—ready at any moment to
listen and respond to the needs
of their government in a time of
national emergency.” He said
“this means broadcasting material
that most people want to hear
most of the time,” and also “keep-
ing virtually all of our 2,000 sta-
tions on the air.”

Siepmann Charges

Charles A, Siepmann, professor
of education at New York Uls
School of Education and author of
Radio’s Second Chance, charged
that the offerings of radio consti-
tute “a resounding failure.” He
said that radio has not tended to
subordinate profits to public serv-
ice but has equated profit-making
with its service to the public.

T. R. Shearer, vice president of
A. C. Nielsen Co., New York, spoke
in a morning session of the con-
ference Friday and warned: “The
fact that television is a very pow-
erful advertising medium should
not blind us to the possibility of
immeasurably enhancing its sales
effectiveness by sound research,
properly interpreted and fully ap-
plied.” Mr. Shearer pointed out
that the problems of measuring
television audiences are enhanced
by the high cost of television pro-
gramming which make imperative
the need for comprehensive in-
formation regarding every factor
that determines a TV campaign’s
effectiveness. He explained the
Nielsen Audimeter technique to the
conferees and also demonstrated
the Nielsen research data methods.

WOV Appoints Favia

APPOINTMENT of Tumberto
Favia, Italian Language broad-
caster for Radio Diffusion Fran-
caise (French broadcasting system)
as WOV New York correspondent
in Paris was announced last week
by Arnold Hartley, WOV program
director. Mr. Favia will use port-
able recording equipment to cover
activities .of the Italian-speaking
community in France, -which is
second only to that in the United
States in size and is equally active
in the business, art and social life
of its adopted country, according
to WOV.

¢ Telecasting

PLANS for promoting The Story of Doctor Kildare, syndicated program, over
Yankee Network are discussed by co-sponsors’ executives: {I to r) Jerome
H. Rose, exec. v.p. of Rhodes Pharmacal Co.; Ade Schumacher, president, and
Ira €. Kepford, v.p. charge of merchandising and ‘adv., Liggett Drug Co.

WILFRED BUSH (seated), sales man-
ager, Light Grain & Milling Co., sets
one-year contract with KSCB Liberal,
Kan., for sponsorship of Light's Man
On The Strcet. Looking on are Leon
Salathiel (1), KSCB manager, and Roy
Pearce, commercial .l-'rmnuger.

ARRANGEMENTS for Texas Round-Up, hour-long show of live hillbilly music

o

LTS v g

DAVID M. KIMEL (1), local commer-
cial manager for WLAW Lawrence,
Mass., watches as Philip L. Danforth,
executive v.p. d treasurer, Essex
Savings Bank, same city, signs for
daily weather reports. Year's con-
tract marks bank’s return to radio

To&

originating from several Texas Quality Metwork stations, are completed by

(I ta r) Mike McGuire, sales manager, Gulf Brewing Co., sponsor; Jack

Harris, manager, KPRC Houston; Wade Barnes, Foote, Cone & Bélding, agency

handling show; Bert Oliver, FC&B; Jack McGrew, assistant manager, KPRC.

Round-Up is presented by KPRC, WOAI San Antonio, WFAA Dullas, KRIS
Corpus Christi, and KRGV Weslaco.

COMPLETING arrangements for WKRC-FM Cincinnati’s exclusive rights to
air Cincinnati Mohawk hockey games are: {l to r): Standing, Bob Bender,
WKRC-FM sales manager; Byron Taggart, WKRC announcer; Jim Groiney,
publicity director for Cincinnati Garden, sport arena; seated, David Taft,
WKRC-FM manager and Alex Sinclair, Cincinnati Garden general manager.




P. I. OFFERS MOUNT

BTEPS to protect the public against
operators of mail-order business
are being taken by government and
industry sources as per inquiry and
free-time projects continue active.

Several pre-holiday offers are
being investigated by the Bureaun
of Chief Inspector, U. S. Post
Office Dept. They consisted of al-
luringly described Christmas tree
ornaments actually made of card-
board.

Better Business Bureau, of Wash-
ington, D. C. became interested in
tree-ornament offers when WEAM
Arlington, Va., MBS capital outlet,
refunded money to listeners after
receivihg a sample. '

Broadcast Advertising Bureau,
New York, has received many com-
plaints from NAB member stations
about per inquiry and mail-order
offers. WFIL-TV Philadélphia has
moved to protect listeners by set-
ting up contractual rules governing
acceptance of all such business,
according to General Manager
Roger W. Clipp.

Post Office Inquiry

The U. S. Post Office Dept. in-
quiry followed complaints that
mail-order tree ornaments were not
worth the $1 charge, according to
department officials. ‘

Mentioned in connection with the
department’s inquiry were Orna-
ments -Ltd.,, Los Angeles, and
Robins, Newton & Chapman, Los
Angeles agency.

A. Frank Katzentine, president
of WKAT Miami, told BROADCAST-
ING ® TELECASTING he had re-
turned to senders the dollars sent
to the station in response to an-
nouncements. He took this action
after inspecting the ornaments.

Postal officials said they would
decide, after investigation, whether
the facts and evidence justified

APPEARANCE of Gen. Dwight Eisen-
hower before KOA Denver’s micro-
phone took on added significance
recently with announcement that he
had been named Supreme Commander
of oll West Europe military forces.
Station’s news department recorded
the general’s statements while he
was in Denver and played them on
newscasts throughout the doy. Ex-
cerpts gave listeners a fresh siant
on Gen. Eisenhower’s views about
solving current world problems, and
were aired within a few hours after
announcement of his appointment.
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reference of the case to the Dept.
of Justice, which would decide if
eriminal proceeding should be in-
stituted.

The copy submitted to stations
referred to “50 brilliantly colored
Iuminous Christmas tree ornaments
for the unheard of low price of
only one single dollar. Just think
of it, a total of 50 magnificent lum-
inous Christmas tree ornaments,
everything you need to transform
your Christmas tree and living
room into a fairy wonderland—all
for only one dollar. And if you're
not delighted, your money will be
refunded.”

Bonus of 36 luminous icicles was
offered if the order was submitted
within 48 hours. The ornaments
were deseribed in considerable de-
tail.

The $1 packet is understood to
have contained 4x5-inch sheets on
which are stamped Santa Claus,
Christmas trees, stars, candy canes
and similar effects, a total of 86
cardboard pieces.

A number of similar ornament
offers were made by firms bearing
other names.

In refunding hundreds of dollars
to listeners, WEAM stated that it
felt the product was not worth the
money. The station had ecarried
six announcements in one day be-
fore inspecting a- sample of orna-

Investigations Start

ments which it said were offered
by Cohen & Whitmore, Los
Angeles, The Better Business
Bureau of Washington "congrat-
ulated WEAM on its action. WEAM
also carried MBS programs pro-
moting similar merchandise, ac-
cording to the station.

The WFIL-TV rules covering
mail-order items specify that every
product advertised must be backed
by a certificate of approval from a
recognized testing laboratory or by
the reputation of an established
merchandising firm.

No Censorship

~ “This action,” said Mr. Clipp,
“should in no wise be interpreted as
unwarranted censorship of the ad-
vertising of reputable organiza-
tions. Television already has been
proved a highly effective medium
for mail-order selling. The new
WFIL-TV regulations are designed
to protect this sales power by
eliminating the damaging effects
of irresponsible merchandisers.”

Another WFIL-TV precaution
concerns the acceptance of business
from new firms or product mer-
chandisers. When a company has
only a briefly-established mer-
chandising background, time con-
tracts will be consummated only
after a thorough investigation of
company resources, including credit

, status, it was reported. “If TV

stations are-to win and "hold the
continuing confidence of the home
audience, they must voluntarily as-
sume the responsibility of super-
vising the quality of merchandise
sold to the viewing audience
through TV facilities,” Mr. Clipp
said. .

Radio and TV stations have ie-
ported a large number of offers
from mail-order firms. Many of
these have been forwarded to BAB
with comments on the type of mer-
chandise. :

Frequent complaint is made that
mail-order houses buy newspaper
and magazine space but only want
to handle radio-TV business on a
per inquiry basis.

“This ad will appear in news-
papers and magazines from coast-
to-coast,” said an offer from New
Products Distributors of America,
New York, in .deseribing "a “$10
value” gift box to be offered for $1.
The package includes fountain pen,
ball point pen, antomatic pencil and
flashlight. The company pays 35%
of the gross amount of all orders.
“WE DO NOT BUY TIME,” the
offer emphasizes.

‘Maurice C. Coleman & Assoc.
Atlanta agency, hag a client with “a
miracle lint-free, washable plastic
cotton polishing, wiping and- dust-
ing cloth that retails at $1 for a
package containing 10 cloths.” In
addition a 20x20-inch synthetic
chamois goes along with the towels.

In a letter to stations, M. J.

(Continued on page 69)

TAX STATU

UNCLE SAM’S future tax bite
will not be as big nor as painful to
the business of broadeasting as it
had seemed nearly two months ago.

First-hand look at the excess
profits tax legislation, whipped in-
to shape by the outgoing Congress,
shows a number of relief provisions
which, despite complexities, pro-
mise at least two things for the
broadcaster to cheer about this
New Year's Day:

@ The bill, as agreed upon by
House-Senate conferees, is less
discriminatory against the radio-
TV entrepreneur than -the old
World War II law.

@® The new legislation is de-
signed to take care of—at least in
part—vexing corporate problems in-
herent in the broadcasting industry.

Whether the relief provisions
can aid every individual station
operator is a matter which only the
tax lawyer or accountant can iron
out, it is explained. But for the
most part, broadeasters are as-
sured that radio profits, and where
present, television profits, will not
be wholly siphoned off by the gov-
ernment.

The original House bill (HR
9827) was tightly drawn with few
provisions for growth, new serv-
ices or abnormalities in a corpora-
tion’s operation. The Senate,
however, amended the measure

Excess Profits Relief Seen

substantially to bring these con-
siderations into the bill's writing.
Conferees retained nearly all of
the Senate amendments. The con-
ference report was adopted by the
Senate Dec. 22 and needs only
House approval to go to the White
House.

It was expected that the House
would follow the action by the
Senate and quickly adopt the legis-
lation today or tomorrow (Tues-
day) in time for President Truman
to sign the measure. The 82d
Congress convenes Wednesday.

$3.2 Billion Added

As written, the new tax bill may
pick up an estimated $3.3 billion
to add to the $4.7 billion tax boost
ushered in last fall. However,
President Truman announced
Thursday that a new tax program
was being drawn up to finance the
country’s increased spending and
that it would be submitted to the
82d Congress once the Treasury
Dept. and Congressional commit-
tees get together on the general
outline.

Current thinking in Washington
circles points to higher corporate
and individual income rate. Un-
der the excess profits levy agreed
upen by the conferees, a flat 2%
increase in the 45% corporate rate
now in existence would be imposed.

It is expected that President

BROADCASTING =

Truman will deliver hid State of
the Union address- to Congress
within several days after the new
Congress convenes. His budget
message, usually sent to Congresi
the following day, may call for a
$75 billion spending program for
fiscal 1952, it was understood.
Most of the money sought would
go for the armed forces and for
other defense purposes. TFew ing
creases- are seen for the “normal”
operation of the government.
General features of the excess
profits bill include: (1) retroactive
to July 1, 1950, with termination
date on the taxable year beginning
June 80, 1953;.(2) over-all ceiling
on normal tax, surtax and excess
profits tax at 629; (3) crediting
of 85% of three best years of the
1946-49 base period; (4) subject-
ing 756% of the excess to a profits
levy, and (5) a minimum eredit of
$26,000 for all corporations.

An important section of the bill
deals with capitalization of adver-
tising expenditures. Briefly, this
provision puts it up to the Treas-
ury Dept. to determine a fair rate
of return. It is understood that
the advertising practice of corpora-
tions under the bill would be com-
parable to planning during World
War II. Since no sudden deviation
in advertising volume would be
permitted, it is expected that cor-

(Continued on page 67)
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LOOK WHO'S LISTENING!

In the rich Texas Gulf Coast area the by-word
is buy radio. There’s no better way to reach so
many people at so little cost than via the micro-
phone. In the 71 Texas Counties and Western
Louisiana Parishes that make up the KTRH
BMB coverage area there are today 2,629,600
pecple, a big audience getting bigger every
day. Population-wise, the Coast is an example
of a rocketing market and listener-wise, it’s
growing, too, as evidenced by the 11.2% hike

in KTRH BMB families over Study No. 1.

ADAIX]

..... AND TO WHAT
50,000 WATT STATION!

KTRH, of course—the leading Houston
station in total BMB families. KTRH
also ranks high inside Houston, Amer-
ica’s 14th market. According to the

October-November Hooper Radio

Audience Index, it's KTRH they're

hearing most in three of the

/ five-time-rated periods.

4 &

H) () e
e
MBER, 192V

OIHER
H o lam s TR} & —

KTRH

. oCTOBER - NOVE
L F G

= 7,444 CBS—Houston
g
—1 0,520 John Blair & Company—Nat'l Rep.

2.4
— = 50,000 Watts—740 KC

All sources available con request
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BROADCASTERS OPTIMISTIC € s s i 5 s

THE broadecasting business will
enjoy another prosperous year, as-
suming world events don't upset
everything, in the opinion of a
number of industry executives
whose views support predictions in
the annual BROADCASTING ® TELE-
CASTING yearend forecast (Dec. 25,
1950, issue).

Statements received after the
Dec. 25 issue had gone to press,
point to improved local and na-
tional spot sales, in particular,
with some optimism in the network
field. :

Paul McCluer, NBC Chicago AM
network sales manager, believes
1951 will be better than 1950, “gen-
erally a very good year.” ‘“What
the season just ended has indicated
to us is that sponsors still recog-
nize the fact that radio is the log-
ical national advertising medium,
and it will continue to be a good
buy for many years to come,” he
said. “. . . There has been a par-
ticularly shealthy upswing on the
AM spot sales side. Our TV sales
picture at NBC in Chicago has

_been spectacular, and gives every
‘indication of continuing its amaz-
ing pace.”

John H. Norton Jr., ABC Cen-
tral Division vice president, said
that during the past year the ABC-
TV Chicago office developed billings
“which totaled midway into the
seven-figure bracket.” He pointed
particularly to the Mars Candy Co.
order placed with the division as
well as additional AM billings, not
counting renewals, of nearly $4
million.

Mr. Rawlins Mr. Norton

L. R. Rawlins, manager of KYW
Philadelphia, Westinghouse-owned,
predicted 1951 business will main-
tain the 1950 level. “We're confi-
dent that advertisers will remem-
ber the importance of keeping their
brand names before the public, a
sound business procedure demon-
strated during World War IL” he
said.

H. Leslie Atlass, CBS vice pres-
ident and WBBM Chicago general
manager, predicts “the greatest
year in our history, just as 1950
has been. December has been our
best month. We expect an increase
in our operational expenses, but
there’s nothing new about that. for
we have experienced mounting
costs year after year recently.”

Walter Haase, station manager
Page 26 ® January 1, 1951

of WDRC-AM-FM Hartford, sees
full employment in that industrial
area. He expects local and spot
business to rise.

Humboldt J. Greig, president of ’

WHUM Reading, Pa., suggests TV
sets can’t be kept in service if tubes
and servicemen are not available.
“Radio, even in TV cities, will ben-
efit,” he added. He figures business
will be up, especially local and na-
tional spot, along with operational
expenses.

Frank King, president of WMBR
Jacksonville, Fla., said the station
is geared to do an inereased selling
job, by -attention to details and
hard, intensive selling. “Mcore work
in 1951 will again pay off in in-
creased volume, as it always has,”
he said, predicting local and spot
will increase.

Kenneth F. Schmitt, general
manager of WIBA Madison, Wis.,
foreseeing an unchanged business
volume in 1951, considers the out-
look for general industry and busi-
ness is excellent. Federal and state
building, plus military aectivity, will
aid Madison business, he predicted.

Gaston- W. Grignon, general

manager of WISN Milwaukee, said
the station has
just completed
its biggest year.
“AM radio still
remains the most
effective low-cost
medium,” he said,
predicting that
new advertisers
will take the
place of any who
may cut radio
budgets. TV has
had “no material effect” as far as
WISN is concerned, he said.

1950 was the biggest business
year for WQXR New York, de-
clared Elliott M. Sanger, execu-
tive vice president of the station.
A 10.7% increase in business over
1949 was revealed by Mr. Sanger,
an increase which reached its peak
during November, the largest
sales month in WQXR’s existence.

Asserting that ‘“this is further
indication of the fact that there is
no substitute for good music,” Mr.
Sanger said, “for this reason, our
emphasis for 19561 will be more
and more .on the kind of musical

Mr. Grignon

Index to Yearend Statements by Industry Executives

In Addition to Reports Dec. 25, 1950 BROADCASTING ® TELECASTING

Atlass, H. lestie, WBEBM Chicago........ 26
Avery, Lewis, Avery-Knodel Inc......... 30
Boird, Dana, Weed & Co............... 81
Bannan, Bertha, Bertha Boennan Co....... 81
Bornes, Clark, Bum-Smith Co........... ar
Barrett, Harold V. Headley-Resd..... . 81
Beeson, Sterling, Headley-Resd Co...... 80
Biddick, Guy, Walter Biddick Co......... 81
Bolling, George, Bolling Co............. 80
Bryant, William, Free & Peters.......... 81
Butche, R. Continental Radio Sales...... 80
Campbell, Jerry, Campbell-Cahill....... 70
Carr, Tom, Georgia Assn. of local Stations 68
Cooke, Doncld, Donald Cooke Inc........ 80
Dennis, Ralph E. ABC.. ............c.... 80
Deph , Joseph, Deph Studios.... 26
Digges, Sam Cook, CBS................ 80
Dorman, William, John H. Perry Assoc... BO
DuMont, Dr. Allen B., DuMont Labs..... 70
Evans, Jos, Free & Peters Inc.......... . 8
Evans, Trevor, Pacific National Adv.
AGENCY ..ovver tiiiieiniaienee.ae 70
Everett, Mox M., Everet-McKinney Inc... 80
Faber, William, Headley-Reed Cs....... 80

Frechette, George T., Wisconsin Network. 66

French, Carlin, H-R Representatives...... 80
Gale, Jack, Paul H. Raymer Co.......... 8
Gill, Cliff, Pacific Regional Network..... 32
Gleason, W, L., Broadcosting Corp. of
Americe
Grant, W. 5., W, . Grant Co. Inc....... 8)
Greig, Humboldt J., WHUM Reading, Pa. 25
Grignon, Gastan W. WISN Milwavkee.. 26
Hoase, Walter, WDRC-AM-FM Hartford.. 26
Headley, Frank M., H-R Representatives.. 80
Herman, Buell, Edward Petry & Co...... 81
Hoffman, Hal, Forioe & Co............. B
Hollingbery, Georgs, George P. Holling-

bery €0, ....ccieivivirriiiineannn . 80
Ingrim, Ward D., Don Les Broadcasting
SYstem ....iieeniceeiiiiiicniaiaeaes 32

Jocobs, Lee, Oregon Trail Network...... 66
Jones, Merle S., Columbia Pacific Network 32

Keliman, lous W, News Rell lob........ 70

‘Kerrigan, George J., Tel Ra Productions.. 70

King, Frank, WMBR Jacksonville, Flo..... 26
Le Baron, Jomaes, Ra-Tel Representatives., 30
Leslis, R. A., Notional Broadcast Sales.. 87
Lindquist, Norman C., Atlas Film Corp... 70

McCluer, Paul, NBC Chicago..... 00000 s s 28
McConnell, Jumes V., NBC............. 80
McDermott, Andy, H. N, Stevin & Co..... 8]
McGillvra, Joseph, Jossph Hershey Me-
Gillvra Ine. -....coiiviiiiiirrrennas 80
McRaney, Bob, Mid-South Netwerk...... 66
Master, Mavrice, Master Motion Picture
(¢ no0ooo00000000a0000a0060 a0aaaoaa 25
Mesker, Robert, Robert Meeker Assoc..... 80

Meyer, Lynn L., Intermountain Network.. 32
Mitchefl, Don G., Sylvonia Electric Prod-

wets Ime. ...l daseansans 70
Niles, Fred, Kling Studios Inc........... 25
North, John Radic Representatives....... 80

Nerton, John H. Jr., ABC Central Divisien 26
Pearson, John E., John E. Pearson Co..... 30

Rawlins, L. R, KYW Phlladelphio....... 26
Roymer, Pavl, Poul H. Roymer Co....... 80
Salmon, Earl, ABC.......co.ecu..unnas 80

Samwvels, Frank, ABC Western Division... 32
Sanger, Elliott M., WQXR New York.... 26
Schmitt, Kenneth F,, WIBA Madison, Wis. 26

Sears, Burt, Seurs & Ayer Inc........... 80
Seiberling, J. P., Seiberling Rubber Co... 70
Simonds, Lincoln P., Weed & Co......... 81
Spencer, F. E., George P. Hollingbery Co.. 80
Spight, lindsey, John Bluir & Co......... 81
Stuley, Don, The Kotz Agency.......... 81
Stone, Pegoy, Ruadio Reprasentutives...... 80
Thomp Paul, Thomp Film Services.. 70
Vernard, Lloyd, ©. L. Tayler €Co......... 30
Walker, Wythe, The Wolker Co......... 80
Woeed, Jaseph J., Weed & Co........ vea. 80

Weir, E. A., Canadion Broadcasting Corp. 66
Wise, Harry H. Jr., George P. Hollingbery. 81
Wit, Vernon 6., Criterion Films Inc..... 26
Young, Adam J., Adom J. Young Imc. .. 30
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programs for which WQXR has
been a leader for the past 15
years.”

Vernon G. Witt, president and
manager of Criterion Films Ine.,
Seattle TV film production firm,
said that TV sets in Seattle had
increased “more than 400% during
the year now ending” and said that
his firm had every reason to be-
lieve that “the remarkably swift
growth of television advertising
and merchandising in the greater
Seattle area will continue with the
same comparative pace noted dur-
ing 1950.” He added that “in-
creased awareness of film as a
medium of advertising . . . in
television, has accelerated demand
in this area for filmed promotional
pieces of all kinds . . . Criterion is
staffed and geared for much great-
er activity in production work of
this kind-in 1951 over 1950.”

More TV Money

Maurice Master, of Master Mo-
tion Picture Co., Boston, Mass., is
convinced there will be more time
bought on TV and ‘more money
spent on TV next year. Based on
his own experience in producing
video films, Mr. Master believes
there will be an increase in spon-
sors representing food stuffs, soap
products, footwear, and Thome
furnishings. “If the war situation
gets worse,” he believes, “there’s
bound to be a decrease in prod-
ucts available to sell. In any
event, even if there’s less business
generally, more television will be
used and it will come out of other
media.”

Joseph Dephoure, of Dephoure
Studois, film producers, Boston,
Mass., believes that 1951 should
undoubtedly  be a bigger revenue
year for TV and pointed to the
present situation in Boston where
all available time has already been
sold on both television stations.
He expects largest increases to
come from sponsors of foodstuffs,
beverages, hosiery, and beauty
products. Mr. Dephoure said,
“We’re already starting to have
curtailments on film stock, and
allocations in the future will prob-
ably be based on purchases of the
last couple of years . .. However,
big advertisers will stay in tele-
vision. And essential films for
the government will take the place
of any decrease in television ad-
vertising.”

Feeling Pinch

Fred Niles, Director, Television
Division, Kling Studios Ine., Chi-
cago:

“Television films, like many
other basie industries, are already
beginning to feel the pinch of
shortages. Raw stock shortages
are becoming evident, and are an
element in every producer’s think-

(Continued on page 70)
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Columbia Broadcasting System

is pleased

to announce the

affiliation of ...

as the CBS outlet

for the rich Greenville”

South Carolina area
Effective January 1, 1951

.........................................................

*South Carolina’s First Market

.‘ AKE GREENVILLE, SOUTH CAROLINA

JIM AYERS—General Manager

Represented by the O. L. Taylor Company

NEW YORK ¢ CHICAGO ¢ DALLAS ¢ SAN FRANCISCO ¢ LOS ANGELES ¢ PORTLAND %
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*Latest Hooper reports (Oct.-Nov.
1950) show &udience increases in
every time bracket for KLZ—Denver's
first station.

*Increased Coverage, too! KLZ's day-
time and night time BMB has grown
over 10 percent.

MORE THAN EVER

...Your Best Buy in the
Rocky Mountain Market

DENVER
5000 W CBS 560 KC

Represented by

THE KATZ AGENCY

® January 1, 1951

IDEA WAR

Military Planning
Radio Increase

PLANS for acceleration of the government’s psychological warfare pro-
gram, entailing use of broadcast media in field operations, were revealed

last week by a top military official.

-Brig. Gen. Robert A. McClure, head of the newly-created Psychological

Warfare Division of the Defense
Dept.’s G-3 Section, said his or-
ganization is working on persdin-
nel and equipment requirements de-
signed to implement military field
operations in Korea, Japan and
other theatres.

At the same time, he dis-
closed to BROADCASTING ® TELE-
CASTING that his branch has “ear-
marked” school personnel and
specialists not now available for
psychological warfare duty.

Gen. McClure's group now num-
bers only 15 members, none of
them familiar with broadcast
media, but plans to expand up-
ward to. 35 personnel. Those who
may be expected to serve would
include regular or reserve officers,
primarily those with World War
1T experience.

Gen. McClure's division, re-
activated last September, cur-
rently is concerning itself with
planning and supervising broad-
cast participation in field opera-
tions, including suggestion of pos-
sible themes for field use which
would be more convincing “than
the printed word.” His division,
he explained, would not be con-
cerned with actual broadcast op-
erations but rather serve to
“backstop” psychological warfare.

Contingent on Crisis

“It is conceivable,” .Gen. Me-
Clure commented, “that in time of
war, the organization would be
sent to Europe to function in the
field as it did during World War
I1.” Developments would hinge on
the international situation, he
noted.

During the last war, Gen. Mec-
Clure headed ETO, with command
over such figures as William S.
Paley, CBS board chairman; Ad-
rian Murphy, CBS vice president
and general executive; Davidson
Taylor, former CBS vice president
and incoming general production
executive for NBC-TV, and Samuel
R. Rosenbaum, former chief of Ra-

‘dio Luxembourg and now head of

the trusteeship of the AFM wel-
fare fund [CrLosEp CirculT, Nov.
27, 1950].

The Psychological Warfare Di-
vision also will work closely with
the National Psychological War-
fare Board, comprising officials of
the Dept. Defense, State Dept. and
other agencies. Its purpose is to
coordinate ‘overall strategy of U.S.
propaganda activity [BROADCAST-
ING ® TELECASTING, Aug. 28, 1950.]

The plan for broadcast media
envisions, among other facets, pos-
sibility of dropping leaflets and
broadcasting from U. S. planes.
Gen. McClure also thinks it “quite
feasible” that guided missiles
could be used for voicing broad-
casts. To that end, his division
currently is guiding research to de-
termine the feasibility of wusing
missiles for broadcast uses.

PHILA. SUITS

Stations To Ask Rehearing

COUNSEL for three Philadelphia
stations last week were preparing
to ask the U. 8. Court of Appeals,
Third Circuit, to hear reargument
on its reversal of a lower court’s
decision  dismissing $50,000 libel
suits against them [BROADCASTING
¢ TELECASTING, Dec. 25, 1950].

The appellate court’s decision,
interpreting the political broadcast
section (315) of the Communica-
tions Act, held that the law does
‘not prohibit stations from censor-
ing political broadcasts by persons
who are not candidates.

The district court had dismissed
suits against the stations—KYW,
WCAU, and WFIL—on the ground
that Sec. 315 forbids stations to
censor political speeches and that
under Pennsylvania law the owner
of a station is not responsible for
libelous broadcasts in the absence
of fault on his part.

The Court of Appeals, however,
noted that the broadcast involved
in the suit was not made by a
candidate, and held that the legis-
lative history of Sec. 315, as well
as the language itself, shows Con-
gress intended it to apply only in
the case of broadcasts by candi-
dates.

Attorneys representing the three
stations in the consolidated case
planned to base their request for
reargument on the fact that the
decision rests upon legislative his- .
tory whereas this point was not
covered in the briefs or arguments
by either side.

The suits were filed by David
H. H. Felix, a Philadelphia attor-
ney, after William F. Meade, then
chairman of the Republican Central
Campaign Committee, made two
broadcasts over the stations in QOe-
tober 1949 allegedly implying Mr.
Felix had Communist affiliation.

WGET to Progressive

AFFILIATION of WGET Gettys-
burg, Pa., with the newly-organized
Progressive Broadcasting System
was announced last week in a joint
statement by Earl C. Pace, man-
aging director of the station, and
Larry Finley, PBS president.
‘WGET, which is owned by the
Times & News Publishing Co., has
been in operation since August
1950, on a full daytime schedule,

Son To Bernards

J. J. BERNARD, general manager
of KOMA Oklahoma City, is-the
father of a boy, born Dec. 28, 1950.
The child will be named John

Joseph  Bernard. Mr. and Mrs.=

Bernard have two other children,
Karen Hart and Joan Justice.

BROADCASTING ® Telecasting



* and television stations.
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An Invitation to Radio and Television Stations

GOLD MEDAL AWARDS FOR OUTSTANDING
PUBLIC SERVICE IN PROMOTING FIRE SAFETY

"To rECOGNIZE outstanding public service

in promoting fire safety, the National Board of
Fire Underwriters again announces its annual
Gold Medal Awards for 1950 to the nation’s radio

A Gold Medal or $500.00 in cash will be given to the
radio or television station which, in the opinion of impar-
tial judges, has contributed most to the betterment of
its community through fire prevention.

There also will be honor award citations to five radio
stations for distinguished achievement through their cam-
paigns, Identical awards will be made to the press.

To Prevent Fires and Save Lives

Every year, through their public service campaigns,
radio and television stations, and the press, in hundreds
of towns all over the United States help their communi-
ties gain greater safety from fire.

