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“NO
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advertising
has produced

IN BALTIMORE

sensationa
results!”

TOM TINSLEY, PRESIDENT— REPRESENTED BY FORJOE AND COMPANY

Local folks know advertising
media best. Because local adver-
tising must pay off in immediate
results. So just read what the
president of one of Baltimore’s
largest furniture stores wrote us:

“No other advertising we have

ever done has produced such

sensational results as our adver-
tising on WIT.

And remember—WITH carries
the advertising of twice as many
local merchants as any other
station in town. For just one good
reason: WITH produces fast,
profitable results at low, low cost!

Get yvour Forjoe man to give
the whole story of WITH’s
commanding position in the rich
market of Baltimore.




RICHARD OBERLIN, News Director

Recently returned from three months in Paris,
France as UNESCO's first special consultant in

All Kentuckiana Listens! g5

=2
DAY AND NIGHT—EVERY DAY

EVERY WHAS NEWSCAST has MORE LISTENERS* than any KENTUCKIAN, LRSI P

A M. P. M.
other program on the air at the same time ... morning, 7:00-15—PAUL CLARK  5:30-45—PETE FRENCH .' X
i ) ) . 7:30-45 —BOB BOAZ 6:45-00 —PAUL CLARK i
afternoon and nighe. Nine reporters gather, edit and write each 10:00-15 —PETE FRENCH
. | . P. M. 10:00-15 — (Sunday)
news program especially for the Kentuckiana audience of the hour. 12:30-45 —PAUL CLARK PAUL CLARK

Result: news leadership chat has earned listener loyalty and

two NARND awards in two years . . . another example Basic Affiliate of the
of quality WHAS programming.

C5S Radio Network

Pulse Report, Oct,-Nov,, 1951

INCORPORATED @ ESTABLISHED 1922
50,000 WATTS % 1A CLEAR CHANNEL % 840 KILOCYCLES -
vty 2

The only radio station setving and selling
a// Of fbe f/Cﬁ Keﬂf(ICklﬂﬂﬂ Markef VICTOR A. SHOLIS, Directar *  NEIL D. CLINE, Sales Director

REPRESENTED NATIONALLY BY EDWARD PETRY AND €O. = ASSOCIATED WITH THE COURIER-JOURNAL & LOUISYILLE TiMES



67%

of the great

MICHIGAN

SEVEN BILLION DOLLAR MARKET

is NOW covered by
combining
The DETROIT coverage of
WKMH... 5000 WATTS
(1000 WATTS NIGHTS)
and...Southern Michigan’s

WKHM..-1°°2. AT

JACKSON 970 ON THE DIAL

See the latest PULSE!
CALL YOUR HEADLEY-REED MAN

Published e Monday, with Yearbook Numbers (53rd and 54th issues) published in January and February by BROADCASTING PUBLICATIONS, INC.. 870 National Press
Bu‘i,lﬁg, Waahfngton 4, D, C. Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1878.
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50,000 Watts Serving
the Great Southuesz!  $3YS Hooper

@ % MORE MORNING AUDIENCE
@ % MORE SUNDAY AUDIENCE
@ 9, MORE EVENING AUDIENCE
@ % MORE SATURDAY AUDIENCE

Joun W. Runvow, President Owners and Operators of than the second highest rated radio station or frequency.
Crype W. RemsEnt, Ceneral Manager KRLD-TV CHANNEL 4 The Branham Company, Exclusive Representative

This is why

KRLD

is your best buy
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CLOSED CIRCUIT

IS SEN. BENTON thinking of scrapping pro-
posed legislation to establish National Citizens
Advisory Board for Radio and Television? It’s
known he’s urging Ford Foundation to ante up
$50,000 to underwrite special “expert” com-
mittee which would study whether new radio-
TV legislation needed, with special emphasis
on subseription TV. Sen. Benton reportedly
has about made up his mind that subseription
TV is pat answer to all television ills. If Ford
Foundation sets up its own committee, Senator
would have reasonable excuse to abandon his
own government-supported board proposal.

BACK WHEN he was still hot for creating
National Citizens Advisory Board for Radio
and Television, Sen. Benton reportedly offered
chairmanship to Mark Ethridge, publisher of
Courier-Journal and Louisville Times (WHAS-
AM-TV) (somewhat prematurely, since bill
to create board isnt even near Senate floor).
Mr. Ethridge, former NAB president, turned
him down flat.

DON'T WRITE OFF prospect of call to high
Federal post for NARTB Chairman Justin
Miller. While it’s open secret that Judge had
been offered Attorney-Generalship (Mrs. Miller
was enroute from California home to see him
sworn in), subsequent events caused President
Truman to change his mind on requested
resignation of incumbent Attorney-General
Harold McGrath. Although President made
no direct proffer of another post in long talk
with Mr. Miller, Jan. 12 (after MeGrath
episode), report persists in high places that
he might be asked to accept Ambassadorial
post either in Europe or South Ameriea.

IT MAY mean nothing at all, but Anti-Trust
Division operatives of Dept. of Justice are
scouting around fringes of electronic manu-
facturing preparatory to determination
whether litigation will be entered against one
or more companies, Verified is fact that sub-
poenas covering certain records had been issued
but this does not necessarily mean suits.
There’s suspicion that color TV lurks in pre-
liminary inquiry, with RCA figuring in speec-
ulation.

TENTH ANNIVERSARY of Voice of Amer-
ica will be observed Feb. 26 in Washington,
with formal dedication of new ship Courier,
carrying 160 w mobile VOA transmitter. It
wouldn’t surprise insiders to see President
Truman participate in dedication because of
his tremendous interest in “Campaign of
Truth.” '

ALTHOUGH Edward W. Barrett relinguishes
his Assistant Secretaryship of State after two
year stint during its most difficult period, he
probably will be prevailed upon to remain as
consultant to State Dept. on psychological
operations. Forty-one year old executive, who
won’t announce future plans for several weeks,
has operated about 18 hours a day, 7 days a
week on Voice project.

POSSIBLE TREND in reducing the number of
research organizations in radio-TV seen in
(Continued on page 6)
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ABC PETITIONS LIFTING
LIMIT ON TV STATIONS

LIFTING of limitation on number of TV sta-
tions one company can own was urged Friday
by ABC in petition to FCC, supporting recom-
mendations of NBC and Fort Industry Co.
[BeT, Jan. 28, 21, 14, T].

ABC urged that limit be made seven, not
more than five of which could be VHF. In this
it takes same stand as Fort Industry. NBC
suggested that limit of five be kept on VHF
TV, with no limit on UHF ownership.

Argument put forth by ABC was to effect
that when FCC limited common TV ownership
to five in 1945 that represented 1% of less
than 400 channels available. In fact, said ABC,
when it and NBC got their limit of grants in
1946-47, together they represented 10% of
less than 100 stations authorized at that time.
Therefore, ABC pointed out, if 19 common
ownership then met with FCC approval, same
percentage for the 1760 commercial channels
in future TV service should permit seven
commonly-owned stations.

ABC also pointed out that when it applied
for VHF stations, it sought Channel 7 in all
five of its applications.

KLEE SALE TO LBS

SALE of KLEE Houston to Barton and Gor-
don MecLendon, majority owners of Liberty
Broadcasting System, for more than $300,000
was announced Friday. Purchase of 5-kw sta-
tion (on 610 ke) is from estate of late W. Al-
bert Lee. Legal buyer is in name of Trinity
Broadcasting Corp., licensee of KLIF Dallas,
which McLendon’s own. McLendon’s bought
1-kw daytimer KELP El Paso (on 920 kc)-last
September [Be®T, Sept. 10, 1951]. In 1950
Mr. Lee sold KLEE-TV to Houston Post Co.
when its call was changed to KPRC-TV.

LBS is owned by McLendon’s and Houston Oil-

man H. R. Cullen.

BUSINESS BRIEFLY

SIX-WEEK CAMPAIGN @ Emerson Drug
Co., Baltimore {Bromo Seltzer), planning six-
week campaign to start early in March in 12
southern markets, using day and night radio
spots. Agency: BBDO, N. Y.

RAZOR BLADE BUSINESS @ American
Safety Razor Corp., N. Y. (Star & Treet),
through BBDO, same city, placing ten-week
radio spot schedule, starting Feb. 18 and

* March 1, in 30 markets using morning minutes

and some nighttime spots.

SPOTS FOR SIMONIZ? @ Simoniz Co., Chi-
cago (Simoniz Body Guard), through Sul-
livan, Stauffer, Colwell & Bayles, N. Y., re-
portedly contemplating radio spot campaign
to start in April

OIL CO. SEEKS SPOTS @ Continental 0il
Co. {(Conoco), Ponca City, Okla., looking for
radio spot availabilities in area between Mis-
sissippi and Rockies for 39-week schedule,
starting March 10. Agency: Geyer, Newell
& Ganger, N. Y.

EX-LAX ON NEC @ Ex-Lax Inc., Brooklyn
(laxative), has ordered sponsorship of Doctor's
Wife on full NBC radioc network, five times
weekly, 5:45-6 p.m. to start March 3, through
Warwick & Legler, N. Y., providing all net-
work stations will accept laxative account.

MORE CBS NEWS

CBS RADIO network to carry greatest num-
ber of news broadecasts ever—including war
time—when 91st program each week, World
News With Robert Trout, starts Feb. 17. Net-
work will be airing 16 hours and 10 minutes
of news weekly, spokesman said Friday.

NBC Spot Sales Realigns, Expands

EXTENSIVE realignment and expansion of
NBC National Spot Sales Dept. now underway,
with indications efforts eventually may be
initiated to enlarge station representation list.

Changes thus far blueprinted for depart-
ment, under continued supervision of Director
James V. McConnell, include planned addition
of some 23 persons—mostly salesmen, re-
searchers, ete.—in New York and field offices,
plus following appointments:

Robert Leder, department’s Eastern Sales
Manager for Radio, to be named to new post
of National Spot Sales Manager for Radio.

John. H. Reber, sales manager of NBC's
WNBT (TV) New York, to be named National
Spot Sales Manager for Television, also new
office.

Sales manager for radio and one for TV to
be named by Mr. Leder and Mr. Reber, re-
spectively.

Richard H. Close, currently Spot Sales
Eastern Sales Manager for TV, to be named
head of National Spot Sales Station Relations,
another newly-created position.

Separated AM and TV units are to be set
up within department's promotion unit, under
manager for sales development, advertising

and promotion, it was announced.

Separate radio and TV heads to be named
for department’s Hollywood and San Fran-
cisco offices, only ones where this divorcement
has not already been effectuated. Other offices,
in addition to New York, are in Chicago and
Cleveland.

Messrs. Leder and Reber will report to Mr.
McConnell as director of entire department,
who reports to James M. Gaines, vice presi-
dent for O&O stations. NBC Executive Vice
President Charles R. Denny also has been
taking increasingly active role in spot sales
departmental activities.

National spot sales currently represents net-
work’s six owned radio stations and its five
owned TV stations, plus General Electric's
WGY and WRGB (TV) Schenectady, Westing-
house's WBZ-TV Boston, and Philco’s WPTZ
(TV) Philadelphia. Though department’s ra-
dio and TV activities have been separated for
some time at sales level, they have been con-
ducted heretofore without separate national
manager for each.

for more AT DEADLINE turn page ’
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APS TO DISTRIBUTE
BRITANNICA FILMS FOR TV

ENTRY of Associated Program Service, tran-
serjbed library firm, into television field as
distributer for Encyclopedia Britannica
Films Inc.’s catalog of more than 500 edu-
catjonal motion pictures announced Friday
[BPT, Dec. 24, 1951]. EB films, heretofore
avdilable to educational institutions, will be
offgred to TV advertisers and stations on “an
intensive scale,” with details of distribution
plan to be made public shortly, announcement

aurice B. Mitchell, APS vice president and
gerleral manager, said extensive revisions be-
ingl made in film catalog of EB Films—which
is under same ownership as Muzak, of which
APS is one division—to adapt for TV use,
He| noted that these films originally were
magle “for relatively small-screen showings
and, therefore, feature the attention to close-
upd and other similar details so important in
filmjs that are to be seen on TV screens at
home.” They cover wide variety of fields,
including history, travel, world affairs, eco-
notphics, communications, medicine, literature,
and sciences. In addition, EB films has acquired
Films Inc. and Instructional Films, which have
extensive catalogs of film shorts and features.
Field staff working out of APS New York
headquarters will serve stations, and handling
of ffilms will be through EB Film exchanges.
APS Sales Manager Edward Hochhauser Jr.
continue to direct sales activities in both

in Baltimore on behalf of Richard Lew-
ellen who, according to suit, claims that
rles Antell Inc., Baltimore, owes him
money. Mr. Lewellen did transcribed and filmed
15430 minute radio-TV commercials for Charlgs

exghange for percentage of gross sales, accord-
to Mr. Lewellen’s attorney, Irving B.
Grandberg, Baltimore. Suit asks for account-
ing of gross sales.

eached in New York, Charles D. Kasher,
prgsident, Charles Antell Inc. and National
Ith Aids Inec., commented that his firm
dréw up suit Monday to enjoin Mr. Lew-
ellen from making any TV films or commer-
s, thus holding him to Antell exclusive con-
trdet. According to Mr. Kasher, action took
place in Supreme Court of New York and
that papers were served Thursday.

AFRA, WGN INC. TALKS

EIGHTH arbitration session takes place to-

(Monday) between WGN Inc.- Chicago
anfl American Federation of Radio Axrtists
regarding jurisdiction over television sound
effects men. AFRA claims they are under its
jurisdiction according to AFRA contract with
WON Ine. Station says contractual terms not
being violated. These duties being handled now
by|three members of the International Alliance
of | Theatrical Stage Employes. Arbitration
board includes former Cook County Circuit
Jugdge Julius Miner, John F. Sullivan and
Piérce Davis, professor of economics at the
I1ljnois Institute of Technology.
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In this Issue—

Twenty-six TV stations put on temporary
licenses in FCC’s first excursion into
TV programming. Though most will
probably have no trouble in getting
regular renewals, observers feel the
action shows that the FCC-TV broad-
casters’ honeymoon is over. Page 28.

The packagers of a special perfume
packet are spraying money all over
radio. They'll blow $700,000, their en-
tire budget, on radio because radi¢ re-
sults are “fantastic.” Page 28.

In the new CBS Radio affiliates’ contracts
that the network is now circulating,
there’s a big hedge against futures in
TV. A section would bind the AM
affiliate to give CBS a “first refusal”
deal for affiliation of any TV station
the affiliate might eventually get.
FPage 25.

Around-the-clock operation of most if not
all Class I clear channel stations is
part of the interim alert plan for civil
defense. These will be the powerful
means of spreading the emergency
word. Page 80.

There were 105.3 million radio sets in
the country Jan. 1, a gain of 9.3 mil-
lion in a year. And 57.5 million of
them were secondary, portable or auto
radios—those in places that TV
doesn’t reach. Page 27.

Sen. Taft is a hot campaigner on radio
and television, but what would be the
lot of the broadcaster if “Mr. Republi-
can’” got into the White House? Here's
another part of a BeT study of the
radio-TV views of leading Presidential
candidates. Page 26.

NARTB combined boards meet next week
in San Antonio to grapple with two
major problems: how to cope with the
membership battle that looms when
BAB cuts its NARTB ties next April
1, and how to apply enforcement of the
TV code which goes into effect March
1. Page 28.

FCC postpones theatre TV hearings
from Feb. 25 to March 10 as new and
knotty issues enter the picture. FCC
intends to examine the whole problem
before it's through. Page 25.

Series of pep talks for radio is given at
BMI Clinic in New York. The essence
of all of them: radio’s the biggest, best,
cheapest of all media, and nobody
should be allowed to forget it. Page 82.

Upcoming

Feb. 5: House Interstate & Foreign Com-
merce Committee resumes. consideration
of S 658 (McFarlond Bill} to amend the
Communications Act of 1934. Closed
session. Washington.

Feb. 5-7: Radio-Television Mfrs. Assn. mid-
winter conference, Roosevelt Hotel, New
York.

Feb. 6: Senate Interstate & Foreign Com-
merce Committee heoring resumes on
S 2444 to prohibit distilled spirits (hard
liquor} on radio-TY. 10 a.m., Caucus
Room, Senate Office Bldg., Washington.

(Other Upcomings page 38)

Closed Circuit

(Continued from page 5)

Y
merger of American Research Bureaun, Wash-
ington, and Coffin, Cooper & Clay, Los ‘Ange-
les, Latter runs Tele-Que TV surveys, ofn_
West Coast. Announcement, due next week,
will report ARB has taken over Tele-Que sur-
veys on West Coast, with Coffin, Cooper & Clay
continuing in business as West Coast repre-
sentatives of ARB, and market research pro-
jects.

MOHAWK CARPETS, N. Y. (former big TV
buyer), through Maxon Inc., N, Y., buying ra-
dio spot schedule to start Feb. 18 for 156 weeks
in 100 markets, and TV spots, starting early
in March in 34 markets. Firm expected to use :
another series of spot schedules in mid-Septem-
ber, thus appealing to spring and fall buyers.

U. S. DELEGATION, headed by Commissioner
Rosel H. Hyde, NARBA Chairman, quietly left
for Mexico City yesterday (Feb. 3) to discuss
possible changes in domestic TV allocations
within border zone established in recent TV
agreement, but not involving changes in Mexi-
can border assignments. Sessions, probably to
take most of week, with Miguel Pereyra, Di-
rector General of Communications, and also
may cover understanding between Mexico and
U. S. on broadcast allocations since Mexico
withdrew from our NARBA conference of last
year. With Comr. Hyde will be Capt. John
Cross, State Dept., Curtis Plummer, FCC'
Broadcast Burean Chief, and James E. Barr,
Chief Aural Facilities Division.

PROCTER & GAMBLE {o., Cincinnati, through
Biow Co., N. Y., buying daytime radio spots in
60 selected markets starting early in this
month.

UPPER ECHELON of Liberty Broadcasting
System considering recommendation that top-
notch administrator, preferably one with net-
work operating experience, be hired to organize
LBS’s mushrooming network.

AT LEAST two TV applicants are pondering
data on 2,000-foot self-supporting antenna
towers despite chance they might approach
million-dollar figure.

L. A. WAGE DIFFERENCES

CBS Hollywood placed on ‘‘unfair list” by
Office Employes International Union (AFL)
who rejected 5% wage increase offer. Unani-
mous strike vote taken Thursday by 175 CBS
office workers. Los Angeles Central Labor
Council, failing to bring settlement, will ask
other CBS union employes to respect picket
lines. OEIU reportedly demanding substan-
tial wage increases in 21 classifications to
bring salaries in line with those of other local
industries.

Meanwhile, it was reperted late Friday that
some 25 directors and floor managers of
KNBH (TV) Hellywood, NBC affiliate, received’
$15-$35 per week salary increases retroactive
to Dec. 1. Action followed Wage Stabilization
Board Reviewing Committee approving peti-
tion of Radio & Television Directors Guild,
Hollywood local (AFL). RTDG contract with
KNBH signed June 5, 1951, few days after
WSB salary freeze went into effect. Petition
for increases pending since. Although some
affected station personnel shifted to NBC-TV
they too receive back pay for 60 weeks. It
was estimated those affected fo receive up to
$3,000 in back pay.

for more AT DEADLINE see page 94 ‘

BROADCASTING ® Telecasting



Represented by Bolling

lIQo Eo Doll

New York . Boston g Chicago ¢ Los Angeles . San Francisco




Adveri{sement

From where I sit
by Joe Marsh

They Do

“Give A Hoot" For Easy

Easy Roberts finally got rid of the
noisy pigeons that used to whoop it
up under his eaves.

He must have tried a dozen ways to
scare them off. But no matter what
he did, they would be back cooing by
his window the next morning.

Then Easy thought of an old stuffed
owl he had in his attic. He propped it
on the roof so’s all the pigeons could
see it, They left . . . and three hoot
owls have taken their place.- Easy
swears the hooting is even worse than
the cooing of the pigeons.

From where I sit, quite often a
“bright idea” will turn out to be “not
so bright” after all. That’s why we
should never be too cocksure of our
ideas and opinions—but always try to
keep an open mind. I believe a refresh-
ing glass of beer is the best thirst-
gquencher—you may believe different-
ly. But who’s to say one’s right and
the other wrong? Let’s just practice
tolerance. It’ll save a lot of hootin’

and hollerin’.

Copyright, 1952, United States Brewers Foundation
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To an advertiser

interested in farm radio

Chuck Worcester, WMT’s Farm Service
Director, has a genuine respect for the Iowa
farmer. He doesn’t talk down to him,
doesn’t affect the bogus folksiness that
passes for rustic charm everywhere except in
the country. His talent for low-pressure visit-
ing, fortified with first-hand knowledge of
Iowa’s complex agricultural problems, has
earned him the kind of loyal following that
means results for sponsors. For example:

* Five minutes across the board at 5:40 a.m.
for A. Y. McDonald in one week developed
208 prospects for a $1500 water system.
Cost: $10 a program or 20¢ per prospect.

* A daily quarter hour farm show for Myzon
mineral supplements resulted in a standing
monthly order for $3,500 worth with eight
Sears Farm Stores.

* Air announcements for International Har-
vester’s tractor clinic (to get farmers to have
machinery serviced in the off-season) pro-
duced “good response” among Eastern Iowa
dealers. The local dealer said he would
have been delighted to service ten tractors;
he handled eighty-five.

The notion that farmers listen only in the
early morming and at noon is pure folklore.
Chuck’s announcements on Purina’s A-time
evening show brought 817 requests for
booklets—ample proof that farmers were
wide awake and listening.

We don't claim that these results are typical.
We do claim—and know—that on a day-to-
day basis WMT farm radio gets satisfying
results, and occasionally spectacular results.
Farm radio properly conceived, timed and
executed is a fertile source of advertising
results.

~

CEDAR RAPIDSA. % 45\ Y B8 B

5,000 WATTS
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Loyal Audience in Doylestown ...

George Washingron slept near Doylestown,
but business is wide awake in this well-fixed,
historic town. Someone is getting the benefit
of Doylestown's $14,412,000 in retail sales,
$6,236,000 in wholesale volume. That
someone can be you. One way to include
Doylestown’s 5,236 inhabitants in your
sales reckonings is to hit ‘em where they
buy the most—ar home. The way to do
it? Schedule WFIL, listened to regularly
in 38 per cent of Doylestown radio-owning

households where buying habits form.
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frequency . .

cles, WFIL's 5,000 warts provide covera,
. 100,000 wares at 1120 kilocycles.

...and the Whole 14-County Market

A point to remember about WFIL—it's a

strong local station not only in Philadelphia
but in Doylestown and all 147 "home
markets” ourside city lirnits where half of
America’s 3rd marker lives and shops. BMB
found WFIL's 5,000 watts outpull both -
50,000 watts @nd local county stations in
most of the 14-County Retail Trading Area.
Remember, also, two out of three radio
families consistently tune WFIL in this $6
billion market...and WFIL reaches to a

huge bonus area beyond. Schedule WFIL.

BROADCASTING ® Telecasting
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MRS. R. O. HEIN, Housewife—Mrs. Hein
typifies budget managers in Doylestown’s
1,760 radio-owning households. They help
buy food worth $2,578,000, apparel worth
§723,000 and $591,000 in home furnishings.

LAWRENCE F. NYCE, Farm Supplier—
Nyce's Supply Yards deal with Bucks County
farmers who lead the nation in raising of 13
vegetable products. Farming employs more
thaa 15 per ceat of the county’s population.

TERE o R B &S ey v

BROADCASTING ® Telecasting
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DOROTHY BARTLETT, Antique Dealer—
Curio hunters Hock to Doylescown and
places like Mrs, Barrdert's Pennsylvania
Crafts Co. General merchandise stores here
sell $1,620,000 worth of goods every vear.

560 ke,
The Philadelphia
Inquirer Station
An ABC ARiliate

First on the Dial
ln America's Third Market

Represented by THE KATZ AGENCY

February 4, 1952
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-- e plus in
St. Louis Radio

is the

“ST Louis

KXOK is St. Louis'

promotion station. KXOK

builds extra audience for the

"St. Louis Ballroom,” through all-

media promotion ... billbeards, exterior

bus and streetcar cards, interior bus and street-

‘ car announcements on Transit Radio, newspaper dis-

play ads, prometion announcements on KXOK, special mail

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

makes KXOK a bigger buy for effective selllng in

the 51. Louvis market. Ask now about availabil-

ities. See the John Blair man or KXOK today.

n K St. Louis’ ABC Station, 12th & Delmar, CHestnut 3700

630 KC ¢ 5000 Watts * Full Time

Represented by John Blair & Co.
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OBERT H. SCHMELZER, account executive, BBDO, L. A., trans-
ferred to N. Y. office to handle Trans-World Airlines account with

STANLEY G. MORTIMER Jr.

EDWARD C. RYAN Jr,, senior account executive, S. R. Leon Co., N, Y.,
elected vice president.

Omaha, joins

creative director.

ALFRED J. BRENNAN and LOUIS F. OHLIGER ap-
pointed assistant merchandising directors at Needham,
Louis & Brorby, Chicago.

GENE EDWARD, assistant production manager, WOW
radio-TV department of Buchanan-
Thomas Adv., same city,

RALPH R. DECKER, Federal Adv. Agency, N. Y.,
to Cecil & Presbrey, same -city,
merchandising planning for food and drug accounts.

DAVID E. DIENER, copy chief, Monroe Greenthal Co.,

as specialist in

N. Y, named

L Y N L S L N N L Y N N N N T R R Ty
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OME PEOPLE say that you
S can tell what a man is by a

look at his library. If this is
so, then the office shelves of Nor-
man Hulburt Strouse are very
revealing.

The top row, close at hand, and
giving signs of being well and
often used, is devoted to philosophy
(Plutarch and Plato), to inspira-
tional volumes (Light From Many
Lamps and Maeterlinck), and
many books of business psycholo-
ogy.

Just to show the
human side of this
J. Walter Thompson
Co. vice president,
manager of the De-
troit office and ac-
count representative
on the multi-million
dollar Ford car ac- -
count, right in the
middle of all this
important reading is
a 25¢ Pocketbook
mystery.

Born Nov. 4, 1906,
at Olympia, Wash,,
Norm Strouse took
a commercial course
and went right from
high school to a
position as secretary

to the State Director of Licenses..

His boss was convinced that he
couldn’t be held by local opportuni-
ties, so he urged him to look for a
better job in a larger city.
Answering a blind ad in 1925
brought Mr. Strouse to the post of
confidential secretary to the ad-
vertising director of the Seattle
Post - Intelligencer.  His  duties
broadened and four years later he

BROADCASTING

i

Mr. STROUSE

was an assistant national advertis-
ing manager.

At this point he transferred to
JWT in San Francisco as assistant
space buyer. In 1931 he rejoined
Hearst to sell space for the next
two years.

With experience on both sides of
the media buying desk, Mr. Strouse
is an enthusiastic booster for time
and space representatives.

“If a man were appointed media
buyer out of a clear
blue sky, he could
learn his business
well just by listen-
ing to space and
time salesmen. I
sometimes think
many of the best
ideas agencies take
credit for come di-
rectly from sales-
men calling on
them,” he says.

Qut of Mr.
Strouse’s 25 years of
media experience
have come three
strong beliefs,
mostly through the
influence of JWT’s
dean of media men,
George Pearson of
Chicago. They are:

1. The representative is entitled
to the same dignity and considera-
tion as any important visitor to-
your office. “Where else can you
get the information you must have
to do a good media job?”

2. The media department is the
best public relations contact an
agency can have. There’s no use
soliciting new business if your

(Continued on page 58)

Telecasting
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JOHN H. HOSCH Jr., vice president, J. Walter Thompson Co.,, N. Y.,
has accepted position as co-chairman of advertising division of 1952
Legal Aid Society fund-raising campaign.

PAUL KURTZ, NBC Chicago, to Malcolm-Howard Adv., same city, as
film director.

JOHN F. CONNORS, promotion manager, KLZ Denver, to Bob Betts
Adv., same city, as account executive.

JOSEPH MENDELL RUSSAKOFF, president, Vanguard Adv., N. Y., to
teach 15 week course at Hunter College, N, Y., commencing Feb. 19
on “Introduction to Advertising.”

GRISWOLD-ESHLEMAN Co., Cleveland and Louisville, opens new office
in Nashville DONALD Mc¢DONALD, Louisville man-
ager, elevated to vice president.

ROSS METZGER, vice president of Ruthrauff & Ryan,
Chicago, named chairman of allied art industries divi-
sion for the 1952 drive of the Chicago Heart Aasn.

LEO BURNETT has moved its New York office to 677
Fifth Ave. New phone is Murray Hill 8-9480.

BOZELL & JACOBS, Omaha, and ROSS Adv, St.
Louis, elected to membership in American Assn, of

Mr. McDonald Advertising Agencies.

BETTERIDGE & Co., Detroit, opens offices' in Toronto at 107 Jarvis

St. to service Gross Machinery Co., J. H. Baruch Ltd. and National
Knitting Mills.

J. GRIFFITH RENSEL, partner in Weightman Agency, Phila.,, to
Lohmeyer-Adeleman Inc. as vice president and account executive.

CHARLES A. FELD, advertising manager of White Rock Corp., N. Y.,
(sparkling water), to Cecil & Presbrey, same city, as
agsociate merchandising director specializing in agency
package goods accounts.

WILLIAM E, McDONALD, assistant manager of Ather-
ton & Currier, Toronto, appointed vice president and
general manager of agency’s Canadian office.

EDWIN S. REYNOLDS, TV program director for Na-
tional Collegiate Athletic Assn.’s 1951 experimental
plan, joins radio-TV department of Fletcher D. Richards
Ine, N. Y.

Mr. Feld

CARSON, ROBERTS Inc., is new name of Murray, Dymock, Carson
Inc., headquartered at 8811 Alden Drive. RALPH CARSON is president
and JACK ROBERTS vice president.

HOWARD ALBER appointed director of creative arts at Weightman Inc.,
Phila. LAWRENCE CASEY has been added to agency’s public rela-
tions staff.

KEEGAN ADYV., Birmingham, Ala., elected to membership in American
Assn. of Advertising Agencies.

AL MAESCHER, account executive with Qakleigh French & Assoc,

St. Louis, named vice president and account executive at Olian Adv.
Co., same city.

JULES LENNARD, sales promotion manager, Block Drug Co., Jersey
City, N. I, to Emil Mogul Co., N. Y., as director of merchandising to
coordinate agency’s activities in the package goods field.

ROBBINS MILBANK, vice president and creative supervisor, McCann-

Erickson, S.F., takes one year leave of absence after more than 20 years
with agency.

ROBERT WURTZ, copy chief and account executive with Rhoades &
Davis, 8.F., resigns. Future plans are unannounced.

BROADCASTING ® Telecasting

—ON THE WASHINGTON SCREEN—

Milton Q. Food
joins WMAL-TV in a new
variety show featuring—

Richasel!

11:05 to midnight
Monday thru Friday

yw it's the new Milton Q. Ford Show—

a breezy, tast moving variety offering

starring Milton and his parrot,
with bits by the “Ford Frolickers” who will enact
by pantomime or dance sequences
the hit recordings that Milten Q. will play:
Film vignettes of favorite stars plus contests for
the participating audience will add
fun for the fans and SALES for YOU!

One minute participations available.

Call or Wire the KATZ AGENCY, Inc.

o WMAL-TV mm

The Evening Star Stations, Washington, D. C.

. February 4, 1952 © Page 13



MR. SPONSOR:

Herol the Showhat
Sells the Laares!

-

YN

New Orleans’ Favorite
Morning Show for Women

with JOYCE SMITH

l//-—

® Never underestimate the power of "Women's Club” to
influence the feminine audience. This mid-morning show
—presided over by Joyce Smith—features guest person-
alities, fashion and food hints, plus other items of interest
in the world of women. It's the “perfect combination”
for Spot Participation.
® Write, Wire

or Phone Your
JOHN BLAIR Manl!

Page 14
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WHITNEY & Co., Seattle, (canned salmon), to use radio and TV
spots in four test markets to promote newly created “family brand”
label on four varieties of canned salmon. Test cities are Omaha
Louisville, Huntington, W. Va., and Evansville, Ind. Agency: The
Burke Co., Seattle.

LINCOLN-MERCURY [BeT, Jan. 27] has purchased what is believed to
be the largest concentrated promotion in history of Providence radio. Or-
der calls for 192 minute announcements in 14 days on WHIM Providence.
Total billing is $1,382.40. Agency: Kenyon & Eckhardt, N. Y.

BRISTOL-MYERS, N. Y. (Vitalis Hair Tonic and Bufferin), to sponsor
two INS Telenews sports films, This Week in Sports and Telenews Sports
Extre, in 31 TV markets. Both. reels also are carried in 20 additional
TV markets under local sponsorship. Agency: Doherty, Clifford & Shen-
field, N. Y.

SEEMAN BROS. N. Y. {White Rose Tea), launches TV spot campaign
on WNBT (TV) and WCBS-TV New York in addition to radio news pro-
grams on WCBS and WNBC New York. Agency: J. D. Tarcher & Co.,
N.Y.

S. C. JOHNSON & Son, Brantford, Ont. (waxes), inaugurates spot
announcement campaign twice daily five days weekly on 14 Quebee
French-language stations and weekly half-hour transcribed Bright Star
for 26 weeks on 35 Canadian stations. Agency: Needman, Louis &
Brorby, Toronto.

IMPERIAL TOBACCO Ltd.,, Montreal {Playeys cigarettes), has started
transcribed Bold Venture for 17 weeks on 89 Canadian stations. Agency:
McKim Adv., Montreal.

/Vetwot[ e s o

ADMIRAL Corp., Chicago, to sponsor World News With Robert Trout
on CBS Radio, Sun., 5:30-5:55 p.m. EST, starting Feb. 17 [BeT, Jan. 14].
Broadcasts will feature reports from foreign and domestic correspondents
plus interviews by Mr, Trout with one newsman to be flown to New York
for that purpose.. Agency: Erwin, Wasey & Co., N. Y.

HUDSON PULP & PAPER Co, N. Y, to sponsor Thurs. segment of
Bride and Greom which moves from current afternoon time at 2:45-3,
to 10:30-10:45 a.m. EST, Mon. through Fri., effective today [BeT,
Jan. 28]. Agency: Duane Jones Co., N. Y. GENERAL MILLS, Minne-
apolis, to sponsor program on Mon., Tues., Wed. and Fri. Agencies:
Dancer-Fitzgerald-Sample and Knox Reeves Adv.,, N. Y.

TEXAS Co., N. Y., extends sponsorship of Metropolitan Opera broad-
casts each Saturday over ABC radio for 18 to 20 week period. Agency:
Kudner Ine., N. Y.

AMERICAN CHICLE Co., Long Island City, N. Y. (Dentyne, Chiclets and
Beeman’s gum), renews sponsorship of one minute participation in
Stop the Music over ABC radio network, Sun. 8-9 p.m. EST, for 17
weeks. Agency: Sullivan, Stauffer, Colwell & Bayles, N. Y.

ﬁgency ﬂppointmenf& e e e

INTER-STATE MILK PRODUCERS COOPERATIVE Inc, Phila, and
GIANT FOOD DEFPT. STORES, Washington, name Lamb & Keen, Phila.

OWL DRUG Co., L. A. (division of Rexall), with retail stores in five
western states, appoints Milton Weinberg Adv. Co., L. A.

ZIEHLER BROS., Phila. {Weather King batteries), names Weight-
man Ine., same city.

U. S. TIME Corp., Waterbury, Conn., appoints Hirshon-Garfield, N. Y.,
for Timex and Ingersoll watches.

MARLON CONFECTIONS Corp. (Milk Chocolate Teens) appoints Zlowe
Co., N. Y, for special TV and merchandising campaign. Bernard Jay
Shaw is account executive.

AMERICAN LUGGAGE WORKS, N. Y, appoints Dowd, Redfield &
Johnston, same city, and John C. Dowd Inec., Boston.

BROADCASTING ® Telecasting



MESSRS. NIELSEN AND HOOPER.....

We Can’t Halve Our Cake And Eat,

It’s time for the umpire to give radio its total count.

Too!

The coin-

cidental gives us the truth. We want nothing but the truth,

but we want the whole truth!

In May, 1950, we first went to bat calling for one umpire behind the
plate.
both supposedly doing the same thing—counting listeners—and with
these two methods providing conflicting figures, only one method,
the more accurate one, was entitled to survive.

The voice of the industry is crystal clear. Networks rely on the
coincidental. Advertisers and agencies are demanding the greatest
possible accuracy. Let me repeat, I've yet to hear from, or to talk
with one research authority who fails to support the coincidental

as the most accurate method for counting listeners.

Ratings {and don’t let anyone kid us) are here to stay. This
accurate measurement has provided a standard of research
never before attained by any other medium. Those who don’t
agree, or are fearful of what ratings might disclose should not
lose sight of one simple fact—Buyers of time will continue to
insist that radio provide accurate rating figures,

MESSRS. NIELSEN AND HOOPER, you've given us the right
method, but you haven’t given us enough. Here's what the folks
in every walk of advertising life—broadeasters, advertising man-
agers, time buyers, research people, account executives, station
representatives—tell me they want:

1. A report on the use of every radio in the home.
2. Authentic figures on out-of-the-home listening.

a. Coincidental measurement of car audience, with each
“car rating” accompanied by estimates of number of
cars listening in surveyed area.

b. Reliable figures for each station by portable radios,
taverns, barber shops, and other listening in surveyed
area.