These campaigns strengthen fire departments, build-
ing codes, safety ordinances, and stimulate increased ac-
tivity on the part of civic organizations working to prevent
fires and save lives. It is in recognition of such worthwhile
services that awards have been made annually since 1g41.

Get Entry Forms and Suggestions

You are invited to nominate your radio or television
station for the 1g5o awards. All radio and television sta-
tions and all daily and weekly newspapers are eligible.
Mention or lack of mention of the National Board will
not be a factor in the judging. For entry forms and for
suggestions regarding the materials and make-up of the
entries, see your local fire chief or write the National
Board of Fire Underwriters.

WINNERS LAST YEAR

GOLD MEDAL

Station KANS
Wichita, Kan.

Honor Award Citations

WEBR
Buffalo, New York

WJEF
Grand Rapids, Mich.

KONO
San Antonio, Tex.

KELO
Sioux Falls, S. D.

KSYC
Yreka, Cal.

NATIONAL BOARD OF FIRE UNDERWRITERS

Public Service Organization of the Capital Stock Fire Insurance Companies
85 John Street, N.Y.7,N.Y. ® 222 West Adams 5¢., Chicago 6, Ill. ® 1014 Merchants Exchange, San Franciseo 4, Calif.
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REPRESENTATIVES @

BROADCASTING in 1951 will con-
tinue on a sound basis, according
-to the concensus of national repre-
sentatives who handle the bulk of
the nation’s spot business. Looking
into the future, 70.4% of the repre-
sentatives polled by BROADCAST-
ING ® TELECASTING see increased
revenue for radio in the coming
year despite unsettled world con-
ditions.

The majority of representatives
expect both spot and local radio
billings to expand. Over 76% see
increased spot business with the
average gain expected to be about
15.5%. In the local field 1951 will
be a bigger year according to 77.7%
of those expressing an opinion.
They expect the gain to average
about 9.5%.

Network radio will be down in
1951 in the opinion of 43.7% of
the representatives. The drop, they
say, will be about 10% below 1950.

Another 31.3% expect the network
picture to remain the same,

There is no doubt that television
billings will increase, expected by
the national representatives queried
to average about 36%.

AM billings should be up an av-
erage of 14% according to 86.1%
of the representatives who see
gains for this broadcast media in
1951. )

Operating Increase

On the question of operating ex-
penses for radio, 79.4% of the rep-
1esentatives see this item increas-
ing an average of 14% in 1951.
Another 17.6% say this cost will
remain the same.

The war situation, viewed with
mixed emotions, was mentioned as
a factor to be reckoned with by
almost every national representa-
tive. polled by BROADCASTING ®
TELECASTING. Basing their pre-

Increased Revenue Seen by 70%

dictions in part on the practices
of the last war, the majority felt
radio
tising
18%.

dollars—averaging about

One faction felt this condition .

would be precipitated by an in-
crease in “good-will” advertising
brought about by expanded war
production in many “name” firms
and by the stimulus of the excess
profits tax. Another group took
the view that the advertisers of
soft goods—-food, clothing, etc.—
would increase broadeast appro-
priations to back available lines.
This increase, they said, probably
would more than offset any de-
crease which might come among
hard goods. As some items be-
come increasingly hard to get, hard
goods advertisers are expected to
change their radio advertising
theme from selling to institutional
messages. Also mentioned was the

4 As we start tl\e New Year, we at WISN P]e«lge to

continue giving our a(lvertisers tl'l(? same outstan(ling
service aml sa.tisféction that tltey have learnetl to ex-

Pect from Milwaul{ee,s most Productive ra(lio station.

4 We also‘ reaﬁ‘irm our Policy o[ Lroatlcasting- tl1e
finest loca_l and network Pul)lic service programs and

sPecial events.

® For it is our ])elief, that only Ly gaining the accept-
ance and loyal-ty- of both its listeners and its advertisers

can a radio station attain greatness and ]ceeP it.

WISN

Milwaul:e cs CB S Outlet
qur’esentecl l:y KATZ Agency
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could expect added adver--

possible shortage of paper—and
the increasing cost of white-space
—which would tend to divert some
appropriations to radio.

Business in general, according to
82.8% of the representatives,
should be better in 1951. They peg
the average gain at about 14%.

Even with the present-day unset-
tled world conditions, the repre-
sentative gener-
ally take the view
that both radio
and television will
prosper in 1951.
John E. Pearson,
president of John
E. Pearson Co.,
New York, feels
that the industry
“will have the
biggest year in its
history and espe-
cially spot on
both radio and TV. The station
that’s really on its toes and has
smart local programming as well
as alert local and national sales
staffs and representatives can ex-
pect to do from 15 to 20% more
business overall. . . .”

Adam J. Young, president of
Adam J. Young Ine., New York,
expects that despite abnormal con-
ditions business will be good. He
says ‘“the amount of money spent
on all types of advertising will in-
crease, and this will be reflected
favorably in radio and televi-
sion. . . .”

Mr. Pearson

Mr. Venard

-

Mr. Young

“General business will be better
with a great variety of lines show-
ing improvement,” in the opinion
of Lloyd Venard, vice president and
eastern sales manager of O. L.
Taylor Co., New York. Decreases,
however, are seen “in lines of busi-
ness where production is curtailed
for war necessities—automobiles,
for example.”

A warning to stations not to re-
turn to the “take it or leave it”
selling attitude of the last war is
voiced by Lewis Avery, president
of Avery-Knodel Inc., New York.
As to the business picture, Mr.
Avery feels that “spot radio and
spot TV advertising will show sub-
stantial gains in 1961 over 1950.
I would estimate that spot radio
will increase 15% and spot tele-
vision 2b6%. If there are no new
TV stations in 1961, a large part
of the increase will come from
rates. . . .”

“General business activity in
1961 will inerease,” according to”
James W. Le Baron, manager of

(Continued on page 80)
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Want to be

in New England?

F. H. Snow Canning Company, a regular partici-
pant on Mildred Carlson’s “Home Forum,”
knows that 50,000-watt WBZ really gets action in
New England.

This letter from Snow’s agency, Daniel P. Sullivan
Company, tells the whole story—

“Until further notice, please omit reference to
the free recipe booklet. Response has been re-
markable, not only in number but in geo-

graphic spread.

“Analysis shows returns from every corner of
the New England states as well as New York
State and Canada.

“Our present difficulty is the limited office staff.
If we continue to swamp them with requests,
we're afraid of delays in mailing out the books,
which would not be good!

“Thank you for your excellent work on Snow’s
Clam Chowder and other products.”

Want further evidence in the same vein? Ask WBZ
or Free & Peters. They’ll give you eye-opening
records on WBZ results.. on both daytime and
nighttime programs '

BOSTON

50,000 WATTS

NBC AFFILIATE

WESTINGHOUSE RADIO STATIONS Inc
KDKA + WOWO ¢ KEX * KYW ¢+ WBIZ + WBIA ¢+ WBZ.TW

National Representatives, Free & Peters, except for WBZ.Tv;;
for WBZ.TV, NBC Spot Soles
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REGIUNALS @ See 5-20% Gains in Year Ahead

REGIONAL networks and groups
are generally hopeful of improved
business in the year ahead, with
. gains ranging from 5% to 20%.

Of a dozen regional organiza-
tions that replied to a BROADCAST-
ING ® TELECASTING questionnaire,
only three predicted business will
be unchanged in 1951 and in no
case did a regional predict a loss
in revenue. i

All but three regionals predicted
local business would rise and esti-
mated increases running from 5%
to 25%.

Four groups predicted national
spot would remain the same where-
as nine predicted gains ranging
from 2% to 15%.

All but three predicted gains in
network time sales, ranging from
5% to 25%. None expect the 1950
level to continue, with the trio an-

AEETL O P L P LS N PR A UGS ENBEBNEI AT EGVEbalilbbalgengstetttagnsarpasieitesaranstanne

now owned and

ticipating declines, estimating them
at 10% and 25%.

Main sources of increased busi-
ness mentioned on the regional
questionnaires were foods, drugs,
household, regional soft goods,
national hard goods, national spot,
war industries, institutional, in-
dustrial, auto, farm implements,
money lending and service organ-
izations.

All but one group predicted op-
erating costs would go up any-
where from 3% to 20%, with most
of the estimates running around
10%.

As to generzl business, only one
regional looks for a decline in 1951.
The rest look for overall business
to go up anywhere from 5% to
20%, mostly around 10%.

Merle S. Jones, general manager
of Columbia Pacific Network, be-

Mr. Ingrim
lieves material shortages “will
translate themselves into an ab-
normal turnover of advertising
accounts. Since radio is less de-
pendent on hard - geods manufae-
turers than some media, we expect
fairly normal national business in
the soft-goods lines and services,
but local dealer shortages and
credit regulations will require
wider diversification of local ac-
counts on our station.

Mr. Jones

80 800 at 0t e s el 8NP IR e ePtenlt0 sl L0000 L0000t RsRROREE00 +sR0sB0000008 80000 assa00000000000,

e e W AAB

v NEW OWNERSHIP

SR BARGIPINDEBLESEES

v NEW PROGRAMMING

¥ NEW PERSONNEL

NEW YORK °* CHICAGO °* LOS ANGELES - SAN FRANCISCO
AS EXCLUSIVE NATIONAL REPRESENTATIVES

Elfoctive Qam. 1,1951

personally operated by . . .

THE OLIN CORPORATION

Bruff W. Olin, president

WAAB ;000 warrs
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“The rising cost of newsprint
indicates possible newspaper rate
hikes, and newsprint shortages
may appear presently. Therefore
we expect greater demands for
our radio facilities in 1951 from
local as well as national accounts.”
Southern California, he reminded,
is a center of war production
plants and larger payrolls will
bring more retail buying.

Lynn L. Meyer, vice president in
charge of sales, Intermountain
Network, Salt Lake City, said:
“We believe that recent credit re-
strictions on auto buying will ex-
pand use of radio by dealers and
manufacturers. The last quarter
of 19560 has brought increased in-
terest on the part of farm imple-
ment dealers. For the first time
in several years we have regular
schedules from distributors and
dealers.

Heavy Spot Activity

“We feel
schedules will continue through-
out the year since farm income
continues good. Unless the armed
forces make unusually heavy de-
mands on food processors we look -
for heavy spot activity in this
field. Intermountain billings in-
creased more than 100% in 1950
and we are bullish on 1951.”

Ward D. Ingrim, vice president
in charge of sales, DonLee Broad-
casting System, said: “Should cer-
tain materials go on the critical
list, the entire advertising picture
would change. If avenues of sup-
ply remain relatively open, we at
Don Lee-Mutual are expecting a
really good year of business in
1951.”

Mr. Gill Mr. Samuels

Frank Samuels, vice president
and general manager in charge,
ABC Western Division, believes
radio will hold its own in 1851 and
pass 1950 in gross sales.

“Many advertisers who have cur-
tailed some of their radio budgets
to go into television are now ex-
panding radio once more, while
many new advertisers are entering
radio for the first time,” he said.
“Many new advertisers who were
never in radio, and other adver-
tisers from other media who dis~
played their product in newspapers,
magazines, ete.,, are continuing to
give TV a phenomenal growth.”
Despite the national emergency he
predicted business will continue to
prosper and Southern California’s
population influx is bringing new
dollars and consumers, he added.

Cliff Gill, general manager of
Pacific Regional Network, be-
lieves the booming West Coast
will roll up record payrolls. He

(Continued on page 66)
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For three straigsht months

WWDC

Washington, had the

in its history!

October was the biggest month in WWDC'’s exciting history! Then
November topped October! And then December topped November!
This happened in Washington, mind you—a booming city with 4
newspapers, 4 television stations, and 14 radio stations. There’s just
one reason why: WWDC gives advertisers more results in dollars
and cents. Get all the dope from your Forjoe man.

* x* * *

P. S.—Transit Radio (WWDC-FM) also broke all records for the
3-month period. Don’t overlook this hot new advertising medium
in your 1951 plans. National reps: H-R Representatives, Inc.
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FM OUTLOOK & F

MANY FM stations face 1951 with
confidence, judging by scattered re-
turns from FM stations that sell
time., A BROADCASTING ® TELE-
CASTING questionnaire sent to some
two score FM stations did not
draw enough replies to reduce
figures to a percentage basis.

Only one of a dozen respondent
stations predicted 1951 will be
worse than 1950, mdintaining the
traditional optimism of many FM
operators despite the difficulties
they face. The rest. estimated
time sales will go up from 10%
to 100% in 1951, with higher
figures coming in several cases
from transit and/or storecasting
operators.

Local business will increase any-
where from 10% to 100%. One
station executive fears a 20% loss
in local revenues. National spot
will go up from 10% to 100%, ac-
cording to a half-dozen stations,
but three predictions expected no
change in this category.

Type . of sponsors from vwhom
more business is expected include
‘local retail, wholesalers, distribu-
tors, co-op accounts, Jewelers,
beverages, construction and furni-
ture.

Asked if TV in their markets is
hurting their FM revenues, two
stations said television actually

‘51 With Confidence

increases revenues; three said
there is no effect; one conceded
TV hurt his business.

Operational expenses will go
up around 5% to 10%, many
managers believe, but two expect
no change and one hopes for a
decrease,

Here are some of the comments
submitted by FM executives:

Ben Strouse, general manager of
WWDC-FM  Washington, pre-
dicted the station’s FM business
would be up 100% in 1951 and
called the figure “conseryative.”
“We are Washington’s transit ra-
dio station,” he said, “and transit
radio has only now hit its stride
as an effective medium. Decem-
ber was our biggest month by far,
and we are still growing.

Shortages Threaten

“Presumably some of our best
sources of revenue will dry up be-
cause of shortages, but new sources
will undoubtedly develop. Our
country will be going through a
tough period — there will be
stresses and strains. We will have
manpower  problems, material
problems and many others, but ra-
dio will again serve well in what-
ever emergencies arise. Commer-
cially, radio will have one of its

SOUTHWEST VIRGINIA'S pm RADIO STATION

How Mcmq & How Much?

1949 BMB BMB Radio Prelim. Reports 1949
Daytime Families 1950 U. S. Census Retail Sales
50-1009%,
19 Counties 101,680 517,587 279,752
25-1009,
27 Counties 157,110 814,186 452,784
10-1009%,
36 Counties 216,220 1,115,996 610,207
1349 BMB
Nighttime
50-1009,
10 Counties 72,050 360,853 232,657
25-100%,
22 Counties 128,350 654,711 373,006
10-1009,
31 Counties 188,540 972,052 538,598

#RETAIL SALES FIGURES, 900" OMITTED ARE FROM SM 1350 "SURVEY OF BUYING POWER"

WDBJ

:_:.l-||' ||I|||
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"best years, despite obstacles that

may develop.”

Edward A. Wheeler, president
and general manager of WEAW
(FM) Evanston, Ill. (Chicago),
said “most of the water was re-
moved from the FM picture in
early 1950. A gradual increase in
the number of FM stations {and
FM operating hours) is expected
in 1951 as additional AM and AM-
FM operators find it necessary to
evaluate their audience.

“In TV markets, the increasing
proportion of TV-FM sets (without
AM) will cause concern to the AM
stations without FM affiliates. In
1951, FM should receive recogni-
tion from national accounts now
that FM has been shown to be a
good advertising buy on the local
level.”

E. J. Paxton Jr., manager of
WKYB-FM Paducah, Ky., broad-
casts local baseball but fears the
war will kill minor league base-
ball.

Everett L. Dillard, general man-
ager of WASH (FM) Washington,
said TV had helped FM by increas-
ing audience “because of TV-FM
combinations and by establishing in
the minds of the public that there
is more than one medmm of broad-
casting, i.e. AM.”

Advertising to Gain

“Regardless of the international
situation,” he said, “all indications
point to & considerable upsurge in
FM advertlsmg in 1951.” FM ecir-
culation in Washington is rising,
from' 114,000 last October to an
estimated 125,000 as of Jan. 1.
There are more FM than AM sta-
tions at night in Washington, he
noted, and predicted that around
the nation a number of FM sta-
tions should reach the profit stage
in 1951.

Sol Chain, vice president and
general manager of WBIB (FM)
New Haven, Conn., expects rev-
enues to drop because “over 40%
of our business is advertising tele-
vision. From what I hear on other
stations that figure probably holds
for them, too. With no TV to sell,
that business will be lost. Assum-
ing there will be revenue from
other sources connected with the
defense effort, we’ll still be 20%
under. General business in this
area should be improved since this
area is part of the arsenal.”

Jerome P. MeCarthy, station
manager of WTQA (FM) Trenton,
N. J., has transit radio and said
response from local merchants is
“very encouraging.”

Ira A. Hirschmann, president of
WABF (FM) New York, looks for
a 10% increase in the station’s in-
come next year and contends TV
actually is a help to FM.

E. J. Hodel, general manager of
WCFC-FM-AM Beckley, W. Va.,
expects a 75-100% increase in FM
business in 1950, with local up
100% -and spot up 50%. He be-
lieves . mobilization will aid FM,

“ [t
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possibly to the detriment of TV,
due to scarcity of metals and com-
ponents for sets. In turn he feels
manufacturers will find it more
profitable to build quantities of FM
sets instead of fewer TV receivers.
He notes a revived interest in FM
by set makers, advertisers and
even networks, pointing to a slow
but sure FM expansion in 1951.
Guy T. Nunn, manager of WDET
(FM) Detroit, expects 1951 to bhe
the biggest year in. FM, AM and
TV history, with chance FM’s gain
may be slight depending on set
production and conversion of TV
production to open-band FM sets.
He fears dislocations during the
changeover to military production.

HILL PICKUPS
Provides for Radio-TVY

FACILITIES for future radio-TV
pickups in Congress have been in-
stalled in the newly remodeled
Senate and House chambers, ac-
cording to Robert Lee Holcomb,
electrical engineer of Capitol Archi-.
teet David Lynn’s staff.

New streamlining of the Capi-
tol's Senate and House wings is
slated to be ready for the conven-
ing of the 82d Congress Wednes-
day. Remodeling took place for
half-year periods in 1949-50. Total
cost approaches $5 million.

According to Mr. Holcomb, con-
duits, junction boxes, cabinets and
plug-ins for microphones have been
built in the new House chamber.
Most of these facilities also are
integrated in the Senate design.
He said that during the remodeling,
a representative group of broad-
casters was called in for consulta-
tion in order to determine radio-
TV’s needs.

Most complete facilities are in
the House wing where joint ses-
sions of Congress are held. Per-
manent lines have been run from
the House wing's “attic” to a
broadcast cabinet which gives out-
let to the outside, thence to a
sound truck. Complete ‘studio’
equipment” of 12 spot and flood-
lights ean be set up in the House
for TV and newsreel purposes, it
wag pointed out.

JAZZ PROGRAM

Is Savings Bonds’ Salute

LATEST “Guest Star” program
produced for the U. S. Savings
Bondgs Div. of the Treasury

Dept. is a 15-minute jazz classic
that has been distributed to 2,800
radio stations, it was announced.
last week. The show, called Dixie-
land Clambake No. 1, features 28
of the nation’s greatest jazz artists
including Bob Crosby, Hoagy Car-
michael, Ziggy Elman, Joe Venuti
and Charley Teagarden.

As a part of the public gervice
effort to urge the buying of U, S.
Savings Bonds, the show was re-
corded early in November in CBS,
Hollywood’s Vine 8t. studios. The
release was scheduled for broad-
cast New Year's Eve. - -

Telecas‘ting



. .« and what you sell

If you have a product or service to sell, someone is
probably talking about it right now.

For, when customers and prospects get together, table-
talk can turn to shop-talk — and to you and what you sell.

Word-of-mouth mention is powerful medicine in any
sale—and whether it’s a boost or a blast can often depend
upon the impressions made by your personal selling, what
other customers say and, perhaps most of all, by your
advertising.

It’s advertising that influences the people you can’t get

-

in to see or don’t know. It’s advertising that pre-conditions -
prospects — that shapes the opinions upon which your
order can rest.

That’s why so many successful marketing executives
in every field are advertising-minded.

They know that the salesman is but one link in the
buying-chains-of-command -— that chain reactions are
triggered by advertising—and that their (and your)
greatest sales asset is acceptance. )

Selling o advertisers is no different.

¥

Advertising is bought by the group of executives who plan
marketing strategy and tactics.

That’s why media, agencies, services and suppliers concentrate their
~ advertising in Printers’ Ink. It’s the one publication that reaches
the entire marketing group of advertising, management, sales and
agency executives who create and buy advertising.

Printers’ Ink is the magazine of marketing for advertisers—the
place to build acceptance among the leading buyers of advertising.

205 EAST 42nd STREET, NEW YORK 17, M. Y.

PRINTERS’ |NK l THE WEEKLY MAGAZINE OF ADVERTISING, MANAGEMENT AND SALES
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HENNOCK, WEBSTER

By FREIDA B. HENNOCK

Commissioner, FCC

I have no difficulty in fixing the
most significant event in the field
of broadeasting during the critical
vear of 1950, The past year will be
long remembered -
as the one in
which educational
television tock its
first firm steps
toward realiza-
tion. 1950 saw ed-
ucators make a
forceful claim for
television fre-
quencies support-
ed by a rising tide
of public opinion

Miss Hennock

SUB-PART A
GENERAL INFORMATION
817.1—Basis and Purpose

(a) These rules are issued pursuant
to the authority contained in Title 3
of the Communications Act of 1934, as
amended, which vests authority in the
Federal Communications Commission to
issue licenses for radio stations when it
is found that the public interest, con-
venience or necessity would be served
thereby, and to require the painting
and/or illumination of radio towers if
and when in its judgment such towers
constitute, or there is a reasonable pos-
sibility that they may constitute, a
menace to air navigation.

(b) The purpose of these rules is to
prescribe certain procedures and stand-
ards with respect to the Commission’s
consideration of proposed antenna
structures which will serve as a guide
t¢ persons intending to apply for radio
station licenses. The standards have
been worked out in conjunction with
the Civil Aeronautics Administration,
the Depariment of Defense and other
Government agencies.

§17.2—Definitions

(a) Airport Reference Point. The air-
port reference point is a point selected
and marked at the approximate center
of the airport landing area.

(b) Antenna structures. The term
‘‘antenna structures” includes the radi-
ating system and its supporting strue-
tures.

(c) Approach Surfaces and Approach
Areas. ‘The approach surface is an
imaginary inclined plane through the
air space located directly above the
approach area. The dimensions of the
approach area are measured hori-
zontally. This inclined plane extends
upward and outward from the begin-
ning of the approach area starting at
the elevation of the runway end.

{1) Length—The approach area has 5
length of 10,000 feet beginning 200 feet
(1,000 feet for regular Department of
Defenise Air Bases) from the end of
each runway and extending outward,
ending at a point 10,200 feet (11,000
feet for regular Department of Defense
Air Bases) from the end of the runway
on the extended center line of the run-
way. In addition the approach areas of

provement and good—for spread-
ing knowledge, enlightenment and
culture to every adult and child
throughout the entire United
States. It would be gross misuse
of an unique opportunity as well
as a waste of a limited and valu-
able natural resource if TV’s great
potential was completely disre-
garded in the rush to exploit the
medium commercially.

No one ever denies the crucial
importance of free public education
in our democracy. Everyone is in
agreement on the limitless teach-
ing potential of television. Similar-
ly, the inability of educators to
compete with commercial interests
for available frequencies is recog-

See ’5_1 Advances

anticipated resumrgence of educa-
tion and enlightenment. They are
the people most directly responsible
for making America radio and tele-
vision conscious and to them in
great part falls the responsibility
for maintaining the trust and con-
fidence of the public. The second
hglf-century will be only the be-
ginning.
* * *
By E. M. WEBSTER
Commissioner, FCC

I believe that T am safe in say-
ing that, of all the complaints
hurled against the FCC, the one

most often regis-

tered pertains to
tha.dalprema @ anad.

Rules Concerning The Construction, Marking
and Lighting Of Antenna Towers and Sup-

porting Structures
(See separate story this issue)

all runways which may be used for in-
strument operation shall extend out-
ward an additional 40,000 feet. The ap-
proach area reguirements for instru-

.ment runways shall a[galy to all run-

ways which may be used for instrument
operations and to both ends of such
runways.

(2) width—The approach area is
symmetrically located with respect to
tl)l’e extended runway center line, and
for 21l instrument runways has a total
width of 1,000 feet {1,500 feet for regu-
lar Department of Defense Air Bases)
at the end adjacent to the runway.
The approach area flares uniformly to
a total width of 4,000 feet at the end
of the 10,000-foot section and to a total
width of 16,000 feet at the end of the
additional 40,000-foot section. For all
other runways not designated for in-
strument operation, the approach area
has a total width at the end adjacent
to the runway, and at the approach
end, respectively, as follows: For ex-
press air carrier service and larger air-
ports, 500 feet and 2500 feet; for trunk
line air carrier service airports, 400
feet and 2,400 feet: for feeder air car-
rier service airports, 300 feet and 2.300
feet; for secondary airports, 250 feet
and 2,250 feet and for personal airports,
200 feet and 2,200 feet.

(3) Slope—For instrument runways
the slope of the approach surface along
the runway center line extended is
50:1 (an elevation of 1 foot for each 50
feet of horizontal distance) for the
inner 10,000-foot section and 40:1 (an
elevation of 1 foot for each 40 feet of
horizontal distance) for the outer
40,000-foot section. All other runways,
not designated for instrument opera-
tion, which meet or exceed the min-
imum runway length requirements for
feeder air carrier service shall have a

THE CB§
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slope of 40:1, On airports with shorter
runway lengths than those specified for
feeder air carrier service, the slope of
the approach surface is 20:1 (an eleva-
tion of 1 foot for each 20 feet of hori-
zontal distance) for all runways.

(d) Comical Surface—The conical sur-
face is an imaginary surface through
the air space extending upward and
outward from the periphery of the
horizontal surface and having a slope
of 20:1 measured in a vertical plane
passing through the airport reference
peoint.  Measuring radially outward,
from the periphery of the horizontal
surface, the conical surface extends for
a horizontal distance of 7,000 feet for
intercontinental express airports, inter-
continental airports and Department of
Defense Air Bases; and 5,000 feet for
continental, express, trunk line and
feeder airports, and 3,000 feet for all
smaller airports.

(e) Designated Air Traffic Control
Areas—Areas established and desig-
nated by the Administrator of Civil
Aeronautics for air traffic control pur-
poses, Information concerning the lo-
cation of these areas can be obtained
from CAA publications and by con-
tacting the CAA regional. office:

(f) Established Airport Elevation—
The established elevation of the air-
port is the elevation of the highest
point of the usable landing area.

(g) Established Coastal Corridors—
Certain established corridors in which
low level flight is required for Depart-
ment of Defense and Coast Guard air
operations conducted from air stations
located within 20 statute miles of the
Atlantic, Pacific and Gulf Coast. These
corridors will be ten miles in width
extending from coastal air stations to
the nearby sea coast. Information with
respect to these established corridors
will be published along with the in-
formation on eivil airways.

(h) Civil Airways—A system of aerial
routes designated by the Administrator
of Civil Aeronautics for Air Navigation
and Traffic Control purposes. Informa-
tion concerning the location of civil
airways can be obtained from aero-
nautical charts, CAA publications. and
by contacting the CAA regional offices.

(i) Final Approach Minimum Flight
Altitnde—An altitude designated by ap-
propriate federal authority which is
normallv established from the highest
point within five statute miles of the
center line of the final approach course
of the radio facility used for final let-
down for an airport, and extending for
a distance of ten statute miles along
this course outward from the radio
facility. The radio facilities used for
final let-down and the final aporoach
minimum flight altitudes are published
in Instrument Approach and Landing
Charts and the Flight Information
Manual.

(j) Horizontal Surface—The horizon-
tal surface is an imaginary bplane
through the air space, circular in shape,
with its height 150 feet. above the estab-
lished airport elcvation and having a
radius from the airport reference point
as indicated in the following table:
Tnterrontinental avnrace air.

file improperly prepared applica-
tions and other papers, as well as
pleadings which are clearly dila-
tory.

But this is not the time for re-
criminations—this is the time for
resolutions. And, as one of my
1951 resolutions, I hereby resolve
that I shall continue my practice of
using every means at my disposal
to move all properly prepared mat-
ters through the Commission with
the greatest possible rapidity.

CANADIAN SALES
CKSO, CJRL Change Hands

CKS0 Sudbury, Ont., and the Sud-
bury Star, daily newspaper, have
been sold by the late W. E. Mason’s
estate to a group of Sudbury citi-
zens for $1,500,000. James R.
{/Ie:%kes, general manager of the

(m) Minimum Flight Altitude—Min-
imum altitudes designated by the Ad-
ministrator of Civil Aeronautics to pro-
vide aircraft a safe clearance of all
obstructions within the area designated.
The necessary information concerning
the locations of these areas and the
established minimum flight altitude can
be obtained from the CAA publications
and by contacting the CAA regional
offices.-

(n) Transitional surfaces—The transi-
tional surfaces are imaginary inclined
planes through the air space having
a slope of 7:1 (an elevation of 1 foot
for each 7 feet of horizontal distance)
measured upward and outward in a
vertical plane at right angles to the
axis of the runway. The transitional
surfaces, symmetrically located on
either side of the runway, extend up-
ward and- outward from a line on either
side of the runway which is parallel
to and level with the runway center
line. These parallel lines are at a
horizontal distance from the runway
center line equal to one-half of the
minimum width of the approach area
indicated in Section 17.2{c)(2). Transi-
tional surfaces extend from the edges
of all approach surfaces upward and
outward to the intersection with the
horizontal surface or the comnical sur-
face. The approach surfaces for instru-
ment rutiways projecting through and
beyond the limits of the conical surface
shall have T:1 transitional surfaces ex-
tending a distance of 5,000 feet meas-
ured horizontally from the edge of the
approach surfaces and at right angles
to the runway axis.
817.3—Form to be Used to Describe
Proposed Antenna Structures.