3. Periodic reports on who is listening—composition of audi-
ence reports on botmme and out-of-the-home audience.

4, “Open house” on the part of the surveyors. An invitation
to a representative industry inspection committee to ob-

serve use of all measurement techniques—size of samples,

With two different methods (coincidental and aided recall) .

tabulation procedures, supervision of interviewers, and to
report observations to subscribing buyers and sellers.

And we want now a correction of an injustice to radio that we
sort of overlooked while our precocious contemporary—TV—was
growing up. The Industry wants Radio and TV ratings on
direct comparable base of total random homes, not just TV
homes. TV is being sold, and rightly so, to reach mass audience,
not just those in TV homes. Rating figures for both radiec and
TV should obviously have the same base—total homes.

No longer can we halve our cake and eat it. We want you
fellows to find and report on the whole audience. Radio Stays
with people wherever they go—and people don’t stay home all
the time, not by a long shot.

The above suminarizes what people—important people in our
Industry—have to say. Messrs. Nielsen and Hooper, what do
you say?

A mﬁ

Stanley ~ Brever

KJBS BROADCASTERS
1470 Pine Street
San Francisco 9, California

P.8. Want to know how we at KJBS feel about these ads we’'ve
been running on the problem of research? It’s simply this. Radio
provides us and our families with a darned good life and we owe
considerable in return. We felt the rating mess ¢alled for aetion—
that semething had to be done. It now seems. that all of you felt
pretty much the same way, for which we’re grateful

P.P.S. With less confusien about who’s umpire, how about someone
else carrying the hall,

BROADCASTING *
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SLudlamh Lodge

Do you want to know whether

you can take a dog into Canada
on a hunting trip? Or the cost
bf a hunting license in Ohio? Or
how to cook blowfish?

Or do you want to know how to

sell more fishing tackle and
hunting equipment, or beer, or

'::otc:to chips, or soft drinks?

If you have a product which ap-

eals ta the autdoarsman, yaung
Er old, man ar woman, "“lLud-
lam’s Lodge” can answer these

uestians.

{n the 5-5:30 p.m. Saturday spot
on WRC for aver a Year, “Lud-
jam’s Lodge” is now available ta
national advertisers. Kennedy
udlam solves: problems in the
jeld of outdoor sports for all his
ﬁsieners. He's also the man who
~an solve your selling problems
in the Woshington market—so
why not call your nearest NBC

Spot Sales office now for details?

FIRST in WASHINGTON

Represented by NBC SPOT SALES

i?age 16 ® February 4, 1952

M AR LALA A AL A AN LA A A A A A A AL A AL LA A A A AR AR AR R RR R R RN R RRRRR R

L 4

eature of the week

AL L AN LS A LR AL R Lt A CE A L E L L LR LE L L CE L L A AL E AL LR R R R RN B RRRARR R

5 =
—King Features Syndicate Photo

HANDICAPPED students at Institute of Physical Medicine and Rehabilitation,

New York U. Bellevue Medical Center, wateh another lesson,

Teacher has

just finished reviewing a previous video lesson and nurse stands by.

*

WPIX (TV) New York was in the
happy position Friday of telecast-
ing the results of its Living Black-
board educational series: 14 handi-
capped high school students re-
ceived their high school diplomas,
earned partly through video in-
struction, in a ceremony telecast
from WPIX studios—first ever on
television.

At the same time, another 14

*

*

children who received part of their
education via television but who
were unable to attend their own
commencement exercises, received
their diplomas at home from prin-
cipals of high schaols in their
neighborhoods.

Frederic Ernst, deputy superin-
tendent of New York City schools,
who awarded diplomas at the stu-

(Continued om page 56)
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JOHN W. DAVIS

THIRD-GENERATION ad-
vertising man, John W.
(Jack) Davis, Chicago man-
ager of Blair-TV Inc.,, has been

steeped in business and finance
since he was born. His father was
western advertising manager of
the Literary Digest and his grand-
father published a women’s maga-
zine. Radio and television, how-
ever, didn't enter the picture in
his frame of life until he was 26.

That was in 1941, when he re-
placed a Phi Kappa Psi fraternity
brother on the sales staff of Head-
ley-Reed Co., station representa-
tive firm in Chicago.

His first sales job helped him
through commerce school at North-
western U., from which he was
graduated in 1936. His first post-
college work was in sales promo-
tion at an investment house en
route to becoming a broker. A
friend hand-picked him and nine
other men three years later to be-
come specialists in an estate coun-
sel business, in which they were
required also to attend classes in
planning futures for large estates.

“I really learned the value of a
buck, however, in radio and tele-
vision,” Mr. Davis admits. He

(Continued on page 54)
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Wilkes

If You
Want Coverage

That Counts...

. . you want and need
WBRE in this unusuadl
500,000 population
market. Yes, other sta-
tions have more power
. . . but WBRE has the
programming power
that produces profits for
the advertiser.

* EARWAY . . . means
listening power! Conlan
shows that more people
listen to WBRE more con-
sistently than to any oth-
er station in the Wilkes-

Barre trading area.

Telecasting
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World-Famous Pee Wee King
Available on WAVE~—In Person!

You know Pee Wee King and his Band TV show “We The People” on
{featuring Redd Stewart) as one of January 4. If so, you know what an
the #gp broadcasting and recording amazing personality he is.

organizations in America.
Pee Wee is author of several recent Hit
Parade tunes —is the biggest

Well, Pee Wee and his Band are now
available for mere live shows on
audience-getter and sales-builder in the WAVE and WAVE-TV. There’s nothing

Louisville area—is now sponsored hotter in all America—no
three hours 2 week on WAVE and half market that better warrants his talents.

an hour a week on WAVE-TV. Ask Free & Peters for time
Maybe you saw him on Gulf Oil’s big and talent costs. But better do it fast/

WAVE

5000 WATTS ¢ nNBc o LOUISVILLE

ﬁ;—? Free & Peters, Inc., Exclusive National Representatives

BROADCASTING ® Telecasting February 4, 1952 ® Page 17
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Here we go again!

“March 15th, Tax Day, is around the corner
... and here I am, wrestling with Form
1040 again! Youn, too, I'll bet.

“Sure, I gripe about it every year. Who
doesn’t? It's like yelling at the umpire.
Or beefing about the weather, That's our
privilege!

“But this year's taxes really hurt. Now don't
get me wrong . . . I believe in taxes, Can't
run a government without taxes. And
when it comes to our government spending
money honestly and efficiently for Defense,
Freedom or Good Government . . . it can
have the shirt off my back.

“But down at the Republic plant I work
hard for my dough. And, naturally, I get
burned up when I read about a lot of
money being spent foolishly by our govern-
ment. That, of course, goes for all levels of
government . . . federal, state, county and
local. They're «/l run on our tax money
. . . yours and mine.

“And when I say ‘our’ tax money, it reminds
me that companies groan about taxes, too.
They've got ‘living expenses’ same as we
do, and taxes take an even bigger bite

out of their income than they do
g, out of ours.

“What's left of onr pay, we call
savings. What's left of a company's
‘pay’, is called profits. It is profits

¥ that create new jobs by improving

and expanding industry. Without
company profits, a lot of us citizens
would Jose ocur jobs.

“To get back to this business of spending

. .» my wife runs our home with simple,
sensible day-by-day economy. And so do
my neighbors’ wives. So does any well-
managed business. So why shouldn’t our
government . . . national, state, county
and local . . . practice that same common-
sense economy, too? With, I repeat, onr
hard-earned dough!”

REPUBLIC STEEL

Republic Building ¢ Cleveland 1, Ohio
"
REPUBLIC

STEEL
-

Republic BECAME strong in a strong and
iree America. Republic can REMAIN
strong only in an America that remains
strong and free. .. an America whose vast
Railroad Ioduscry is unsurpassed. And through
railroading, Republic serves America. Republic steel
goes into track bolts and spikes...and into power-
ful locomotives that thunder over the tracks.
Republic's famed Enduro Stainless Steel is found,
inside and out, on gleaming streamliners that
crisscross the nation. And 1n roundhouses and
repair shops, tools and machines made of Republic
steel help keep America's rolling stock rolling,
come peace gr war.
* * *

This message is one of @ series appearing in national

magazinesy and in newspapers in communities where

Republic- mills, mines and offices are located. For a |

full color reprint, or permission to broadcast or l!lr-]

cast, write Dept. M, Republic Steel, Cleveland 1, Obso.
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WLOF IS TOP HOOPER STATION
Monday thru Friday

H with following quarter hours

3:45 to 4:00 PM
4:00 to 4:15 PM
4:15 to 4:30 PM
4:30 to 4:45 PM
5:30 to 5:45 PM
5:45 to 6:00 PM
10:30 to 10:45 PM
7:15 to 7:30 AM (*)
6:15 to 6:30 PM (**)

(*) First-Place Tie
(**) Strong Second Place

Hooper Study October-November, 1951

WLOF, ORLANDOIS NOW TOF |
HOOPER STATION ALL DAY |
ON SATURDAYS = SUNDAYS

©

w}dﬂ )

FOR SPOT AVAILABILITIES CONTACT:

Pauw H. Ravmer Comeany, Inc.

wLOF

“FLORIDA’S SWEET MUSIC STATION" |

5000 WATTS e 950 KC ® MBS NETWORK
ORLANDO, FLORIDA

J. ALLEN BROWN
VICE- PRESIDENT & GENERAL MANAGER

___I§.

—
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Th!ank-You Note

EDITOR:

Please accept the thanks of an-
other Red Feather volunteer for
the [fine support you gave to the
Community Chest campaigns in
your publication last fall.

The total amount contributed
duritlg the campaign is 15% great-
er than in 1950; and represents the
largest amount ever raised in the
history of the Community Chest,

exceeding even the war time
drives . ..
H.J. Heinz I1,

National Chairman,
United Red Feather Cam-
paigns of America
% *® #*

Nine Happy Years

EDITOR:

Tte story on page 24 of the Jan.
21 edition of BROADCASTING ® TELE-
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~ open mike

@

L A . A LR E R L S AL S A L R LA AR A L L A A RN A LM R A LA LR A E R R ECCRRRE T ™

CASTING pertaining to my recent
departure from the Fort Industry
Co., was, in general, technieally
correct, but inferentially it cast a
shadow upon my resignation which
was somewhat uneomplimentary.

I'm quite sure that the company,
in releasing this bit of trade news,
and you, in publishing it, did not
intend to reflect upon me adversely.

Specifically, my departure was
brought about by my unwilling-
ness to accept a revised bonus plan.

Incidentally, my leaving did not
change my feelings toward the Fort
Industry Co. George Storer and his
associates are great people to work

for and I have nothing but the
highest praise, admiration and re-
spect ‘for them after nine happy
years.
James E. Bailey,
Former Manager,
WAGA-AM-FM-TV,
Atlante, Ga.

# & *

Meandering Mails

EDITOR:

[ prize our subscription to
BROADCASTING ® TELECASTING most
highly and depend upon it to keep
me informed of the goings on about
the television business. Of late,

KFAB’s News Department has made many achievements, but none more
important than the satisfaction of gathering, writing and announcing 17
newscasts every 24 hours that—MOST-LISTENED-TO NEWSCASTS in the
Sponsors’ messages profit by these DAILY ACHIEVE-

Midwest Empire.
MENTS of the KFAB newsroom,

More facts on how you can achieve
greater sales in the Midwest Empire will be mailed to you on request.
Address: Harry Burke, General Manager; or contact Free & Peters.

1
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however, the magazine instead of
arriving on the usual Mondays or
Tuesdays is getting here on Thurs-
days and even Fridays.

I wonder if the United States
mails are at fault or whether you
haven’t been able to get it out in
time for its usual mailing date?

George Storer Jr.
Managing Director
KEYL (TV) San Antonio

[EDITOR'S NOTE: It’s the Post Office's
fumbling, not ours. We haven’t missed
a press deadline in years.]

*® Kk

Correspondence Invited

EDITOR:

For one of my lectures here in
the “Radio and TV Continuity
Writing” course, I’m using some’
information on the origin of the
use of the telephone in radio
quizzes played between the emcee
in the studio and the listener at
home.

I'm sure if you print this in your
letter column that I can get a great
dea] of information from various
stations as to the date first used
on the station, kinds of quizzes,
types of prizes first used, audience
reaction, etc.

I’d be most interested in any in-
formation that the American broad-
casting stations would care to pass
along. . ..

Larry Kurtze

Medill School of Journalism

Northwestern U.

Chicago
*

Oh, P'shaw

EDITOR:

... All of usg at KNX are great
boosters of yours and we look upon
your estimable book as second in
importance around the joint only
to our rate card.

W. D. Shaw,
General Manager,
KNX Los Angeles

* k%

* *

Rebuttal

EDITOR:

As chairman of the Fair Televi-
sion Practices Committee, I would
like to comment on the letter of
Ted Leitzell of the Zenith Radio
Corp, of Chicago which appeared
in your “Open Mike” column on
Jan, 28.

Mr. Leitzell’s letter employs your
editorial of Jan. 14 entitled ‘“Phone-
visionaries” as a springboard from
which to take off in favor of sub-
scription television.

This is neither the time nor place
to enter upon a detailed discussion
of the merits of the issue. The
importance of the question, how-
ever, makes it imperative that at
least some of Mr. Leitzell’s falla-
cious reasoning be exposed.

Mr. Leitzell says, “Poll after poll
has shown that a substantial ma-
jority of the public is willing to
pay for better programs than TV
can offer it supported by adver-
tisers alone. . . .”

Putting aside the fact that polls
must be carefully scrutinized be-
fore their results can be accepted

(Continued on page 81)
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Adgertisement

...the rating fuss?

Mr. Stanley G. Breyer
1470 Pine Street
San Francisco 9, California

Dear Stan,

In a BROADCASTING ad of January 14 you asked for com-
ments regarding what you call “the rating fuss.,” I gather

that you are a staunch Hooper proponent, opposed to Pulse
and all other measurements.

I've subseribed to both Hooper and Pulse, individually and to-
gether. Both have been pretty good to KROW, Fact is, we
usually deliver more listeners per dollar than anyone around
here. So I can’t be called a sorehead.

But I can’t put much stock in any rating. They're interesting
for checking audience trends, but there hus never been a rating
that accurately tells you how many people are listening to
your station.

Certainly I don’t expect any two rating services to come up
with the same answers. With different methods, different
sample areas, different sample size and other differences, it
can't happen. One has to decide, with the evidence at hand,
which he thinks is most accurate and make a choice; or draw
conclusions from a combination of both ratings,

Take Hooper for instance. The last rating [ bought from him
showed him interviewing less than one. listener per %-hour
(per day). From that he expects me to know what 3 million
people are hearing on 11 Oakland and San Franciscoe stations.

Can I honestly take this “evidence” to a buyer of time as
proof that he should buy KROW?

Or take Pulse. On a little lab study of the aided roster recall
method, we found a 4% margin of error. Roslow’s system has

- its drawbacks, but it seems to make more sense in size of sam-
ple, area covered, sensitivity to program changes and other
comparisons.

I agree that one standard rating service, accepted by =all par-
ties, is preferable to the current claim and counter-claim pic-
ture. But that service would have to be far superior to either
Hooper’s “coincidental” or Pulse’s “roster recall” before we
could lean heavily upon it.

Certainly ratings are a part of the radio story, but radiomen
who base their whole case on ratings, whether Pulse, Hooper or

the “research” department of Beetle Hill college, are selling
their medium short. And I know many timebuyers who are
now looking beyond the shallow rating story to the more
accurate yardstick of the station’s selling record. '

A group of our big retail merchants and ad agencies have been
checking dollar-for-dollar results of KROW against other sta-
tions, newspapers, TV and other media.

In every test KROW has sold more merchandise per dollar than
any other medium—running as high as five to one!

I suggest that stations, agencies and advertisers take a closer
look at their real job—selling merchandise.

We're spending too much time bickering about “the rating fuss”

and too little time in showing advertisers how we sell more
merchandise for less money than any other medium.

As a station manager who has tried it, I can tell you that it
has accounted for a 52% increase in our business in the last 24
months and we're still elimbing. I hear that this is better than
some stations which spend their time sniping at other stations
and their ratings.

In this market KROW, KCBS, KFRC, KSAN, KSFO KVSM
and KYA subscribe to Pulse. The station managers to whom
I've talked take it because they believe Pulse the most accurate
survey in this market. I have no quarrel with your subscribing
to Hooper, if you believe in it. But why take two-page ads to
grind ‘his axe and tell the rest of us we're stupid?

If you or anyone will come up with a rating service more
accurate than those available, I'll be glad to subscribe with
you. In the meantime I'm taking ratings for what they are—
indicative of trends but conclusive proof of nothing. And I'm
selling radio’s terrific sales results, particularly KROW’s.

Sincerely yours,

(Pt o7 e

Alan L. Torbet, General Manager

KROW, Inec.
Radio Center Building
464 19th Street
Oakland 12, California

Serving the Oakland-San Francisco Bay Area Since 1925
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A smadll PRESENTATION
of BIG NEWS in spot radio

s

The new GROUP STATION PLAN of-
fers special discounts, ranging up to 20%,
to advertisers using a minimum of 7 station
breaks a week, per station, on 3 or more
Westinghouse radio stations.

This plan may be your answer to the prob-
lem of increasing coverage without increas-
ing costs. Details are outlined in this little
folder. If you haven't a copy, well be glad
to send you one. Or, better still, get a full
explanation in person from a sales repre-
sentative of any Westinghouse station, or
from Free & Peters.

@

WESTINGHOUSE RADIO STATIONS Inc

SERVING 25 MILLION

WBZ « WBZA ¢« KYW « KDKA « WOWO « KEX . WBZ-TV
’ National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales
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FCC QUERIES PROGRAMMING i~z remorar v Renevo

IN ITS FIRST foray into TV pro-
gramming, the FCC last week is-
sued temporary license renewals to
26 of 78 TV stations whose author-
izations were scheduled to expire
Feb. 1. The 26 stations were given
extensions temporarily until May 1.

Action was announced last Thurs-
day—just 24 hours before expira-
tion of the licenses. The Commis-
sion, because of the deadline, in-
terrupted its consideration of the
new overall TV allocations to ex-
pedite the renewal considerations
and, in the process, issued regular
one-year extensions to the remain-
ing 52 licensed stations of the 108
now on the air.

While no formal reason was given
for the temporary renewals, FCC
Chairman Wayne Coy ‘told BROAD-
CASTING ® TELECASTING last Thurs-
day that the bulk of those receiving
limited authorizations had failed to
show any educational or religious
programming whatever in their ap-
plications for renewal which cov-
ered a “composite week” of pro-
gramming in 1951.

He said it was incomprehensible
to him that a station could serve
the public interest without provid-
ing some religious or educational
programming.

Clear-Up Predicted

It was confidently predicted that
perhaps 80 to 90% of the “tempo-
raries” would be cleared up by cor-
respondence largely on a showing
that there were oversights in fill-
ing out the composite week forms.
Spot checks with a number of sta-
tions made by DBROADCASTING ®
TeLECcAsTING following the Com-
mission’s ‘action indicated that in
practically every. instance, stations
have added educational or religious
programs since their renewal ap-
plications were filed, or that during
the particular week, they had failed
properly to identify such programs
in the public service category.

Chairman Coy made the motion
to issue the “temporaries.” He felt
there was no stigma involved. He
observed that if the definitions of
public service programs in these
categories are too narrow in the
judgement of any licensees, then
they should petition the FCC. He
recalled that six -years ago, while
he manager the Washington Post
radio stations, (WINX-AM-FM) he
was chairman of an industry com-
mittee collaborating with the

Budget Bureau on drafting of ap-
propriate forms for the FCC, These
forms, he pointed out, were geared
toward radio and some question
may arise as to whether they are
adequate for television.

Members of the Commission em-
phasized that there were no prob-
lems of over-commercialization in-
volved in the Commission’s con-
sideration of the renewals. They
disclaimed any intention of head-
ing toward a “Blue Book” in TV
programming.

Warning To Telecasters

Nonetheless, most Washington
observers felt that the actions were
a warning to telecasters that the
honeymoon (with the FCC) is
over, that from now on, TV man-
agement is going to have to
follow more carefully the Com-
mission’s policies on programming
—in commercial and sustaining
time as well as program categories.

A year ago, when the FCC is-
sued renewals to all of the then
licensed TV stations for the regu-
lar one-year period, it simultan-

FOR FCC’s official notice an-
nouncing renewal of license
for 52 TV stations and tem-
porary extension for 26 video
outlets, gsee page 61.

eously announced that it planned
to call a general conference on the
matter of TV station operations in
the public interest. No firm date
was set, however. This came at a
time when there was considerable
criticism of plunging necklines and
other purported excesses in pro-
gramming. Subsequently the
NARTB promulgated its Standards
of Practice to cover TV.

Asked regarding this projected
conference, Chairman Coy said that
after the conclusion of activity in-
volving the thawing of the TV
freeze is behind it, the Commission
may decide to hold a general con-
ference to “talk over” what con-
stitutes the public interest in TV.

It was learned that among those
stations cited in some instances,
there were adequate showings in

educational broadcasting but none:
in religion. In this sphere fell WGN-
TV Chicago, which made a 10% (far
better than average) showing in
education but showed a *““zero” in
religion. WTOP-TV Washington
made no showing on religion, it
was learned, though it since has
added religious programming. The
same was understood to be true of
a number of other stations listed.

Singled out for commendation on
programming in both fields were
such stations as the Cox TV prop-
erties (WSB-TV Atlanta, and
WHIO-TV Dayton), WWJ-TV De-
troit and KRLD-TV Dallas. These
were specifically mentioned by one
member of the Commission as pro-
viding what appeared to be excel-
lent program balance.

While the FCC based its actions
on information supplied for the
composite week of 1951, it alsc had
before it data on.some of the sta-
tions which had operated in 1950,
but the notices were based on the
1951 reports.

It was made clear that the Com-

(Continued on page 61)

PERFUMERS BARRAGE

By FLORENCE SMALL

IN a thumping response to the
“fantastic” draw of radic over
other attempted media, Perfume
Sales Co. (packet of 20 assorted
perfumes made by leading per-
fumers) through its agency, Rand
Advertising, is plunging its entire
budget—$700,000 (for time alone)
—into a unique radio promotion
campaign.

Involving special “Flying Squad,”
saturation kickoff programming
and an intensive seven-week fol-
low-up using 5, 10, and 15-minute
shows in selected localities, the
campaign will continue for the
next 10 months and will eventually
encompass 308 stations. And “if
sales continue as successfully as
they have been doing,” Selig Alkon,
vice president and comptroller of
the Rand agency, told BROADCAST-
ING ® TELECASTING last week, “the
budget and coverage will definitely
be increased.”

“The radio results have been
fantastic,” explained Mr. Alkon.
“Why, in such stations as WWDC
Washington, we pulled 3,000 calls

BROADCASTING ® Telecasting

in one day. Using Buffalo’s six
stations, a record of 17,000 calls
was totalled in one day.”

In the next few weeks, Perfume
Sales will start its “week-end
saturation” policy in the following
markets: New Orleans, Texas, De-
troit, Seattle, and California,~in
the order named. Specific cities in
Texas and California are currently
being decided upon. ‘

Alert To Criticism
Alert to the recent criticism re-
ported in BROADCASTING ® TELE-
CASTING by stations who have suf-
fered as a result of hit-and-run
policies exercised by some agencies
in behalf of certain Christmas pro-
ducts, Mr. Alkon observed that “our
client has prepaid for all radio time
contracted,” and “that the agency
will pay each station within 10

days after receipt of bill.”
The specific details of the Flying
Squad promotion work as follows:
The ‘local campaign always
originates on a weekend with
powerhouse concentration on Sat-
urday and Sunday, followed by
seven weeks of intensive followup.

Using Radio Alone

The firm has established eight
road units, each including its own
announcer, producer and switch-
board supervisor, which tour the
markets as they open up to the ad-
vertiser, The specially-schooled an-
nouncer does the commercials live,
usually on transcribed musical pro-
grams. In some instances news
shows are used and a few partici-
pation local shows. The special
telephone supervisor establishes a
switchboard operation with at least
20 lines and instructs the local
operators in the expeditious han-
dling of incoming calls.

Perfume Sales last year used a
few TV test campaigns in some
major cities such as Chicago, Bos-
ton, New York, and Philadelphia,
but the results were negligible. As
a result beginning with the first
of the year, the entire budget was
placed in radio. The best time pulls
have been early 7 to 9 am. on
weekdays. From 4 to 6 p.m. Satur-
day and Sunday morning from 9 to
11 a.m. are now proving profitable.

The product itself is a packet

(Continued on page 24)
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AMERICAN RAZOR

Buys 12 Skelton Shows

AMFRICAN Safety Razor Corp.'s
purchase of 12 broadcasts of the
Red| Skelton Show, CBS Radio’s
one-time-or-more sales offering,
was| gannounced last week by John
J. Karol, network vice president in
change of sales.

Full 52-week renewals of two
halfrhour radio shows by Longines-
Witfnauer Watch Co.—Longines
Symiphonette (Sun,, 2-2:30 p.m.
EST) -and Wittnauer Choraliers
(Sum., 10:30-11 p.m. EST)—also
were disclosed.

Bath the American Safety Razor
"Corg.’s purchase and the watch
company’s renewals were first re-
ported to sales officials at a closed
saled clinic conducted by CBS Ra-
dio and attended by top network
distifict sales managers in New
York the preceding Saturday (Jan-
uary| 26).

THe razor company, on behalf of
its Blue Star and Treet Blades,
will sponsor six consecutive broad-
casty of the Skeltor program (Wed.
9-9730 p.m. EST), starting Feb.
13, and then will sponsor the next
six an alternate-week basis. Un-
der DEBS Radio’s sales plan for the
Skelton program, it is offered at a
gross cost of $23,500 per show for
both|time and talent. Agency for
the nazor firm is BBDO, New York.

Agency for Longines-Wittnauer
is Victor A. Bennett Co., New
York.

erfumers Barrage
(Continued from page 28)

composed of 20 vials of the prod-
uets of such leading perfume man-
ufacturers as Elizabeth Arden,
Harriet Hubbard Ayer, Renoir,
Tussy, Herb Farm, etc. One vial
contgins encugh for one applica-
tion. The entire packet sells for
$2.00| including taxes. The firm
feels|that perfume appeals to the
workjng girl and that radio reaches
this |segment of the population
most effectively. The advantage of
buyirlg the combined packet is to
give the woman a chance to have
her dhoice of expensive perfumes
withcut buying the large regular
bottlgs. After using the packet and
discovering a favorite brand the
customer can then buy the large
bottle in the regular manner. The
latter fact evidently was the basis
upon 'which the Perfume Sales Co.
was able to sell the famous per-
fumeys on the use of their products.

Cn Aug. 30, 1951, the first radio
test was launched in Pittsburgh,
normslly one of the least promising
perfume sales markets, Sales
soared $0 rapidly that within the
next two weeks time was bought
on at|least 100 radio stations.

About 90% of the orders placed
for the product by listeners come
by telephone and the rest by mail.
Of all orders taken, only one-half
of ong per cent are returned in re-
fusals|
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“She was gent by DuMont.

There’s nothing like being in o one-station

market with the political conventions coming up.”

SUPER SALES PLAN

CBS Radio
Announces

MERCHANDISING offer guaranteeing feature displays in more than
4,200 A&P stores was circulated to grocery products advertisers last
week by CBS Radio [CLOSED CIrCUIT, Jan. 28].

Known as “Super Sales Plan,” the offer links merchandising dlsplays

. in the A&P stores with participa-.

tions in the network’s Friday night
Musicland USA program (Fri., 9-
10 p.m. EST). The cost: $9,400
per advertiser per week.

Participation is limited to six
non-competitive grocery products
at the outset, and will be set in
motion when as many as three have
been signed. CBS Radio officials
said late last week they were
pleased with interest already indi-
cated by advertisers and agencies,
though no sales had yet been com-
pleted.

There was no indication what
the A&P’s remuneration would be,
except that it will be “money.”
The exact amount has not been
settled upon and will depend, a
network official said, upon the
number of advertisers who partici-
pate in the plan,

The merchandising arrangement
involves all A&P stores except
those on the West Coast (esti-
mated at about 109). These are
not participating primarily because
of differences in.brand names used
on the West Coast, it was said.

In its offer the network guar-
antees to each participating ad-
vertiser one-half of & mass mer-
chandise display in the A&P stores
for four full weeks in each 13-week
cycle. In addition, there will be
window displays “wherever it is
possible,” and an end-card display
promoting the Friday-night pro-
gram.

On the program itself, each ad-
vertiser will get a 30-second bill-
board at the beginning and at the
half-hour, plus a 1-minute-15-
second commercial.

Officials pointed out that two-

*
thirds of all grocery business is
now done in super-markets and
that A&P is the largest of these.
A Friday-night program was chos-
en, they said, because it precedes
the biggest grocery-shopping day
of the week (48% of grocery sales
are made on Saturday, they re-
ported).

The plan is limited to products
which “have adequate distribution
in A&P stores’ and which are non-
competitive with others participat-
ing in the program. Further, the
products advertised must be ap-
proved by both A&P and CBS
Radio.

Details of the offer were made
known in a presentation and tele-
grams sent to agencies and adver-
tisers.

WINCHELL SHOW
Alsop to Substitute

WALTER WINCHELL, whose ab-
sence from his regular ABC radio
program Sunday was his first in 20
years, was scheduled to be re-
placed in the 9-9:15 p.m. EST time
slot by Stewart Alsop, author-jour-
nalist who co-authors “Matter of
Fact” for New York Herald-Trib-
une syndication.

Ordered by his physicians to take
a complete rest from all activities
for a brief period, the 54-year-old
columnist-reporter previously has
been off the air only during sum-
mer vacations.

The Alsop program, like Mr.
Winchell’'s regular broadcasts, was
to be sponsored by Warner-Hud-
nut Inc., through Kenyon & Eck-
hardt.

BROADCASTING

WRS DISCOUNTS

Set Up for Station Breaks

WESTINGHOUSE Radio Stations
Inc. on Feb. 1 put into effect a
new “group-station” discount plan
for station-break announcements
whereby advertisers using seven or
more breaks per week on three or
more of the five Westinghouse AM
stations can earn extra discounts
up to 20%.

New plan was described by the
company as intended to “re-focus
attention on the station break, an
extremely important form of radio
advertising that is sometimes for-
gotten . . . even by companies that
have had phenomenal success with
this type of reminder advertlsmg i
Details, as set out in a special
station break rate card, follow;

Plan applies to station breaks
on WBZ-WBZA Boston-Springfield,
KYW Philadelphia, KDKA Pitts-
burgh, WOWO Fort Wayne, and
KEX Portland, Ore.

Specifics of Plan

Any advertiser using a minimum
of seven station breaks per week
per station on three or more West-
inghouse stations, in comparable
time classifications on each station,
qualifies for additional discounts
of 10% for any three stations, 15%
from any four and 2097 for the
five stations.

If the number of station breaks
varies among the stations, the ex-
tra “group-station” discount will
be earned “only on the number of
breaks on each station which co-
incides with the minimum on any
one station.” Firm contracts for a
minimum of 13 weeks are required,
cancellable on four-week notice.

Frequency discounts on breaks
within the “group-station™ plan are
not affected by the use of other an-
nouncements on any of the sta-
tions involved, but station breaks
under this plan may be added to
others in computing frequency dis-
counts for the other services.

In announcing the new plan, E. R.
Borroff, general sales manager of
the Westinghouse stations, gaid:
“With increases running from 11%
to 18% in local and national spot
advertising, resulting in more com-
petition among air advertisers for
public attention, our new plan
means that advertisers K can now
expand their schedules—reach more
listeners and increase their impacts
—at relatively small costs.”

KBKW Joins ABC

KBKW Aberdeen, Wash., owned by
Archie Taft Jr. and managed by
Don G. Bennett, joined ABC net-
work as 51st station in ABC West-
ern Division on Feb. 1.

Raisin Campaign

CALIFORNIA Raisin Advisory
Board, Fresno, through J. Walter
Thompson Co., San Francisco, has
planned & regional campaign on
the use of raisins with breakfast
cereals. Radio will be used.

® Telecasting



THEATRE TV

THEATRE TV hearings were post-
poned for two weeks to March 10
and a number of new issues were
injected into the case, the FCC an-
nounced last week.

At the same time, 8. H. Fabian,
chairman of the executive commit-
tee of the Theatre Owners of Amer-
ica and of National Exhibitors
Theatre Television Committee, fore-
saw the birth of a $500 million in-
dustry based on TV channels ex-
clusively for 20,000 theatres in the
U. 8. if the FCC approved frequen-
cies for theatre TV.

Postponement from Feb. 25 is oc-
casioned by the heavy load the FCC
is carrying in finishing up its TV
allocations (see separate story
page 62). Also, a desire to permit
the widest possible consideration
of the new issues was a compelling
factor in moving the hearings back.
Date for filing comments and list-
ing witnesses was also extended to
Feb. 15.

New issues cover a wide range of
topics. Some of the new questions
put into the hearing have to do with
eligibility. Essentially this is an
attempt to find out from the mo-
tion picture industry who will run
the frequencies allocated for thea-
tre exhibitors against theatre-TV
ers? Indeperident operators?

Another new issue is the question
of maintaining competition. This
is premised on two points: (1) Are
theatre TV operators going to try
to outbid regular telecast commer-
cial sponsors for exclusive pro-
grams and if so should the FCC aid
in that activity by assigning spec-
trum space, and (2) if producers
are an integral part of theatre TV,
will they attempt to play off thea-
tre exhibitors against theatre-TV
operators in the sale of their prod-
uets ?

Other New Issues

Other new issues are concerned
with the question of what bases
should be followed in rendering
theatre TV service and what, if
any, regulations would be required
for the new service.

All the new issues are tied to the
presumption that the FCC may ap-
prove the allocation of frequencies
for theatre-TV,

Notice released last Friday also
pointed up the involvement of
other services, in or near the fre-
quencies requested by theatre TV
adherents — industrial services,
safety services, common carrier,
even TV assignments for such ac-
tivities as studio-transmitter links,
remote pickup and intercity relay.

Original issues, listed in the 1950
order, were concerned mainly with
the major question of why theatre
TV proponents could not use com-
mon carrier frequencies instead of
needing a portion of the radio spec-
trum.

In various briefs filed with the
FCC during the past year, the
movie industry has made it pretty
clear that it does not consider
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Who Will Run It, FCC Asks

AT&T circuits good enough for the
high quality definition proposed for
theatre TV (including color), Also
emphasized is AT&T's alleged in-
ability to link up more cities in the
immediate future than it has al-
ready tied together or is planning
to in the coming year or two. Also
stressed has been the “prohibi-
tive” cost of using common carrier
circuits,

Among the other issues original-
ly set down, the Commission asked
whether, if a theatre TV allocation
was approved, it should not be run
on a common carrier basis. If not,
the Commission asked, what basis
should it run on?

Mr, Fabian’s prediction of a $500
million industry was made at the
midwinter conference of the Thea-
tre Owners of America in Los An-
geles last week. He told the as-
sembled exhibitors of the plans for
industry representation before the
FCC to obtain six 60 me-wide, 7,000
me band channels for closed circuit
TV programs into theatres,

He said every segment of the
film and theatre industry was back
of the request.

Mitchell Wolfson, TOA presi-
dent and operator of WTVJ (TV)
Miami, declared at the opening of
the TV discussion last Tuesday,
“The public should know that we
have no intention of taking any-
thing away from the free home
TV.” He pointed out that theatre
men are “seeking the high fre-
quency channels which are not usa-
ble in the home.”

He expressed the belief that “by
theatre TV we will make a fine
contribution to the entertainment
and educational development that
would not otherwise be available to
the man on the street.”

In outlining the needs of the
theatre industry should channels be
granted, Mr. Fabian said they in-
clude: (1) an investment ranging
from $20,-25,000 per theatre for
equipment; (2) construction by the

industry of its own broadcasting
facilities, including intercity, intra-
city and pickup equipment.

If theatre TV, with its exclusive
channels, becomes a reality, there
will be 500 to 1,000 installations
available for theatres in the next
few months, he added, Prices for
this equipment range from $3,500
to $20,000," Mr. Fabian said.

The theatre industry will have to
construct its own transmission fa-
cilities, Mr. Fabian explained, be-
cause present apparatus is not
technically fitted for the proposed
TV bands.

In describing the possible use of
theatre TV channels, Mr, Fabian
said they would be used simul-
taneously “so that exhibitors wounld
have a choice and there would be
no monopoly.”

Decrease In Sports Shows

The public is fast realizing that
home TV will lose a major portion
of its sports attraetions, Mr. Fa-
bian declared, because sport pro-
moters need a box office.

“Theatre TV will help augment
that box office with the fees it will
pay. More theatre TV will not crip-
ple the gate at sports events in the
rame way home TV broadcasts af-
fect it,” Mr. Fabian said.

Mr, Fabian “identified” one op-
ponent as the AT&T, during the
course of discussions on the possi-
bility of getting FCC approval for
theatre TV channels. He also said
he anticipated opposition from
broadcasters and advertising agen-
cies.