All applications for radio facilities
shall be accompanied by FCC Form
401A (revised) for services other than
broadcast* in all cases when:

(1) the antenna structures proposed
to be erected will exceed an over-all
height of 170 feet above ground level, or

(2) the antenna structures proposed
to be erected will exceed an over-all
height of one foot above ground for
each 200 feet of distance, or fraction
thereof, from the nearest boundary of
any landing area.
817.4—Commisston  Consideration of
Proposed Antenna Structure with re-
spect to possible hazard to air naviga-
tion.

{a) All applications which in the light
of the criteria set forth below require
aeronautical study will be referred by
the. Commission through appropriate
channels to the Airspace Subcommittee
of the Air Coordinating Committee for
its recommendation.

(b) All applications which do not re-
uire aeronautical study in view of
the criteria set forth below will be
deemed not to involve a hazard to air
navigation and will be considered by
the Commission without reference to
the Airspace Subcommittee of the Air
Coordinating Committee.

(€¢) Whenever a recommendation for
approval of any application that has
been submitted to the Airspace Sub-
committee of the Air Coordinating
Committee has been received from that -
Committee, the application will be
deemed not to involve a hazard to air
navigation and will be processed by the
Commission accordingly.

. (d) Whenever a report recommend-
ing denial of any application or any
report which indicates a lack of agree-
ment among the members of the Air-
space Subcommittee of the Air Coordi-.
nating Committee has been received
from that Committee, the applicant
will be so advised and 4hse CAammice



ASK INJUNCTION

In ‘Times-Picayune’ Case

A TEMPORARY injunction
against the New Orleans Times-
Picayune, respondent in an anti-
trust suit lodged by the govern-
ment last summer, was sought in
a motion filed last Tuesday in
Federal District Court, New Or-
leans.

The motion, which seeks either
an injunction or a partial summary
judgment, asked the court to decree
that the Times-Picayune Publish-
ing Co. “be perpetually enjoined
from offering. combination or unit
rates” for certain advertising in
the daily ZTimes-Picayune and
afterncon New Orleans States.

The action represented an in-
terim move by U. S. Attorney John
McKay in a case involving publica-
tion of the two newspapers but not
the company’s radio interests,
WTPS-AM-FM New Orleans. The
suit, reminiscent of FCC’s duopoly
broadcasting rule, is being watched
closely, however, by FCC legal
authorities and newspaper-owned
stations [BROADCASTING ® TELE-
CASTING, Oct. 2, June 19, 1950].

The Justice Dept. suit is aimed
partly at alleged practices involv-
ing all “combination” rates, charg-
ing in this case that the company
used its two papers to attain
monopoly at the expense of the
competing New Orleans Item. The
company has denied charges of
anti-trust action and monopolistic
practices.

Attorney McKay’s motion added
that if the request is not granted,
the court should issue an order,
“pending final determination of the
merits of the complaint, tempor-
arily restraining the company from
adhering to certain advertising
contracts.”

Also filed with the district court
was an affidavit signed by David
Stern, publisher of the Item, and
George Nelson, Item executive,
which charged that combination
rate selling has caused that news-
paper to “operate on greatly re-
duced revenues and at substantial
operating losses.”

Officials of the Times-Picayune
Publishing Co. contend that such
procedures are generally utilized in
the newspaper filed and do not
violate the anti-trust law.

FCC normally has not acted
against licensees charged with anti-
trust viclations unless the suits
ended in convictions or consent de-
crees, nor has it clarified its policy
generally with respect to such
cases.

Ethan Allen

FUNERAL services were held in
Santa Rosa, Calif ., for Ethan Allen,
40, West Coast. advertising and
radio man who died Dec. 19 after
an illness of almost a year. Mr.
Allen retired from BBDO, San
Francisco, last February and moved
to Santa Rosa in an attempt to re-
gain his failing health. He is
survived by his widow, Elizabeth,
and four children.
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HYDE APPEARS

Testifies on Wire Tapping

FCC Comr. Rosel II. Hyde ap-
peared Dec. 20 before the Sen-
ate Committee on the District of
Columbia concerning S 4154, a
bill making any wire tapping un-
lawful in D. C. except by a law
enforcement officer acting under
court warrant. The bill was in-
troduced by Sen. Matthew M.
Neely (D-W. Va.), committee
chairman.

Comr. Hyde said FCC wished to
take no position on the issue but
explained Sec. 605 of the Com-
munications Act contains a gen-
eral prohibition against unau-
thorized interception and divulg-
ence or use of wire or radio com-
munications of a private nature.
He said also the Supreme Court in
the 1937 Nardone case ruled gov-
ernment employes, including law
enforcement officers, were included
in the prohibition under Sec. 605.

The question of relaxing provi-
sions of Sec. 605, Comr, Hyde said,
rests with Congress since wire
tapping is ‘“‘clearly as great as in-
vasion of a citizen’s basic rights
of privacy as any search of his
home or person.” He felt neces-
sary some provision of safegaurd
such as the proposed requirement
for a court warrant to wire tap.
Comr. Hyde recalled a number of
bills similar to S 4154 have been
proposed, particularly relating to
national defense or kidnapping.

Rep. Kenneth B. Keating (R-
N. Y.) introduced a comparahle
measure in the House, HR 9929, a
bill to authorize acquisition and
interception of communications in
the interest of national security.

RCA announces new high-fidelity tape
recorder designed to meet exacting
broadcasting requirements. RCA type
RT-11A magnetic tape recorder is
suitable for all sizes of AM, FM and
TV stations, firm says.

Radio-TV Specialists

DEPT. CF DEFENSE officials re-
vealed last week that the military
establishment Kas availabilities in
its radio-TV branch for Naval Re-
serve commissioned officers who
wish to return to active-duty. Po-
sitions are open for radis-TV
writing and production specialists
as well as for reporters interested
in recording documentaries outside
of Washington for the department.
Qualifications include network or
large station writing production
experience and special events back-
ground, but are not limited to those
factors, it was stressed. Naval re-
serve officers are not presently sub-
ject to involuntary recall. Appli-
cants should contact Chief of In-
formation, Navy Dept., or the Di-
rector of Information, Office of the
Secretary of Defense, Dept. of
Defense, Washington, giving back-
ground experience and service
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SUB-FART A
GENERAL INFORMATION
Bi%.1—Haxis and Purpose

{al Thess rules are issued pursuant
Ea tle auihecity contained in Title 3
of the Cpmmunications Act of 1934, as
amended, which vests authority in the
Federal Communications Commission to
issue licenses for radio stations when it
is found that the public interest, con-
venience or necessity would be served
thereby, and to require the painting
and/or illumination of radio towers if
and when in its judgment such towers
constitute, or there is a reasonable pos-
sibility that they may constitute, a
menace to air navigation.

(b) The purpose of these rules is to
prescribe certain procedures and stand-
ards with respect to the Commission’'s
consideration of wifroposed antenna
structures which 1 serve as a guide
to persons intending to apply for radio
station licenses. The standards have
been worked out in conjunction with
the Civil Aeronautics Administration,
the Department of Defense and other
Government agencies.

817.2—Definitions

(a) Airport Reference Point. The air-
port reference point is a point selected
and marked at the approximate center
of the airport landing area.

(b) Antenna structures. The term
"antenna structures” includes the radi-
ating system and its supporting strue-
tures.

{c) Approach Surfaces and@ Approach
JAreas. The ?gproach surface is an
imaginary inclined plane through the
air space located directly above the
approach area. The dimensions of the
approach area are measured hori-
zontally. This inclined plane extends
upward and outward from the begin-

ng of the approach area starting at
the elevation of the runway end.

(1) Length—The approach area has a
length of 10,000 feet beginning 200 feet
{1,000 feet for regular Department of
Defense Air Bases) from the end of
each runway and extending outward
ending at a point 10,200 feet (11,000
feet for regular Department of Defense
Air Bases) from the end of the runway
on the e ded center line of the run-
way. In addition the approach areas of

-

Rules Concerning The Construction, Marking
and Lighting Of Antenna Towers and Sup-

porting Structures
(See separate story this issue)

all runways which may be used for in-
strument operation shall extend out-
ward an additional 40,000 feet. The ap-
proach area requirements for instru-

.ment runways shall a]:lply to all run-

ways which may be used for instrument
operations and to both ends of such
runways.

(2) Width—The approach area is
symmetrically located with respect to
the extended runway center line, and
for all instrument runways has a total
width of 1,000 feet (1,500 feet for regu-
lar Department of Defense Air Bases)
at the end adjacent to the runway.

The approach area fiares uniformly to

a total width of 4,000 feet at the end
of the 10,000-foot section and to a total
width of 16,000 feet at the end of the
additional 40,000-foot section. For all
other runways not designated for in-
strument operation, the approach area
has a total width at the end adjacent
to the runway, and at the ag‘proach
end, respectively, as follows: For ex-
press air carrier service ?nd larger air-

, 500 feet and 2,500 feet; for trunk
ﬁ?le air carrier service airports, 400
feet and 2,400 feet; for feeder air car-
rier service airports, 300 feet and 2.300
feet; for secondarfy airports, 250 feet
and 2,250 feet and for personal airports,
200 feet and 2,200 feet.'

(3) Slope—For instrument runways
the slope of the approach surface along
the runway center line extended is
50:1 (an elevation of 1 foot for each 50
feet of horizontal distance) for the
inner 10,000-foot section and 40:1 (an
elevation of 1 foot for each 40 feet of
horizontal distance) for the outer
40,000-foot section. All other runways,
not designated for instrument opera-
tion, which meet or exceed the min-
imum runway length requirements for
feeder air carrier service shall have a

—
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slope of 40:1. On airports with shorter
runway lengths than those specified for
feeder afr carrier service, the slope of
the apfproach surface is 20:1 (an eleva-
tion of 1 foot for each 20 feet of hori-
zontal distance) for all runways.

(d) Conical Surface—The conical sur-
face i an imaginary surface through
the air space extendi upward and
outward from the periphery of the
horizontal surface and having a slope
of 20:1 measured In a vertical plane
passing through the airport reference

oint. Measuring radially outward,
rom the periphery of the horizontal
surface, the conical surface extends for

a horizontal distance of 7,000 feet for -

intercontinental express airports, inter-
continental airports and Department of
Defense Air Bases; and 5,000 feet for
continental, express, trunk line and
feeder airports, and 3,000 feet for all
smaller afrports.

(e) Designated Air Traffic Control
Areas—Areas established and desig-
nated b{r the Administrator of Civil
Aeronautics for air traffic control pur-
poses. Information concerning the lo-
cation of these areas can be obtained
from CAA publications and by con-
tacting the CAA regional office;

(f) Established Airport Elevation—
The established elevation of the air-
port is the elevation of the highest
peint of the usable landing area.

(g) Established Coastal Corridors—
Certain established corriders in which
low level flight is required for Depart-
ment of Defense and Coast Guard air
operations conducted from air stations
located within 20 statute miles of the
Atlantic, Pacific and Gulf Coast. These
corridors will be ten miles in width
extending  from coastal air stations to
the nearby sea coast. Information with
respect to these established corridors
will be published along with the in-
formation on civil airways.

(h) Civil Airways—A system of aerial
routes designated by the Administrator
of Civil Aeronautics for Air Navigation
and Traffic Control purposes. Informa-
tion concerning the location of civil
airways can be obtained from aero-
nautical charts, CAA publications, and
by contacting the CAA regional offices.

(i) Final Approach Minimum Flight
Altitude—An altitude designated by ap-
propriate federal authority which is
normallv established from the highest
point within five statute miles of the
center line of the final approach course
of the radio facility used for final let-
down for an airport, and extending for
a distance of ten statute miles along
this course outward from the radio
facility. The radio facilities used for
final let-down and the final aporoach
minimum fight altitudes are published
in Instrument Approach and Landing
Charts and the Flight Information
Manual.

(i} Horizontal Surface—The horizon-
tal surface an imaginary plane
throuﬁn the air space, circular in shape,
with its height 150 feet above the estab-
lished airport elevation and having a
radius from the airport reference point
as indicated in the following table:

Intercontinental express air-

ports and Department of

Defense Afr Bases ......,. 13,000 feet
Intercontinental airports.... 11,500 feet
Continental Airports.... 10,000 feet
Express airports .. .. 8,500 feet
Trunk Line airports 7.000 feet
Feeder airports .. .. 6,000 feet
All smaller airports ........ 5.000 feet

The categorv of every airport in ac-
cordance with the above classification
is designated by the Administrator of
Civil Aeronauties.

(k) Instrument Approach Area—An
approach area where instrument ap-
proaches are authorized. The dimen-
sions of the approach area and instru-
ment approach area are contained in
Section 17.2 (c¢).

(1) Landing Area—A landing area
means any locality, either of land or
water, including airports and interme-
diate landing fields, which is used, or
approved for use!, for the landing and
take-off of aircraft whether or not fa-
cilities are provided for the shelter,
servicing, or repair of aircraft, or for
receiving or discharging passengers or
cargo.

BROADCASTING o

(m) Minimum Flight sititude—Min-
imum altitudes designatcd by the Ad-
ministrator of Civil Aeronautics to pro-
vide aircraft a safe. clearance of all
ohstructions within the area designated.
The necessary information concerning
the locations of these areas and the
established minimum fiight altitude can
be obtained from the CAA publications
aﬁ"ii by contacting the CAA reglonal
offices..

(n) Transitional surfaces—The transi-
tional surfaces are imaginary inclined
planes through the air space having
a slope of 7:1 (an elevation of 1 foot
for each 7 feet of horizontal distance)
measured Upward and outward in a
vertical plane at right angles to the
axis of the runway. The transitional
surfaces, symmetrically located on
either side of the runway, extend up-
ward and outward from a line on either
side of the runway which is parallel
to and level with the runway center
line. These parallel lines are at a
horizontal distance from the runway
center line equal to one-half of the
minimum width of the approach area
indicated in Sectlon 17.2{(¢)(2). 'Transi-
tional surfaces extend from the edges
of all apProach surfaces upward and
outward to the intersection with the
horizontal surface or the conical sur-
face. The approach surfaces for instru-
ment runways grojecting through and
beyond the limits of the conical surface
shall have 7:1 transitional” surfaces ex-
tending a distance of 5,000 feet meas-
ured horizontally from the edge of the
approach surfaces and at right angles
t0 the runway axis.
817.3—Form to be Used to Describe
Proposed Antenna Structures.

All applications for radio facilities
shall be accompanied by FCC Form
401A (revised) for services other than
broadcast* in all cases when:

(1) the antenna structures proposed
to be erected will exceed an over-all
height of 170 feet above ground level, or

(2) the antenna structures proposed

to be erected will exceed an over-all
helﬁht of one foot above ground for
each 200 feet of distance, or fraction
thereof, from the nearest boundary of
any landing area.
§17.4—Commission  Consideration of
Proposed Antenna Strupcture with re-
spect to possible hazard to air naviga-
tion.

(a} All applications which in the light
of the criteria get forth below require
aeronautical study will be referred by
the Commission through appropriate
channels to the Airspace Subcommittee
of the Air Coordinating Committee for
its recommendation.

(b) All applications which do not re-
tﬁxire aeronautical study in view of
the criterla set forth below will be
deemed not to involve a hazard to air
navigation and will be considered by
the Commission without reference to
the Airspace Subcommittee of the Air
Coordinating Committee.

(¢) Whenever a recommendation for
approval of any application that has
been submitted to e Airspace Sub-
committee of the Air Coordinatin
Committee has been received from tha
Committee, the application will be
deemed not to involve a hazard to air
navigation and will be processed by the
Commission accordingly.

. {d) Whenever a report recommend-
ing denial of any application or any
report which indicates a lack of agree-
ment among the members of the Air-
space Subcommittee of the Air Coordi-
nating Committee has been received
from that Committee, the applicant
will be so advised and the Commis-
sion will take such further action as
might be appropriate,

SUB-PART B
ANTENNA CRITERIA

817.11—Antenna Structures over
feet in height.

Antenna structures over 500 feet in
height above the ground will require
special -aeronautical study irrespective
of their location. :
§17.12—Antenna Structures over 170
feet up to and including 500 feet in
height.

Antenna structures over 170 feet up
to and including 500 feet in height
above the ground will not require spe-

500

*Considerstion to aeronautical facilities
not in existence at the time of the fil-
ing of the application for radio facili-
tles will be given only when proposed
airport construction or improvement
plans are on file with the CAA as of the
filing date of the application for such
radio facilities. .

*FCC Form 301, Section V-G (antenna)
shall be submitted with all broadcast
applications.

Telecasting
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glal aercnauticonl study except:

{a) Where aotenna Sstrusturss  less
than 500 feet in height would necessi-
tate the raising of the miinimum flight
altitude within the Civil Airways and
designated air traffic control areas in
the country.

(b) In areas of established coastal
corridors.

(¢) Where the antenna structure
would project above the landing aresa,
or the limiting heights or surfaces,
specified in Section 17.15, of all airports
now in existence or provided for in ap-
proved plans!.

§17.13—Antenna Structures 170 feet in
height and under.

. Antenna structures 170 feet and
under in height above the ground will
not require special aeronautical study,
except in the areas outlined in Section
§17.14—Certain Antenna Structures Ex-
empt from special aeronautical study.

Antenna structures mounted on top
of natural formations or existing man-
made structures will not require spe-
cial aeronautical study, if, as a result
of such mounting, the over-all height
of such natural formationg or existing
man-made structures has not incressed
more than 20 feet.

§17.15—Antenna Structures in airports
and approach areas.

Antenna structures in the vicinity of
airports and approach areas will re-
quire aeronautical study if they project
above the following heights above

ound or surfaces (in case of conflict
he lowest height will prevail).

(a) In instrument approach areas,
more than 100 feet above the ground
or 100 feet above the elevation of the
approach end of the runway, which-
ever gives the higher elevation of the
structure, within three statute miles of
the runway end, and increasing in
hel%ht above ground in the proportion
of 25 feet for each additional statute
mile of distance outward from the run-
way but not to exceed 250 feet within
ten miles of the runway end. The ap-
proach area requirements for instru-
ment runways shall apply to both ends
of such runways.

(b) More than 170 feet above the
ground or the established airport eleva-
fion, whichever gives the higher ele-
vation of the structure within three
statute miles of the reference point of
a feeder or larger class airport and in-
creasing in height above ground in the
porportion of 100 feet for each addi-
tional statute mile of distance from
the airport hut not to exceed a max-
imum of 500 feet above ground.

{c) Antenna structures of an eleva-
tion which would increase the final ap-
proach minimum flight altitude.

(d) In addition to the requirements
mentioned above, antenna structures
which project ahove the landing area
or any of the following imaginary sur-
faces will require special aeronautical
study:

(1) Approach surface
(2) Horizontal surface
(3) Conical surface

(4) Transitional Surface

(e) Under most conditions. the limits
prescribed in paragraphs (a), (b) and
(c) above will be the determining fac-
tor. However, in the areas immediately
adjacent to the runways and under
certain conditions where the terrain
rises rapidly in the airport area, the
surfaces specified in ?arag_raph (d)
above become a more limiting factor

iSee footnote 1, under section 17.2 (I).

from the absolute height of require-
ments.

£17.16—Shielded Antenna Structures.

In any special aeronautical study
conducted under the provisions of this
Sub-Part, the circumstances that the
antenna structure will be shielded by
natural formations or existing man-
made structures will be taken into
account.

817.17—Existing Structures.

(a) Nothing in these criteria concern-
ing antenna structures or locations
shall apply to those structures now ex-
isting or to those structures authorized
prior to the effective date of these
criteria.

{b) No change in any of these criteria
or relocation of airports shall at any
time impose a new restriction upon any
then existing or authorized antenna
structure or structures.

SUB-PART C
ANTENNA MARKING
SPECIFICATIONS

§17.21—Painting and lighting, when re-
quired.

Antenna - Structures shall be painted
and lighted when:

(a). They require special aeronautical
study; or

(b) They exceed 170 feet in height
above the ground.

(¢) The Commission may modify the
above requirement for painting and/or
lighting of antenna structures, when
it is shown by the applicant that the
absence of such marking would not
impair the safety of air navigation,
or that a lesser mark requirement
would insure the safety thereof.

§17.22—Particular specifications to be
used.

(a) Where special aeronautical stud:
is not required, the Commission will
assign painting and lighting specifica-
tions as set forth hereafter.

(b) Where special aeronautical study
is required, the Commission will, in 50
far as is consistent with the safety
of life and property in the air, also
assign painting and lighting specifica-
tions listed hereafter.

(c) However, where antenna installa-
tions are of such a nature that their
painting and lighting in accordance
with these specifications are confusing
or endanger rather than assist airmen,
the Commission will specify the type
of painting and lighting to be used
in the individual situation.
§17.23—Antenna structures 100 feet and
under in height.

(a) Antenna structures 100 feef and
under in height above the ground, lo-
cated in areas set forth in Section
17.15 of these rules shall be painted and
lighted as follows:

(1) The structure shall be inted
throughout its hei%ht with alternate
bands of international orange and
white, terminating with international
orange bands at both top and bottom.
The width of the international orange
bands shall be approximately one-
seventh the height of the structure and
the white bands shall be approximately
one-half of the width of the interna-
tional orange bands, provided, the in-
ternational orange bands shall not be
more than 40 feet nor less than 5 feet
in width.

(2) The number of bands may be re-
duced for structures less than 35 feet
in height but the minimum width of
5 feet for each international orange
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‘Cisco Kid' in Comics

PRODUCTION of a “Cisco
Kid” comie strip by King
Features Syndicate has been
licensed by Frederic W. Ziv
Co. and ‘its affiliate, Cisco
Kid Products Inc. Tie-ins
with TV, radio and movies,
rights to which they also
own, are to be arranged. The
strip, which it was announced
has been sold to 10 news-
papers, will appear Jan. 15.
Artist will be Jose Luis
Salinas of Buenos Aires.
John L. Sinn of Ziv and
Ward Greene of King Fea-
tures made the arrange-
ments.

band shall he maintained.

. {3) For night marking there shall be
installed at the top of the tower two
100 or 1l1-watt lamps (#100-A21/TS or
1111-A21/TS, respectively), enclosed in
aviation red Fresnel or prismatic (heat
resisting &z;eferred) obstruction light
globes. e two lights shall burn
simultaneously and shall be positioned
SO as insure unobstruct visibility
of at least one of the lights from air-
craft at any angle of approach.

§17.24—Antenna structures above 100
feet up to and ineluding 170 feet in
height.

(a) Antenna structures above 100 feet
ugoto and including 170 feet in height
above the ground located in areas set
forth in Section 17.15 of these rules
shall be painted and lighted as follows:

(1) The structure shall be painted
throughout its height with alternate
bands of international orange and
white, terminating with international
orange hands at both top and bottom.
The width of the international orange
bands shall be approximately one-
seventh the height of the structure and
the white bands shall be approximately
one-half the width of the infernational
orange bands.

(2) For night marking there shall be
installed at the top of the tower at
least two 100 or 1lll-watt lamps ($£100
A21/TS or f111 A21/TS, respectively)
enclosed in aviation red Fresnel or
prismatic (heat resisting preferred) ob-
struction light uilobes. The two lights
shall burn simultaneously and shall be
positioned so as to insure unobstructed
visibility of at least one of the lights
from aircraft at any angle of approach.

3) On levels at approximately two-
ds and one-third of the over-all
height of the tower, there shall be in-
stalled at least two 100 or 1ll-watt
lamps (100 A21/TS or {111 AZ21/TS,
respectively) enclosed in aviation red
Fresnel or prismatic (heat resisting
referred) obstruction light globes.
ach light shall be mounted so as to
insure unobstructed visibili of at
least one light on each level from air-
craft at any angle of approach.

$11.25—Antenna structures over 170
feet up to and Including 400 feet in
height.

(a) Antenna structures over 170 feet
ug to and including 400 feet in height
above the ground shall be painted and
lighted as follows:

(1) The structure shall be painted
throughout its height with alternate
ban of international orange and
white, terminating with international
orange bands at hoth top and hottom.
The width of the international orange
bands shall be apfproximately one-
seventh the height o
the white bands shall be approximately
one-~half the width of the international
oran%e bands, provided, the interna-
tional orange bands shall not be more
than 40 feet.

. (2) For night markin% there shall be
installed at the top of the structure
one 300 m/m electric code beacon
equipped with two 500 or 620-watt
lamps (PS-40, Code Beacon type), both
lamps to burn simultaneously, and
equipped with aviation red color filters.
Where a rod or other construction of
not more than 20 feet in height and
incapable of supporting this beacon is
mounted on top of the structure and it
is determined that this additional con-
struction does not permit unobstructed
visibility of the code beacon from air-
craft at any angle of approach, there

(Continued on page 45)

the structure and

Radio

Market Data
for
Oakland,
California

How many people?

There are 3 million people in
the coverage area of KLX, the
top station in Hooper ratings.
KLX claims only 600,000 as
steady listeners.

2. How rich are they?

Oakland area radio listeners
spend 100 million for drugs,
1 billion for food, 1/2 billion
for general merchandise, 1/4
of a billion for radios, TV and
furniture.

What does Hooper say?

KLX leads all independent
San Francisco and Oakland
radio stations in the Oakland
Hooper...and often leads in
all six periods!

4. Do San Francisco Inde-
pendents cover Oakland?

No, these stations reach only
15% to 35% of the Oakland au-
dience that KLX covers. You
can check this by adding the -
Hooper share of audience fig-
ures for all six periods.

5- What about KLX results
...and promotion?

Just send for successstories on
your field. Also, KLX has won
7 national awards for sound
promotion.

KLX

TRIBUNE TOWER = CAKLAND, CALIFORNIA

Represented Nationally by
BURN-SMITH CO,, INC.
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THE LATEST WCKY STORY

SO IT'S IMPACT YOU WANT

WCKY'S JAMBOREE"
|
‘ PULLS

55,088 ORDERS |

I IN ] &
I ONE WEEK
ll THE GREATEST MAIL WEEK IN WCKY HISTORY
*No Mirrors, Cameras, Production Crews, Directors,
i Film or Headaches — JUST WCK Y

INVEST YOUR AD DOLLAR WCKY's-LY




e
THE LATEST WCKY STORY

BMB PROVED IT

NOW MAIL CONFIRMS IT

WCKY has more families listening 3 to 7 times per
week in the 10 Southern States than any other station
serving this area.

Let us show you how to get a big IMPACT
on a small budget.

WCKY=on the air everywhere 24 hours a day 7 days a week,
365 days a year, with a 1951 General Electric transmitter.

Call Colleet: Tom Welstead
Easfern Sales Manager ’
53 E. 51st St., # & :

New York City

Phone: Eldorado 5-1127
TWX: NY 1-1688
or

C. H. “Top” Topmiller
Cincinnati

Phone: Cherry 6565 c l N c I N N A T l

TWX: Ci, 281

FIFTY THOUSAND WATTS OF SELLING POWER

R .
— -
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New Year’s, 1951

NEW YEAR'S, 1951, is ushered in on as
somber a note as any in the glorious 175-year
history of the nation.

For the broadcasting arts—radio and TV—
the national welfare has the right of way.
Radio simply picks up where it left off in
1946. For TV, it’s boot-training, but since
TV is largely in the hands of broadcasters
who won their chevrons in World War II,
the transition shouldn’t be tough.

How do the leaders among advertisers,
agencies, stations, representatives, research-
ers, view the national scene as it applies to
radio-TV? We rounded up the opinions of
nearly 500 of them for the last two issues.

There are horrendous stories about radio
and TV being taken over by the military—
stories out of whole cloth. The effort is to
take steps so that these services can continue
operating, but in a manner that will make
our shores least susceptible to enemy attack.
There were lessons learned in the last war, but
modern warfare entails new techniques. You
just don't tell your enemies what you're doing.

Certain things are evident in this state of
national emergency. First, it’'s clear that
business should be good. That’s just one of
the paradoxes of this war—or preparing-for-
war—business. Radio shouldn’t forget the
onslaughts of the advertisers trying to beat
down costs. But radio can eschew the buck
fever that heretofore has permeated its ranks.
TV, on the other hand, probably will be hard
put to accommodate the business offered.

TV will have other problems. It’s doubted
whether any substantial number of new out-
lets will take the air for the foreseeable future.
Even if the FCC completes its allocations
hearings as scheduled, in April, and proposes
to resume licensing in July, chances are that
an equipment freeze will be imposed. This
would preclude licensing of any new stations,
except possibly where there is no contest, and
where the applicant has all of his equipment
and is ready to go. AM and FM likewise are
destined to be caught in an equipment freeze,
with new stations or improved facilities to
be authorized only where the defense author-
ities certify the additional service is essential.

The task will be to maintain existing opera-
tions by providing adequate allocations of
tubes and parts—and of maintaining in the
hands of 'the public an adequate supply of
working radic and TV receivers. Even in
these times, there are areas where it’s difficult
to get proper TV service. When the drain on
manpower worsens, the problem of TV serv-
icing may become critical.

An indication of the advertiser-agency ap-
proach to the redio versus TV dilemma is
given by Tom Harrington, partner of Ted
Bates. He says that if industry goes full-scale
into defense “the day of the 20 million TV
receivers may indeed be far off and the scram-
ble to return to radio will be a rout, not a
retreat.”

The New Year’s resolution of the mass

broadeast media, then, should be to:

Maintain loyal manpower (screen every

employe)

Conserve equipment

Program discreetly

Work closely with federal and local de-

fense authorities, and

Prepare for the day you hope will never

come.
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Sports A-Field

STRAWS in the sports show wind:

Movie moguls have set their sights on big
spectacle sports events like the World Series
and championship boxing bouts to pull more
patrons into half-empty theatres. This time
they are aiming at television and radio too.
They want big screen telecast exclusives.