In addition to the galaxy of wit-
nesses scheduled to be called by
the Motion Picture Assn. of Amer-
ica and the National Exhibitors
Theatre Television Committee,
some of whom were reported last
week [AT DEADLINE, Jan, 28],
the following appearances have

been filed:
CBS, DuMont, NARTB, RCA,

H. W. SLAYICK, general manager,
WMC Memphis, holds silver plaque
presented by NBC in honor of the
station’s 25th anniversary of NBC
affiliation [B®T, Jan. 21].

Skiatron, Paramount Television
Productions Ine., RCA, AT&T,
Western Union, U. 8. Independent
Telephone Assn., Theatre Network
Television Inc., Radio-TV Directors
Guild, Authors League of America,
United Scenic Artists Local 828,
International Alliance of Theatri-
cal Stage Employes, American
Federation of Labor.

United Paramount Theatres Ine.
and its subsidiaries, New England
Theatres, Balaban & Katz, Minne-
apolis Amusement Co., United De-
troit Theatres, which originally
had filed appearances, have with-
drawn. They will be represented
on NETTC, however.

Request of 20th Century-Fox last
September that the issues be en-
larged to consider the use of some
of the Industrial Radic Service
bands [BeT, Sept. 17, 19517 were
turned down by the Commission on
the grounds that it was unneces-
sary. The Commission pointed out
that one of the issues is concerned
with the question of what fre-
quencies should be assigned to the-
atre TV service. If it were to single
out the IRS bands, the Commission
said, it might give the impression
that those were the only frequen-
cies under consideration.

CBS AFFILIATES

A DRIVE to secure for CBS-TV a
form of “first refusal” of the affili-
ation of television stations which
in the future may be acquired by
CBS Radio affiliates was revealed
last week as part of the radio net-
work’s renegotiation of its station
affiliation contracts [B®T, Jan. 28].

A provision giving CBS-TV this
right—and similarly binding it to
give such new TV stations first
chance at CBS-TV affiliation in
their respective cities—is a stand-
ard part of the new contracts
which CBS Radio is seeking to
substitute for those now in exist-
ence, officials confirmed.

The provision applies not only to
future TV stations which CBS
Radio affiliates may own or be affil-
iated with in their respective mar-
kets, but equally to any “shortwave

Telecasting

TV Rights in Radio Contracts

or ultra shortwave station, or other
station not in the regular broad-
cast band” which the CBS Radio
affiliate may acquire.

Officials said affiliate reaction to
the overall renegotiation move, cal-
culated to put the network in posi-
tion to move quickly to meet any
competitive developments that oc-
cur, continued to be satisfactory,
with approximately 50 acceptances
received thus far out of approxi-
mately 100 stations to which the
new contract forms had been sent.

The new affiliation contracts pro-
vide that CBS Radio may effec-
tuate rate changes virtually on a
moment’s notice, although officials
maintain both privately and pub-
licly that they consider radio’s
position improving and that conse-
quently they anticipate no need for

another rate cut in the foreseeable
future.

In television, where the rate
trend is consistently upward, no
renegotiation of CBS TV affiliation
agreements is anticipated, officials
reported.

But if need for adjustment of
radio rates should arise, they said,
the new radio contracts would leave
them free to make whatever
changes they deemed necessary
without first winning affiliate ap-
proval. In this it appeared that
they were striving to remove, in
advance, the obstacle of affiliate
resistance which NBC currently is

- encountering in its effort to effec-

tuate its own new radio rate for-
mula.
Some NBC authorities, however,

(Continued on page 42)
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| By DAVE BERLYN

-SEN. Robert Alphonso Taft, or
“Mr. Republican” as he does not
object to being called, would keep
the |White House resident’s nose
pretty well out of the broadcasters’
business, if, as he urgently desires,
he became the occupant of that
distinguished address.

An insight into the Senator's
views was given BROADCASTING *®
TELECASTING last week by Sen. Taft
himself.

He chose to reveal his attitude
toward federal regulation of com-
mergial broadcasting by comment-
ing bn the proposal that was be-
fore | Congress a year ago (subse-
quently amended and passed) that
would have given the President the
power to take over radio broadcast-
ing if deemed necessary to prevent
the use of radio signals as homing
deviqes for enemy air attack.

“My impression is,” said the Sen-
ator, “that this power is already
given by existing legislation, and
that [the President put all that leg-
islation into effect when he de-
clarep a national emergency.

“I [feel that the control to be ex-
ercised should not in any way inter-
fere with the operation of ordinary
radios, and I support the position
that | the President or those to
whom the powers may be given do
not in any way interfere with the
operation of commercial radio, ex-
cept when it is absolutely essential.

“As far as possible, regulations
of ra‘dio and television of this kind
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ought to be definitely written into
the law so that powers given may
not be abused.”

On broad questions of federal
regulation over broadcasting, the
Senator presumably adheres to his
general position of opposition to
the concentration of government
power over private industry.

Unfortunately, his recent Senate
voting record furnishes little clue
as to his attitudes toward broad-
casting. Not many measures of

particular significance to radio and

WHAT TAFT THINKS
OF RADIO AND TV

"Mr. Republican” has a canny understanding
of the power of commercial broadcasting, an
aversion to too much government control. Here's
another part of a series on the attitudes of lead-
ing Presidential candidates toward radio and

television.

television have reached the Senate
floor lately, and, since Sen. Taft is
not a member of the Interstate and
Foreign Commerce Committee,
where broadcasting legislation is
preliminarily thrashed out, he has
had no opportunity to make a spe-
cial record on this kind of lawmak-
ing.

He did vote against the contempt
citations of Kefauver Crime Com-
mittee witnesses who refused to
testify because the hearings were
televised.

“I voted ‘no’,”” Sen. Taft told
BROADCASTING ® TELECASTING last
week, “because it seemed to me that
the right to question a witness does
not extend to having his voice re-
corded for the public or himself
televised.

“It seems to me to subject a wit-
ness to an utterly unfair ordeal,
and to interfere seriously with his
ability to answer accurately the
questions that are asked him. I
think all of those who voted against
the contempt citation voted that
way for the same reason.”

Sen. Taft added that he thought

that in the main radio and TV
should be accorded equal privileges
with the press in covering Con-
gressional hearings “except where
the private rights of citizens are
concerned.”

Though the Senator’s voting ree-
ord in the Senate may not be par-
ticularly illuminating as to his
attitudes toward radio and tele-
vision, his politicking record dis-
plays a canny understanding of
both.

At the Taft Washington cam-
paign headquarters it is generally
acknowledged that it was radio
which gave the Senator his first
chance at the national spotlight—
long before “Mr. Republican” was
coined.

That was in 1939 when Sen. Taft,
then a freshman Senator with two
months of service in the upper
house, engaged in a series of de-
bates with Rep. T. V. Smith, a
Democrat of Illinois, on the CBS
Foundations of Democracy pro-
gram. The debates were on the

(Continued on page 44)

Here!s the news conference at which Sen. Taft announced his Presidential candidacy.
BROADCASTING ¢
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105.3 MILLION RADIO SETS

RADIO SETS in the U. S. num-
bered 105.3 million as of Jan. 1—
a gain of 9.8 million for the “satu-
ration” medium during a year in
which the “spectacular” growth of
television amounted to slightly
more than 5.1 million sets.

The radio figures were released
last Tuesday by a Joint Radio Net-
work Committee composed of re-
search officials of ABC, CBS,
MBS and NBC. They said the 9.3
million numerical gain represented
a percentage increase of 9.7 over
the Jan. 1, 1951, estimate of 96
million.

In its computations the joint
committee used Sales Manage-
ment’s preliminary estimate of 44,-
737,900 U. S. households as of
Jan. 1, 1952. This base gave a
total of 42,800,000 radio households
as of that date.

Using the Census Bureau's own
official estimate of 44,380,000 U. S.
households as of Jan., 1, 1952,
BROADCASTING ® TELECASTING esti-
mated radio homes at 42,427,000
based on the bureau’s radio census
saturation factor (April 1950) of
95.6% [BeT, Deec. 31, 1951].

It was estimated by BROADCAST-
ING ® TELECASTING that increased
saturation in the 20-month period
since the Census was taken actually

CANADA SET SALES

TV Going Up, Radio Down
TELEVISION set sales are con-
tinuing to rise in Canada, while
there has been a drop in AM radio
receiver sales, according to the
Bureau of Statistics at Ottawa.
During the first 10 months of 1951,
TV sets totalling 28,979 valued at
$15,607,000 were sold in Canada,
mostly in the Niagara, Toronto and
Windsor areas, as compared to 19,-
183 sets valued at $7,890,000 sold
in the same period of 1950.

There was an added 156% excise
tax in the interval also, which adds
to the value of the sets. There is
no TV transmitter in Canada yet.

AM radio receivers sold in the
first 10 months of 1951 totalled
449,609, valued at $40,081,000, as
compared to 583,003 sets valued at
$44,486,000 sold in the same period
in 1950.

WORLD RADIOS

Over Half Are in U, S,
MORE THAN half the radios_now
in use are located in the United
States, according to a report on
10 countries in the UN Statistical
Yearbook. Between 1938 and 1950
the number of sets estimated to be
in use in the U. S. leaped from
40,800,000 to 90,000,000,

Greatest percentage increase
over pre-war took place in less-
developed countries, such as the
Dominican Republic where set
figures jumped from 2,000 in 1938
to 35,000 in 1950,

Statistical Yearbook is available
from Columbia U. Press, Interna-
tional Documents Service, 2960
Broadway, New York 27.

would bring the number of radio
homes over 43,000,000.

Noting that today’s 105.3 million
total is the equivalent of one set
for every person of voting age, the
joint network committee offered
the following table to show the rate
of growth by category:

Number of Radio Sets as of Jan. 1
1952 1951
Radie house-
holds
Secondary and
portable sets

42,800,000 41,900,000

in homes 34,000,000 30,000,000
Radio-equipped

cars 23,500,000 19,100,000
Sets in institu-

tions, dormi-

tories and

barracks 900,000 *
Sets in Other

Places 4,100,000 5,000,000
TOTAL SETS 105,300,000 96,000,000

* Included with “Sets in Other Places”
in 1951,

The number of single, secondary,
and portable sets installed in homes
—not counting auto sets, etc.—was
placed at 76.8 million for an aver-
age of 1.8 receivers per radio home.

Committee members made plain
that their figures in all cases repre-
sent radio sets which are in work-
ing order and in the hands of the
publie.

The year’s gain not only in radio
households but in secondary and
portable sets—amounting to 4 mil-
lion in the latter case—was con-
sidered especially significant. The
committee pointed out that studies

New Total for U. S. Reported

have shown that listening to sec-
ondary sets constitutes an impor-
tant portion of total listening time.

All of the estimates were de-
scribed as “conservative.”

The 23.5 million figure for auto-
mobile receivers was based, for
example, on surveys indicating that
almost 64% of the passenger cars
on the road have a radio, although
it is generally recognized that
among new cars the percentage is
higher than that.

Committee members explained
that the network research people
had compiled the estimates in a
joint project because there is no
“central industry body” which pre-
pares this data.

Asked at a news conference why
the networks rather than BAB did
the job, Hugh M. Beville Jr., NBC
director of plans and research, re-
plied that the question should more
properly be directed to BAB, but
noted that at the moment neither
BAB nor NARTB has a research
division.

Mr. Beville said the joint com-
mittee’s estimates, which were
based on Census Bureau figures and
other data, have been supplied to
the A. C. Nielsen Co. research or-
ganization and will be used by it.

It also was brought out that—at
least as of two or three years ago—
approximately two-thirds of the ra-
dio sets produced are purchased as
additional or new sets for the
home, etc.,, while one-third are
bought as replacements for old sets.

For the first time, this year’s

estimate included a category show-
ing the number of receivers—900,-
000—in institutions, dormitories
and barracks. The committee felt
this data, secured through the Cen-
sus Bureau, represented a “forward
step in clarifying the location of a
segment of the listening audience
which represents a definite bonus
to advertisers using radio.” The
4.1 million other sets outside the
home and automobile were located
in business establishments, offices,
restaurants, and- public places.

Compares Set Increases

By comparison with the Joint
Committee’s estimate of a 9.3 mil-
lion set increase for radio during
1951, television’s gain during the
same period was approximately
5,162,000, according to week-to-
week records kept by BROADCAST-
ING ® TELECASTING. These placed
the TV total at 14,994,000 on Jan.
7, 1852, compared to 9,834,000 on
Jan. 1, 1951.

Members of the Joint Committee,
which may undertake a similar sur-
vey next year if authoritative esti-
mates are not available from other
sources, were Don Coyle, ABC re-
search manager; Edward Reeve,
sales and promotion research man-
ager for CBS Radio; Henry Poster,
Mutual research manager, and Mr.
Beville of NBC. Barry Rumple,
plans specialist in the NBC plans
and research department, was cred-
ited with handling many of the
compilations and similar work in-
volved in the study.

POLITICAL

THE POLITICAL broadcast ques-
tion may erupt under the Capitol
Dome before the 82d Congress calls
it a day this election-year.

This was disclosed last week by
Sen. Ed C. Johnson (D-Col.}, who
told BROADCASTING ® TELECASTING
Wednesday that he believed hear-
ings may be held by his Senate
Interstate & Foreign Commerce
Committee on the problem of polit-
ical broadcasts.

The Senator admitted this short-
ly after introducing a new political
broadeast bill in the Senate. This
is the second time the Coloradan
has entered a measure on the sub-
ject in the 82d Congress. How-
ever, he said his latest version was
revised to better meet the situ-
ation.

Sen. Johnson's new bill (S 2539)
follows the pattern of the Horan
Bill (HR b5470) in the House,
which currently is undergoing fur-
ther revision with the assistance
of the NARTB [BeT, Jan. 14].

FCC already has stated it favors
the outline as presented in the
measure authored by Rep. Walt
Horan (R-Wash.) [BeT, Jan. 28].

Though Sen. Johnson was un-
able to,indicate when such a hear-
ing would be held, he noted that
he has received numerous re-

BROADCASTING ® Telecasting S

R AI]“] Hill Hearings May Be Held

quests from broadcasters to ex-
plore the issue. Because of these
queries, he said, he has been con-
sidering the matter for hearing.

Over in the House, where Chair-
man Robert Crosser’s (D-Ohio)
Interstate & Foreign Commerce
Committee resumes its study of
the McFarland Bill (S 658) (see
story, page T3) to modernize
the Communications Act, there is
talk of a possibility that the po-
litical broadcast issue could crop
up there. If the topic was inter-
jected in the MecFarland Bill, it
would come as a proposed amend-
ment. However, there has been no
evidence of such a development.

Identical Provisions

Identical provisions of the John-
son measure and the Horan Bill
would do the following: Denote le-
gally-qualified candidates as those
“in a primary, general or other
election;” specify that an authori-
zation to speak in behalf of a can-
didate must be in writing, and di-
rect that the broadcaster would
have no power to censor the mate-
rial broadcast.

Departure in the Johnson bill,
however, would be a requirement
that the politico post bond with the
broadcaster for protection of the

broadeaster from “loss as a result
of any civil or criminal action aris-
ing in any local, state, or federal
court because of any material
broadcast by such person.”

Bond would equal the amount of
one year’s salary of the public of-
fice sought by the candidate or on
whose behalf the facility is used by
another person permitted to do so.

Another section would hold the
licensee *liable in any ecivil or
eriminal action in any local, state
or federal court because of any ma-
terial in such a broadecast only to
the extent of the bond required.”

On the other hand, the Horan Bill
would not hold the broadeaster li-
able in any local, state or federal
court. (The revised Horan version
would state specifically that this
should not be construed to defer
the liability of the candidate, or
non-candidate speaking on his be-
half, from local, state or federal
laws.)

Observers are quick to point out
that S 2539's provision, denoting
liability upon the part of the broad-
caster to the extent of the bond
required, might well run into the
conflict of state vs. Federal rights.
As a matter of constitutional law,
these observers say, there is room
for debate.

February 4, 1952 ©® Page 27



NARTB RADIO BOARD members in recent shots {front
row, | to r): Jack Todd, KAKE Wichita; Edgar Kobak,
WTWA Thomson, Ga.; Harry W. Linder, KWLM Willmar,
Minn.; President Harold E. Fellows; Judge Justin Milier,
chui‘rmcln of board; Leonard Kapner, WCAE Pittsburgh;
H Quenton Cox, KGW Portland, Ore.

Standing: John H. DeWitt Jr., WSM Nashville; Craig
Lawrence, WCOP Boston {resigned); Merrill Lindsay,
WSOY Decatur, lll.; Calvin J. Smith, KFAC Los Angeles;
Thad Holt, WAPI Birmingham; William A. Fay, WHAM
Rochester; William C, Grove, KFBC Cheyenne, Wyo.; Ben

Strouse, WWDC-FM Washington; Kenyon Brown, KWFT

Wichita Falls, Tex.; Harold Wheelahan, WSMB New
Orleans; Glenn Show, KLX Qakland; William B. Quarton,
WMT Cedar Rapids, la.; A. D. Willard Jr., WGAC
Augusta, Ga.; James D. Shouse, WLW Cincinnati; Rich-
ard M. Fairbanks, WIBC Indianapolis; Michael R. Hanna,
WHCU Ithaca, N. Y.; Hugh Terry, KLZ Denver; Robert
T. Mason, WMRN Marion, Ohio; C. E. Arney Jr., was
secretary-treasurer. Absent at the time that this photo
was taken was Harold Essex, of WSJS Winston-Salem,
N. C.

NAR'B BOARDS Fu;e Radio Policy, Code Issues

MAJOR policy decisions covering
NARTB's service to radio and TV
stations in the critical post-freeze
months ahead will be reached next
weezj when the combined radio and
television boards meet in San An-
tonio.

While the problems are numer-
ous, [they boil down to two serious
1Ssues:

@ Radio leadership as TV en-
ters an era of skyrocketing expan-
sion.

@ Enforcement of the new TV
code with its disciplinary whips.

In tackling the radio side of its
agenda the directorate faces a
membership battle with Broadcast
Advertising Bureau, which will be
comp’letely cut off from its NARTB
ties mext April 1, bringing an in-
creast in fees for combined
NARTB-BAB services.

The television problem confronts
directors with all the aches and
painsﬁ that will come out of the
video|code when it goes into opera-
tion March 1.

Ju%t one year from the time NAB
was transformed into NARTB to
permit operation of a joint radio-
television service, the directors will
assemble at Lost Valley Ranch, 40
miles out of San Antonio. There
they will spend most of the week
working without the interruptions
that mar board meetings held in
cities.