Commissioner Chandler has sold the radio
and television rights to the World Series and
All-Star games for the next six years for
$7,370,000. In 1950 combined radio and TV
rights for the Series brought $975,000.

The Big Ten, most professional football and
some boxing clubs are restricting or banning
telecasts this year—arguing that fans will not
come to an exhibition they can see in the
comfort of their own homes. Some minor
league baseball clubs say it is radio, more than
television, that is hurting their gates.

A winning team draws crowds. Losers don’t.
Radio or TV will not change that fact. Since
there must be.more losers than winners in the
finals, there are always sports promoters
looking for an alibi—and it is currently fash-
ionable to turn to TV and radio.

An exhaustive baseball survey by Jerry N.
Jordan, author of a sports study last spring
[BROADCASTING ® TELECASTING, May 15, 1950]
was reported in BROADCASTING ® TELECASTING
Nov. 20. This study showed conclusively that
televised baseball clubs had a relatively better
attendance than clubs having no TV.

It is true that some fans listen to their
radios or watch their TV screens rather than
go to a sports event. But it is also true that
many others begin listening or looking who
seldom, if ever, have gone near a football
stadium, a baseball diamond or a boxing ring.

Both radio and TV stimulate interest where
none existed before. Big time sports owe their
life to publicity. There are no better media
for that publicity than radio and TV.

It’s a short-sighted sports group that cuts
its show from the radio-TV limelight. Once
out, it may be hard to get back.

We’ll make a long range prediction. When
the Gillette-World Series $7-million-dollar-plus
package deal expires six years hence, baseball
will be buying its time on both AM and TV.

It Had to Happen

IT HAD to happen. It did down in Dallas.

“Can you look at television and read at the
same time? The question was posed by the
Dallas Morning News in a display ad spotted
in its classified ad section. And it gave its
own answer—a vociferous “No.”

“All over the country,” said the copy, ‘“tele-
vision is cutting into the reading time of
evening newspapers to such an extent that
advertising is seriously affected.”

The Morning News, a pioneer in radio with
WFAA, also has a TV outlet, WFAA-TV. So
does its afternoon competitor, the Times-
Herald, which operates KRLD and KRLD-TV.
And there’s competition in nearby Fort Worth,
where the Star-Telegram operates WBAP and
WBAP-TV.

As far as we're aware, this is the first
“break” on the effect of TV on newspaper
readership. A number of confidential surveys
in TV markets indicate that afternoon reader-
ship has been affected from 20% to 35%.

The question arises as to how long that
story will hold. Agencies and advertisers, as
well as telecasters, foresee growth in daytime
TV that will equal the rapid expansion of
nighttime TV last year.

Maybe, with the resurgence of radio, and
imminent paper rationing, the newspapers—
morning and afternoon—won’t covet added
circulation or readership anyway.

@~ our respects fo:

RICHARD MONROE FAIRBANKS

ICHARD MONROE FAIRBANKS' faith
R in broadcasting dates back to 1932 when

he emerged from Sheffield Scientific
School at Yale, but it took him 15 years of
involved maneuvering through the intricacies
of the newspaper business and the Navy before
he “arrived.”

When he did arrive it was with a bang. In
1947 he was named to his present position,
president of WIBC Indianapolis, and in two
years had built and put into operation the
only 50 kw operation in Indiana.

In 1932 Mr. Fairbanks spent several months
endeavoring to form a group to purchase the
then WKBF Indianapolis which was for sale
at the time. Fresh from school, he was imbued
with the desire to go on his own, and that
growing young giant the radio industry was
beginning to loom as a great medium of
advertising.

His desire to purchase WKBF was thwarted.
In the judgment of the parties he had tried
to interest in the venture, the young entre-
preneur lacked two essentials to the success
of the project—money and radio operating
experience.

As second choite Mr. Fairbanks accepted
a spot as cub reporter on the Indianapolis
News, progressing through various phases,
including copy desk, sports reporting (where
he picked up a byline), financial editing, and
eventually assistant managing editor. Young
Fairbanks, however, never lost his enthusiasm
for radio. At every opportunity he urged the
management of the News to consider the ad-
vantages of radio station ownership and man-
agement.

His urging bore “fruit and during the war,
the News purchased WIBC. The paper’s ac-
quisition of a radio station, although at Mr.
Fairbanks’ behest, did him little immediate
good. By 1941 the direction of his career had
changed to the Navv. and zighi arter Pearl
Harbor as & Naval Reserve officer he was
called to active service. The end of the war
found Lt. Col. Dick Fairbanks on Guam as a
public relations officer on the staff of Admiral
Nimitz. He returned to civilian life in 1945.

Because of his keen interest in radio the
News management had placed Mr. Fairbanks
on the board of directors of WIBC while he
was in the Navy. The directorship entailed
no special duties in station operation so Mr.
Fairbanks forsook Indianapolis for Miami,
Fla. He served on the advertising staff of the
Miami Daily News until 1947, at which time
he returned to Indiana when offered the pres-
idency of WIBC.

From then on, as Mr. Fairbanks puts it, °

(Continued on page 46)
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More Italians™ Listen to

than any other
New York Station

(Network or Independent)

In The Vital Selling
Hours of 9 AM to 7 PM
The Fall 1950 Pulse
Shows...

WOV’s average rating is 10.2,
a 6% INCREASE over Fall 1949
—while the nearest competing

station in the Italian field has
an average rating.of only 3.8,
a DECREASE of 29%.

*2,100,000

ltalian-Americans Live and Buy in
the Greater New York area.

730 FIFTH AVE., NEW YORK 19
ROME STUDIOS: VIA di PORTA PINCIANA 4

This dominance is firmly
founded onWOV’s unequalled
ltalian language program
service—providing nefwork
quality entertainment and
news coverage from studios
both in New York and Rome,
Italy...with the showmanship
and drive that sell!

National Representative: John E. Pearson Co.

BROADCASTING * Telecasting
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front office

ACK HARRIS, general manager KPRC-AM-TV Houston, elected

a director of Houston Post, parent company. Col. Harris, former
Army Radio Division Chief, joined KPRC in 1947. He
had come up through the ranks at WSM Nashville.

_—

RALPH J. CORDINER, executive vice president Gen-
eral Electric, elected president succeeding CHARLES
E. WILSON [BROADCASTING ® TELECASTING, Dec. 18,
19560].

ROBERT H. HINCKLEY, ABC Washington vice pres-
ident, moves his offices to 1781 L St. N.W.

Mr. Harris

RALPH W, NIMMONS, assistant manager WFAA-AM-TV Dallas, ap-
pointed station manager for WFAA-TV. ALEX KEESE, regional sales
manager, appointed assistant manager; he will continue his duties as
regional sales manager. GEORGE K., UTLEY, radio sales staff, will
replace Mr. Nimmons in radio sales and also continue to handle national
sales for station. BERT MITCHELL will assist Mr. Nimmons. HILDA
LeBLANC CHASE and TOM BROWN to sales staff.

JOSEPH GOODFELLOW, account executive WNBC New York, and
GEORGE DIETRICH, general manager Radiotime Inc., Chicago, ap-
pointed radio account executives for NBC Spot Sales Dept., N. Y.
ROY W. PARKER appeinted sales service representative WINO West
Palm Beach, Fla.

VANCE HERROLD, KREI Farmington, Mo., to sales staff WIL St. Louis.

FRANK CUNNINGHAM appointed manager KPAS Banning, Calif., re-
placing WILLIAM T. SMITH resigned.

LARRY ISRAEL, sale director WDTV (TV) Pittsburgh, appointed di-
rector of operations. JIMIE SPANOS will assist him in his new duties.

FRED LeMIEUX appointed general manager KOGT Orange, Tex.

BUDDY STARCHER, WCAU Philadelphia, appointed managing director
WAUL Apollo, Pa.

CKNW New Westminster, B. C., announces following staff promotions
effective today (Jan. 1): PHIL BALDWIN appointed national advertising
director; HUGH WALLACE appointed local sales manager in New
Westminster, and AL KLENMAN appointed local sales manager in
Vancouver office.

TED SWIFT appointed general manager WTAO and WXHR (FM) Cam-
bridge, Mass. Was with WEEI Boston, CBS Radio Sales and WNEB
Worchester.

WAYNE J. HATCHETT, chief engineer KJFJ Webster City, Iowa, ap-
pointed general manager,

T

SO IT'S IMPACT YOU WANT!

9 See Centerspread This Issue <@
ON THE AIR EVERYWHERE 24 HOURS A DAY

LEI, e
WCKY

CINCINNATI

50,000 WATTS OF SELLING POWER
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JAMES F. McKERNAN, co-manager and chief engineer WTWN St.
Johnsbury, Vt., resigns. E. DEAN FINNEY, president and co-manager,
appointed general manager and president. RICHARD M. ADAMS,
salesman, appointed assistant manager.

HARRIS L. UMSTEAD, commercial manager WAZF Yazoo City, Miss.,
appointed station manager.

ESTEL FREEMAN, continuity department WFBM Indianapolis, ap-
pointed night operations manager for WFBM-AM-TV.

ROY SINOR, general manager KROP Brawley, Calif., appointed vice
president in charge of sales for Broadeasting Corp. of America and its
five Southern California stations,

WILL DOUGHERTY, account executive and program consultant WSRS
Cleveland, appointed assistant sales. manager assuming direction of
programs, announcers and traffic.

peinﬂle e o o

LEWIS TIERNEY, president Tierney Co. (WCIIS Charleston, W. Va.),
appointed chairman of U.S. Treasury’s Saving Bond Committee for West
Virginia. . . . MORTIMER HALL, administrative staff KLAC Los An-
geles, and Ruth Roman, film actress, anncunced marriage. Mr. Hall
is son of Mrs. Dorothy Schiff, owner KLAC-AM-TV and KYA San
Francisco and publisher of New York Post. . . . ROBERT W. CLARK,
manager KNBH (TV) Hollywood, elected secretary-treasurer Society
of Television Engineers, effective Jan. 1. ... CHARLES BLACK, account
executive KTTV (TV) Los Angeles, and Shirley Temple, film actress,
announce marriage. . . . RONNIE PERKS, Overseas Radiffusion Ine.,
London, {England representative for All-Canada Radio Facilities Ltd.
stations), is making tour of Canadian stations. His firm also represents

commercial stations in South Africa and Australia.

TR BUSINESS
Eight New Accounts Added

TIME purchases by Whitehall
Pharmacal Co. and seven other
sponsors were announced last week
by Transit Radio Inc. Whitehall
is gponsoring a full hour daily on
Transit outlet WWDC-FM, Wash-
ington, beginning Dec. 18 and run-
ning for 26 weeks. Whitehall prod-
ucts to be advertised include Ana-
cin, Kolynos toothpaste, Hill’s
Cold Tablets, Bisodol Rol! Mints,
Kriptin, Heet liniment and Free-
zone foot remedies.

Other new national sponsors are
Botany Lotions, Grove Labs for
Bromo Quinine, Northwest Ford
Dealers, Ford Motor Co., Sports-
man Products, Rum & Maple cigar-
ettes and Stagg Brewing Co. Vice-
roy cigarettes completed a 18-week
test of Transit Radio in St. Louis
and has renewed for 52 weeks ef-
fective today (Jan. 1), it was an-
nounced.

Jones Hits Justice

FCC COMR. Robert F. Jones fort-
night ago took the Justice Dept. to
task, indirectly, for not taking a
more active position on alleged
anti-trust questions in the field of
color television and FM. In oral
argument on a common ecarrier
case, Comr. Jones told Lambert
8. O’Malley, who represented the
Justice Dept., that it was the sec-
ond instance he could remember
where the Justice Dept. had in-
tervened in common carrier mat-
ters—where, he said, FCC has
broad powers to regulate mono-

' poly—whereas he could remember

no similar instance of interven-
tion in cases where FCC has no
authority over manufacturers, as
in color TV and FM.

BROADCASTING e

HADACOL SHOW

First Nationwide Radio Use

FIRST venture in network broad-
casting will be launched Jan. 12 by
the LeBlanc Corp. (Hadacol, a diet-
ary supplement), according to
plans by its president, State Sen.
Dudley J. LeBlane. Cost of time
and talent for the nationwide half-
hour show, which will be aired
over MBS, ABC and Liberty net-
works and some 150 independent
outlets, is expected to total $50,000.

The broadcast, featuring such
stars as Judy Garland, Groucho
Marx, Vic Damone and Minnie
Pearl, will coincide with Hadacol's
entry into Los Angeles and West
Coast markets, according to the
firm. At present, LeBlanc is plae-
ing 12 spots daily on 16 stations in
the Los Angeles area along with
newspaper advertising.

The 9-9:30 p.m. (EST) Friday
show will originate from a testi-
monial dinner feting Sen. LeBlane
in Hollywood. That night, Mutual,
Liberty and most of the independ-
ents will carry thé program which
will be rebroadcast by ABC at the
same hour the following evening.
Hadacol’s agency is Majestic of
Houston. -

Promotion of Hadacol has in-
cluded the holding of more than
500 Christmas parties with cooper-
ation of some 500 radio stations
which carry Hadacol advertising
[BROADCASTING ® TELECASTING,
Dec. 25, Nov. 27, 1950]. Typical
of these was the party held by
WNOE New Orleans which reports
700 children and 1560 parents jam-
ming a downtown theatre for gifts
and a three hour show. James E.
Gordon, WNOE president, who di-
rected the event, noted that chil-
dren lined up as far as two city
blocks were denied entrance when
the theatre filled to capacity.

Telecasting
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Construction Rules
(Continued from page 39)

shall be installed two such_ beacons
positioned so as to insure unobstructed
visibility of at least one of the beacons
from aircraft at any angle of approach.
The béacon shall be equipped with a
flashing mechanism producing not more
than 40 flashes per minute nor less
than 12 flashes per minute with a {)e-
riod of darkness equal to 12 of the
luminous period.

(3) On levels at approximately two-
thirds and one-third of the over-all
height of the tower there shall be in-
stalled at least two 100 or 11ll-watt
lamps (#100 A21/TS or #111 A21/TS
respectively) enclosed in aviation re
Fresnel or prismatic (heat resisting

referred) obstruction light globes.

ch light shall be mounted so as to
insure unobstructed visibility of at
least one light at each level from air-
craft at any angle of approach.

(4) All lights shall burn continuously
or shall be controlled by a light sensi-
tive device adjusted so that the lights
will be turned on at a north sky light
intensity level of about thirty-five
foot candles and turned off at a north
sky light intensity level of about fifty-
eight foot candles.

817.26—Antenna structures over 400
feet up to and including 500 feet In
height.

(a) Antenna structures over 400 feet
ug to and including 500 feet in height
above the ground shall be painted and
lighted as follows:

(1) The structure shall be painted
throughout its height with alternate
bands of international orange and
white, terminating with international
orange bands at both top and bottom.
The width of the international orange
bands shall be approximately 40 feet
and the width of the white bands shall
be approximately 20 feet.

[2) For night- marking there shall be
installed at the top of the structure
one 300 m/m electric code beacon
equipped with two 500 or b620-watt
lamps (PS-40, Code Beacon type), both
lamps to burn simultaneously, and
aviation red color filters. Where a rod
or other construction of not more than
20 feet in height and incapable of
supporting this beacon is mounted on
togj of the structure and it i3 deter-
mined that this additional construction
does not permit unobstructed visibility
of the code beacon from aircraft at
any anﬁle of approach, there shall be
installed two such beacons positioned
50 as to insure unobstructed visibility
of' at least one of the beacons from
atrcraft at any angle of approach. These
beacons shall be equipped with a
flashing mechanism producing not more
than 40 flashes per minute nhor less
than 12 flashes per minute with a
Period of darkness equal to 12 of the
uminous period.

(3) At approximately one-half of the
over-all height of the tower, one simi-
lar flashing 300 m/m electric code bea-
con shall be installed in such position
within the tower proper that the
structural members will not impair
the visibility of this beacon from alr-
craft at any~ angle of approach.

(4) On lévels at approXimately three-
fourths and one-fourth of the over-all
height of the tower, at least one 100
or 111-watt lam (fnoo A21/TS or #111
A21/TS, respecyjvely) enclosed in avia-
tion red Fresnél or prismatic (heat
resistant-preferred) obstruction light
globe shall be installed on each outside
corner of the tower.at each level.

(5) AW lights shall burn continuously
or shallfl be controlled by a light sen-
sitive device adjusted so that the lights

ill be turned on at a north sky light
intensity level of about thirty-five foot
candles and turned off at a north sky
light intensity level of about fifty-eight
foot candles.
$17.27—Antenna Structures over
feet in height.

Antenna structures over 500 feet in
height above the ground shall be
painted and lighted in accordance with
specifications to be determined by the

ommission after aeronautical study.
#17.28—Antenna farms and multiple
structure antenna arrays.

In the case of antenna structures
which are so grouped as to present a
common potential menace to air navi-
gation, the foregoing requirements for
painting and lighting may be medified
as a result of aeronautical study.

§17.29—Inspection of Tower Lights and
Associated Control Equipment.

The licensee of any radio station
which has an antenna structure requir-
ing illumination pursuant to the provi-
sions of Section 303(q) of the Com-

500
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munications Act of 1934, as amended,
as outlined elsewhere in this part:

{(a) (1) Shall make an observation of
the tower lights at least once each 24
hours either "visually or by observing
an_ automatic and properly maintaine
indicator designed to register any fail-
ure of such lights, to Insure that all
such lights are functioning properly
as required; or alternatively,

(a) 12) shall provide and properly
maintain an automatic alarm system
designed to detect any fajlure of such
lights and to provide indication of such
failure to the licensee.

{b) Shall report immediately by tele-
phone or telegraph to the nearest Air-
ways Communication Station or office
of Civil Aeronautics Administration
any observed or otherwise known fail-
ure of a code or rotating beacon light
or top light not corrected within thirty
minutes, regardless of the cause of
such faflure. Further notiflcation by
telephone or telegraph shall be given
immediately upon resumption of the
required illumination.

(¢) Shall inspect at iIntervals not to
exceed three months all automatic or
mechanical control devices, indicators
and alarm systems assoctated with
the tower lighting to insure that such
apparatus is functioning properly.

§1%.30-—Recording of tower light in-
spections in the Station Record.

The licensee of any radio station
which has an antenna structure re-
uiring illumination shall make the
ollowing entries in the station record
of the inspections required by Section

(a) The time the tower lights are
turned on and off each day if manually
controlled.

(b) The time the daily check of pro-
per operation of the tower lights was
made.

(¢) In the event of any observed or
otherwise known failure of a tower
Iight:

. (1) Nature of such failure.

(2) Date and time the fajlure was
observed, or otherwise noted.

(3) Date, time and nature of the ad-
justments. repairs, or replacements
were made.

(4) Identiflcation of Airways Com-
munication Station (Clvil Aeronautics
Administration) notifled of the failure
of any code or ro'mtinfgI beacon light
not corrected within irty minutes,
and the date and time such notice was
given.

(5) Date and time notice was given

the Airways Communication Station
(Civil Aeronautics Administration) that
the required illumination was resumed.

(d) Upon completion of the periodic
inspection required at least once each
three months:

(1) The date of the inspection and
the condition of all tower lights and
associated tower lighting control de-
vices, indicators and alarm systems.

(2) Any adjustments, replacements,
or repairs made to insure compliance
with the lighting requirements and
the date such adjustments, replace-
ments, or repairs were made.

81731—Cleaning and repainting.

All towers shall be cleaned or re-
{)aalnted as often as necessary to main-
in good visibility.
§17.32—Time when lights shall be ex-
hibited.

All lighting shall be exhibited from
sunset to sunrise unless otherwise
specified.

#17.33—Spare Lamps.

A sufficlent supply of spare lamps
shall be maintained for immediate re-
placement purposes at all times.

§17.34—Lighting equipment.

The lighting equipment, color of fil-
ters, and shade of paint referred to
in the specifications are further defined
in the following government and/or
Army-Navy Aeronautical Specifica-
tions, Bulletins, and Drawings: (Lamps
are referred to by standard numbers.)

White House Staff

TWO assistant secretaries have
been named by Joseph H. Short,
new press-radio secretary to Presi-
dent Truman. They are Irving
Perlmeter, Bureau of Internal re-
venue Officer, and Roger Tubby,
executive assistant in the State
Dept. press office. Eben Ayers,
assistant to the late Charles Ross,
becomes a special gssistant on the
White House staff.

BROADCASTING ® Telecasting
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Aviation Red Army-Navy Specification AN-C-56 1
Outside White Federal Specifications l'I'I‘-Pém, Type .
or
International Federation Specifi- TT-P-59 2l
Orange cations 466 (Sec. II-
Code Beacon CAA Specification d-Style 4) ‘
100 Watt Lamp #100 A21/TS #
111 Watt Lamp #1111 A21/TS
(3000 hours)
500 Watt Lamp #500 PS 40/45 £
620 Watt Lamp 1620 PS 40/45
(3000 hours)

Obstruction Light
Globe, Prismatic
Obstruction Light
Globe, Fresnel
Single Multiple Ob-
struction Light
Fitting Assembly
Obstruction Light
Fitting Assembly

1 Copies of Army-Navy Specifications
or drawings can be gbtained by con-
tacting Commanding General, Air Ma-
terial Command, Wright Field, Dayton,
Ohio, or the Bureau of Aeronautics,
Navy Department, Washington 25, D. C.
Information concerning Army-Navy
sgeci.ﬁcations or drawings can also be
obtained from the Office of Federal

Airways, Civil Aeronauties Adminis-
tration, Department of Commerce,
Washington 25, D. C

Z Copies of this specification can be ob-
tained from the Goverhment Printing
Office for 5 cents.

* At the Air Routes and Ground Aids

Army-Navy Drawing
Army-Navy Drawing
Army-Navy Drawing

Army-Navy Drawing

AN2541-2 1
ANZ541-12 L
AN2547-2 B

AN2547-+4 ]

Division Meeting of the International
Civil Aviation Organization during No-
vember, 1949, the designation “Aviation
Surface Orange,” was adopted to re-
place “International Orange.”

* Copies of this specification can be ob-
tained from the, Office of Federal Air-

ways, Civil Aeonautics Administration, -

Department of Commerce.

®It is strongly recommended that the
111-Watt and 620-Watt, 3000 hour lamps,
be used instead of the 100-Watt and
500-Watt lamps whenever possible in
view of the extended life, lower main-

.tenance cost, and greater safety which

they provide.

817.35—Painting and Lighting Existing
Structures. .

Nothing in the criteria set forth in
Sections 17.11—17.17 of these rules con-
cerning antenna structures or locations
shall apply to painting and lighting
those structures authorized prior to the
effective date of these criteria, except
where lighting and painting require-
ments are reduced by these criteria,
in which case the lesser requirements
may apply.

KJBC Appoints Bowles

KJBC Midiand, Tex., has appointed
Bowles & Co., Fort Worth, as its
exclusive national representative, it
was announced today. KLKC Par-
sons, Kan., and WJMB Brookhaven,
Miss., which have become affiliates
of Radio Sales Network, also will
be represented by Bowles & Co.

"WKOW COVERAGE !
CLEANS UP FORYOU IN &~

AMERICA'S RICH DAIRY CAPITAL

Whether people in Wisconsin use bar soap, soap chips, or deter-
gents, chances are that Bossy’s “moo-la™ paid for it. For milk is
Wisconsin's biggest industry, bringing in half a billion dollars
yearly for farmers and city folks alike. Only WKOW's big half-
millivolt area gives you full coverage of the heart of America’s
Dairyland, where 874,000 people spent 875 million dollars in 1949,

Ry

1070 k.c., Madison, Wisconsin
Represented by Headley-Reed
Compony

WISCONSIN'S MOST
POWERFUL STATION

Wisconsin's only 10,000 watt signal
wraps -up 13 lush counties in Southern
Wisconsin, PLUS a daily “bonus” of re-
sponsive listeners throughout most of the
state, Your biggest thres-way adver-
tising buy in Wisconsin is WKOW—

" CBS — 10,000 watts.
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Langer Charges Denied

CHARGES attacking alleged ‘‘er-
rors” by the State Dept. in its par-
ticipation in foreign frequency al-
locations and certain programming
of the Voice of America have been
categorically denied by high de-
partment officials.

The charges were raised Dec.
18 by Sen. William Langer
(R-N. D.) who accused “somebody
in the department” of ‘‘conven-
iently or deliberately” overlooking
a conference held in Copenhagen,
Denmark, in 1948, for the purpose
of reallocating certain European
radio frequencies.

As a result, Sen. Langer de-
clared, German listeners today no
longer hear American progams,
but are deluged, instead, with Rus-
sian propaganda.

State Dept. telecommunications
officials branded the Langer accu-

sation as false and said the “facts.

are entirely in variance with his
charges.” Sen. Langer, they said,
is not correctly informed.

An official said that the State
Dept. had sent delegates to the
convention to present requirements
and to draft preliminary plans but
asserted they were “summarily
dealt with and ignored.” The con-
ference subsequently ‘“‘denuded”
Germany of certain frequencies, it
was explained.

Officials attributed poor German
radio reception to “shared” f.re-
quencies and to Russian jamming
activities.

“The State Dept. has been any-
thing but dilatory or negligent in
this matter,” a spokesman asserted,
adding that it had sent delegates
on at least two other occasions
since the Copenhagen conference.
Sen. Langer had contended that
the U. S. was not represented at
the alloeations meetings.

In referring to the Copenhagen
conference, Sen. Langer noted that
the Communists broadeast from
gtations at Leipzig and other Rus-
sian Zone areas, and stated that
“to overcome their propaganda our
stations must of course be equally
powerful or more powerful.”

ARCHIE L. LEE
D'Arcy Board Chairman Dies

ARCHIE LANEY LEE, 62, chair-
man of the board of D’Arcy Adver-
tising Co., died of cancer Dec. 22 in
St. Louis.

He was also a director of the
Coca-Cola Bottling Co. of St. Louis,
a3 well as the Western Coca-Cola
Bottling Co. and the Coca-Cola Bot-
tling Plants Ine. in Portland, Me.

Mr. Lee’s advertising career be-
gan when he interviewed Samuel
C. Dobbs, former president of the
Coca-Cola Co., for the Atlanta
Georgian while he was a reporter
with that paper. Robert W. Wood-
ruff, chairman of the executive
committee of the Coca-Cola Co.,
has credited Mr. Lee with having
done more than any other indi-
vidual to popularize Coca-Cola.
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ICK ROBBINS appointed assist-

ant on production of Columbia

Pacific Network's Meet the Misa-
us, replacing MAURIE COHEN, re-
signed to join Oxarart-Steffner (pack-
aging firm).
BEN GREER, WSPA Spartanburg,
8. C, to WFMY-
TV Greensboro,
N. C, as an-
nouncer-producer.

DON OWNES,
star of Radio Ro-
deo on WGAY Sil-
ver Springs, Md,
and PERRY
WESTLAND hill-
billy singer on

show, enter Air
Force.
ED FISHER, an- LD

nouncer WHIZ
Zanesville, Ohio, father of boy, Kip
Edward.

GEORGE MOORE, WKY Oklahoma
City, to announcing staff KLRA Little
Rock.

HARRY BABBITT, CBS singer,
named Brentwood, Calif., “Man of the
Year” by Brentwood Parent-Teachers
Assn., on behalf of his work in com-
munity youth activities.

0OSCAR L. GERMAIN, certified public
accountant, appointed assistant treas-
urer WHLI Hempstead, L. I, N. ¥,
CARL SCHEYING and ED LINCOLN
to announcing staff WLAN Lancaster,
Pa. Mr. Scheying was with WSNJ
Bridgeton, N. J.; Mr. Linceln was
with WNOK Columbia, S. C.
CHARLES V. (Jughead) HUNTER,
program director WJW Cleveland,
father of girl, Jennifer Lea. A
TORA REHM, Miss Atlanta of 1950,
now emceeing daily women’s show on
WATL-AM-FM Atlanta.

JOHN B. DuBROIS, ABC Hollywood
asgistant sales promotion manager,
father of boy, Deec. 16.

DICK PAINTER, KRLN Canon City,
Col,, to KVGB Great Bend, Kan., as
announcer.

BILL DeWITT to announcing staff

“WAVE Louisville.

JOHN NATALE, NBC Chiecage TV
technical director, father of girl,
Mary Ann, Dec. 18.

GEORGE PHILLIPS, WSVS-AM-FM,
Crewe, Va., music director, father of
boy.
KEN JOHNSON, CBR Vancouver, to
Royal Canadian Air Force as jet
pilot.

ALFRED LEWIS, Toronte freelance
producer, and Ruby Mann, Miss Tor-
onto 1950, announce their marriage.

NEIL COPELAND, continuity editor
CEKOC Hamilton, to program director.
HAROLD GIBSON, chief announcer
CJOC Lethbridge, appointed CEKOC
continuity editor.

JACK VOETH, stage manager Earl
Carroll Theatre, Hollywood, to CBS-
TV Truth or Consequences as assist-
ant to stage manager. He replaces
RICHARD GOTTLIEB, transferred
to program idea staff.

DENNY HAYES, announcer, and WIP
ROBINSON 1III, program director,
KNUJ New Ulm, Minn., elected pres-
ident and vice president, respectively,
of local branch of NSPEBSSA, bar-
bershop quartet singing group.

CHARLOTTE SLIFE, continuity writ-
er KNUJ New Ulm, Minn, and
ROBERT DAHL, relief engineer
there, announce their marriage.

PROGRESSIVE BROADCASTING
SYSTEM adds following to it's sta-
tion relation field force: FRANCIS
O’DRISCOLL, JOSEPH SEIFERTH,
CHARLES T. MEEHAN, LEONARD
WAYNE, RAY TROTTER, TOM TOYE,
JOEL HOLT, HIRAM STRONG,
CHARLES BERGER and CHARLES
DERRY.

/Vewj s o »

W. W. CHAPLIN, NBC correspondent,
assigned to European headquarters of
Gen. Dwight D, Eisenhower, to cover
all activities of General, and Supreme

. Headquarters of Atlantic European

Powers.

BOB NOBLE to news editor CBH
Halifax.

GENEVA JOB OPEN

For IFRB Technical Assistant

A VACANCY on the Technical
Secretariat of the International
Frequency Registration Board in
Geneva, Switzerland, is to be filled
by April 1 this year. Persons in-
terested in applying for the posi-
tion of technical assistant are
urged to write to Francis Colt de
Wolf, Chief, Telecommunications
Policy Staff, U. S. Dept. of State,
Washington, D. C. for copies of
qualifications required and further
description of the position.
Qualifications which a candidate
for the position (paying from
$2,620 to $3,960 per year with al-
lowances for expatriation and chil-
dren of school age) should have,
include a degree or diploma in
physics or electrical engineering
from a university or a recognized
technieal college or from an equi-
valent professional body; five years
experience with a government
organization or private company
in the radiocommunications field
(a shorter period may be acceptable
if the candidate has undertaken spe-
cial studies in radiocommunications
engineering) and a broad knowl-
edge in the field of international
regulation of telecommunications.

WPIC-AM-FM Sharon, Pa. and its
staff were warmly applauded by
Sharon Herald, daily newspaper, for
their work during recent snow storm
emergency. Cartoon on editorial page,
headed “Old Faithful,” expressed ap-
preciation for station’s emergency
messages, news, reports on road con-
ditions, helps for people in distress,
and “valorous staff service.”

‘possible.

Respects
(Continued from page 42)

his “radio luck turned all good.”
He was able to secure the services
of Ken Church as general -manager
for the station and the two be-
came the top administrative and
operating team for the outlet. Mr.
Church had many years of experi-
ence in sales and management be-
hind him on such midwest stations
as WEKRC and WCKY Cincinnati
and KMOX St. Louis.

Together they reprogrammed
the station from stem to stern, re-
taining the best features of the
old program structure and stream-
lining the rest according to the
likes and dislikes of the Indiana
listeners. At the same time they
built the station up to the present
50 kw operation. ,

Mainstay of the programming
has been disc jockeys and block
programs which have appeal to the

‘large metropolitan audience as well

as rural listeners.

With the advent of television,
Mr. Fairbanks’ faith in AM re-
mains paramount. He is neverthe-
less prepared to undertake the
television venture as soon as it is
Details of a TV appli-
cation filed in January 1948 are
locked away in his desk drawer.
The plans embrace blueprints for
new buildings to house both TV
and AM, which Mr. Fairbanks is
convinced “will still be paying the

. bills many years hence.”

A native of Indianapolis, Mr.
Fairbanks married an Indianapolis
girl, Mary Evans Caperton, in
April 1933. They have two chil-
dren, Anthony Caperton Fairbanks
I11, a sophomore at Westminster
School, Simsbury, Conn., and Rich-
ard M. Fairbanks III, in grade
school.

In addition to Yale, Mr. Fair-
banks attended Phillips Academy,
Andover, Mass.,, and the Milford
School, Milford, Conn. Tennis was
Dick Fairbanks’ hobby until an
injury forced him to turn to. golf,
which he plays with “éndiﬁerent
success.,” Aside from ‘that, Mr.
Fairbanks is a busy man who
finds operation of a 50 kw station
allows little time fof extra-eurrie-
ular activities.

———r

Gray Appointed

GORDON GRAY, president of the
U. of North Carolina and owner
of WSJS Winston-Salem, N. C.,
has accepted an appointment to
serve on the Scientific Manpower
Advisory Committee of the Na-
tional Security Resources Board,
Chairman W, Stuart Symington
has announced. The committee,
which comprises representatives
of education, industry and science,
will examine proposals dealing with
use of seientific and technological
personnel. Mr. Gray, one of 11
members named to the group, re-
cently resigned as special assistant
to President Truman after previ-
ous service as Secretary of the
Army.

BROADCASTING ©® Telecasting
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Aoty New Yar

T0 THE 343 NATIONAL ADVERTISERS
WHO PLACED SPOTV ADVERTISING ON
THESE TWELVE OUTSTANDING TV STATIONS

(and for all those who use them in 1951, it's bound to be happy)

WSB-TV ... Atlanta
WBAL-TV ............ Baltimore
WNAC-TV .............. Boston
WFAA-TV . ... Dallas
KPRC-TV .............. Houston
KFI-TV ............ Los Angeles
WHAS-TV ............ Lovisville
KSTP-TV.....M'p'l's-5t. Paul
WSM-TV ... Nashville
WTAR-TV ............. Norfolk
KPHO-TV .............. Phoenix
WOAI-TV ........ San Antonio
REPRESENTED BY

EDWARD PETRY & CO., INC.

NEW YORK - CHICAGO « LOS ANGELES
DETROIT » ST. LOUIS « SAN FRANCISCO « DALLAS -




ONE OF A SERIES FEATURING THE MEN WHO MAKE FREE & PETERS TELEVISION SERVICE

Four years, University of Illincis

Two vears, U.S, Army (Purple
Heart, Silver Star)

Twenty-two years, National Broad-
casting Company

Free & Peters, Inc. (New York
Office) since Dec,, 1950

Heads np,
bovs,

NEW YORK

its—

B SHowgRMAN!

(Another F&P TELEVISION Specialist)

Yes, “heads up” is the phrase for Chick
Showerman. As you undoubtedly know,
he’s been heading up a lot of things, for
years —including the Central Division
of NBC, as Vice President In Charge
(recently piloting this Division’s tele-
vision sales to an outstanding level in
the industry). Now Chick has joined
F&P, to head up our rapidly-growing
television sales and to help keep us
heads (and shoulders) up on National
Spot Television.

Big man though he is, however, Chick
Showerman is by no means the only
great performer in our team of TV

™ FREE & PET

Pioneer Radio and Television Station Representatrves Since 1932

CHICAGO ATLANTA

specialists. For years we’ve been build-
ing a complete line and backfield of
skill and experience in this new and
exciting medium — have long since de-
veloped a TV squad that’s of strictly
championship quality. . . .

We of Free & Peters are entirely con-
vinced that “good men are the secret of
success.” Ever since our company’s
founding in 1932, we have considered
it a big part of our job to discover,
develop and acquire good men. We
know you can see the results, here in
this pioneer group of radio and tele-
vision station representatives.

DETROIT FT. WORTH

HOLLYWOOD

EXCLUSIVE NATIONAL
TELEVISION
REPRESENTATIVES
DAVENPORT WOC-TV*

{Centra! Broadcasting Co.—
WHO-wOC)

FORT WORTH-DALLAS WBAP-TV*
{STAR-TELEGRAM)

LOUISVILLE WAVE-TV*

{WAVE, Inc.)

MIAMI WTVJ
{Wometco Theatres)

MINNEAPOLIS-ST. PAUL WTCN-TV
{DISPATCH-PIONEER PRESS)

W
NEW YORK WPIX
{THE NEWS)
ST. LOUIS KSD-TY*
[POST-DISPATCH)
SAN FRANCISCO KRON-TV*

(THE CHRONICLE)

*Primary NBC Affiliates

RS, INC,
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a1 GABLE PREDICTIONS

TV NETWORK system of AT&T
has grown from 476 miles of facil-
ities {coaxial cable or radio relay)
connecting three stations in two
cities at the end of 1948, to 17,344
miles of intereity connections link-
ing 72 stations in 42 cities at the
end of 1950, AT&T reported last
week in a yearend review of the
company’s TV progress.

Final figures for 1950, the report
noted, do not include the seven
Los Angeles or the three San
Francisco TV stations nor the 750
miles of connections between these
two West Coast cities, since they
are not as yet connected with the

Bell System’s east- midwest TV
network.

Extension of the radio relay be-
tween Omaha and San Francisco
is expected to make such a con-
nection possible before the end of
1951, AT&T predicted. Link will be
used first for long distance tele-
phonic communication but it is
anticipated that the task of equip-
ping it for video program trans-
mission will be completed by late
fall, available for coast-to-coast
simultaneous TV broadcasts if the
networks or the TV program spon-
sors order such service.

Other TV plans of the Bell Sys-
tem for 1951 eall for linking Bing-
hamton, N. Y., to the network by
means of radio relay from a point
near Schenectady; erection of a
direct relay route connecting
Charlotte and Atlanta; equipping
an existing coaxial cable from
Memphis to Birmingham for TV
use and the addition of a number
of new video circuits on existing
routes. '

Network Telecasting

In its review, AT&T set Dec. 1,
1945, as the date of the first post-
war network telecast, when the
Army-Navy football game was sent
by coaxial cable from Philadelphia
to New York for broadcast in the
latter city. This temporary two-
eity hookup was replaced on Feb.
12, 1946, by the first permanent
network installation — a north-
bound coaxial link from Washing-
ton to New York, which was aug-
mented with a second circuit, pro-
viding service in the opposite direc-
tion, two months later.

Philadelphia and Baltimore were
joined permanently to the New
York-Washington coaxial in Octo-
ber 1947 and a month later New
York and Boston were connected

Telecasting *®
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AT&T Reviews Growth
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=N SERVICE
== PLANNED FOR 1951

by the Bell System’s first radio

relay system, with eight inter-’

mediate relay stations between the

L]

two cities. Experimental at first,
these circuits were put on a com-
mercial basis May 1, 1948, after

the telephone company had filed a
rate schedule with the FCC.

On Sept. 20, 1948, a midwestern
hookup went into service, connect-
ing Cleveland, Buffalo, Toledo, Chi-
cago, and St. Louis by coaxial
eable, with radio relay connections
between Chicago and Milwaukee
and between Toledo and Detroit.
In January 1949 the eastern and
midwestern networks were joined
by a Philadelphia-Cleveland cable
circuit which added Pittsburgh to
the TV network en route. Wilming-
ton, Providence, Albany, Schenec-
tady, Utica, Syracuse, Rochester,
Erie, Lancaster, Dayton, Columbus,
and Cincinnati where added to the
number of interconnected cities for
TV program service during 1949,

Continued Expansion

During 1950 the network con-
tinued to expand. Memphis was
connected to St. Louis by coaxial

{Continued on page 58)

FOLSOM

TELEVISION progress in 19560
“outdistanced the progress of all
of its previous years combined,”
Frank M. Folsom,
president of RCA,
said in a year-end
statement re-
leased last week.
“As 1951 bowed
in, the New York
metropolitan area
alone had more
than 2 million
sets with an esti-
mated viewing
audience of 8 mil-
lion men, women and children,” he
continued.

Television receiver circulation
has inereased 12 times in the past
year, he said. Video now reaches 10
million homes and approximately
40 million people. The public spent
$1.5 billion for sets last year, rep-
resenting an increase of more than
100% over 1949, the best preced-
ing year in television. Set manu-
facturing facilities and production
schedules were stepped up to such
an extent that more sets were of-
fered to the public in a single
month than in the entire year of
1948, he said.

“Theatre television, with giant
projections of special events on

Mr. Folsom

BROADCASTING

Cites TV’s Record Progress in 50

screens of motion pieture houses,
began to spread across the country
in 1950,” his statement continued.
RCA Victor installations in New
York, Boston, Washington, Chicago
and Los Angeles “was believed to
form the pioneering basis for an
independent theatre television net-
work which would supplement
regular film fare with special of-
ferings to attract the public.” In-
stallations in 71 theatres, from
Yuma, Ariz, to San Francisco,
were planned by one big chain at
year's end, the statement con-
tinued.
Set Production

During 1950, 70% of total RCA
Victor production was of sets with
16-inch tubes, the “overwhelming
choice,” from 18 models offered, in-
cluding three with 121%-inch tubes,
11 with 18-inch tubes, and four
with 19-inch tubes.

Network facilities were extended
and programs improved. NBC,
when its present construction plans
are completed, will have invested
between $35 million and $40 mil-
lion, the statement went on. And
there are plans for acquisition of
more top talent, and for morning
network programming as spon-
sorship goes up.

“NBC's commanding lead in all

phases of television broadcasting
is expected to increase as 1951 pro-
gresses. The plan is to provide en-
tertainment of such quality and
variety that increasing numbers of
set owners will be attracted to the
NBC network. At the same time.
efforts will be made to provide the
finest cultural and informational
programs,” the announcement said.

Among NBC “tasks completed,”
Mr. Folsom listed the building of
a talent line-up for producing pro-
grams at the rate of 100 per week,
the leasing and transforming of
the Center and Hudson Theatres in
New York, and the conversion of
three radio broadcasting studios
into production studias for TV.

Outside the United States, RCA-
equipped television stations were
opened in Havana, Mexico City,
and Sao Paulo, Brazil, and plans
for a Canadian station were being
studied.

Meanwhile, Mr. Folsom said, ra-
dio continued to serve the public.
Thirty-five million listeners every
evening of the week was the aver-
age audience for the first half of
1950, The potential audience of
families with sets in their homes
comprised 95% of the population.

RCA scientific achievements of.

(Continued on page 58)
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EXECUTIVES attending the Spot TV Clinic luncheon
held Dec. 19 at the Biltmare Hotel in New York by the
National Assn. of Radio Station Representatives included
(1 to r): Seoted, Scott Donahue, The Katz Agency Inc.;
Dan Schmidt, George P. Hollingbery Co.; Norman Farrell,
Weed & Co.; Glenn Gundell, advertising and sales man-

;

T
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Knodel Inc.;

& Co.;

ager of National Dairy Products Corp. and NARSR's

Y
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guest; Al Goustin, John Blair & Co.; John Wade, Avery-
standing,
Brooke, Free & Peters Inc.; Keith Dare, Headley-Reed Co.;
Don Kearney, The Katz Agency Inc.; Jerry Lyons, Weed
Louis Maoore,
White, Avery-Knodel
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Robert McNamara and Jock

Robert Meeker Assoc.; Thomas
Inc.; John Porterfield, Paul H.
Raymer Co.

GILLETTE PACT

Signs 6 Years for $6 Million

GILLETTE Safety Razor Co. last week bought television rights to the
World Series and baseball’s annual All-Star games for the next six years
at $1 million a year, the highest price ever paid.

Announcement of the sale of the TV rights was jointly made by Base-

ball Commissioner A. B. Chandler,
Joseph P. Spang Jr., president of
Gillette, and Frank White, MBS
president.

Gillette and Mutnal had already
acqguired radio rights to the Series
and All-Star games through 1956
under a contract written last year.
At that time, however, Mr.
Chandler was unwilling to sign
away. TV rights for so long a
period.

The radio rights for the period
through 18566 were bought for
$1,370,000.

No official explanation was forth-
coming as to Mr. Chandler’s rea-
sons for agreeing at this moment
to sell the TV rights for the six-
year period. Whether his decision
was connected with the fact that
his term as baseball commissioner
expires at the end of 1951 could not
be learned.

Under terms of the Gillette-
Mutual agreement with basgball
reached in 1949, Gillette was given
first refusal rights to the games.
Gillette could have the games pro-
viding it equalled any rival bid.

Gillette was forced up to $800,000
to buy the TV rights to the 1950
World Series—a figure matching
the highest bid entered by the Du-
Mont Television Network, backed
by Chevrolet.

First Refusal Rights

Under terms of the arrangement
between Gillette and Mutual, that
network is assured of carrying the
radio broadcasts of the Series and
All-Star games, and the three TV
stations owned by its stockholder
stations, WOR-TV New York,
WGN-TV Chicago and WNAC-TV
Boston, are assured of participat-
ing in whatever television network
arrangements are made.

In the Chandler-Spang-White an-
nouncement last week, it was said
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that the ‘“television hookup which
will be used by Gillette has not yet
been determined.”

The question that immediately
arose was whether history would
repeat itself. a

TV network arrangements for
transmission of the World Series
games in 1949 and 1950 were
among the most unigque in either
radio or television history.

. 1949 Arrangements

In 1949 all networks and almost
all interconnected TV stations car-
ried the Series without receiving
payment. In 1850, ABC-TV, CBS-

TV and NBC-TV each paid Gillette

$50,000 for the privilege of carry-
ing the games and in addition paid
their affiliates four hours of time
for telecasting them.
The DuMont Television Network
refused to participate on that basis.
In the announcement of Gillette’s

purchase of the TV rights through
1956 for $6 million, Commissioner
Chandler said that most of the
money would be applied to the
baseball players’ annuity and in-
surance plan.

Mr. Chandler “accepted” the
contract after negotiations extend-
ing over a period of months, the
announcement said.

Gillette has sponsored radio
broadcasts of the World Series on
MBS since 1939 and television
broadcasts since 1946.

It was not immediately known
whether the $7 million-plus sum
received for radio-TV rights to
World Series and All-Star games
would be subject to federal income
tax payments.

In Washington the Internal Rev-
enue Bureau declined comment on
whether Commissioner Chandler’s
office would be required to kick
back a portion in its capacity as
taxpayer. Officials indicated the is-
sue would not arise until Mr.
Chandler’s office seeks information
on its liability.

COLOR COAXIAL

ATE&T Files Rates With FCC

COLOR TV coaxial cable charges,
above those for monochrome TV
only for station connection, have
been filed with FCC by AT&T, the
Commission reported last week.
The color charges include no extra
fee for cable time above the reg-
ular monochrome tariff [CLOSED
CircuIT, Dec. 25, 1950].

Alternate Use Basis

The new tariff specifies that for
monthly service for 525-line mono-
chrome and 405-line field sequential
color on alternate use basis the
broadcaster will be charged $450
per month for each station connec-
tion. This is addition to the regu-
lar monochrome station charge of
$500.

On occasional use basis, the sta-
tion connection charge will be $250
plus $10 per hour but not exceeding
a total of $450 per month. This is
in addition to the regular mono-
chrome charge of $200 plus $10
hourly.

In all other respects the existing
television coaxial rates remain the
same, AT&T indicated. These
rates, which were effected March 1,
1948, are under general investiga-
tion by the Commission but the
hearing presently has been con-
tinued without further date. It is
understood the new color charges
would be incorporated into this
proceeding when it is resumed.

Effective Jan. 25

In its experimental color demon-
strations in Philadelphia, CBS has
used AT&T intercity video facil-
ities at regular monochrome rates.
The color tariffs are due to become
effective Jan. 25 and apply to either
experimental or commercial trans-
missions.

AT&T sources said additional
charges for intercity color are re-
guired because additional monitor-
ing equipment is needed, as well as
additional equipment to keep down
the noise level.

COLOR CASE

RCA Readies SCOTUS Appeal

RCA ATTORNEYS in Chicago—members of the firm of Kirkland,
Fleming, Green, Martin & Ellis—late last week were preparing a
lengthy brief to be filed with the U. 8. Supreme Court, appealing the
Dec. 22 color television decision of the Chicago Federal District Court.

After five weeks of considera-
tion, the three-judge court upheld
the FCC approval of CBS color TV
but halted its inauguration until
April 1 or a final decision of the
Supreme Court [BROADCASTING ®
TELECASTING, Dec. 25, 1950].

It was understood that the Chi-
cago law firm planned to file the
appeal “within the first two weeks
of January,” perhaps this week.

FCC may also appeal—against
continuation of the temporary re-
straining order—but spokesmen re-
fused last week to say when. They

*
are known to want a final decision
in the case at the earliest possible
time, however.

One spokesman involved in the
color suit hazarded that the highest
court’s decision might not come
until April “or later,” because of
two statements made by the lower-
court judges in their decision.

They held that “the public inter-
est in this matter has been magni-
fied far beyond its true perspective”
and that “another reason why the
[FCC] order should be stayed is

Telecasting ¢

the existing economic situation.”
The latter statement was made with
reference to manufacturing prob-
lems in production, procurement
and manpower relative to the re-
guirements of national defense.
This situation, the court said, “be-
comes more acute with each pass-
ing day, and the prospects are that
it will be far worse before it is
better.”

In some quarters it was felt that,
inasmuch as the advent of color
television might be delayed by ma-
terial and manpower shortages
even if the CBS system wins final
court approval, the Supreme Court
might consider the entire problem
one of theory only.

BROADCASTING
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Pulse

is grateful . ..

. . .« to its clients for their continued
support through the years since
1941. This has

Pulsc’s steady expansion to

made possible
its
present lelevision marlkets, now in-

cluding:

Boston

New Haven
New York
Syracuse
Philadelphia
Washington, D. C,
Cincinnati
Cleveland
Columbus
Dayton
Chicago

St. Louis
Los Angeles

San Francisco

For information about any

of these markels

ASK THE PULSE

THE PULSE, INC.
15 West 46th Street
New York 19, N. Y.
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Poppele Cites TV Role
In National Crisis

By J. R. POPPELE

President, Television Broadcasters Assn,

TELEVISION broadcasters across the nation look ahead to 1951 with
unswerving determination to back up the Administration with all-out
assistance during the present national emergency.

The role television can play in uniting the nation to meet the crisis

istremendous and,
because of this,
the responsibilty
of each broad-
caster is multi-
plied immensely.
Nearly 10 years
ago when the na-
tion faced equally
grave threats,

television was
only a budding
Mr. Poppele industry. Yet,

even then, it made valuable contri-
butions to the national defense.

Today, the situation is far dif-
ferent; television is one of the most
important of our communication
services, When President Tru-
man faced three television cameras
in his White House office and
proclaimed the national emer-
gency, he virtually sat face to face
with 40 million Americans. This
personal, intimate “chat” with so
many of our citizens could not help
but make an indelible imprint on
the minds of these who saw and
heard their chief executive.

The power of television to im-
press itself on a nation has been
proved in many ways during the
past few years. Now with a na-
tional emergency confronting us,
television can serve its greatest
educational role by keeping the
people of America well-informed on
civil defense and alerted to sacri-

BLS ADDS SETS

To Living Cost Index

TELEVISION sets are being added
to the government’s official cost-of-
living barometer — the Bureau of
Labor Statistics, it was announced
last week by Bureau Commissioner
Ewan Clague.

Revision of the cost-of-living in-
dex, vital to the government’s
anti-inflation battle and to certain
union-management wage contracts
which are tied to BLS findings, is
part of a general overhauling of
the bureau that started last sum-
mer. It is expected the realignment
will be complete by mid-1952.

More than 17,000 families in 91
major cities will be asked about
their spending habits for 1950, The
survey, scheduled to begin in about
10 days, will be carried out between
January and April, the bureau said.

The changes in the index—other
costs to be included for the first
time are beer, baby foods, frozen
foods, cakes, cola drinks, ice cream
and voluntary hospitalization pre-
miums—are designed to make the
index reflect mare closely the com-
modities an average family buys.

*
fices that may be required as a
result of the crisis.

The emergency tends to spotlight
the need for a speed-up in plans to
inter-connect the East and West
Coasts via coaxial cable and radio
relay and thus unite the nation as
never before! This should be set
into motion without delay.

CBS TV CITY

Construction Begins in L. A.

CONSTRUCTION of the first unit
of CBS’ proposed $35 million Tele-
vision City in Los Angeles at Fair-

fax Ave. and Beverly Blvd. [Broap-

CASTING ® TELECASTING, May 29,
19501, got underway last week. The
initial section, being erected on the
site of the present Gilmore Stadium
now being taken down, will cover
approximately 5 of the 15 acres
already acquired by the network
on that area. It will consist of six
studios and a six-story combina-
tion crafts and office building.

Completion of this first project
is expected by early 1952 at which
time network programs will be
originated from the studios, to be
transmitted directly by microwave
relay to the East Coast and the
rest of the CBS-TV network.

Studios, promised by the network
to “combine finest working condi-
tions with most modern equipment
and facilities that TV engineers
and architects can design,” will in-
clude provisions for broadcasting
CBS color TV. Pereira & Luckman,
Los Angeles, are the architects and
engineers for the new project. Wil-
liam Simpson Construction Co., Los
Angeles, is the builder.

As soon as arrangements are
completed for the KTSL (TV)
transfer (story page 19), CBS will
move the staff of its Hollywood out-
let KNX-AM-FM and the Columbia
Pacific network to the new Mutual
Don Lee Building on Vine St. The
KTSL staff as well as that of Don
Lee network remains in the build-
ing. Application will be made to
FCC by CBS to change call letters
of the TV station to KNX-TV.

CBS will retain Columbia Square
studios as headquarters for net-
work radio and television.

GENERAL ELECTRIC announces new
TV receiving tube (Type 12BH7) de-
signed primarily for vertical oscil-
lator and amplifier service with large
wide-angle picture tubes, but which
also may be used in applications
where two similar triodes in single
envelope are desirable.

Telecasting ® BROADCASTING
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REDART Ltd., Los Angeles, is new
firm set up by Exclusive Sales Corp.
(Natalie Kalmus TV sets) to dis-
tribute English films to American
TV stations. Jack Covel, president
of Exclusive, will head new firm
which will function separately from
set distributor company. R. L.
Kemp, London (theatre chain),
with Los Angeles offices at 1216 W.
Olympic Blvd.,, will work in as-
sociation with the firm.

Effective last week, WKRC-TV
Cincinnati has sold INS This Week
in Sports to loecal DeSeto auto
dealers association. WTAR-TV
Norfolk buys Super-Projectall.

WBAL-TV Baltimore has in-
stalled Trans-Lux rear screen pro-
jector. Device supplies unlimited
range of backgrounds in life-size
proportions before which studio
actors appear. Commercial applica-
tion of projector offers advertisers,
using live spots, opportunity to
have actual scenes from own stores
or show rooms.

INS-Telenews reports news-
reel sales to following stations:
Weekly review to WAGA-TV At-
lanta, KRLD-TV Dallas, WCPO-
TV Cincinnati, and on repeat basis
to WOR-TV New York. WEWS
(TV) Cleveland began daily néws-
reel service Jan. 1.

Jack Danowitz Advertising
Agency, New York, has established
production facilities on own pre-
mises to produce TV and sales pro-
motion pictures. Firm says it
turned out series of 16mm TV film
with action and narrative for un-
der $1,000 for a client. Two-minute
commercials will be placed on test
basis in four markets starting next
week. Stations include WTTG(TV)
Washington, WAAM(TV) Balti-
more, WAGA-TV Atlanta and
WDSU-TV New Orleans.

SNADER EXPANDS
To Open New York Office

SETTING a shooting schedule of
20 musical films per week, Snader
Telescriptions Corp., Beverly Hills,
Calif., will establish a New York
production division in mid-January.
Production will be split between
that city and Hollywood.

Louis Snader, president, and Phil
Bloom, talent director, will be in
New York late this week to com-
plete arrangements and also ap-
point a director. With recent for-
mation of Snader Telesceription
Sales on 2 national basis, Mr.
Snader said filming operations must
be stepped up to meet the con-
tracted for 960 musical subjects.

He further revealed that cost
of making the 3- to 3¥%-minute
musical films has increased. Origi-
nally budgeted at $1,500 each, sub-
jects now are running from 25%
to 40% higher. Firm has already
completed 257 films, with 400
promised for March 1 delivery.

Firm has moved its Beverly Hills
headquarters to 171 South Beverly
Drive.

Alabama’s

Alabama’s housewives are making
it their business to dial Channel 13
to see what’s cooking in WAFM-TV’s
brand new model kitchen. And they
see it live over Alabama’s only live-
camera TV station.

only

Only WAFM.TV’s Model Kitchen is
on the air every weekday from 11
a.m. to 12 noon. And that means no
TV competition. Your product gets
undivided attention . . . right in the
kitchen...where it’s used!

live TV
Live TV with 5 top economists and
23 ‘aides on the scene to demon-
strate all household goods makes the
Model Kitchen show convincing.
Viewers know your product will

work for them just the way they
see it in use!

kitchen

Kitchen recipes using your food
products are prepared by the Model
Kitchen home economists in front
of a studio audience while thousands
more look on at home. Housewives
can get all of the recipes, too, just
for the asking.

program

Program details on how you can
use WAFM-TV’s Model Kitchen to
gell your product in the busy, indus-
trial-rich Birmingham market may
be obtained through us or Radio
Sales. Ask about participations and
one-minute availabilities.

WAFM-TV

“TELEVISION ALABAMA”
CBS in Birmingham « Channel I3
Represented by Radio Sales
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Psychologists Study
TV Advertising

(Report 144)
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“IRRITANT” advertising will not
get the results in television that it
got “when confined to a single
bodily sense”’—radio, Social Re-
search Inc.,, Chicago, has con-
cluded. The company, a private re-
search firm of psychologists and
sociologists, aided by consultants
from the U. of Chicago, recently
completed its first television report.

The survey also concluded: “It
is impossible to find a TV audience
which does not have a social class
viewpoint toward whatever it
watches. In radio and magazine
advertising, the indifferent audience
stmply waits. In television they
get up for another errand unless
both the visual and. the auditory
senses are satisfied.”

The first in a series of scheduled
psychological studies ‘‘explored
typical TV programs representing
upper and lower middle class tastes,
with the two types clearly repre-
senting different worlds in enter-
tainment appeals and in the social
structure of their audiences.”

Commercials, “unless carefully
attuned to the different types of
audiences,” will be ignored, accord-
ing to findings outlined in the re-
port. It was also found that com-
mercials on “middle majority day-
time shows” must fit the character
of the program, be “sincere” and
emphasize “the worthwhile char-
acter of moral values.”

“Most middle majority house-

shows rarely stay for any whole
show on any one day. .. .” Com-
mercials must be well spaced and
the sales line sympathetic to the
housewife’s practieality, the survey
showed.

Middle majority housewives are
appealed to in daytime shows by
performers who are “sincere, real
motherfully, and successful but
not snooty.” Kate Smith, star of
her own afternoon show on NBC,
“is a person who in herself rep-
resents all of the high-valued,
moral qualities dear to the middle
majority, and at the same time
appeals to them as a friendly
equal,” Dr. Burleigh B. Gardner,
executive director of Social Re-
search, said.