The agendas for the series of
separate and joint meetings are
long and intricate but NARTB's
staff, |led by President Harold E.
Fellows, will have extensive reports
and recommendations for most
problems. Mr. Fellows has kept
the staff working at top speed since
the December board meeting. Soine
of the matters, especially on the
television side, break new ground.

As usual most of the problems
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TV code. Mr.

ence.

have financial aspects. This is espe-
cially true in the case of the new
Fellows was in-
structed last December to draw up Mr
budget data covering enforcement.
This involves the fees to be charged
member and non-mémber TV sta-
tions subsecribing to the code.
Subscription forms and details of
code operation will be submitted
to the TV board. Since the board
meetings end Feb. 15 there will he
only two weeks remaining before
the code goes into operation.
Judging by sentiment last au-
tumn when the code was adopted
there will be overwhelming adher-
Some groups, including Du-
Mont TV Network, are still con-
cerned over some parts of the code

NARTB TELEVISION BOARD (front row, | to .r):
D. Swezey, WDSU-TV New Orleans;
WWI-TV Detroit; Eugene S, Thomas, chairman of TV
board, who has just resigned; Frank M. Rusself, NBC-TV;
Chris J. Witting, DuMont TV Network.
Brown, NARTB director of TV; Campbell Arnoux, WTAR-

and many have discussed their
problems with NARTB headquar-
ters.

. Fellows is expected to sub-
mit the names of the five-man code
review board which will oversee
enforcement of the code. This
board, in turn, reports to the TV
board.

Some TV station operators feel
the code will be taken in stride and
they discount the fears of those
who contend it can seriously upset
normal operations. Others fear the
use of a code symbol will spur view-
ers into becoming frequent and
eloquent critics of program and
advertising practices, with possible

(Continued on page 393)

* * *

Robert
Harry Bannister,
tary-treasurer.

Back row, Thad
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George B. Storer; Fort Industry Co.;
Absent when photo was token:
Rogers Jr., KEYL {TV) San Antonio; Clair R. McCollough,
WGAL-TV Lancaster,

NARTB_BALLOTS

To Elect Directors

FINAL ballots for election of four
NARTB district directors and four
directors-at-large were mailed Fri-
day to the membership by C. E.
Arney Jr., secretary-treasurer.

Four district directors were
elected without opposition [BeT,
Jan. 28]. They were E. R. Vade-
boncoeur, WSYR Syracuse, Dis-
trict 2; Harold Essex, WSJS Win-
ston-Salem, N. C., District 4 (in-
cumbent) ; Stanley R. Pratt,
WSO00 Sault Ste. Marie, Mich,,
District 8; Albert D. Johnson, KOY
Phoenix, Distriet 16. William Fay,
WHAM Rochester, present District
2 dirvector, was renominated but de-
clined to run.

Ballots must be returned to
NARTB headquarters by Feb. 18,
according to Mr. Arney. Final re-
sults will be announced Feb. 22 and

terms will start April 7.

The final ballot is as follows:

Director-at-L'arge for Large Stations:
Richard M. Fairbanks, WIBC Indian-
apolis; Paul W, Morency, WTIC Hart-
ford, Conn.; John F. Patt,
Victor A. Sholis,
and Glenn Snyder,

Cleveland;
Louisville;
Chicago.
Director-at-Large for Medium Sta-
tions: Harry Buckendahl, KOIN Port-
land, Ore.; George D. Coleman, WGBI
Scranton, Pa.; Roy Dabadie, WJBO
Baton Rouge, La.; Robert D. Enoch,
WXLW Indianapolis; Robert W. Fergu-
son, WTRF Bellaire, Ohio; Eugene T.
Flaherty, KSCJ Sioux City, Ia.; Rex
Howell, . KFXJ Grand Junction, Col.;
Richard ©O. Lewis, KTAR Phoenix,
Ariz.; Lester W. Lindow, WFDF Flint,

WLS

Mich.; Walter Rothschild, WTAD
Quincy, Ill.; C. L. (Chet) Thomas,
KXOK St. Louis; Gunnar 0. Wiig,

WHEC Reochester, N. Y.; 1. P. Wilkins,
KFBB Great Falls, Mont.; and A. D.
(Jess) Willard Jr., WGAC Augusta, Ga.

Directors-at-Large for Small Stations:
Paul Fry, KBON Omaha, Neb.; Simon
Goldman, WJTN Jamestown, "N, 508
Milton Greenebaum WSAM Sagmaw,
Mich.: Oscar C. Hirsch, WKRO Cairo,
IIL.; Bill Hoover, KADA Ada, Okla.;
Lee W, Jacobs, KBKR Baker, Ore.. F.
Ernest Lackey, WHOP Hopkinsville,
Ky.; Ben A, Laird, WDUZ Green Bay,
Wis.; J. R. anesay WLBH Mattoon,
Ill.; John F. Meagher, KYSM Mankato,
Minn.; M. Luke Medley, WHURB Cooke-
ville, Tenn.: Frank R. Smith, WBVP
Beaver Falls, Pa.; Hugh M. Smith,

(Continued on page 44)

TV Norfolk, Va.; Harold Hough, WBAP-TY Fort Worth;

C. E. Arney Jr., secre-
w. D.

Pa.; Pau! Raibourn, KTLA (TV)

Los Angeles.
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COOPERATIVE WOMEN’S SHOW DOES

A tremendously popular, after-
luncheon women's program from
1:30 to 2:00 P.M., Monday thru
Friday, and 11:00 #o 11:30 AM.
on Saturday, with charming Betty
Brady chatting about foecds and
fashion . . . Duane Ellett assisting
with songs, with Bill Austin at
the piane.

Every day an average of 50
women drive in from all parts of

WHO’s Jowa Fearure Tore

lowa, and pay $1.25 to lunch with
Betty Brady {(noon to 2 P.M.).
This live oudience is limited only
by our hotel's facilities — tickets
are reserved months in advance.

Read the rest of the story below.
WHO's lowa Feature Fare is an
outstanding women's program,
with an enarmous home audience,
and backed by a successful mer-
chandising plan.

Carefully integrated commercials are only half the story for

participating sponsors on WHO’s lowa Feature Fare! Outstanding
merchandising and sales promotion service at hundreds of lowa’s

retail grocery stores is the other half. Here’s a brief outline of
this amazing “bonus’:

V. lowa Feature Fare is backed by a merchandising staff of
five specially trained women who regularly call on 700 major
grocery stores in 76 of lowa's 99 counties! Each staff member
averages six calls per day, and in each store she checks to see
if all “Feature Foods” products are stocked and are well dis-
played. She also improves shelf position and exposure of all
“Feature” products, corrects prices when necessary, induces
store to quote multiple prices and places point-of-sale advertising
in store. She also talks to owner or manager about “Feature
Foods” products and signs carefully selected and qualified
stores as ““Headquarter Stores.”

2. Every three weeks a detailed report covering the staff’s
visits to 225 independent and 45 chain stores is submitted to
each lowa Feature Fare advertiser!

3. Finally, Iowa Feature Foods stages live, "Recipe Round-Up”
store promotions in a pre-selected chain or independent super
market, once a week! These local store promotions are heavily
plugged over lowa Feature Fare for the two preceding days,
and draw an average of 300 women in a 2 to 4-hour period!

To you who believe in merchandising and sales promotion, lowa
Feature Fare is your dish. Write direct or ask Free & Peters!

+ for lowa PLUS #

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

P. A. Loyet, Resident Manager

FREE & PETERS, INC.

National Representatives

‘Products, packaging, rate of sale, a

EFFECTIVE MERCHANDISING, SELLING JOB!

ale, an
petitive activity — all are discussed with store
owner for report to advertiser. Most stores

run newspaper ads like that below.
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RADIO ALERT PLAN

SERTINEL operation for many of
the nation’s high power stations
starting this month is seen as part
of the interim broadcast station
alert plan mapped by the FCC.

While the specific details of the
plan are secret, it can be revealed
that{the procedure calls for around-
the-clock operation for most or all
of the Class I, 50 kw stations on
cleay channels, working closely with
local civil defense officials.

The purpose is to permit 50 kw
outlets in selected areas to main-
tain |24-hour operation for certain
perids of time, 'making the facili-
ties |available for emergency an-
nouricements to civil defense per-
sonnel and listeners alike.

It'is understood that this proce-
dure is being pressed into action
for the duration of the interim
phaze until such time as Operation
Conelrad goes into effect. The lat-

est |authoritative guess is by
April 1.

Under the interim plan, all
standard, FM and TV stations

would be asked to leave the air

upon request of the air defense '

comiander in the event of immi-
nent air attack or other emer-
gency,

Under plans now pending before

- FCC’'s staff, Class I-A or I-B, 50
kw stations in from two to four
cities in each of the 11 defense
areaz or divisions would partici-
pate [in the around-the-clock opera-
tion. | Secondary (Class II) or re-
gional (Class III) stations are not
involwved.

It wrs said that 50 kw outlets
were selected because of the im-
portance of their greater power and
covernge range for civil defense
needs.

Thi: stations would utilize record
or dize shows in some instances and
mere tone signals in others. About
50 to 60 stations would participate
in the plan on a rotating basis with
other area 50 kw outlets in con-
junction with local civil defense
autharities, Such a plan, in which
statigms monitor key outlets in their
area, was used during World War
II.

FCC Pushed Plan

The plan was devised by the FCC
in conferences among Commission
field officers, representatives of
stations and civil defense peison-
nel. The Federal Civil Defense Ad-
minisiration repertedly was watch-
ing with great interest, though it
was =xplained that the agency had
not taken any initiative in advo-
cating the procedure.

It was noted that some stations
already have pressed the plan in-
to sution before mid-February,
when /the Commission is expected
to malze an official public announce-
ment. |

KDEA Pittsburgh has com-
menced 24-hour programming in
coopeu.tlon with the local CD of-
fice. It is operating continuously
except from 1-8 a.m. Sunday for
maintenance. WCAU Philadelphia
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24-Hr. Operation Seen

began similar operations Jan. 14.
Segment is occupied by the Barry
Kaye Show, from 12 midnight to
5 a.m.

At least two other 50 kw sta-
tions have planned their participa-
tion in the sentinel programming,
and others were expected to follow
suit. These are KNBC San Fran-
cisco and WHO Des Moines.

Begins Full SIate

WHO was slated to begin 24-hour
programming last Friday {Feb. 1)
in cooperation with the local Office
of Civilian Defense. Scheduled were
musical shows from 12 midnight to
2 am.; records from 2 am. to 4
a.m. and musical varieties from 4
a.m. to 5:30 a.m., when its regular
programming starts.

KNBC plans te launch its
around-the-clock schedule on Feb.
11 to make its facilities available
for any civilian defense needs that
may arise, General Manager Lloyd
E. Yoder has announced.

The spread of 50 kw stations
means that many of the larger
cities will be involved in this phase
of the interim alert plan.

Stations presumed to be involved
in this plan, on the basis of the
categories set aside by FCC, are
these:

KFI Los Angeles; WSM Nashville;

WNBC New York; WMAQ Chicafr(l).
KNBC San E‘rancisco.
nati; WOR New York; KIRO Seattle;
WGN Chicago; WSB Atlanta WJIZ
New York; WBBM Chicago; KGO San
Francisco;, WGY Schenectady;
Dallas; WBAP Fort Worth; WCCO
Minneapelis; WHAS Louisville;
Denver; WWL New Orleans, WCBS
New York Chica ﬁA
WCFL Chlca%g.B KOMO Seattle KD
Pittsburgh Boston; WHO_ Des
Moines: KYW Philadelphia; KNX Los
Angeles; WTIC Hartford: KRLD Dallas:
WBAL Baltimore; WTAM Cleveland:
KFAB Omaha. WBT Charlotte; KMOX
St. Louis; KWKH Shreveport WNEW
New York; WRVA Richmond; KLS
Salt Lake Clty. KVOO Tulsa; WWV
Wheeling, Va.;, WHAM Rochester'
New York ‘WRVA Richmond; KSL
KEX Portland; WOAI San Antonio:
WCAU_Philadelphia; WTOP Washing-
ton; KSTP St, Paul-Minneabolis: WLAC
Nashville; KGA Spokane; WKBW Buif-
falo; KOMA Oklahoma City; KFBK
Sacramento; WCKY Cincinnati.

Meanwhile, Federal civil defense
planners have issued a new techni-
cal manual, Qutdoor Warning De-
vice Systems, but the release of a
broad communications booklet on
broadcast and other phases is ap-
parently far from reality.

An official of FCDA’s Warning &
Communications section told BrRoaD-
CASTING ® TELECASTING last week
that, while the work is under prep-
aration, a number of roadblocks
have delayed its completion. The
manual is intended for state and
community civil defense directors
as a followup to President Tru-

man’s master plan for United
States Civil Defense.

Chief among the obstacles are
these:

@ Continuation of Conelrad’s
interim phase under which all AM,
FM and TV stations are asked to
cooperate voluntarily on the basis
of FCC. instructions issued last
September.

@® The FCC has not yet pre-
scribed rules and regulations gov-
erning operation of amateur radio
operators in the event of emer-
gency.

@ The FCC has not taken other
steps laid out in the President’s
Executive Order for emergency
control of stations, partly because
it is awaiting Congressional action
on requested funds for field engi-
neering and monitoring, including
the Conelrad project.

Original hope was that Conelrad
plan would become effective some-
time during January. It will be-
come binding on those stations (es-
timated at well over 400) which
subscribe to it, permitting them to
remain on the air under certain con-
ditions. Local CD planners have
been apprised of the Conelrad plan
[BeT, Dec. 31, 1951].

Among those requirements be-
lieved not yet fulfilled under the
Executive Order [BeT, Dec. 17,
19511, are these:

(1) Operation Conelrad must re-

(Continued on page 46)

WOR MERGER EFFECTED Rodio Rise Cited

A RESURGENCE in radic was
noted by officials of WOR New
York last week as they held their
annual radio sales meeting, coinci-
dent with consummation of the
merger of the WOR radio and tele-
vision properties with those of Gen-
eral Tire & Rubber Co. [BeT,
Jan, 21].

Thomas F. (O’Neil, vice presi-
dent of General Tire—which pwns
90% of the merged properties and
collaterally became controlling
stockholder of Mutual—attended
but did not actively participate in
the all-day Tuesday meeting. Ear-
lier, he had met with the WOR ra-
dio and television staffs sepa-

*

*

rately, reiterating that under the
new ownership WOR’s “home rule,”
as well as that of Mutual, will be
continued.

In his talks with the staff mem-

bers he gave assurance that no

immediate changes in personnel
are in prospect and said that, al-
though all units of the General
Tire radio and television proper-
ties will work closely with Mutual,
they will remain autonomous.

Without saying so, he left staff
members with the conviction that
Mutual ultimately will move into
the television network field.

First Meeting Due
First meeting of the Mutual
*

DISCUSSING buginess report are ( I to r) Messrs. Maddux, O'Neil, and
William Crawford, WOR sales manager.

BROADCASTING =

board since General Tire gained
control — it holds almost 60%
through acquisition of 19.6% which
was held by WOR—is slated for
Feb. 28 in Miami. Mr. O’Neil is
MBS board chairman.

A highlight of the WOR radio
sales meeting was a report issued
by the station’s research depart-
ment which showed radic listening
to be on the upgrade in New York.

With WOR-AM-FM-TV Presi-
dent T. C. Streibert and Sales Vice
President R. C. Maddox taking key
roles in the discussions, the session
examined sales, programing, re-
search and advertising and pro-
motion plans in detail.

Discussing the report on radio
listening, ‘Research Director Rob-
ert M. Hoffman expressed his con-
viction that “there is little ques-
tion that non-owners [of TV sets]
will continue to listen as much as
in the past,” and that “prospects
are bright for continued—if not
increased—mass audience as a re-
sult of a revival of interest in ra-
dio among video owners.”

The WOR report showed more
than 60% of the video owners in
New York listening to radio each
day and more than half of them
listening at night. A revival of in-
terest in radio among the TV set
owners resulted in a 36% jump in
nighttime listening among video
families during the last quarter
of 1951 compared with the 1950
level, the station stated, noting that

{Continued on page 46)
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Second of a series telling why Sponsors and Stations are SOLD on ABC

ABC Radio has

More New Sponsors
than ever before

A network is known by the company it keeps . .. and ABC
Radio is currently keeping company with most of the big names
in advertising. There are the old-timers on the network like
Philco, General Mills, Swift, Equitable, Old Gold .. .it’s a long
and impressive list. To it, in recent months, ABC has added
important new sponsors including:

Stokeley-Van Camp * General Foods - Bristol-Myers
Kellogg - Prudential - Sylvania - Lever Brothers - Sterling Drug

For these sponsors, ABC Radio offers the most efficient, eco-

nomical buy in advertising. For ABC affiliates, there is great ;
pride, great prestige—and profit—in being the local medium im- ———a J ;‘MM{FI L
portant national advertisers have selected to send their goods to o 2 & - .HGUSE

Coffee

market. For ABC audiences, there is exciting new entertainment:
new shows, new stars. .. new reasons why they are SOLD on ABC.

ABC Radio

American Broadcasting Company

America is

SOLD

on ABC

BRISTOL- NYERS COMPANY

BROADCASTING ® Telecasting February 4, 1952 ® Page 31



‘DRYS’ DRENCH § 2444

“ .. A next step shall be the
outlpwing of all kinds of beverage
aleohol advertising from radio and
telsvision. That step shall certainly
be taken in the mear future’—
From an editorial, “The Johnson-
Case Bill (S 2444), appearing in
the Jan. 28 igsue of The Clipsheet,
puhlished by the Board of Tem-
pernnce of the Methodist Church.

* »*

THE “DRYS” rested their case on
the Johnson-Case Bill last Thurs-
daw amid indications that their tug-
of-war with the “wets” on media
advertising has only begun.

Testimony of the proponents of
S. 2444—to prohibit the advertising
of distilled spirits (hard liquor) on
radio and television—was con-
cluded Thursday morning. Oppo-
sition will be heard Feb. 8, 10 a.m.
in the Caucus Room of the Senate
Office Bldg.

There was an acute possibility
held out that not only will the con-
flic{ between the “wets” and “drys”
continue during the hearings but
that it also would lap over into the
Senate Interstate & Foreign Comi-
merce Committee itself.

I1 was pointed up that the com-
mitiee’s membership has changed
littl: since 1950 when it voted by
the |close margin of 7 to 6 to kill
off the Langer Bill that would have
prolibited all media from carry-

RESERVED TV
Bricker Backs Educators

PLINK in the middle of the parade
of fdry” testimony last Wednes-
day before the Senafe Interstate
and Foreign Commerce Committee,
one of its members, Sen. John W.
Bricker (R-Ohio) campaigned for
educational television channels.

Catching a witness’ phraseology
that, radio and television are in-
struments of both home and school,
the [Senator said he has been “vi-
tally interested in reserving some
of the channels of the television
scali: for educational purposes ex-
clusively. So far we have been un-
able| to get very much cooperation
fromt the Commission [FCC].”

Wipuldn't it be wise to reserve
practical bands of television for
educational purposes, “without any
commercial aspects whatsoever?”
Sen. Bricker asked.

The witness agreed.

He: went on to say that in Ohio
there is a college that is an appli-
cant for a band (Ohio State U. at
Coluimbus) “that would be within a
very practicable range, and the
Compission has not seen fit — I
don’t know whether it will see fit—
to give us that channel . . . be-
causi of the commercial competi-
tion. . . . If we let pass by this
greal medium of education . .. we
will |do an irreparable damage to
the whole educational program, and
that [kind of a program could not be
used| exclusively without any ad-
vert]ja-ment of any sort.”

The witness agreed.
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ing alcoholic beverage advertising.
Exception is the addition of Sen.
James P. Kem (R-Mo.) and the
subtraction of former Sen. Edward
Martin (D-Pa.).

It was understood that Sen. Kem
has not yet taken a position on the
bill.:

Members Present

Nearly every member of the com-
merce committee was present at
one time or another during the
hearings. Of the 13 members, 11
made their appearance. They were
Chairman Ed C. Johnson (D-Cbol.),
co-author of S 2444; Sens. Ernest
W. McFarland, Arizona; Warren
G. Magnuson, Washington; Her-
bert R. O’Conor, Maryland, and
Lester C. Hunt, Wyoming, all Dem-
ocrats; Charles W. Tobey, New
Hampshire; Owen Brewster, Maine;
Homer E. Capehart, Indiana; John
W. Bricker, Ohio; John J. Williams,
Delaware, and Sen. Kem, all Re-
publicans.

A large “dry” contingent, led by
Bishop Wilbur E. Hammaker of the
Methodist Church, appeared in sup-
port of the bill. More than 26 wit-
nesses, including Bishop Ham-
maker, testified. Before the hear-
ing recessed Thursday, the com-
mittee squeezed in the testimony
of two union leaders, both in oppo-

Their Support Floods Hearing on Hill

sition to the bill.

Among the organizations ex-
pected to present witnesses in op-
position to the bill this Wednesday
are: NARTB—probably Harold E.
Fellows, president; Assn. of Na-
tional Advertisers (ANA) with P.
W. Allport slated to appear; Amer-
ican Assn. of Advertising Agencies
(AAAA); the Distilled Spirits,
Brewer and Wine Institutes.

From the volume of testimony
delivered in perfect synchroniza-
tion the pattern of the “drys” stand
dould be summed up as follows:

® The “drys” support the bill
as something better than nothing.
They are shoulder-to-shoulder in
favor of the exclusion of all alco-
holic beverage advertising from the
airwaves,

® Some of the witnesses spe.
cifically requested the inclusion of
beer and wine advertising in the
bill. This would come as an amend-
ment, they said.

@ They feel the bill would be
Constitutional because, they said,
the 21st Amendment to the Consti-
tution (repealing the 18th Amend-
ment which set up prohibition on
the federal level) gave back to the
states the right to bar alcoholic
beverage sale by legislation.

@ Radio and television have

tremendous sales impact on the
American public. Aleoholic bever-
age advertising is inserted or im-
plied in programs, often when the
listener or viewer is unaware of its
insertion.

@ Danger of alcoholic beverage
advertising on the airwaves is
three-fold:

(1) It places temptation before
the children in the home by dram-
atizing how good beer and wine is,
and that drinking “is the thing to
do.”

(2) The alcoholic, who struggles
to resist the “attraction” of alco-
holic beverage, is further enticed
by ether advertising.

(3) A number of states, some en-
tirely “dry” by local statute, others
partly “dry,” are bommbarded by al-
coholic advertising via radio or
television. This is particularly re-
sented by the “drys” in the states
affected, the witnesses claimed.

Howard Sums Up

A particularly articulate “dry”
summation was given by Clinton
N. Howard, executive superintend-
ent, International Reform Federa-
tion, who said in part:

.+..the bill is an act to preserve
the status quo. We are for it. It is

(Continued on page 69)

RADIO PROMOTION 2 cisc s v

VIGOROUS, imaginative and ag-
gressive promotion of radio in the
face of all other media was urged
by leaders in the field last week in
addresses before a two-day BMI
program clinic in New York, which
drew 141 representatives of 56 sta-
tions in 23 states—largest attend-
ance in the clinics’ four-year his-
tory.

With BMI President Carl Haver-
lin and Vice President Roy Harlow
at the helm, the clinic also sur-
veyed methods of building and hold-
ing audiences, public service re-
sponsibilities, various types of spe-
cialized programming, and copy-
right questions along with the spe-
cifics of problems occasioned by the
rise of television.

Radio’s Strength Reviewed

Paul W, Morency of WTIC Hart-
ford, who presided as general chair-
man of the meeting, initiated the
appraisal with a review of radio’s
strength and a strong admonition
that broadcasters develop and use
this strength to the fullest extent
possible. Among commonly over-
looked evidences of radio’s vitality
he cited: 105 million radio sets in
the U. S., reaching into more than
95% of the mation’s 43,200,000
homes.

Radio homes in his own Hartford
County, he reported, total 99.959%,
and in all Connecticut, 99.9%. Be-
sides the many homes containing

more than one or two radios, there
are 20 million automobiles in the
United States also equipped with
radios. “In fact, it might be noted
in passing,” Mr. Morency observed,
“that there are 5 million more au-
tomobile radio sets than there are
sets representing a new medium.”

Speaking of radio-listening data
in contrast to circulation figures re-
ported by printed media, he said a
magazine with 5 million circula-
tion recently reported a cumulative
audience of 65 million readers. “We
take 105 million radio sets—two-
thirds of a radio set for every man,
woman, and child in the United
States—and end up with an audi-
ence of b million,” he said. *“And
radio spends millions of dollars to
get figures like these.”

All radio stations strive for the
kind of institutional acceptance ac-
corded the New York Times, which
has built its respected acceptance
on the basis of 100 years of integ-
rity, he advised. In contacts with
everyone, including colleagues, com-
petitors, customers and listeners,
broadcasters should “deserve and
demand recognition on the basis
that our stations are an important
part in the life of the community
and of the people,” he suggested.

In the last five years, more radio
sets have been sold than the total
circulation of all the morning and
evening papers in the entire coun-
try, J. Leonard Reinsch, managing
director of the Cox radio-TV prop-

BROADCASTING e

erties, reported. Talking about
“acres of listeners,” he noted:
“Newspaper circulation is increas-
ing, but they still reach only two-
thirds of the country while radio
is everywhere.”

Observing that printed media
rest on ABC circulation figures,
“blithely increasing rates on the
basis of inereased production
costs,” Mr. Reinsch noted that new
survey organizations for counting
radio-listening seem to spring up
every month.

Survey Should Include

“There is a lot of sense in the
Affiliates Committee proposed ac-
tion with the ANA Research Bu-
rean to determine what a radio
survey should include,and to con-
centrate on one survey method . . .
if we’re going to provide a detailed
rating for every radio show it
should be required of magazines
and newspapers to give a detailed
rating of every ad,” he said. “And
when we cut cuts, we are sharpen-
ing the knife with which to cut
radio’s throat,” he remarked.

“With flexible minds and the
courage to try the new, we broad-
casters can bring to our listeners,
old and new, greater advances in
all fields—eduecation, musie, cur-
rent events, entertainment—yes,
even an insight into what is neces-

(Continued on page 36)
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Two mail order programs
$51,592 worth of cattle!

BROADCASTING

Ever hear of a more unlikely mail order item than a 700 .pound
steer?

WSM recently sold 232 of them, for a total of $51,592.00, and
wrote one more amazing chapter in the history of the Central South's
boss salesmaker.

The cattle belonged to Mr. Otis Carter, |5 year sponsor of Carter's
Chick Time. His knowledge of WSM's phenemenal ability to sell baby

chicks prompted him to offer a herd of 232 feeder cattle to the
WSM audience.

Just two programs did it—cleaned out the herd, horns, hoofs, and
alll Some of the buyers came from 300 miles away, and Mr. Carter
says he could have sold twice the number he had on hand.

Was the sponsor surprised? Not at all. Says Mr. Carter "anyone
can sell a farmer anything he needs over WSM." W/SM isn't solicit-
ing mail order accounts. But a station that can move $51,592.00
worth of sirloin on the hoof with two mail order programs packs a
sales punch you can't afford to pass up.

Irving Waugh or any Petry Man can take it from here.

Telecasting

Ill’.f /

sell

f\
CLEAR CHANNEL
50,000 WATTS

IRVING WAUGH
Commerciol Monager

EDWARD PETRY & CO.
Notionaol Represenlalive
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OPERATOR RULES CHANGES

Grove Explains NARTB's Petition to FCC

I

By WILLIAM C. GROVE

ARTB on Friday, Feb. 1, filed
a petition with the FCC ask-

" ing for two basic changes of
rxErcme importance to many broad-
casftors in the Commission’s Rules
andi Engineering Standards. The
first request is for authorization to
use restricted operators as well as
othir classes of radiotelephone op-
eralors to stand transmitter
wairhes in AM and FM stations
operating omnidirectionally with
transmitter output powers of 5 kw
or less. The Commission’s present
rules, of course, require that first
class operators be used at all
bropdcast stations except Ilow-
powrered educational FM stations.

The second request iz that the
Coimission allow the remote con-
trol operation of transmitters on a
regular basis for this same group
of stations.

MARTB is convinced that radio
engineering has developed to the
point where these two advantages
can readily be made available to
brondeasters without in any way
invelving a degradation of the en-
gineering standards of any station
using them. The association also
is intirely. satisfied that making
these two benefits available to
broadcasters will permit many sta-
tions, and particularly smaller sta-
tions in less densely-populated
areus, to improve and expand their

a1 SET REPORT

Production Still Good

PR{IDUCTION of radio and TV
recoeivers, in  spite of material
shortiage and a severe sales slump
" last spring and summer, main-
taincd a high level in 1951 accord-
ing to preliminary estimates re-
leased by the Radio-Television
Mfr=. Assn, Washington, D. C.

In the RTMA report, TV set
prosuction was estimated at 5,384,-
798 for 1951, compared with 7,463,-
800 manufactured in 1950. Radio
output was estimated at 12,299,146
last year as against 14,589,900 sets
pruziuced in 1950.

In 1951, RTMA announced, sale
of picture tubes for all purposes,
including new sets, renewals, U. S.
govarnment and export amounted
to 5,135,799 units valued at $122,-
224,186. Sale of receiving tubes
in 1951 totaled 875,643,697 units
compared to 382,960,599 in the pre-
ceding year. The decrease was ac-
counted for by a drop in-sales for
new| sets as increased sales were
reported for replacements, export
and government purchases.

A |breakdown of the 1951 report
showed 247,855,249 tubes sold for
new sets, 94,596,563 units sold for
replarements, 24,438,351 for export
and 8,768,684 sold to government
agericies.
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program service and thus bring a
very real advantage to those sta-
tions and their listeners.

The filing of the petition is one
further step in the efforts of the
NARTB through its Committeé on
Operator Licensing to bring prac-
tical and necessary benefits to
many broadcasters.

This committee consists of Har-
old Essex, WSJS Winston-Salem,
N. C.; Marshall Pengra, KGKB
Tyler, Tex., and myself. The peti-
tion was prepared and filed for the
NARTB under the direction of the
Committee by its special counsel,
Bernard Koteen.

The NARTB's previous effort
through the committee to aid
broadcasters was its request that
the Commission amend its rules to
permit stations to use less than
first class operators for periods up
to 120 days where first class opera-
tors were not available. The Com-
mission last May amended its rules
in the exact manner requested by
the association.

Effort To Convince FCC

The committee and the associa-
tion will now make every effort to
convince the Commission that many
broadcasters and their listeners
need the very important benefits
which will be derived from a grant
of the petition just filed. While the
120-day relief from the first class
operator requirement was a step in
the right direction, the real need is
to eliminate that obsolete require-
ment entirely. The request for re-
mote control of broadcast transmit-
ters is equally important for many
broadcasters, and especially opera-
tors of smaller stations in sparsely
settled areas.

The association’s petition points
out that a restricted operator can
readily learn the simple duties to be
performed in the normal course of
standing a transmitter watch. For
that reason, the requested rule
change would authorize restricted
operators to place the station on or
off the air, keep the transmitter
log, make external tuning adjust-
ments, make such other minor ad-
justments as may be required as a
result of primary power supply va-
riations and failures, and make re-
placement of only such defective
parts as tubes, fuses and other
items designed for simple plug-in
replacement.

The suggested changes will re-
quire each station to employ a first
class operator to be responsible for
and make all internal tuning ad-
justments, major repairs and over-
hauls, and all other technical instal-
lations or corrections not author-
ized to be done by a lower class

.operator.

" The request for authority to op-
erate non-directionally AM and FM
broadcast transmitters with powers

BILL GROVE is a man of ingenuity
and, as his article will show, he
doesn't let an-
cther fellow do
his thinking for
him. As general
manager of KFBC
Cheyenne, Wyo.,
he is a good all-
around broad-
caster, as much at
home at a trans-
mitier as he is
at an office desk.
A favorite story
abouf him is how he buiit from
war surplus materials a mobile unit
which cost less than $100! Mr.
Grove is chairman of the NARTB
Committee on Operator Licensing.

Mr. Grove

not over b kw is careful to protect
the highest standards of engineer-
ing practice. The request proposes
that control and monitoring equip-

- ment be installed so as to allow the

operator either at the remote con-
trol point or at the transmitter to

perform all of the functions now.

required by the Commission’s Rules
and Standards to be performed by
operators on duty at the trans-
mitter.

Filed with the petition are strong
supporting statements from experi-
enced representative broadcasters.
These statements show the great
benefits which broadecasters will re-
ceive if the Commission grants the
authorizations reguested. The
statements are from such wide-
spread parts of the country as Col-
orado, Wyoming, Texas, Minnesota,
New Hampshire, Massachusetts
and Virginia. :

Petition Points Out Benefits

The NARTB’s petition points out
that removal of the obsolete and
unnecessary first class operator re-
quirement would greatly increase
the possibilities of a station obtain-
ing a staff with the many gualifica-
tions necessary to allow it to do the
best possible job within the limited
budget which most stations, and
particularly small stations in rural
areas, have available.

The committee feels tertain that
if the Commission grants the re-
quest for both the use of restricted
operators and remote control, the
stations with separate studios and
transmitters as well as combina-
tion operations will have the full
benefits of the changes we are try-
ing to obtain. Each of these
changes will result in efficiency and
improvement in operation.

One very difficult decision which
had to be made was the guestion
of what types of stations should be
included in the group for whom
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these benefits are being asked. We
recognize that the decision to limit
the present request to AM and FM
stations operating omnidirection-
ally with powers of 5 kw or less is
an arbitrary one. However, this
limit does, in general, include those
stations for whom the need for
these benefits is particularly acute.
We felt that as a practical matter
we should present the simplest case
to the Commission to be more as-
sured of getting these benefits for
stations which needed them most.

The Commission should order
rule-making proceedings and invite
comments about the NARTB’s pro-
posal. At that time any station is
free to suggest a change in the pro-
posed rules, including enlargement
of the types of stations which will
benefit from them.

NARTB and its Committee on
Operator Licensing hope that the
entire industry recognizes the
really important advantages that
will be derived from the requested
changes in the FCC's requirements.
We also hope that we will therefore
get broad industry support for
these changes. We would be happy
to hear directly from any station
that wants to work with us on this
project, which we sincerely consider
can bring great advantages to
broadcasters and to the people they
serve.

WESTINGHOUSE
$12 Million Budget Set

APPLIANCE division of Westing-
house Electric Corp. has earmarked
more than $12 million for adver-
tising and promotion during 1952,
according to statements made by
divisional advertising manager, J.
R. Clemens, at a two-day meeting
in Mansfield, Ohio, last Monday.

About $3 million of the record
budget will be paid by appliance di-
vision for cooperative advertising,
it was reported, with distributors
and dealers matching the amount.
Radio and television reportedly will
share about half of this $6 million
total with such advertising as out-
door and counter display.

A good part of the $3 mllhon
cost for Westinghouse sponsorshxp
of CBS Radio and Television cov-
erage of Republican and Demo-
cratic conventions, plus the 13-week
get-out-and-vote campaign [BeT,
Dec. 31], will be borne by the ap-
pliance division, Mr. Clemens ex-
plained. And an increase of $500,-
000 in the CBS-TV Studie One pro-
gram budget has been tabbed by
the division, to bring its contribu-
tion to the all-Westinghouse pro-
duction to $1,650,000 for 1952.

Full break-down of radio and tel-
evision advertising to be under-
taken by the parent corporation was
not indicated.
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The George P. Hollingbery Company
takes pleasure in announcing

the appointment of

Eugene 3. Thomas

as Vice President

in charge of television,

effective

immediately.

Representing . . .

ﬂ . WGN-TV# Chicago, Illinois
‘ WHAM-TYV, Rochester, N. Y.
i 4

WHIO-TV, Dayton, Ohio

WWJ]-TV, Detroit, Michigan

Offices: Chicago « New York o Los Angeles ¢« San Francisco « Atlanta
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Radio Promotion
(Continved from page 32)

sary to achieve world peace,” Mr.
Reinsch explained. “Qur future in
broadcasting is a world with hori-
zons unlimited.”

Frank E. Pellegrin, vice presi-
dent and secretary of H-R Repre-
sentatives Inc.,, reported that tele-
vision has reduced readership of
advertising in newspapers and
magazines and asserted that, the
longer people own television sets,
the more they go back to radio lis-
tening.

Mr. Pellegrin insisted that radio
should raise its rates and that
newspapers and magazines should
lower theirs. Advertisers and
agencies, he suggested, should force
inch-by-inch readership data on
newspaper and magazine ads, com-
parable to radio’s minute-by-min-
ute figures, especially since televi-
sion’s advent has resulted in lower
ad readership and higher ad costs.

He suggested this program for
radio:

Every station should immediate-
ly stop purchasing pin-point audi-
ence research, used too often only
to prove how small radio audiences
are considered by advertisers.
With the millions of dollars thus
saved, the industry should launch
a nationwide campaign in every
radio city to prove how big radio
is, how effective, and how it's
growing.

Every station should conduct the
campaign locally as a “torch of
truth” among local advertisers,
retail outlets, jobbers, and distrib-
utors. Local papers should be
challenged to produce actual read-
ership data every day.

‘Misguided, Misled’ Users

“Every radio and television
salesman should remember, every
day, that this is not a death-strug-
gle between their two broadcast
media, but rather that the real
prospects for increased broadcast
revenue lie among the misguided,
misled, uninformed, and over-
charged users of other media,” he
asserted.