Kukla, Fran & Ollie, another
NBC-TV feature, attraets, in con-
trast, the upper middle class,
mainly because it is ‘“fanciful, so-
phisticated” (the interest to which
the upper middle class viewer sub-
scribes or feels he ought to}, shows
a world without the hostility so
common to soap opera, has adult
and independent characters, em-
phasizes the tolerant notion that
“little sins thrive all over,” the
report notes.

E
Berle Leads Latest
Hooperatings
MILTON BERLE’s Texaco Star
Theatre and Godfrey’s Talent

spectively in TV viewer popularity,
according to the “First Fifteen”
from the latest Hooperatings
Pocketpiece released last week. For
the period Dee. 1-15 the report was
as follows:

1. Star Theatre 55.5
2. Talent Scouts 45.6
3. Fireside Theatre 44.7
4. Toast of Town 38.4
5. Cactus Jim 38.3
6. Man Againsi Crime 34.6
7. Mama 345
8. Philco TV Playhouse 333
9. Lights Out 32.4
10. Show of Shows 31.9
11. Lone Ronger 313
12. Studio One 30.9
13. This is Show Business 0.4
14, Comedy Hour 29.4
15, Martin Kane 29.2

* k% %

Trendex Reports
On December Viewing

TOP 10 Trendex ratings for spon-
sored network television shows in
the week of Dec. 1-7 have been
reported as follows:

Star Theatre—Berle
Philee TV Playhouse ...
Godfrey’s Talent Scouts

Firevide Theotre
Comedy Hour

& w

Your Show of Shows
Lucky Strike Theatre

* * *

Nielsen Releases
November Report

FIRST November report of Na-
tional Nielsen-Ratings places Tex-
ace Star Theatre as the top pro-

W kLo k]
pppgpﬁggﬂo
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wives who watch such daytime Scouts rated first and second re- (Continued on page 58)
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City Outlets On Air Sets in Area City Qutlats On Air Sets in Area
Atbuquerque KOQB-TV 6,100 Lauisville WAVE-TV, WHAS-TY 65,758
Ames WOI-TV 30,198 Memphis WMCT 64,424
Atlanta WAGA-TV, WSB-TV 67,800 Migmi WV 45,000
Baltimore WAAM, WBAL-TV, WMAR-TV 252.226  pilwaukee WTMI-TV 189,500
Binghamtan WNBF-TV 119 Minn-se. Paul  KSTP-TV, WICN-TV 188,100
Eimninghgmy  WARKIVe WHRCITY 12200 Noshville WSM-TV 16,727
o 9 WBZTV, WNAC-TV 609,388 New Haven WNHC-TV 114,700
Buffalo WBEN-TV 160180 Now Yorc™  WABD, WCBS-TV, WIZ-TV, WNBT R
Charlotte WEBTV i ew Yor , -TV, TV, .

Chicago WBKB, WENR-TV, WGN-TV, WNBQ 737,407 WOR-TY, WPIX ] 1,875,000
Cin¢innati WCPO-TV, WKRC-TV, WLWT 223,000 Newark WATV Inc. in N. Y. Estimate
Claveland WEWS, WNBK, WXEL- 372,213 Norfolk WTAR-TY 44,545
Columbus WBNS-TV, WLWC, WTVN 122,000 Qklohama City WKY-TV 61,745
Dallos, Omaha KMTY, WOW-TV 55,529
Fi. Worth KRLD-TV, WFAA-TV, WBAP-TV 921,877 Philadelphia WCAU-TV, WFIL-TV, WPTZ 725,000
Davenport wOC-Tv 32,199 . -
. < Phoenix KPHO-TV 22,900
Quad C;hes Include Davenport, Moline, Rock Is., E. Moline Pitisburgh WDTV 180.000
Dayton WHIO-TV, WLWD las,000 [ H=nOTS WIAR-TV 0fias
Detroit WIBK-TV, WWI-TV, WXYZ-TV 376,706 R.’“" “";e o "
tri RS 2,576 oo WHAM-TY an
Ft. Worth- = .
Rock 1sland WHBF-TvV 32,199
Dallas . WEBAP-TV, KRLD-TV, WFAA-TV 1877 Quad Cities include Davenpert, Moline, Rock Is, E. Moline'
Grand Rapids WLAV-TV 97,166 5
Gheensbors WEMY-TV 35507 Salt Loke City  KDYL-TV, KSL-Ty 33,950
Houston KPRC-TV 56578 o0 DA,mmo !'(‘E;‘la TV\\:_OAI -V 33,765
Huntington- . San Diego - 69,500
: Eharh"]en WSAZ-TV 0,000 g::'?enir:::;u;co KC;gBTV KPIX, KRON-TV :357,333
ndianapalis WFBM-TV 102,000 0 !
Jacksenville WMBR-TV 27000 Albany-Troy
Jul}nsfown WJAC-TV 54.472 georle :I;;GT-JV 55,600
Kalomazaa- 4 i. Louis - 221,500
Battle Creek WKZO-TV 95,860 Syracuse WHEN, W5YR-TV 88,116
Kansas City WDAF-TV 83 450 Tolede WSPD-TV 60,000
Lancaster WGAL-TV 71,951 Tulsa KOTV 52,260
Lansing WIHM-TV 32,500 Utico-Rame WKTY 30,200
Los Angeles KECA-TV, KFI-Tv, KLAC-TV, KNBH 831,232 Washingtan WMAL-TY, WNBW, WTOP.TV, WTTG 205,835
KTLA, KTSL, KTTV Wilmingtan WDEL-TV 53,466

Markets an Air 63 Stations on Air 107

Editer's Note:
partially duplicated.
manufacturers.
approximate.

Sources of set estimotes are based

Totals for each market represent estimated sets within televiewing area.
on data. from dealers, dmrlbulon, TV Circulation cemmmus, electric compumes and
Since mony are cempiled monthly, some may remain unchonged in successive summaries.

Estimated Total Sets in Use 9,832,000
Where covernge areas overlap set counts may be

Total sets in all areas is necessarily
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Morning...afternoon...evening *
WSB-TV dominates the Atlanta television market.

Gives advertisers more viewers per dollar

...also more pull per dollar. Of interest

to time buyers—99% of the

Atlanta market’s TV sets

o

are home sets!

€ WSB-TV share of audience (October-
November Mooper Television Audi-
ence Index): Monday thru Friday,
8:00 A. M. to 12:00 noon —92.2%.
Monday thru Friday, 12:00 noon to
6:00 P. M.—75%. Sunday, 12:00 noon
thru 6:00 P. M.—62.5%. Sunday thrv
Safurday evening, 6:00 P. M. to
10:30 P. M.—55.4%. For further de-
tails, ses your Petry mon.

Affiliated with The Atlanta Journal and The Atlanta Constitution
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Folsom
(Continued from page 49)
the year included the development,
with U. S. Navy cooperation, of
“the world’s largest and most ac-
curate analogue computer,” and an
electronic “brain” to evaluate the
performance of guided missiles,
ships, airplanes, and submarines.

ADULT EDUCATION VIA TV

‘News’ Reports Comments on WWI-TVY Project

FAVORABLE reaction to WWJ-
TV Detroit’s private showing of
its U. of Michigan Television Hour,
held before government and indus-

technical staffs,” the FCC Chair-
man reportedly stated.

Comr. Hennock said she would
“like to see every station in the

Telestatus
(Continued from page 56)
program in both the number of
homes reached and the percent of
TV homes reached in program
areas. For the two weeks ended
Nov. 11 the report is as follows:

HOMES REACHED IN TOTAL W5,

Another laboratory development try officials at Washington’s Ward-  country duplicating the Detroit ef- Homes
was a portable model of the elec- Man Park Hotel Dec. 17, was fort, morning, noon and night.” She Rank  Program (000)
tron microscope, 8 new non-broad- chronicled the following day in the felt the series has “drama as well ~ j [exaco Star Theatre e
cast industrial television system Detroit News, station owner. as educational value,” and also of- 3 .'sill:ow of‘ Shows (Sémwl:.np) 308
based on a sensitive pickup tube The newspaper quoted the com- fers a means of helping Americans g §pow o} 3hows (Croshey) A
called the “Vidicon,” and a new ments of such observers as FCC Wwho never received formal educa- S ST 3,620
facsimile system capable of trans- ghaié‘man Waylltle Coy aEnd ]({301;'!‘- tmé'(‘)] Kirby predicted, according 8. Stop Music (Lorillard) g:r‘.;;

P . 3 . i . 9. Firesi g
mitting printed documents at the Frieda Hennock; Col. Ed Kirby, to the News, that retional not 10 N eI s, Show) e

rate of 120 square inches a minute.

Turning to international com-

radio-TV chief, Dept. of Army, and
Sen. Owen Brewster (R-Me.), who

works will duplicate the Detroit

PERCENT OF TV HOMES REACHED
IN PROGRAM STATION AREAS

munications, Mr. Folsom said that attended along with other members plan and “give the whole nation Homes
RCA had successfully extended the of the Senate Interstate & Foreign 2 gdraphm le.s:f)lflt.ln y’vorld problems  ggnk Program (%)
use of its automatic tape relay Commerce Committee. and responsibilities. 1. Tenwco S;:r Theatre s04
method of transmission of overseas Stressing that federal officials Y Ngw York recorde.d the gf ;'."P'd'o;lsor:gl";‘ Presents 50.6
radiotelegraph traffic, and had in- described WWJ-TV as “the pioneer show, which emanated directly s ;'I:?’w ;:’ S"I‘owl: (Part.} 492
troduced a “new two-way, cus- in turning the nation’s living rooms from Detroit, for showing on f.our 6. Show of Sh:\"ruot‘;:uwmp) 46.2
tomer-to-customer teleprinter ex- into classrooms through television,” v stcreerIEIs befox; son:net100 mv1teci b D CIAGTD. Crostey) 43
change service.” the News quoted Chairman Coy as ﬁ:l::a:er OP%%VJB;{;IS;S flggle.?-t :: Stop Music (Lorilard) gj;
i i i i g 10. I

RCA Institutes in 1950 grad- commenting that the educational Ponting, a director of the Detroit Copyr?g';:: 1950 by A. €, NIELSEN COMPANY

uated the record number of 957
students. Employment of virtually
all graduates immediately by in-
dustry reflected the “increasing im-
portance of the courses in radio,
electronics, and television.”

ELECT STOKEY

As ATAS President

MIKE STOKEY, television pro-
ducer, was officially named presi-
dent of Academy of Television
Arts & Seciences, Los Angeles, for
the coming year at a meeting last
month. His election was unop-
posed following the withdrawal by
three other nominees for the post
[BROADCASTING @
Dee. 18, 1950]. Syd Cassyd is re-
tiring president.

Elected to other offices also for
the year term were Hal Roach Jr.,
of Hal Roach Studios Ine., first
vice president; Harland Thompson,
CBS-TV. production supervisor,
second vice president; Betty Mears,
TV writer, secretary (re-elected);
Fred Henry, assistant general man-
ager, KLAC-TV Los Angeles,
treasurer; Isabelle Pantone, KFI-
TV Los Angeles production staff,
recording secretary; Harry Koplan,
program packager, secretary to
treasurer; Mark Finley, public
relations director, Don Lee Net-
work, correspending secretary.

Officers will be installed at the
Academy’s third annual awards
dinner Jan. 23 at the Ambassador
Hotel, Los Angeles, when the win-
ners of the annual “Emmy” awards
will be announced.

TELECASTING,

series is “terrific” and should be
carried a step further by having
students take part in the produc-
tion end.

“Along with the need for well-
planned adult education, the tele-
vision industry needs vehicles to
train young men for its expanding

STANTON REPORT

CBS Color Drum Explained

A CBS color television receiver,
showing the largest direct-view
picture of any system yet, was re-
ported by Frank Stanton, CBS
president, in a yearend review re-
leased last week. The receiver em-
ploys a drum to show a color pie-
ture on a 17-inch rectangular tube,
housed in a console 34 inches high
and 27 inches wide. Its principle is
applicable to a 20-inch tube, he said.

When a tri-color tube is perfect-
ed, he continued, “there will be no
practical limit on the size of direct-
view color pictures with the CBS
system.”

Use of color television for med-
ical and surgical demonstrations at
major medical meetings in 1951, as
in 1950, has been agreed upon by
CBS and Smith, Kline & French
Laboratories. And a Remington
Rand Inc. agreement with CBS pro-
vides for the production by the
former of Vericolor, industrial TV
equipment using CBS color, he re-
minded.

Mr. Stanton said that CBS radio
shows were heard during about
one-third of the commercial pro-
gram time of a typical week of the
past year. “During the peak listen-

News, explained the project under
which listeners seeking official cer-
tification from the university’s tele-
vision school may receive material
developing the telecast lectures for
a $2 fee. About 400 have registered
for a TV course in photography
starting this month, Mr. Bannister
added. ¢

Also present at the showing were
FCC Comrs. Rosel Hyde, Paul
Walker and E. M. Webster; NAB
President Justin Miller, and sev-
eral members of Congress, as well
as industry representatives.

Red Crown AM-TV Spots

STANDARD OIL of Indiana, Chi-
cago, will conduet a month-long
saturation campaign during Jan-
uary with radio and TV spotg in
Detroit and Milwaukee, advertising
its new 1961 Red Crown gasoline.
A total of 500 spots will be carried
in each market, about 10% going
to TV. Six AM and three TV sta-
tions are being used in Detroit,
six AM and one TV in Milwaukee.
Agency is McCann-Erickson, Chi-
cago.

TV CONSULTANTS

Beacon Opens in Boston

BEACON TELEVISION Features
Ine., a new TV consulting firm, has
been organized in Boston to serve
agencies and clients who are using
or planning to use video. Em-
phasis will be on creation and pro-
duction supervision of television
and radio shows and commercials.
President of Beacon Television Fea-
tures is Leonard Sanderson, for
six years art director for Alley &
Richards, Boston.

The firm, located at 420 Boylston
St., opened today (Monday.) Serv-
ices of the consulting organization
include advice on TV programming,
time and techniques. The company
will prepare advertising, promo-
tion, and publicity for productions
it handles.

BRCA VICTOR designa streamlined,
ancbtrusive microphone, especially for
TV programming. Named “Starmak-
er,” a8 result of nation-wide contest.

‘51 Cable Predictions ‘

(Continued from page 49)

cable, Norfolk to Richmond and
Johnstown to Pittsburgh by radio
relay early in the year. Construe-
tion was also begun on a new
relay route between New York and
Chicago which went into service
Sept. 1 and was extended to Omaha
by Sept. 30. Also during September
a microwave gystem went into serv-
ice between New York and Wash-

ington. On the last day of that
month, 14 cities were added to the
interconnected list: Greensboro,
Charlotte, Jacksonville, Atlanta,
Birmingham, all joined to the net-
work at Richmond; Indianapolis
and Louisville, connected at Day-
ton; Rock Island, Davenport, Ames,
Minneapolis-St. Paul, Omaha and
Kansas City, connected via Chicago.

vensFor the finest ing hours, 6-11 p.m., 37% of the * o ~
] . programs were CBS ‘packages,’” TV GROWTH 1946-1950

in professional tape he said. c c....amd Su;"iom 'u'.,m- . Boll 4

- 1 i 5 iti B: revi ivately- onnecte

recardi ng Eq'l.lf pment neg;:z:}{ :.ta&llzn:n:lno ftt:;}emc;gasr !;'::_g E;;Ié of with S;‘:t.i:ns Ci!ziy“‘. " St.mi;:i Ownodllo ays nlor:M“:.;z.

-~ 196, an increase of 11 over the 1949 i 3 % 3 3,350

EWQ)M' total. CBS-TV grew from 56 to 61 59 26 50 3 8,954
| o ] stations during the past year, and 66 a° 72" 8 17,344%*

N
HOLLYWOOD 38, CALIFORNIA

it serves a combined potential audi-
ence of 10.5 million families, or
about 29.5 million viewers, he said.

* Figures do not include Los Angeles (7 stations) and San Francisco {3 sta- .
tions) which are connected to each other but not to the East-Midwest network.

** Two circuits (750 miles) connecting Los Angeles and San Francisco are not
included in this total.
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Compact GFL camera and control unit have been "“human engi-

neered" for easy, efficient vuse. Camera provides uniform focus
adjustment for all lenses; iris is motor-controlled from rear of
camera or from control unil, with lens opening shown on dials
at both locations. Control unit has 8% " monitor tube.

IMPROVED SYNC GENERATOR

The sync generator, with ifs power supply,
is o single unit, packaged for field use.

Because binary counting circuits are used,
and pulse width is controlled by deloy
lines, ‘it provides circuit reliobility better
than present studio equipment, With this
operator

circuitry, oll
eliminated,

odjustments are

* GPLintroduces First TV Camera Cham |
~ Designed from Start to Finish for
Compactness and Ease of Operation |

Builc with the compact precision which distinguishes
a quality watch from an alarm clock, GPL’s new
image orthicon camera chain is smaller, lighter, easier
to use. It is the first camera chain that has been
“human engineeted” — designed from motion studies
of cameramen and control personnel. It is the first
with type and location of controls based on minimum
movement and maximum ease and efficiency.

This simplification, together with size and weight
reduction has been accomplished without any sacrifice or
limitation whatever in performance or accessibility. Supe-
rior GPL circuit design provides a better picture than not-
mally obrainable with image orthicon equipment. Complete
control is provided for every studio or field requirement.

Logical components have been combined . . . fewer units
make up a chain. A single chain consists of only 4 units; a
triple chain, 12 including switching unit and master moni-
tor. The camera, with integral view finder, is only 1034 x
1215" x 22", weighs 75 Ibs. instead of 100-105 Ibs. The sync
generator is a single portable unit including its own power
supply. It may be easily removed from its case to go into a
standard relay rack.

SIMPLIFIED CONTROL

All controls are at the finger-tips of cameramen and camera
control operators. Focus adjustment of all lenses is uniform;
a given rotation of focus control produces the same shift
in plane of focus for all lenses. The iris is motor-controlled,
either from the rear of the camera or from the camera con-
trol unit. Dials on both camera and control unit indicate
the lens opening. Negative feedback is used to stabilize
video frequency response, eliminating an adjustment, Target
and beam are controlled by thumbwheels next to conven-
fent knobs for pedestal and gain.

READILY ADAPTABLE

GPL Camera Chains completely meet all studio and field
requirements or may be readily adapted to supplement
existing installations. Before you make any camera chain
investment, get all the facts on this new addition to GPL's
outstanding line of TV studio equipment.

Write, Wire or Phone for Detuails

%Y Comera.Chains * TV Film Chains
TV Field and Studio Equipment
Theatre TV Equipment

Telecasting ® BROADCASTING
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Jan. 7-12: Protestant Radio Commis-
sion Eastern Regional Religious Ra-
diec Workshop, Yale U.,, New Haven,
Conn.

Jan. 8: National Collegiate
Assn., Dallas.

Jan. 15: Media Conference, American
Assn., of Professional Baseball
Leagues, Columbus. |

Jan. 22-26: AEE] Winter General Meet-
ing, Hotel Statler, New York.

Jan. 23: Academy of Television Arts

" and Sciences annual dinner, Ambas-
sador Hotel, Los Angeles

Jan. 26-27: South Carolina Broadcasfers
Assn., Columbia, S. C.

Jan. 31-Feb. 2: NAB Board Meeting,
?lelleview-Biltmore Hotel, Belleair,

a.

Feb. 3: Radio Correspondents Assn.
Dinner fer the President, Hotel
Statler, Washington, D. C.

Feb. 16-17: First Annual Regional Tele-
vision Seminar, WAAM (TV) Balti-
more.

April 11: Brand Names Day 1951, Hotel
Commodore, New York.

April 15-19: NAB Convention, Hotel
Stevens, Chicago.

Athletie

April 20-21: Southwestern IRE Con-
ference, Southern Methodist TU..
Dallas.

TV SEMINAR
WAAM Plays Host Feb. 16-17

WAAM (TV) Baltimore announced
last week that it will play host to
a Regional Television Seminar in
Baltimore Feb. 16-17. Sub-titled
“Career Opportunities in Televi-
sion,” the seminar will feature well
known figures in the television in-
dustry, who will address a group of
100 college students from schools
in the East.

The seminar is to be co-spon-
sored by WAAM, Johns Hopkins
U., American U., Temple U, and
the U. S. Office of Education. Joel
Chaseman, public relations director
for WAAM, announced that the
station has been working since May
1950 to establish an educators’ com-
mittee to assist in planning the
seminar.

Beginning Friday evening, Feb,
16, with an address on the general
topic of television, the seminar will

continue “on Saturday with ad-

dresses and discussions on sales,
promotion, research, production,
casting, public affairs, public serv-
ice, writing, personnel and others,
Members of the steering commit-
tee, which has been working on the
seminar since last May, are:

Willett Kempton, public relations di-
rector for American U.. Lynn Poole,
public relations director for Johns
Hopkins U.; Dr, Armand Hunter. chair-
man of the Radio. Speech. and Theater
Dept. of Temple U.; Dr. Franklin Dun-
ham, chief of the radio and TV section
of the U.S. Office of Education, and
Mr. Chaseman, representing WAAM.,

ANDREW Corp., Chicago, has issued
general price list of transmission
lines and antenna equipment.

ELECTRONIC EQUIPMENT « PARTS

AN Camn cous RELAYY LaRGE STOCH,
arch WEAAT)  RIustORS of OTHER ITEMS
HINDING FOLTE CONIRON SHOCE MTS +

casi corsials 1o<KITy 167 US QUOTE
CAFALITOMY puTERg foukMG DY

Chramcons 13I8 SIAGHETH TOUR WELDS
CERAMICS HARDWABT SwiIEMis

CHOKIS MBS
cn, wxiy e

WRITE, WIRE
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PHONEVISION

Thrice-Delayed Tests
Begin Today

ZENITH Radio Corp. begins its long-heralded test of Phonevision, its

dollar-in-the-slot adjunct to commercial telecasting, in Chicago today.

(Monday). The 90-day test, delayed three times, will offer three “top-
flight” motion pictures daily to residents of 300 Chicago area families

between Jan. 1 and March 31.

The FCC-approved experiment
is an attempt to determine public
acceptance or rejection of the de-
vice. Families wishing to see a
certain Phonevision movie call the
telephone operator, ask for trans-
mission of & signal for clearance
of the jumbled original TV trans-
mission and are billed $1 for each
movie they see.

Today’s opening lineup includes
Jack Carson and Ann Southern in
“April Showers,”” Bing Crosby,
Joan Caulfield and Barry Fitz-
gerald in “Welcome Stranger” and
Clark Gable and Lana Turner in
“Homecoming.” These Hollywood
films have grossed more than $12
million since their release, accord-
ing to Zenith. The films were de-
scribed by the firm as “pictures of
a caliber never before presented to
the home video screen.”

Zenith declined to release titles
of other movies which will be tele-
cast. It was understood a list of
the first week’s bill, Jan. 1-6, was
mailed last week to the 300 test
families. X

Films will be telecast by Zenith’s
experimental station KS2XBS
three times daily, at 4, 7 and 9 p.m.
A total of 90 films will be used
during the test, as films will be re-
peated on two succeeding days
after the initial showing. Repeats,
however, will be spotted at a new
time and on a different day in
order to attract all segments of the
test group audience and give them
a variety.

Films were produced in the U.S.

4

and in Europe, and will be trans-
mitted with a scrambled signal
from the station on top of the

Field Bldg. in Chicago’s- “Loop.”

The signal can be unscrambled only
on order of test residents who call
the telephone operator. TRegular
televiewers tuning to Channel 2
will see only the garbled picture.
The key signal which unsecrambles
the transmission is sent via the
telephone circuit.

The Phonevision test begins
after FCC approval, cooperation
of film producers, a “special” li-
cense from ASCAP and a “special”
waiver by the American Federation
of Musicians, Comdr. Eugene F.
‘McDonald Jr., Zenith president,
explained last week. “The sole
purpose of. the test is to gather
data for use of the FCC in deter-
mining whether Phonevision is in

" the public interest and whether . it

shall, in the future be authorized
as a new type of service,” he said.

“Not a Substitute”

Stressing that the system was
not developed as “a substitute for
any of the established or potential
uses of regular television. broad-
casting radio, motion pictures or
other extant communications and
art forms,” Comdr. McDonald sees
the device “as a new and distinct
service.”

“It in no way affects people’s
opportunity or choice of viewing
regular, free, television programs,
of going to the theatre, or spending
their time and money as they see

Contract for the daily half-hour shopper’s show on WHEN 1is completed

by (Il to r): Robert Severance, WHEN account exccutive: Robert A.

Macht, Dey Bros. merchandise manager; Paul Adanti, WHEN general

manager, and John P. Fitzgibbons, vice president and managing director
of Dey Bros.

Telecasting @

fit,"” he said.

If the method is approved, Zenith
their time and money as they see
“does not intend to enter the en-
tertainment business or any other
fields of programming made pos-
sible by Phonevision's potential-
ities. We propose to remain in the
field of manufacturers electronics,
and would simply produce and li-
cense other manufacturers to pro-
duce Phonevision equipment,”
Comdr. McDonald ‘explained.

RTDG VS. SDGA
NLRB Dismisses L.A. Case

REGIONAL National Labor Rela-
tions Board, Los Angeles, has dis-
missed because of “lack of evi-
dence’” the Radio and Television
Directors Guild case charging
Screen Directors Guild of America
with *unfair labor practices.” An-
nouncement was made a fortnight
ago at a meeting of SDGA which
was informed of the move by
Howard LeBaron, NLRB regional
director. .

RTDG, which had. intervened in
recent NLRB hearings on SDGA
petition seeking jurisdiction over
TV directors at KECA-TV Los
Angeles, charged violation by
SDGA of Section 8 of the National
Labor Relations Act claiming that
the latter was employer-dominated
[BROADCASTING ® TELECASTING,
Oct. 9, Sept. 25, 1950].

RTDG is asking NLRB in Wash-
ington that- the *“unfair” plea,
though dismissed by the local
board, be included as part of the
evidence in the whole case now un-
der the board’s consideration.

SDGA also advised members at
the meeting that new members had
joined both in New York and Los
Angeles and that the majority of
the nation’s top TV shows were
now being directed by SDGA mem-
bers. Guild further reported that
about 7¢ TV film program prod-
ucers are signatories of SDGA
100% guild shop contract.

DEY BROS. SIGN
Buys Program on WHEN(TV)

DEY BROS. & Co., Syracuse, N. Y.
(department store), has signed a
52-week contract with WHEN (TV)
Syracuse for a daily half-hour
shopper’s program, Your Dey-Time
Shopper, Monday through Friday,
1-1:30 p.m.

‘Extensive use of store personnel
on the daily shopping programs is
planned, with various departments
demonstrating their wares in the
WHEN studios. Joyce Taylor,
Dey’s fashion co-ordinator, is host-
ess of the program and conducts
daily TV tours of the store. News-
paper promotion has been used
heavily for the show, while point-
of-sale displays in the store call
attention to merchandise featured
on the program. During the Christ-
mas shopping season, hundreds of
specials were sold to customers who
had seen the items advertised only
on WHEN, the station reports.
First show in the series was pre-
sented Dee. 11.
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TV AIDS GATE

WTVYJ Head Blames Schedule

TELEVISION is a definite aid {o
football attendance and should not
be blamed for slumps in gate re-
ceipts, Col. Mitchell Wolfson, presi-
dent of WTVJ (TV) Miami, said
in a recent letter to the Orange
Bowl Advisory Committee.

Col. Wolfson urged the commit-
tee to evaluate the preceding sea-
son's football attendance records
with four factors in mind—weath-
er, general economic conditions,
schedule of games, and television.
He concluded that the schedule of
games was the most important fac-
tor governing paid attendance,
not TV,

Average attendance at Miami U.’s
home games, held in the Orange
Bowl], was 36,517 in the 1950 season,
he said, a 9% drop from 1949’s
average of 39,931 per game,
Analyzing the past season’s sched-
ule, Col. Wolfson pointed out that
the two biggest games of the 1949
season, those with Florida U. and
Purdue, were played away from
home in 1950. If these two crowd-
drawing games had been played
at home during the past season,
he said, the attendance would have
showed only a % % drop ‘from last
year.

As for the other factors—weath-
er, economic conditions, and TV—
Col. Wolfson said: “There is a
strong indication that people don’t
stay home to watch television be-
cause of rain.” Citing 1950 at-
tendance figures again, he pointed
out that the Villanova game, played
in the rain, enjoyed higher attend-
ance than three of the other games
on the schedule. Mentioning the
all-time high of the cost of living
index and the 3% increase in per-
sonal income taxes put into effect
in October, Col. Wolfson urged
that these factors be taken into
consideration as affecting economic

- TRICOLOR TUBE
Invented by Chew

INVENTION of a new all-elec-
tronic color television picture tube
which is claimed to avoid “pitfalls”
of current color TV systems was
announced last week by Thornton
Chew, vice president in charge of
engineering: for KFMB-TV San
Diego.

Mr. Chew, who has secured a
patent (No. 2529485) on his in-
vention, said the tube employs a
magnetic field to select color se-
quences and combinations. Its
screen was described as having
successive groups of strips of
material, each with red, green, and
_blue colors.

The tube has a single gun.

It was said to render a spinning
disc unnecessary, and to need no
complicated lens system.

KFMB-TV spokesmen said plans
for exhibition of the tube are now
in progress.

Mr. Chew, a former research
engineer with Don Lee television
interests in Los Angeles, joined
KFMB-TV in May 1949,

conditions and therefore the sale of
tickets.

Emphasizing the selling job TV
has done for football, Col. Wolfson
enumerated the promotional sup-
port WTV] gave the university’s
home games last season. In all its
football features, Col. Wolfson said,
the public was urged to get out to
the games for “full enjoyment of
atmosphere, half time spectacle,
ete.” Also, over $2,000 worth of
season tickets were sold in advance
on a special series of eight TV
programs called Eumpus on the
Campus, he pointed out.

“Now if television—rather than
the schedule—had been the major
factor in attendance losses,” said

Col. Wolfson, “we should have ex-

pected the losses to have increased
as the season advanced, because
the number of television sets in the
arew increased. But it is obvious
that the secason ended with peak
attendance at the two major games
with more TV sets in the area than
ever.”

~honor

TRUMAN DINNER

Correspondents Map Plans

PROGRAM representatives of the
major radio and TV networks are
slated to meet in New York this
Friday to map out entertainment
pians for the ninth annual Radio
Correspondents Assn. dinner in
of the President of the
United States. The dinner will be
held Saturday, Feb. 3, at the Hotel
Statler, Washington, D. C.

The association’s executive com-
mittee met last Thursday to work
out seating arrangements and
other details for the occasion,
which is expected Lo draw about 700
key government officials, Congres-
sional members and industry rep-
resentatives, including the radio
correspondents.

John Edwards, ABC, is serving
as general chairman of this year’s
planning committee, with ABC the
“coordinating” network on the

usual rotation basis. DuMont Tele-
vision Network will participate
along with the four major radio
networks. i

A feature of the 1950 dinner,
during which President Truman
will receive a gift from the corre-
spondents, will be the installation
of new officers of the association.
Elections are scheduled to be held
Jan. 10. William McAndrew, WRC-
AM-FM and WNBW (TV) Wash-
ington, president of the organiza-
tion, will preside.

WTMJ-TV Tube Costs

WTMJ-TV Milwaukee has released
figures on tube costs showing
the cost per hour of the various
tubes in use at the station as well
as the total net cost of each type
of tube. According to the figures,
orthicon tubes averaged an hourly
cost of $2.47 each, while iconoscope
tubes, used in film cameras, cost
29¢ per hour, and transmitter tubes
cost 71¢ per hour.

One of America's TEN TOP DAYTIME

PROGRAMS .
November issue of TELEVISION . . .
PAUL DIXON'S MUSIC SHOP.

.. reported in the

This "tops-in-the-nation’ program is seen
Monday through Saturday . . .
WCPO-TY, 3 to 5 P.M.

WCPO-TV

— | CHANNEL 7 CINCINNATI

—— —! WEWS Cleveland under same general management

is also one of the country's top TV stations.

SEE YOUR BRANHAM MAN!
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BRITISH VIDEO

‘Mirror’ Cites Commercial Plan

OPELRATION of British television
on a commercial basis, with sound
radio continuing as a BBC monop-
oly, will be recommended by the
Beridge Committee, according to a
prediction in the London Daily
Mirror.

Writing under the heading “Al-
low Commercial TV, Government
Report Will Urge,” Clifford Davis
reported that the committee, ap-
pointed by the British government
to report on the future of radio
and TV when the BBC charter ex-
pires at the end of 1951, will file
a report of more than 150,000
words.

Appearing in two volumes, the
first part, Mr. Davis predicted, will
contain the committee’s findings
and the second part will review
evidence taken at extended hear-
ings.

According to the Mirror story,
the recommendations of the 10-
man group are expected to be
along this line:

Sponsored TV programs should be
started, at first on the existing TV
wavelengths in order to lengthen
present transmission time of 30 hours
a week. Later, a rival TV service—
supported by advertising—should be
established.

BBC television should be set up as
s separate organization from sound
broadcasting immediately.

Cinemas should be allowed their
own TV system for films, newsreels
and stage shows. The same program
could then be televised to hundreds
of cinema screens.

The government should relax its
ban on capital expenditure to allow
the BBC to spend more money on
gsound and TV development.

The committee was set up in
1949. It held a thorough investi-
gation and four of the members
visited the U. S. and Canada to
study commercial radio and TV.

Mr. Davis understands the re-
port will be severely critical of the
BBC internal organization and
some of its policies, though agree-
ing unanimously that the BBC
offers the finest service in the
world.

Suggested commercializing of TV
is ascribed to the new medium’s
high costs.
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Cites Digest Service

EDITOR:

I've . geen the digest of
BROADCASTING ® TELECASTING [Dec.
18, 1950] which you had the AP
transmit. It was a splendid serv-
ice and one which I appreciate very
much. As usual, you’re on your
toes. Thanks for your thought-
fulness.

Lester W. Lindow
General Manager

WFDF Flint, Mich.
* % *

Artist McDonald

EDITOR:

. ... 1 was never so surprised
...as...whenI saw my “doodlin”
in BROADCASTING ® TELECASTING
[Nov. 27, 1950]: . ..

... I have received many, many
letters about it from both friends
and in several cases, managers that
I do not even know personally. Two
wanted me to design them some
letterheads.

I have had . .. telephone calls,
and a few telegrams . .. Everyone
that I see personally, if in the in-
dustry, mentions seeing it in BRoAD-
CASTING ® TELECASTING. . . .

Guess I am forced to admit—
maybe your ole book does have a
few readers. . . .

Patt McDonald
General Manager

WHHM Memphis
5 % %

Car Radio Report

EDITOR:

Dr. Ken Harwood’s Alabama
auto listening survey, reported in
your Dec. 18, 1950, issue, was
especially interesting to the indus-
try in Southern California, since
Ken first made a study of this
type while still at the U. of South-
ern California. His findings in-
duced our association to call in
The Pulse for a full-scale check of

Edgar L. Bill

Peoriq, lllinois

coast, than any similar company.

IF YOUR AM-FM-TV STATION, OR NEWSPAPER NEEDS

promotional ideas sold to produce cash
revenue of from $200 to $500 per week,

Write, call, or wire

Julian Mantell, Sales Manager

National. Teatures

Yr We can produce more sales records and letters of recommendation
that members of our Organization have received while working
for over 300 AM, FM, & TV Stations and Newspapers from coast to

Merle V. Watson

Phone 6-4607
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the radio status of 880 cars at 50
widely scattered Los Angeles
County intersections day and night
for a full weel.

Their findings were that 72.6%
of the cars were radic equipped,
the highest figure discovered in any
of the surveys made thus far (New
York, Iowa and new Alabama).
Since there are actually more pas-
senger cars than there are families
or occupied dwelling units in our
county, this finding is significant.
The day-and-night sets-in-use aver-
age, 8 am. to 8 p.m., was 32.8%,
considerably higher than the simi-
lar percentage in homes.

Robert J. McAndrews

Managing Director

Southern Californie Broad-
casters Assn. Inc.

Hollywood
* * *
Continue Reviews
EDITOR:

Please continue your program
reviews regularly!

Your critical comments will do
much to keep tele and broadcasters
on their toes.

Here’s cne reader who appreci-
ates them.

Leon C. Hood
Radio Chairman
National Council of Teach-
ers of Engligh
61 Lafayette Ave.
East Orange, N. J.
® ¥ ¥

Reaction to TV Ads.

EDITOR:
After conducting a recent tele-

vision study in San Francisco, Dan -

E. Clark II & Assoc. reports that
only two out of nearly 800 re-
spondents mentioned the recent
controversial television industry
radio-newspaper campaign. This
campaign brought many complaints
from parents and educators and
resulted in the Federal Trade Com-
mission’s Division of Radio and
Periodical Advertising announce-
ment that it was “considering cer-
tain recent advertising of television
sets to determine the truth or
falsity of statements and repre-
sentations therein.”

Each of 793 respondents who
stated they were not in the immedi-
ate market for a television set

- were asked by Clark & Assoc. for

comments and reasons as to why
they did not want television now.
The great majority gave such rea-
sons as “can’t afford now,” “wait-
ing for sets to improve,” “waiting
for color,” and other comments.
Only two respondents voluntarily
mentioned the recent industry cam-
paign.

G. E. Hurst

Dan E. Clark IT & Assoc.

Research Consultants

San Francisco

Telecasting ©
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COLOR CHOICE

‘Let Public Decide—Caldwell

FORMER Federal Radio Comr. O.
H. Caldwell, editorial director of
Tele-Tech, in a letter to members
of the present FCC has suggested
the public be allowed to decide
which color-TV system it preferred.

He indicated the Commission
should authorize the “compatible
color-TV system” along with the
CBS system so the public might
choose the better method.

Mr. Caldwell attached a copy of
his report in the January 1951
issue of Tele-Tech titled “Compat-
ible Color-TV 1Is Ready.” The
article, based on RCA’s early De-
cember demonstrations, urged op-
portunity for public choice.

It stated that FCC, ‘“over-
whelmed by the upreoar resulting
from its recent decision . . . taking
merely the testimony of its own
senses—now hneeds only to author-
ize compatible color-TV to go on
the air, along with the present-
approved abortive non-compatible
system. Then the public, industry,
and trade will quickly decide for
themselves which system they want
—which system must survive! Thus
in a single logical and democratic
step, the FCC can provide the
soundest future for color, and
meanwhile save the television en-
joyment of millions.” .

Mr. Caldwell’s letter stated in
part:

Having gioneered in the administra-
ticn of radic, as you are now pioneer-
ing in TV, I can sympathize with your
diﬁiculties and understand the high
motives with which you are undertak-
ing to serve the public,

e earlier Commissioners too had to
take positive actions—sometimes based
on too-meager information and field
experience.. We found we made some
embarrassing mistakes, but we also
learned that one way to correct the
effects of these was, as quickly as pos-
sible, to authorize a parallel, sounder
course, and so let the radio industry
and public erase our earlier error, by
giving them a choice so they could
select and adopt the later, better plan.

This lesson we thus learned years
ago, suggests a simijlar handling of your
present color-TV difficulties. If, waiv-
mgb formalities, the FCC will in the
gu lic interest, quickly come to the

eart of the matter and without dis-
turbing the CBS authorization, will
grant similar approval to the compat-
ble color-TV system, the industiry.
ublic will quickly determine
which is the more practical of the two
systems for home use. There is no
oubt whatever that the compatible
system will quickly outrun the other.

trade and
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RADIO and TV STATIONS

Profits Depend on
tfficient Personnel.

Ovur Graduates are
Checked for
Ability and Enthusiasm
Appearance and Personality
integrity and Showmanship
Trained by . . .
Network Professionals
Trained to . .
Da mare than one job well
Understand your operational
problems
Trained with . . |
Complete TV and Radio
Commercial Equipment
Traned under .
Actual Broadcast Conditions

_For Promaot Free Service
Call, Write, or Wire
Personnel Division

SCHOOL of RADIO YECHNIQUE
316 West 57 St., N. Y.+ Plaza 7-3212
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Lehman Bros. Centennial

LEHMAN Bros., investment
banking company and pio-
neer in radio-TV financing,
celebrated its 100th anni-
versary last week by publish-
ing a chronicle of the firm’s
activities since its founding
as a grocery and dry goods
store in Montgomery, Ala,,
in 1850. The chronicle traces
the investment company’s 18-
‘year association with the
radio-TV industries, begin-
ning in 1932 with an invest-
ment in CBS, and continuing
in the late 30's with the first
public underwriting of a tel-
evision company, Allen B.
DuMont Labs. Lehman Bros.
has also undertaken financing
for RCA and Avco Corp.

WMIT (FM) SOLD

Reactivation Asked

WMIT (FM) Charlotte, N. C.—
The Southeast’s first FM outlet
which ceased operation last April
after eight years of pioneering—
may return to the air under new
ownership. The project represents
an investment of more than a quar-
ter-million dollars.

Bid was filed with FCC last
week for the station’s assignment
by Mt. Mitchell Broadcasters, a
new firm headed by W. Olin Nis-
bet, Jr., Charlotte investment
banker, which also has purchased
WMIT'S plant atop Clingman’s
Peak from Gordon Gray, former
licensee. The price, including 10
kw transmitter, was reported as
$27,600.

The application specified a new
50 kw amplifier would be acquired
for $27,000 to boost the station’s
output to 300 kw effective radiated
power on Class B Channel 295,
106.9 me. WMIT previously had
ERP of 756 kw. Antenna height is
3,076 ft. above average terrain and
more than 6,500 ft. above sea
level.

Service Planned

The application reported the
1 mv/m contour of the 300-kw sta-
tion will include 27,380 sq. mi. hav-
ing a population of 2,153,900 while
the 50 uv/m contour will include
50,600 sq. mi. having a population
of 4,017,800.

Total estimated cost is $54,500,
FCC was told, while first year op-

_erating cost was specified as
$40,000 with revenue expected
$50,000. Hours of operation will
be 8 am. to 10 p.m.

Mr. Nisbet, president and 73.33%
owner of Mt. Mitchell Broadeas-
ters, is vice president-treasurer of
Interstate Securities Corp., of
which he owns 31%. Vice presi-
dent and 20% owner of the appli-
cant is John C, Erwin, executive
vice president and 14% owner of
Allison Erwin Corp., hardware
firm, and vice president 409% own-
er of Alwin Corp., real estate, both
in Charlotte. Secretary-treasurer
and 6.6% owner of the applicant is
‘W. H. B. Simpson, part owner of

Telecasting ¢

WMRC Greenville, S. C. Mr.
Simpson is president and T0%
owner of the Georgia, Florida &
Alabama Railroad and holds ex-
tensive dry goods merchandising
interests in Belk Simpson and
other stores through the South.

Mr., Gray, owner of WSJS-AM-
FM Winston-Salem, N. C., made
a heavy investment in WMIT. He
established the pioneer FM outlet
in 1942 on the old B0-mc band.
He evidenced great disappoint-
ment last April when the decision
was made to discontinue the out-
let [BROADCASTING © TELECASTING,
April 10, 1950.] Mr. Gray ex-
pressed belief at that time that
FM “is the superior form of sound
broadcasting” and “sincerely”
hoped this feeling would one day
be proved financially as well as
technically right.

Mt. Mitchell Brosadcasters told
FCC it wanted to reactivate WMIT
and to continue “rendering an FM
service needed in the area.” It ex-
plained operating economies ‘‘con-
gsistent with good operation and
program service will be necessary,
particularly during its early
stages.”

No Duplication

“Without any intention of Iles-
sening competition or duplicating
essential service to the public,”

the applicant explained it pro-
posed to lease certain services,
facilities and assistance from

other stations. Initially, according
to the application, studio space
is to be obtained from WSOC
Charlotte and some WSOC staff
members will be employed on a
part-time basis.

FCC was told the fulltime staff
is to include J. F. McFarland as
chief engineer-manager. Mr. Mec-
Farland, the application said, had
been employed by Mr. Gray and
has continued on the property to
maintain it. Other staffers to be
hired include three engineer-an-
nouncers, one program manager,
one sales manager, one <{raffic-
billing manager and a promotion
manager.

JOHN H. NORTH
Chicage Agency V.P. Dies

PRIVATE funeral services were
to have been conducted Saturday
for John H. North, 54, vice pres-
ident in charge of media for Au-
brey, Moore & Wallace, Chicago
agency. Mr. North died suddenly
of a heart attack Wednesday morn-
ing in his Evanston, Ill,, home.

He was named vice president of
the agency in 1949, and since then
had supervised all radio and tele-
vision business. Mr. North worked
at the agency 27 years. Before
joining it in 1924, he worked at
Lee O. Duncan Advertising Agency
and was a salesman for Armour
& Co., both Chicago. He was first
president of the Radio Club of
Chicago when it was organized in
1944,

Survivors include his wife, Eliza-
beth Gunderson North; two sons,
J. Duncan North, 10, and James
Bruce North, 4; his mother, three
brothers and a sister.

BROADCASTING

McCARTHY-PEARSON BOUT

Episode Draws Yaried New Comments

EPISODE between Sen. Joseph
MecCarthy (R-Wis.) and Drew
Pearson, ABC commentator and
news columnist, crackled into a
news feud last week with sniping
coming from both sides of the
opinion fence.

The dispute grew out of remarks
made by Sen. McCarthy on the
floor of the Senate and a state-
ment Dec. 22 by Adam Hat Stores,
New York, that it was dropping
Mr. Pearson’s broadcasts effective
Feb. 18 [BROADCASTING ® TELE-
CASTING, Dec. 25, 18, 1950].

Meanwhile, ABC, which is under-
stood to be planning continuance
of the commentator’s broadcasts at
least until the Adam Hat contract
termination date, said any formal
statement before that time would
be “unlikely.”

Sen. McCarthy had levelled two
attacks against Mr. Pearson. The
Senator’s accusations were coupled
with mentions of his sponsor, tell-
ing the Senate the newsman would
not be “pouring out his poison into
millions of American homes every
Sunday if the Adam Hat Co. did
not hire him and pay him to do it.”
He called on the public to boycott
stores handling the sponsor’s prod-
uets and urged newspapers buy-
ing Mr. Pearson’s column, as well

as radio stations, to see that his
voice is stilled.

Doris Fleeson, who writes a
‘Washington news column, took a
hard look at the Senator’s remarks.
and commented: “Radio advertisers
have consistently refused to fight
the battle for free speech which is
the heart of the American system.
The free press which radio feels
free to criticize perhaps justly,
simply does not stand for the kind
of interference with constitutional
prerogatives that radio takes for
granted.”

Columnist Westbrook Pegler, on
the other hand, commended the
Senate speeches and added a bit
of fuel of his own. He implied that
a condition existed “which should
never have been suffered to develop
in radio subject to government
control.”

Charles V. Molesworth, president
of Adam Hat Stores, in announcing
the termination of Mr. Pearson’s
contract, said: “Mr. Pearson’s con-
tract covered a period from Sept. 2,
1949, to Feb. 18, 1951, and because
of & planned change in advertising
media for 1951 the contract will
not be renewed or extended.”

Mr. Pearson’s reaction to the
Adam Hat announcement was:
“The Adam Hat people have been
swell to me.” .

COSTS LESS brcaudo ith best

A CHIEF ENGINEER SAYS: . . . have been using the Fairchild Tape Re-
. practically no
optimum

corder constantly . . .
maintenance .
performance always . .
other equipment has . .
without fatigue . .

FROM THE FRONT OFFICE:
cheaper tape recorders .
hold specs or stand up for long
. . . Fairchild gives my customers
better recordings . . . brings me
more customers . . . can do shows
now we couldn’t with other re-
corders . . . brought in new
sponsors . . . and my engineers’
budget asks almost nothing for
maintenance . . . how soon can
we get delivery on another
unic? . . . regret we didn’t
get the Fairchild Tape Recorder
sooner!

WE HAVE FAIRCHILD TAPE RECORD-
ERS: Columbia Records (N. Y.) +» CBS-
TV (N. Y. und Hollywood) . Reeves
Sound Studios (N. Y.} = WIR (De-
troit) . U, S. Signal Corps Photo-
graphic Center (L. !. City) : ltaliun
Broadcusting System (Roms, Turin,
Milan) » Genéral Motors (Detroit)

e /

. i F i .-"I‘I /
W/ ainchdd

o e

RECORDING EGUIPMENT

CORPORATION
TTH AVENUE
WHITESTOME, N. Y.

154TH STREET AND

over 5000 hours now .
. get more work done in less time . . .
. has operating features no
. my men work faster . . .
. has literally paid for itself
. . . front office thinks I'm a magician!

. . . tried to get along with
. . looked good buc didn't

CAM YOU
AFFORD MNOT
TO OWMN IT?

Send Bullatin TR-3 About
FAIRCHILD PROFESSIONAL TAPE
RECORDERS
My Noame .....vccviiivireneiinnne
Compony

Address

.................................

January 1, 1951 ® Page 63



NBC Affiliates

(Continued from page 15)
reached cost. On this measurement
AM can prove increased rates are
more in ‘order than any decreases.”

Here is a condensed version of
the confidential booklet sent to af-
filiates in TV cities by NBC. The
last page of each booklet was spe-
cially prepared to show impact of
the rate reduction on the station to
which the document was sent. The
condensation follows:

The NBC plan to cut evening
radio rates (6-11 pm.) in TV
cities, to refleet TV's impact on
radio va'ues, proposes no rate
changes in other time classifica-
tions but present ratios between
evening and other rates would no
longer exist in the case of affected
stations.

NBC explained it had four basic
principles in drafting the plan.
First, NBC desired to calculate
TV’s effect on TV families included
in the station’s evening audience,
rejecting the theory that all TV
families should be subtracted from
the radio audience.

Continued Listening

Second, NBC credits the station
with, continued listening by TV
famiiies and rejects the theory that
a TV family does no evening listen-
ing. Third, a “reasonsble limit”
is placed on the amount of indi-
cated rate reductions so radio sta-
tions in TV cities can survive eco-
nomiecally, and -continue rendering
valuable service.

Fourth, NBC uses a prospective
base for TV circulation to provide
stability in the radio rate structure.

Explaining why a rate reduction
is needed now, the NBC statement
tites these reasons: To maintain
radio network operations on a
sound economic basis; to hold many
important accounts in- jeopardy
under present rates; to break the
log jam which is blocking new
sales and to get sales momentum
rolling.

As to the advertiser’s position,
NBC claims that sponsors “know
that TV has caused a sharp decline
in listening in metropolitan mar-
kets’” and some of its clients are
asking for a radio network by-
passing TV cities—“which we have
refused to do.” Besides, rate cuts

Growth in Radio and TV Homes [(000)
IAHUARY OF EACH YEAR

are sought by sponsors to reflect
diminished listening in TV cities.

Sponsors are holding back on
evening radio network buying,
NBC warned, and unless rates are
cut they will further curtail use
of the medium. Radio-only as well
as radio-TV users both feel this
way, the network explains, because
they don’t want “to buy waste cir-
culation in metropolitan markets.”

Radio advertisers also in tele-
vision, NBC notes, are watching
their TV rates go up as TV circu-
lation grows and figure this con-
traction of the radio audience is
not reflected by a radio rate cut.

Taking up the decline in network
sales, NBC argues that sponsor
resistance to evening radio at pres-
ent rates “is reaching the danger
point and- is threatening the eco-
nomic stability of network radio.”
All networks are affected, and all
have “substantial amounts of onen
evening time,” according to NBC.
Furthermore, mnew evening time
sales have virtually dried up, the
network laments.

This trend of several years is
shown in charts. The first traces
total evening homes listening to
radio from 12,240,000 in 1946 to a
peak of 14,384,000 in 1949 and
down to 13,024,000 in 1950. Day-
time listening rose from 6,766,000
homes in 1946 to 8,803,000 in 1949
and 8,506,000 in . 1950.

Evening listening is much below
the 1947 level now, according to
NBC. The downward trend is even
sharper on the basis of evening

—

SO IT'S IMPACT YOU WANT!

) See Centerspread This Issue (
ON THE AIR EVERYWHERE 24 HOURS A DAY

LEN e
WCKY
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listening to all four networks, ac-
cording to another chart, ranging
from 10,894,000 homes in 1946 to
12,255,000 in 1949 and 10,771,000
in 1950.

Major part of the decline in
evening listening has occurred in
metropolitan markets, dropping
9.2% for the country as a whole
from the beginning of 1949 to the
beginning of 1950 compared to an
18.2% decline in . metropolitan
markets.

The trend in radio homes as com-
pared with television homes is
shown in another chart (see this
page), revealing fewer radio-only
homes than at the beginning of
19456, S

Another chart shows that spon-
sors bought 199:25 hours on the
four networks in 1948, 177:40
hours in 1949 and 172:20 hours in
1950 (third week of October each
year). It will be even worse in
1951, the network fears.

Network ‘Health’ Seen

Network radio can be restored
to economic health by means of
full advertising support if rates are
adjusted, NBC argues in a chapter
titled “A Rate Adjustment to Un-
freeze Network Sales.” Substantial
investments in improving NBC’s
evening programs were made in
1950, it is stated, and sales efforts
“have been intensified to the maxi-

mum” along with promotion ac--

tivity.

Sales will continue to drop unless
evening mnetwork radio is again
attractive to advertisers, in NBC’s
opinion. A decline would hit the
quality of programming whereas
a rate cut which stimulates sales
will permit high-quality commer-
cial program service “against
which vou can sell spots and chain-

breaks,” the NBC statement con-
© tinues.

Normally the strong program
schedule would have been sold,
NBC claims. “With sales unfrozen,
the network and its affiliates can
receive the maximum return from
NBC’s improved programming, its
intensified sales activity and its
enlarged promotion,” it is stated.

Full weight has been given to
ways of avoiding a rate cut, such
as curtailed TV expansion because
of mobilization and the influence
of excess profits taxes in enlarging
advertising expenditure, NBC in-
formed its stations. These aren’t
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enough, NBC claims, to-start the
swing back to evening radio.

NBC explains in detail its method
of reducing rates, estimating TV
circulation as of Oct. 1, 1961. The
cut in total network evening rate
is 11%, compared to 15% proposed
by ANA and many advertisers,
based on Jan. 1, 1951, TV circula-
tion. NBC’s Oct. 1, 1951, TV figure
is 13,500,000 sets.in markets af-
fected by the radio rate reduction
compared to the 8,600,000 figure
used by advertisers.

Advertiser-proposed cuts, in the
case of certain station rates, would
run as high as 35%, 45% and
56%, according to NBC, with a
25% limit on NBC’s reductions.

ANA’s July 1950 study, says
NBC, “calculates the effect of tele-
vision by subtracting all TV fam-
ilies in the station’s area from its
radio audience. The resulting per-
centage reduction is rounded to the
next lowest 5% and applied to the
station’s-rate to obtain the reduced
rate.”

NBC Illustration

Illustrating, NBC cites & hypo-
thetical case assuming 500,000 ra-
dio families in the nighttime cov-
erage area of Station X, with
200,000 owning TV sets and 375,000
(759% of total) listening to the
station and constituting its evening
BMB audience.

ANA assumes the 375,000 BMB
families own all of the 200,000
TV sets and the other 125,000 own
no sets, according to NBC. ANA
subtracts all of the TV families
from the station’s BMB audience
to get a percentage cut.- In this
case, ANA would delete 200,000
TV families from the 375,000 BMB
families, getting a percentage re-
duction of 53.33%.

On the other hand, says NBC,
it would scatter the 200,000 TV
sets among the 500,000 radio fam-
ilies. Under this formula, the 375,-
000 BMB families (759% of 500,-
000) own 150,000 TV sets (16% of
200,000). Before subtracting the
150,000 TV families from 375,000
BMB families, NBC credits the
Jadio station with a 25% factor
representing radio listening by TV

CONSTANT SERVICE
CF HIGHEST TYPE
will NET SPONSORS
INCREASED SALES IN
HALIFAX NOVA SCOTIA
JOS. WEED & CO.
350 Madison Ave., New York,
(Rep))

5000 WATTS—NOW!
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families
families.
« At this point NBC subtracts
75% of the 150,000 TV families
from the BMB audience of Station
X, or 112,000 from 375,000 families
to arrive at the percentage reduc-
tion in circulation on which a rate
cut is based, Thus the reduction in
this case would be 30% compared
to 53.33% under the ANA method.

Here are NBC’s instructions on
application of the method to a par-

ticular station:

The first step in arriving at the re-
duced rate for your station is to deter-
mine the total radio homes in your
station's nighttime coverage area and
% ur evening BMB audiepce based on

MB Study No. 2. The percentage
ratio between BMB families and total
radio families is then applied to the
total - television families in your area
to determine how many of these tele-
vision families are included in your
BME audience, and to exclude those
which are not part of your BMB au-
dience.

The television families in your BMB
audience are next credited with a 25%
factor for evening radio listening. The
net result r M%resents the loss in your
station’s B audience because of
television.

The families thus lost are deducted
from your total BMB audience to ob-
tain the percentage reduction in your
evenmg radio circulation and this
percentage is applied to your current

ns I.-:Ill:lpal‘edr to non-TV

evening rate to obtain the reduced rate.
If the percentage is higher than 25%,
the latier percentage is applied.

.l""c
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AD RATES

Still Control Exempt

EXEMPTION of radio time rates
from price control still is in effect
under the Defense Production Act
signed into law by President Tru-
man last September even though
a national emergency has been de-
clared by the President since that
time, government spokesmen ex-
plained last week [BROADCASTING
¢ TELECASTING, Sept. 11, 1950].

Whether this means wages can
or cannot be “stabilized” in the
radio industry is still unsettled
and one KEconomic Stabilization
Administration official reported
ESA attorneys are studying the
provisions of the Act, Public Law
774, to set an interpretation.

From an industry legal source,
however, came an observation that
Title IV of the law relating to
price and wage stabilization spe-
cifically exempts only prices from
control for radio and TV does not
mention wages.

The report of the Senate Com-
mittee on Banking and Currency
respecting S 3936, which with HR
9176 was basis for the Defense

leads the parade

JFRUSTY THE SNU

Published by HILL & RANGE SONGS, INC.

Production Act, indicated price and
wage controls generally go hand

in hand but in cerfain instances-

might be imposed separately. No
examples were noted.

Exemption of advertising rates
for radio and periodicals had elic-
ited heated debate during House
hearings [BROADCASTING ® TELE-
CASTING, Aug. 14, 7, 1950].

NEW SERVICE

Management Audits Offered

“MANAGEMENT Audits,” a con-
sulting service for radio-TV sta-
tions and networks, is being offered
by Von Baumann Studios, New
York production firm which has
heretofore confined its radio-TV
activities to packaging and pro-
duction.

Cyril von Baumann, executive
vice president, said the audits
“apply practical and psychological

methods, forms and charts to the’

study and analysis of each depart-
ment—its opzrations and functions,
plus an evaluation of the entire
station personnel (from boss man
down)—their duties and activi-
ties.”

_TENNESSEE WALT

Published by ACUFF-ROSE PUBLICATIONS |

BROADCAST MUSIC, INC.
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WALKER NAMED
Now Manager of KFPW

JAMES P. WALKER, formerly ac-
count executive with KTUL Tulsa,
has been appointed manager of
KFPW Fort Smith, Ark., effective
today (Monday).

KFPW, which
was recently ac-
quired by KTUL
[BROADCASTING ¢
TELECASTING,
Dec. 25, 1950],
has become the
CBS affiliate in
Fort Smith. John
Esau, vice presi-
dent and .general
manager of
KTUL, will supervise operations
of both stations. L. A. Blust Jr.
will be general sales manager for
both stations, and George L.
Ketcham will be general promotion
manager.

Mr. Esau also announced plans
for building a new broadcasting
plant and studio for KFPW on a
gite east of Fort Smith, where the
present transmitter and towers are,

KTUL and KFPW are affiliated
with KOMA Oklahoma City, also a
CBS outlet owned and operated by
the Griffin Radio Interests.

’S1

Mr, Walker
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Regionals
(Continued from page 32)

said: “Lessons learned by adver-
tisers during all-too-recent World
War II will eliminate much of the
guesswork that marked the ad-
vertising picture in 1942 which,
despite its uncertainties, showed
an increase over pre-war 1941.

“After - an  opening gquarter
fraught with confusion, 1951 will
be one of the biggest years for
business in the history of adver-
tising. Cheap dollars otherwise
destined for excess profits tax
coffers will help build brand names
for many new or lesser known
firms and maintain the names of
already established advertisers.”

Bob McRaney, general manager
of Mid-South Network, Columbus,
Miss., observed that the South is
rapidly acquiring new industries.
“Cattle growing and poultry are
also contributing to the economic
prosperity of the Mid-South area,”
he said. “We expect local business
to increase and foresee greater
use of radio locally and regionally
as the local markets are becom-
ing more important with televi-
sion’s invasion of the major
markets.”

Mr.

Carr

Tom Carr, sales director of
Georgia Assn. of Local Stations,
said: “Higher profits and higher
taxes should increase advertising
budgets locally, but TV may hurt
network business.”

W. L. Gleeson, president of
Broadcasting Corp. of America,
Riverside, Calif.,, claims advertis-
ers who heeded newspaper claims
that radio had lost its audience to
TV are now returning to radio
and TV is getting its audience

Mr. McRaney .

]

“from all other forms of enter-
tainment, including newspaper and
magazine readers. Radio is go-
ing on to greater heights an
greater sales volume. The radio
industry needs to do a better job of
selling itself. Set makers should
be sold on using radio to sell tele-
vision instead of pouring millions
into media that are trying to stop
both radio and television from
growing.”

George T. Frechette, managing
director of the Wisconsin Network,
said regionals “are becoming bet-
ter recognized as an easy way for
advertisers and agencies to cover
a specific state or area., The Wis-
consin Network has seen the shift
to regional networks by spot ad-
vertisers during the last part of
1950 and looks to a substantial
increase in revenues in 1951.”

Impetus From War

Lee Jacobs, president of Oregon
Trail Network, said a war crisis
“will add impetus to the normal
increase expected as the North-
west will be a vital area for war
operations. This aectivity and tax
dollar advertising will just about
offset shortages of goods, leaving
the industry with just about the
same revenue as in 1950. Small
market stations located in non-war
activity areas will probably suffer
a loss in revenues.”

An unchanged healthy adver-
tising picture in Canada for 1951
is envisioned by E. A. Weir, com-
mercial manager, Canadian
Broadeasting Corp., who does con-
cede that there will be more pres-
sure for daytime network time in
the Dominion.

“Business can be expected to re-
main good; bookings on networks
show business is going to remain
reasonably stable,” declared Mr.
Weir. “Advertising for neces-
gities will continue, and this is
still basic revenue producer for
radio. No definite percentages of
time for commercial TV have been
set up yet by CBC, and no change
is expected in present FM com-
mercial regulations.”

cE’?HO’ all business is shot
And the world gone to pot,

I'm thankful for what I've got,
And wish you a

BHappy New Pear

The sént

¢ "TKGVO -KANA
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MI

(/WVI‘HOHTHHH*

Y NOT ONE, BUT SEVEN MAJOR INDUSTRIES

ANACONDA BUTTE
OULA 250 KW
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 IND. MERGER

FCC Also Approves
Other Transfers

FCC CLEARED the way last week for merger of the licensees of four
Indiana radio stations by approving & stock reorganization plan which
gives C. Bruce McConnell control of Universal Broadcasting Co., li-

censee of WISH Indianapolis.

Mr. McConnell owns control of
WHBU Anderson, WANE Ft.
Wayne, and WHOT South Bend.
Under the plan approved by FCC,
Universal stock will be exchanged
for stock in the licensees of the
three other outlets. Thus Universal
will be holding company for the
three others as well as the licensee
of WISH [BROADCASTING ® TELE-
CASTING, Nov. 27, 1950].

The reorganization plan, which
involves no monetary consideration,
wag one of more than a dozen trans-
fer and assignment applications—
including the complex and record-
setting Don Lee-Broadcasting Sys-
tem transactions (story page 19)—
approved during the last week of
1950.

Succeeds McKinney

Mr. McConnell, who acquired
43% interest in WISH for about
$151,000 a few days before the
merger plan was first announced,
will own 67.885% of the stock of
the reorganized company. He will
succeed Frank E. McKinney as
president of Universal, with Mr.
and Mrs, McKinnev owning 10.6%
of the stock. Earl H. Schmidt, sub-
stantial minority stockholder of
WHBU and WHOT, will have
14.01% of the reorganized Univer-
sal, and Frank M. McHale, who
has had 10% of WISH, will have
3% of the reorganized firm.

WISH operates on 1310 kec with
5 kw day and 1 kw night. WHBU
WANE, and WHOT are 250 w full-
time outlets on 1240, 1450, and
1480 ke, respectively. WISH,
WHBU, and WHOT are ABC affili-
ates, while WANE and also WHBU
are affiliated with CBS.

Other transfers and assignments
given FCC approval inecluded:

WPAG-AM-FM Ann Arbor, Mich—
Acquisition of negative control by
Arthur E. Greene and Edward F.
Baughn through purchase of 40%
interest from Paul G. Greene for
$50,000.

EEPO El Paso and KWFT-AM-FM
Wichita Falls, Tex.—Acquisition of
control by E. H., Agnes D. and John
H. Rowley and Kenyon Brown for
$32,062,

WMIL Milwankee—Acquisition of
control by Gene Posner for $29,605.

4-TON SQUEEZE
Allied Gets New Presses

ALLIED RECORD Mfg. Co., Hol-
lywood, has installed two new four-
ton presses that squeeze hot slabs
of plastic into 16-inch transecrip-
tions.

Custom-built by Stewart-Bolling
foundries in Cincinnati, the new
equipment adds a production ca-
pacity of more than 5,000 tran-
sceriptions weekly to -the batteries
of presses at the Allied plant, ac-
cording to Daken K. Broadhead,
president.

BROADCASTING

*WMGR Bainbridge, Ga.—Assign-
ment of license from 8. Marvin Grif-
fin to Thomas R. Hansen, John A.
Dowdy and Charles W. Dowdy d/b
as Decatur Broadcasting Co. for $24,-
000.

KBKI Alice, Tex.—Assignment of
16% interest from J. H. Mayberry to
George Prowse for $6,667.

KSGN Sanger, Calif—Assignment
of license from five equal partners to
Radic Sanger Co. for $24,000.

KPAS Banning, Calif.—Assignment
of license from Pass Broadeasting
Co. to Byron-Wood Motors for $30,-
000.

EKEWBU Corpus Christi, Tex.—As-
signment of specinl service authori-
zation for 50 kw daytime on 1030 ke
from Baylor U. to parent organiza-
tion, Baptist General Convention of
Texas.

Other transfers approved are re-
perted in FCC Roundup, page T9.

STUDIO SITES

FCC Permits Four Changes

FOUR studio location changes were
approved by FCC last week in line
with the Commission’s early De-
cember announcement liberalizing
its main studio site rules [BROAD-
CASTING *® TELECASTING, Dec. 11,
1950].

WHFC Cicero, Ill., since 1928
with main studios at 6138 Cermak
Rd., Cicero, was granted modifica-
tion of license to switch the site
to that of its transmitter, 3550
South Kedzie Ave., Chicago, with
the provision it continue to identify
itself as a Cicero station. FCC
noted Cicero is in the center of
metropolitan Chicago.

KXOA Sacramento, Calif.,, was
granted move of its main studio
from 1617 30th St. to its transmit-
ter site, 1.4 miles north of the city
on the Freeway.

KOBK Owatonna, Minn., was
permitted to move from 109%
North Cedar St. to its transmitter
at 5% mile east of the city on State
Aid Rd. No. 4.

WLWA (FM) Cincinnati was
granted move of its main studio
from Crosley Square, 140 West 9th
St., to the FM transmitter site at
southeast corner of Warner and
Chickasaw Sts.

THE LITTLE
STATION

WMAM 2
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LOYALTY OATHS

REACTING to the CBS “loyalty
questionnaires” [BROADCASTING *®
TELECASTING, -Dec. 25, 19501, Au-
thors League of America last week
asked Joseph H. Ream, vice presi-
dent, for assurances that employes’
“rights under law” will not be
“curtailed or disturbed,” and that
innocent individuals’ reputations
“will in no instance and no way be
damaged by your questionnaire or
by any use that is made of it.”
Saying that “if the kind of per-
sonal liberties which are defined
in the First Ten Amendments to
the Constitution are ever lost, the
democracy we wish to defend will
have been lost,” the league letter
went on to list five “conclusions”
as to the CBS order, as follows:

1. It (CBS' order) establishes the
principle that a writer’s employment
may depend upon his politics. The
Authors League has always taken
the view that a writer’s employment
should depend upon his writings. We
fully understand that under wartime
_ conditions precautions have to be
taken, especially in the field of com-
munications, against subversion and
sabotage, and that the move by CBS
has been taken in the name of such
precapntions. Nevertheless, we de-
plore the principle that the hiring
or firing of a writer should be de-
cided by his politics, without recourse
to the proper channels for security
against subversion already estab-
lished and now being extended by the
United States government. Your
technigue goes outside and beyond
these channels and arrogates to one
corporation a type of function which
has traditionally belonged to the
federal government. Unless and until
this power is delegated to private
corporations in a legal and orderly
manner, it seems to us improper for
a single company haphazardly to take
it.

2. The CBS questionnaire is more
likely to condemn the loyal unjustly
than to discover the disloyal. In
days of hysteria like these, the mere
hint that a man has ever had Com-
munistic connections may damage his
earning power indefinitely. No safe-
guards against this happening to
those who are loyal have been an-
nounced by CBS. A fundamental

I've got the
smallest cost
per thousand
on the Coast

TOP DOG!
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CBS Questioned by ALA

safeguard, it seems to us, would be
a guarantee not to deprive a writer
of his job on any ground except in-
competence without a hearing.

3. The questionnaire is not flexi-
ble; it does not take inte account the
passage of time. In checking all
present and past affiliations, it
equates for instance, the period of
the Nazi-Soviet pact with the period
when the United States, Great Britain,
and Soviet Russia were wartime
allies; and both those periods with
the present time. Majority opinion
and the national interest have shifted
with the times; your gquestionnaire
makes no acknowledgment of that
facet, Nor does it admit that men
may change their minds,

4. The questionnaire seems to us
negative in intent and in effect. It
asks a writer to prove hiz loyalty
to the United States by denying that
he has ever belonged to ‘certain or-
ganizations. As only a positive loyalty
can be of value to the nation, so only
an affirmative means of determining
it—and of inspiring it—can be justi-
fied as being of any use.

6. We have serious doubts as to
the effectiveness of your method. If
a man is dedicated to the overthrow
of a form of government and a so-
ciety, why should he think iwice
about lying to a corporation?

The letter, which was signed by
Oscar Hammerstein II, league pres-

Tax Status

(Continued from page 24)

porations would have to figure on
a certain fixed percentage of ex-
penditure for advertising over the
period of years the tax is in effect.

Although there has been agita-
tion behind-the-scenes in Congress
and in certain administration quar-
ters for lawmaking to restrict
institutional advertising as a de-
ductible expense, it is understood
that the Bureau of Internal Rev-
enue will use its discretion in deter-
mining what, in its opinion, is
“unnecessary’’ or ‘“extraordinary”
advertising expense.

It has been pointed out that the
the main difficulty in phrasing lan-
guage in any bill to benefit the
radio-TV industry is the inherent
problem of corporate structure. At
least 809% of corporations engaged

in television broadcasting combine

radio and television income. Thus,
a good many broadcasters have
been writing off TV losses against
radio profits. The rub in the prac-
tice is that this balancing brings
the broadcasters’ profits base to a
lower level and thus, when TV
becomes profitable, would subject
an abnormal amount to an excess
profits tax.

The profits bill has twoe main
optional “formulas” for determin-
ing excess profits, one geared to a
corporation’s earnings in a base
period and the other to its invested
capital.

The wartime act contained a
general relief provision for hard-
ship cases but because of the
difficulty met by the government
in administering it, a number of
specific provisions were substituted
in the new profits bill.

These include measures to aid
those corporations whose opera-
tions permit them to come under
the general classifications of (1)
growing companies, (2) new cor-
porations, (38) corporations which
increased capacity, (4) depressed
industries.

Specific portions of the bill which
could affect the broadeaster direct-
ly involve the following: (1) recog-
nition of capital additons during
the base period (e.g. TV broadecast-
ers who began with limited invest-
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ment in small quantity of equip-
ment and who added their in-
vestment many times over); (2)
consideration of abnormalities dur-
ing the base period; (3) permission
of a 12% rate of return on invested
capital (perhaps the most far-
reaching for the radio-TV oper-
ator); (4) adjustments of recent
losses; (5) consideration of capital
borrowed; (6) special relief for
corporations changing products or
services during the base period; or
for new corporation produects.

A major aid for the broadcaster
is that provision which affects most
corporations that began business
during or after the base period.
It permits such a company to com-
pute its excess profits eredit by
applying the average base period
rate of return for his industry to
the amount of his total assets.

Retardation Cited

NAB, when appearing before

Congressional committees hearing
the tax proposal, emphasized that
the broadeasting industry would
be retarded if the “rate of industry
return” was computed by lumping
together radic and television oper-

ation with the broad field of com-

munications. This would have
placed broadcasting with the vast
public utilities operating in the
aresa. ’ s

However, the conferees agreed
to treat radio, television and fac-
simile operation as a single indus-
try group thus alleviating the
inequity. NAB reportedly was par-
ticularly pleased with this action.

This interpretation becomes vital
when it is understood that the law-
makers provide that a corporation,
without a previous earning base
period, would have to attain the
average rate of return for its in-
dustry classification before the ex-
cess profits tax is effective.

The Treasury Dept. has set
March 1 as the tentative date when
it will issue the yearly base period
rates of returns for the various
industry classifications. Meanwhile,
the average industry rate or return
as computed from the years al-
ready available will be used tem-
porarily.

. L. o

ident; John Hersey, vice president;
and Erik Barnocuw, secretary, went

on to say that the league felt that

its members employed by CBS were
entitled to assurance that their
rights under law would not be cur-
tailed, and that “those among them
who are affirmatively loyal to their
country and to its traditions of
freedom of conscience are entitled
to assurance from you that their
individual reputations will in no
instance and in no way be damaged
by your questionnaire or by any
use that is made of it.”

RTDG Investigating

Meantime, a committee of the
Radio & Television Directors Guild
is investigating the question.
RTDG has requested Mr. Ream to
postpone application of the order
until Jan. 4, when the RTDG New
York local council will- meet, hear
the committee’s report, and, pre-
sumably, act.

Executive Placement
EXECUTIVE Placement Service

"has been formed by Howard 8.

Frazier, TV and radio management
consultants, with offices in the
Bond Bldg., Washington. The new
project expands an employment
service, formerly available to
clients, to inelude executive appli-
cants. The service is licensed and

bonded by the District of Columbia. -~

Mr. Frazier for some years was
associated with the management
consultant firm of Frazier & Peter.

ntutire: Jehm Bluir B Cao
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Electronic Production

(Continued from page 21)

parta to use next March 76% of
their average use during the Jan.-
June 19560 base period—thus in-
creasing civilian supply by 10%.

The government said the increase
was designed to “give relief to cer-
tain manufacturers and assemblers
of end products . . . to maintain pro-
duction and to permit additional time
for adoption of substitute materials.”
Conditions laid down by NPA: (1)
the components must serve a “func-
tional purpose in the end product”;
(2) it is not practicable to “substitute
another material before or during
March;” (3) components do not ex-
ceed 1% of the end product’s total
weight; (4) parts manufacturers must
obtain certification from the assem-
bler of the end product stating NPA
terms were complied with.

Cadmium Conservation

® Took steps to conserve cad-
mium (used frequently to plate
steel chassis in radio-TV sets)
by limiting cadmium inventories to
30 days and its use to certain prod-
ucts, including ‘“‘copper-base alloys
containing not more than 14 %
cadmium for parts inside electronic
tubes and resistance welding elec-
trodes . . . safety devices, elec-
trical fuses ... ”

@ Discussed with industry of-
ficials the impact of NPA re-
strictions on use of copper in
manufacture of low-voltage elec-

trical distributing equipment
needs for expanded industrial
production.

@ Established a Facilities and
Construction Bureau designed to
speed up industrial expansion
needed for defense and to expedite
related defense construction, with
Frank R. Creedon as assistant ad-
ministrator supervising functions
relating to building of new facili-
ties. Mr. Creedon set up five di-
visions governing industrial ex-
pansion, tax amortization, loans,
building materials and construc-
tion controls.

® Brought under its complete
control purchase and distribution
of all natural rubber.

WANE Fort Wayne, Ind.,, has an-
nounced five one-hour programs, fea-
turing final rehearsals of the Fort
Wayne Philharmonic: Orchestra con-
ducted by Igor Buketoff, sponsored by
Magnavox.

MILITARY NEEDS
Can Be Met—Baker

MILITARY requirements can be
adequately met by the electronies
industry if it is permitted to con-
vert to defense on & sound basis
partly in line with its own expan-
sion plans, according to Dr. W. R.
G. Baker, General Electric vice
president and general manager of
the company’s Electronics Dept.

“One of the major concerns,”
Dr. Baker stated, however, “is that
trained electronics workers would
scatter into other fields if there
should be & sharp curtailment of
television and radio output before
production lines for military equip-
ment could be placed in operation.”

Contending that a part of physi-
cal facilities necessary for military
production will be provided under
present ‘“‘expansion plans” within
the industry, Dr. Baker noted that
GE’s electronics department has
embarked on a long-range program
to include expansion of facilities
relating to manufacture of parts,
components or products that can
be used in defense output. One
of GE’s three new plants can be
readily converted to military use,
he added.

A major critical shortage fore-
seen by Dr. Baker is the number
of experienced electronic engineers
capable of designing and improving
guided missile, radar, communica-
tions and electronic fire control
equipment.

WORLD RATE PLAN

Will 'Hold Line,” Sinn Says

WORLD Broadcasting System Inc.
will “hold the line on rates at their
current level as long as possible,”
according to John L. Sinn, presi-
dent. )

In a letter to the World member
affiliates, Mr. Sinn cited the re-
cently completed negotiations be-
tween world and AFRA which re-
sulted in an average cost increase
for AFRA talent of 175%, but re-
assured the affiliates that World
would not increase its rates as long
as it was possible to retain the
present structure. He added that
the stations will continue to receive
all the new commercial ideas for
sale of the programs.

!

SERVICE

Twenty-four years of faithful service

to American agriculture makes WIBW

the most-listened-to-station in Kansas

and adjoining states.

1B
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Don Lee Sale
(Continued from page 19)

Francisco, KGB San Diego.
CBS—KTSL.
Los Angeles

(1009%).

Mr. Dellar—KDB.

First National Bank of Akron
{as trustee)—The estimated $2
million-plus Don Lee studio build-
ing in Los Angeles (leased to CBS
and Lee Enterprises), Don Lee’s
Mt. Wilson and Mt. Lee TV prop-
erties (leased to CBS), and other
real properties.

FCC meanwhile dismissed as
“premature” a petition filed by
Oilman Edwin W. Pauley’s Telévi-
sion California seeking return of
TV Channel 2 to the long-standing
competitive proceeding involving
San Francisco TV applications
[BROADCASTING ® TELECASTING,
Dec. 18, 1950]. Don Lee’s appli-
cation for Channel 2 in San ¥Fran-
cisco had been severed from the
comparative proceeding and asso-
ciated with Don Lee renewal appli-
cations, when 'the renewals were
pending.

Applicant Only

The renewals were subsequently
granted, and FCC pointed out in
last week’s order that “Don Lee's
status with respect to the tele-
vision application in question is
simply that of an applicant.”

FCC said it has no information
as to whether Don Lee, under Gen-
eral Tire ownership, will wish to
continue with the San FPrancisco
TV application.

To Television California’s sug-
gestion that details of the sale of
KTSL to CBS imply that “traffick-
ing in licenses” may be involved,
the Commission replied that “we
find nothing suggesting the activi-
ties of a promoter or broker but
rather of the orderly distribution
of an estate. Hence, we are satis-
fied that no problem of trafficking
is present.”’

Under Geheral Tire ownership,
the Don Lee Network and its owned
stations are expected to be under
the executive management of Willet
H. Brown, now Don Lee president.
Licenses of the stations will remain
in the name of Don Lee Broadcast-
ing System.

Merle Jones, general manager of
KNX-CBS Hollywood and the
Columbia Pacific Network, will be
general manager of KTSL under
CBS ownership. KTSL will be
Columbia’s second fully owned TV
station, the network already own-
ing WCBS-TV New York, in addi-
tion to a 45% interest in WTOP-
TV Washington.

The lease arrangements in the
Don Lee transactions provide ‘for
CBS to rent space in the Los An-
geles Vine St. studio building for
10 years at a total rental of $2,-
550,000 and to lease the Mt. Wilson
and Mt. Lee television properties
for 20 years at $460,000 total
rental,

CBS gets the right to renew the
Mt. Wilson and Mt. Lee leases for
another 20 years, and would be

Times—K TTYV
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permitted to buy the Mt., Wilson
property after the first 11 years of
the lease for $137,000 with certain
minor conditions.

Don Lee (General Tire) also will
lease space in the Vine St. building,
under a 10-year agreement totaling
$2,650,000. Certain other real prop-
erties are to be made available to
Don Lee on a 10-year rental basis
for a total of $930,000.

With General Tire acquiring
more than $6 million in cash and
quick assets in its purchase of the
Lee Estate, and with certain other
properties yet to be liquidated, the
company’s actual outlay would be
approximately $6 million for the
estate. :

Comr. Paul A. Walker voted for
hearing on two aspects of the Don
Lee transaction—assignment of the
KTSL construction permit to CBS,
and the transfer of control of the
Don Lee AM and FM properties
from the bank as trustee to General
Tire.

The reported $460,000 sale price
of CBS's 499% interest in KTTV to
the Los Angeles Times was under-
stood to be premised on a ceiling
of $25,000 in monthly losses from
April, plus certain fixed items.

FCC’s action brought this phase
of the transactions just under the
wire, since the CBS-KTTYV contract
was slated to expire Dee. 31.
KTTV’s operations are understood
to have entered the black in
October.

On the bidding for the Lee
Estate, General Tire topped Hoff-
man Radio & Television Corp. and
associates on the second round by
increasing its offer to $12,320,000
after the Hoffman group made the
high bid on the first round, $11,-
200.000 to $10,625,000.

General Tire was represented by
the Washington law firm of Pier-
son & Ball.

Sign Loyalty Oath

ENTIRE staff of KWKW Pasadena,
invited by William J. Beaton, vice
president and general manager, to
sign a loyalty oath with no com-
pulsion attached, has responded
with 1009 signatures, K WKW re-
ports.

HT-119 W, 46 St
HEMAT GREENFIELD, Mg. Director M.Y.13
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P. |. Offers Mount:

(Continued from page 24)

Penny, of the agency’s radio de-
partment, said the station would
receive 25 cents net on each order
for Nun-Lint cloths.

Hollywood Toy Television Corp.,
Chicago, offered TV stations a per
inquiry deal in December which it
said had been tested on three sta-
tions with results that “amazed”
the company. The item is a “toy
television set” selling in stores for
$9.95 and specially promoted by TV
for $5.98. Of this sum the station
gets 32 net. The toy shows six-
minute movies on a 3x4-inch screen.
It is motor driven. A suggested
announcement is three pages long,
with video cues provided.

Stockings $3.50 @ Doz.

Twelve pairs of “beautiful sheer
nylon hose” are sold for $3.50 in an
offer by Gateéway Sales Inc., At-
lanta. The station gets 75 cents
per order. A money-back guarantee
is included. J. B. Brannon, of Gate-
way, in a letter to stations, wrote:
“Our firm has been selling bargain
merchandise by mail for several
years. We are now, for the first
time entering into sales through
the medium of radio. ... At present
this offer iz being handled by all
of the stations comprising the
Southeastern Broadcasting Sys-
tem.”

Many stations received a form
letter from The Netherlands In-
formation Bureau, Holland, Mich.,
which “is pleased to announce that
it has available a new transcribed
radio series, This Is Holland, com-
posed of 13 features about life in
the Netherlands with each pro-
gram designed for a 15-minute
spot.” Disecs may be secured “free
of charge” by mailing an enclosed
post card.

Another offer of free transcrip-
tions came from Pathfinder maga-
zine, via a letter signed by Gretta
Baker, radio consultant, New York.
Writing to program directors, she
said: “One of the pleasantest
parts of my 14 years in radio has
been the friendly contact with pro-
gram directors like you in radio
stations all over the country. . . .
Now I am proud to tell you of a
distinguished new series of publie
service programs that I shall write

Roy THomPsON
W25 years of radio experi-
ence and personal partici-

pation in his community’s

projects and services have
made Roy Thompson a
household word in industri-
ally - rich Altoona. WRTA,
the Roy Thompson Station,
will assure you a loyal, buy-
ing oudience throughout the
A 1240 XC
Altoona, Pa.
Represented by
ROBERT MEEKER ASSOCIATES

listening hours.

ABC
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OFFER to send toys to Children’s

Home upon receipt of Butter-Nut
Coffee strips and jar labels was
broadeast by News Editor Bob Arthur
of KFH-AM-FM Wichita, Kan., on
his noon newscast for Butter-Nut
coffee, with these overwhelming re-
sults—16,000 replies, a tired news
editor, ¢ merry Christmas for some
youngsters and a happy sponser.

and produce for your special bene-
fit....

“The programs will be based on
articles of lasting interest in Path-
finder. . . . Sixteen-inch transerip-
tions will be made available to you
without charge as a public service.
The only reference to the magazine
will be a brief statement saying
that ‘the story is based on an
article in Pathfinder, the family
news magazine’. . . . At a later
date a list of stations carrying
these programs will be published
in Pathfinder. I hope your station
will be on that list.”

Ludy Reply

Ben Ludy, general manager of

WIBW-AM-FM  Topeka, KXan,,
wrote Miss Baker as follows:
- I have read with interest your letter
and the suggested 15-minute scripts
plugging Pathfinder magazine. For
your information I am attaching our
rate card, which will give you com-
plete details as to our time charges.

I could not under any circumstances
construe such a transcribed show as a
public service. I am sure that you
would not expect Milton Cross, the
professional-actors, or the transeribing
company to do their work without
charge.

I am sure that you will find that all
well-accepted radio stations will feel
as I do in the matter.

Joseph Maxfield Co., Providence,
R. 1., agency, submits a P. I. offer
of an assortment of textiles for
$1.95 a bundle. The station gets
B0 cents per order, less 15%
agency discount. Client is Quality
Patch Co., which “has been adver-
tising for several years in many
national publications and has re-
ceived excellent results.”

Schwab & Beatty, New York
agency, submitted a late autumn
P. I. campaign for a -$1.50 book,
Your Income Taz. Stations were
offered 75 cents per copy, commis-
sionable. ““The last time there was
a big increase in income-tax rates,
100 radio stations shared in $250,-
000 of revenue,” according to
George F. Perkins, agency radio
director.

Two offers are submitted by B.
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D. Ritholz, of Dr. Ritholz & Sons

Co., Chicago. The first (Clark
Optical Co.) is a pair of eye
glasses. “Save up to $15.” the

offer says. “Test your eyes at home
with our home eye tester. See far
and near.” The company pays 50
cents per inauiry.

Second offer by Dr. Ritholz &
Sons Co. covers a “beauty device”
(Midwest International Products
Co.) and pays $2 per COD or cash
in advance order. The device is
called “The Isotome Method for
Beauty,” and is described as an
“amazing new discovery for wrin-
kles. blackheads, enlarged pores,
muddy sallow complexion, dry or
oily skin, other skin blemishes.” It
attaches to any water faucet. Ref-
erences given by Dr. Ritholz & Sons
Co. are Dun & Bradstreet and Na-
tional Security Bank of Chicago.

Radio & TV Sales Promotion,
Chicago, has had “considerable suc-
cess” in distributing quick-selling
P. L. items. according to a letter by
Nicholas F. Acacio. Stations are
asked to “advise us on what per-
centage you operate and the method
in which you control all orders.”
A typical offer, the letter indicates,
is Kwik Trim hair trimmer for $1,
including free blades.

JACKPOT FIGHT

Court To Choose CBS Winner

SUPERIOR Court in Boston has
issued a temporary injunction re-
straining CBS from awarding jack-
pot prizes totaling about $16,000,
in cash ($6,000) and merchandise
{$10,000), until the court has de-
termined who answered the jackpot
question, on the network’s Sing It
Again show Dec. 16.

A telephone call was put through
from CBS to Rocco Rotondi, owner
of a pastry shop in Boston, at his
store. When the questions were
answered correctly, the network an-
nounced that Mr. Rotondi had won
the prizes. Then William de Marco
went into court, claiming that he
was in the gtore at the time of the
call and that he, not Mr. Rotondi,
answered the questions and that
he, not Mr. Rotondi, should get the
prizes. The court issued the re-
straining order and CBS is keeping
the money and merchandise until
the winner has been certified.

RICHARDS GASE

FCC Counsel Granted Time

FCC last week granted its Gen-
eral Counsel’s appeal for additional
time to answer G. A. (Dick) Rich-
ards’ petition asking FCC to re-
consider and grant his three sta-
tions’ renewal applications, or al-
ternatively, to decide the issue on
the basis of their performance
since their last regular renewals.