“What are broadcasters really
doing to make our transmitters—
through ourselves and our commu-
nities—more responsive to the con-
cepts of a free society?” was asked
by Michael Hanna, general man-
ager of Cornell U.’s WHCU Ithaca,
New York, when he spoke on the
meaning of showmanship in 1952.

Since no medium of mass com-
munication can approach radio’s
provable claims, American broad-
casters in 1952 are, Mr. Hanna said,
“the most blessed—and the most
challenged—people on earth.” The
challenge to a skilled broadcaster,
he explained, “goes far beyond
presently accepted standards” and
lies in “an enlightened outlook on
the problems of people and an ef-
fective effort to™golve those prob-
lems."” 3

“To produce an #&fectiveeffort
will demand all the:showmanship
at our dispasal,” he said. “We can
sell soup. Can we sell democracy?”

Leon Pearson, NBC ecritic at

large and commentator, surveyed
foreign affairs and American
thinking in the last three years.
He noted an increase of adult fare
in programming, which he said
“indicates there’s no place you can't
take an audience.” And audiences,
he- observed, are going back to
radio.

In a speech on copyrights, Syd-
ney M. Kaye, vice chairman of the
BMI board, explained that whereas
contracts protect ideas and cre-
ative work, copyrights protect their
form. He advised broadcasters to
require contracts of all their per-
forming artists, to handle all un-
published works with care—since
legal rights may become a problem,
—and, as station owners, to try to
know the origin of all their broad-
cast material.

Emphasis on Local Level

Frederic R. Gamble, president of
the American Assn. of Advertising
Agencies, foresaw a growing em-
phasis upon local programming
and, consequently, an increase in
direct dealings by stations with ad-
vertisers and agencies.

He suggested four tests for sta-
tions to apply to agencies: (1) Are
they bona-fide? (2) Does the agen-
cy keep its commission, not rebat-
ing portions of it to advertisers?
(3) Does it have the necessary abil-
ity to serve advertisers? (4) Is it
financially sound?

Mr. Gamble urged stations to
adopt the 2% cash discount system
as a means of forestalling possible
credit losses.

Total advertising volume, he pre-
dicted, will increase (by about
b0%) to around $9 billion, giving
radio a greater source upon which
to draw.

In other clinic addresses, Dave
Baylor, vice president and general
manager of WJMO Cleveland,
stressed importance of unity in
solving programming problems.

Edythe Meserand, assistant di-
rector of news and special features,
WOR New York and president of
American Women in Radio and Tel-
evision, emphasized the value of
public service.

In a discussion of specialized pro-
gramming, Vice President Charles
Baltin of WHOM New York, for-
eign-language outlet, told the clinie
that even though large segments of
a station audience may not speak
English, they are Americans and
potential customers.

Harold Fair, program director
of WHAS Louisville, stressed the
need for more carefyl program-
ming to serve and build audiences.

Walberg Brown, vice president
and general manager, WDQK
Cleveland, urged 2 “new evaluation
of serieus music programming,”
advising’ stations that examination
might show them there is a larger
audience for concert music than
they had thought.

Tom Tinsléy, president of WITH

Baltimore and WLEE Richmond,
underscored the importance of

KXYZ EXPANSION

Nahas Announces Promotions

THREE executive appointments at
KX YZ Houston, effective as of Jan.
15, have been announced by Fred
Nahas, vice president and general
manager of the
Shamrock Broad-
casting Co. The
promotions are
part of KXYZ’s
plans for expan-
sion.

Ted Hills, a
veteran of the
broadcasting in-
dustry for over

Mr. Hills 25 years, was

elevated from
program director to station man-
ager. Ken Bagwell was named
program director and Ken Duran
succeeds Mr. Bagwell as produc-
tion manager.

Mr. Hills, who formerly managed
several southwestern .radio sta-

Mr. Bagweil Mr. Duran

tions, joined KXYZ in 1950 as pro-
gram director. Mr. Bagwell joined
the station as production manager
in 1947, He handles ABC's Satur-
day at the Shamrock, national net-
work program. Mr. Duran has been
on KXYZ's engineering staff for
the past eight years. He also is a
professional musician.

BRYAN, CRUTCHFIELD

Elected by Jefferson Standard

JOSEPH M. BRYAN, president,
Jefferson Standard Broadcasting
Co. (WBT-AM-FM, WBTV (TV))
and first vice president, Jefferson
Standard Life Insurance Co., was
elected chairman of board of Pilot
Life Insurance Co., Jefferson
Standard subsidiary, at a meeting
last week.

Simultaneously Charles H.
Crutchfield, senior vice president
and general manager of station op-
erations, was elected executive vice
president. Mr. Crutehfield, who
recently served the State Dept. in
Europe and Middle East as advisor
on radic matters, last Thursday
conferred with RCA Chairman
David Sarnoff on over all Voice of
America activities.

trade advertising and on-the-air
and other promotion by stations.
He emphasized the necessity for
consistency.

Ted Cott, general manager of
WNBC-AM-FM and WNBT (TV)
New York, reviewed programming
as a determinant of “station per-
sonality.”
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JACK THE BELLBOY

is moving fo

WXYZ Detroit

Yes—on February 4th, Jack the Bellboy moves
to WXYZ. And all his loyal fans will be
moving with him. He’s Detroit’s number

one disc jockey—and the hottest

salesman Detroiters have heard in

a long time. For example—one of his rare public
appearances drew 65,000 people to a

Detroit music store! That’s the kind of response
that made local and national

advertisers buy over 10,000 spot
announcements on his program last year.

It will sell your products too—and sell

them faster, in the rich Detroit market.

Call ABC Spot Sales for time and rates.

DETROIT W0odward 3-8821
NEW YORK SUsquehanna 7-5000
CHICAGO ANdover 8-7800

LOS ANGELES NOrmandy 8-3811

SAN FRANCISCO  EXbrook 2-6544

1270 on your dial

American Broadcasting Company DETROIT
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Fitting a Medium
to a Market

sv ACUSE

NBC
AFFILIATE
Covers ALL
of the Rich
Central N.Y M

-

l.-ife, Wire,.Phone
. or -
Ask Headley-Reed

.
Fitting a Medium
1 to a Market

| wsv ACUSE

covers ALL

AFFILIATE

Write, Wire, Phone
or
Ask Headley-Reed
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AMONG THOSE attending the annual meeting of Montane Radio Stations

Inc. held in Helena Jan. 20 were (I to r): Joe Wilkins, KFBB Great Falls;

Don Treloar, KGEZ Kalispell; Art Mosby, KGVO Missoula and KANA Ana-
conda, ond Ed Krebsboch, KGCX Sidney.

FT. INDUSTRY

Schofield Appointment
Is Announced

CREATION of a sales promotion-advertising-research department within
the Fort Industry Co. under Arthur C. Schofield as sales promotion and
advertising manager was announced last week by Lee B, Wailes, ex-

ecutive vice president.

Mr. Wailes’ own promotion to
executive vice president was re-
ported a week ago [CLOSED CIRCUIT,
Jan. 28]. He had been operating
vice president of Fort Industry.

Mr. Schofield goes to his new
post from the Paul H. Raymer Co,,
station representation firm, where
he was director of promotion and
research. At Fort Industry he will
have offices in the company's New
York headquarters cnd will report
dirvectly to Tom Harker, vice presi-
dent and national sales director.

In announcing the appointment,
Mr. Wailes said:

“Although we have long main-
tained a promotion-advertising de-
partment in each of our stations,
the need for greater coordination
of effort has grown apparent as the
Fort Industry Co. widened its ob-
jectives,

Need For Sales Promotion

“With television stations WSPD-
TV Toledo, WAGA-TV Atlanta,
WJIBK-TV Detroit and KEYL
(TV) San Antonio, and radio sta-
tions WSPD Toledo, WAGA At-
lanta, WWVA Wheeling, WIJBK
Detroit, WSAI Cincinnati, WGBS
Miami and WMMN Fairmont, W.
Va., on the air, we believe the time
for aggressive sales promotion has
arrtved.

“The new department will not
replace but, instead, strengthen
and supplement the promotion
activities of the individual sta-
tions,”

Mr. Schofield was director of ad-
vertising and sales promotion for
DuMont TV Network before join-
ing the Raymer organization. Be-
fore that, he held similar positions
with WFIL and KYW Philadel-
phia.

He is well known as a luncheon
and after-dinner speaker, having
addressed some 500 business and
professional organizations during
the past five years. He has won
12 national awards for sales and
audience promotion—an award, in
fact, for every entry he has sub-
mitted.

His new duties with Fort In-

*
dustry will include, apart from
preparing presentations and re-
search market data, conferring
with and presenting his findings to
agencies and national advertisers.

TWO JOIN WOKE

Quinn, Sorrell Named

HARRY C. WEAVER, president
and general manager of WOKE
Qak Ridge, Tenn., has announced
that two new additions have been
made to the station’s staff. Rich-
ard 8. Quinn, sales staff of WNOX
Knoxville, has been appointed
WOKE’s commercial manager. Wil-
liam E. Sorrell, who joins WOKE
from WKGN Knoxville, takes over
as program and sports director.

Mr, Quinn, prior to his career in
radio, was on the sales staff of the
Kunoxville Journal, He served in
the Army Airways Communication
Service during World War IIL

Mr. Sorrell, a graduate of Michi-
gan State College, began announc-
ing sports events at Michigan sta-
tions while he was completing his

Mr. Sorrell

Mr. Quinn

education. At WKGN, he spe-
cialized in play-by-play for the
Knoxville Smokies and all football
and baseball for the Knoxville High
School. He is currently doing the
play-by-play for basketball at
WGAP Maryville, Tenn.,, on a
parttime basis pending FCC deci-
sion on WOKE’s application for
full time operation in Oak Ridge.

WORC Woreester, Mass., plans to ask
FCC for change from directional to
non-directional  operation daytime.
WORC is on 1310 kc with 1 kw full-
time, direetional,

BROADCASTING ¢

MONT. STATIONS

Elect Cooney, Nybo, Penwell

ED COONEY, KOPR Butte, Mont.,,
was elected president of the Mon-
tana Radic Stations Inc. at its an-
nual meeting Jan. 20 in Helena.
Ken Nybo, KBMY Billings, and
Norman Penwell, KBMN Bozeman,
were elected vice president and
secretary-treasurer, respectively,
for the coming year. Nineteen
member stations attended the ses-
sion.

Montana Assistant Attorney Gen-
eral Charles Huppe spoke to the
group on libel and slander laws as
they pertain to radio broadcasting.
Four faculty members from Mon-
tana State U. were on hand to re-
port on a propdsed operator-
announcer course at the school. It
is expected such a course will be
added to the program in the near
future. .

Organization went on record as
unanimously approving the all-radio
“Get Out the Vote” campaign,
originated by Joe Wilkins, KFBB
Great Falls [B®T, Jan. 14].

Art Mosby, KGVO Missoula-
KANA Anaconda, was empowered
to draft a resolution to Montana
Senators in opposition to the Ben-
ton bill in Congress.

Stations represented at the meet-
ing:

KGEZ Kalispell, KGVO Missoula,
KANA Anaconda, KOPR Butte, KBOW
Butte, KCAP Helena, KFBB Great
Falls, KXLJ Helena, KXLO Lewis-
town, KOJM Havre, KIYI Shelby,
KPRK Livingston, KBMY Billings,
KOOK Billings, KRJF Miles City,
KBMN Bozeman, KXLK Great Falls,
KXGN Glendive, KGCX Sidney.
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Feb. 4-6: Maritime Broadcasters Assn.
meeting, Fort Cumberland Hotel,
Ambherst, Nova Scotia.

Feb. 5: House Interstate & Foreign
Commerce Committe resumes con-
sideration of S8 658 (McFarland Bill)
to amend the Communications Act
of 1934. Closed session. Washington.

Feb. 5-7: Radio-Television Mfrs. Assn,,
mid-winter _conference, Roosevelt
Hotel, New York.

Feb. 6: Senate Interstate & Foreign
Commerce Committee hearing re-
sumes on $ 2444 to prohibit distilled
spirits (hard - liquor) on radio-TV.
10 a.m., Caucus Room, Senate Office
Bldg., Washington.

Feb. 7: California State Radio and
Television Broadcasters Assn. annual
membership meeting, Hollywood
Roosevelt Hotel, Hollywood, Calif.

Feb. 8: NPA-Industry Color TV Con-
ference, 10 a.m., new GAO Bldg.,
Washington.

Feb. B8-9: Sixth annual Radio News
Short Course, School of Journalism,
U. of Minnesota, Minneapolis.

Feb. 9: N. Y. State Chapter, American
Women in Radio & Television, all-
day conference, Astor Hotel, New
York.

Feb. 9-10: Western division, American
Women in Radio and Television, first
annual conference, Hotel Manox, San
Diego, Calif.

Feb. 10-12: District 1, Advertising
Federation of America, Hotel Kim-
ball, Springfield. Mass.

Feb. 11: British Columbia Assn. of
Broadcasiers meeting, Hotel Van-
couver, Vancouver, B. C

Telecasting



Now! WBAL Offers a Mighty
Advertising-Merchandising Plan!

"Uperation
Chain Action™

Strilze twice at'your customer with WBAL'S

unique OPERATION CHATIN-ACTION —at <] YOUR
home with radio commercials, and at the point ‘ PROD Ucr
of sale. Food advertisers guaranteecl powerful AT e o

point of sale promotion in éver 213 leading
chain food storegfif?:oub]ed with the unequa]led
power of radioadvertising for mass selling. Give
your product’s advertising that needed, dou bled.
barrelled ‘impact. with C HAJN - ACTION.

Complete details onwrequesf:

50,000 WATTS

w BA l NATIONALLY REPRESENTED BY

NBC IN MARYLAND EDWARD PETRY & CO.

5 4
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4n astounding 2909

tTmer's ear right now!

|
10? Sparks St.
Otiawa.

Looking For Something New?

A market with money tospend--CASH?

In the last ten years, Canada’s Gross National Product has
increased by 160%,. Population has risen 229, and Retail Sales

As a market for you we're a natural. We've lived next door
to you about as long as you've been living in America; we both
laugh at the same jokes, enjoy the same radio programmes. More
important, we have the same shopping and buying habits.

And most of us live within 200 miles of your northern border!
Admittedly, we're spread out over a wide arez and divided into
industrial and agricultural communities—but that's no obstacle
to selling in Canada. Great distances are nothing to Radio.

With a radio in 949, of all Canadian homes—but television
l in relatively few—your voice is sure to be heard—by people who
want to buy your goods. And can.

| Radio is Canada’s most welcome salesman—he has your cus-

“In Canada you sell ’em when you tell 'em!”

A message from the 103 member stations of the
Canadian Association of Broadcasters
whose voices are invited into over 3 million homes every day.

ICANADIAN ASSOCIATION OF BROADCASTERS

37 Bloor St. West,
Toronto.

| )
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COST ALLOWANCE

Administration
Readies Fight

A RENEWED fight for stronger economic controls was being mapped in

administration circles last week.

At the same time there were indications that President Truman had
raised the white flag of surrender in his battle to repeal the advertis-

ing-selling cost allowance formula
engineered by Sen. Homer Cape-
hart (R-Ind.) and writter into
the Defense Production Act last
summer.

Administration strategy, it now
appears, will be directed at fore-
stalling any moves to extend the
cutoff dates on the Capehart
amendment beyond July 26, 1951,

The Defense Production Act ex-
pires June 30 but the 82d Congress
is expected to review the entire
economic control picture before it
adjourns prior to next summer’s
political conventions.

After little or no activity on
administration and OPS fronts late
last year, manufacturers finally
were given the option of comput-
ing costs for advertising, selling,
administration, labor and research
from the start of the Korean war
on June 24, 1950, to July 26, 1951,
and adding them to the final sell-
ing price. New pricing regulations
became effective Deec. 19, 1951.

The White House position on the
Capehart battle front was indicated
Jan. 25 by Joseph Short, Presi-
dential radio-press secretary:

“The increases under the Cape-
hart amendment already have gone
into effect. Nothing can be done
about them. What has been done
cannot be undone.”

Hold Formula Inflationary

Mr. Truman and other adminis-
tration officials have repeatedly
scored the formula as inflationary.
But advertising and press leaders
have supported it on grounds that
no provision previously had been
made for advertising and other
costs.

Other critics have held that the
administration proposal—it passed
the Senate and was bottled up in
the House Rules Committee before
Congressional recess last fall—
would lay the groundwork for con-
trol .of broadcast and other media
advertising budget [BeT, Oct. 29,
15, 8, 1, Sept. 24, 1951].

Little action is expected by the
House Rules Committee, which
comprises a coalition of Southern
Democrats and Republicans. But
the issue is expected to arise in
either the Senate or House Bank-
ing Committees in any delibera-
tions on the controls law. The ad-
ministration reportedly is working
on an alternative control plan
touching on the Capehart amend-
ment.

The Capehart formula has been
applied to some industries, with
manufacturers taking advantage of
its benefits. Radio-TV set manu-
facturers are not affected, awaiting
issuance from OPS of tailored
regulations [B®T, Jan. 21]. The
same holds true for phonograph
record producers. Radio-TV re-
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ceivers in most cases have been
selling at below-ceiling prices.

Harbinger of the administra-
tion’s tack was seen in the appear-
ance of retiring Price Stabilizer
Michael DiSalle last Monday be-
fore the Joint Congressional Com-
mittee on the Economic Report. He
charged that Congress “weakened
controls” last year by adopting
the Capehart amendment and called
for a “stronger” price control law.

The administration’s strategy
apparently anticipates a continued
fight by Sen. Capehart to provide
for even higher prices beyond July
26, 1961, if manufacturers can
show that their labor costs have
risen. The Indiana Republican of-
fered this proposal as an alterna-
tive to the administration plan
which, as it now pends before the
House Rules Committee, would:

(1) Allow the President to de-
termine the amount of allowable
advertising and other costs on an
industry-wide basis, rather than
on individual cases.

(2) Require the Chief Executive
to find that additional costs are
“properly allocable” to the produc-
tion and sales of manufactured
products and charges for industrial
services.

(3) Permit OPS to include only
what the President deems “a rea-
sonable allowance” for “necessary
and unavoidable” cost increases.

(4) Allow individual manufac-
turers to petition OPS for price
adjustments “to the extent neces-
sary to relieve financial hardships.”

Under new OPS procedure, which
made pricing regulations manda-
tory last Dec. 19 [B®T, Deec. 31,
19617, most of these provisions are
now outmoded, the administration
has conceded in affect.

Additionally, under the original
administration plan, costs in each
industry would have been applied
to the highest price during the base
periol from July 1, 1949, to June
24, 1950. Under current law, the
base period is Jan. 1, 1950, to June
24, 1950.

KHMO Labor Vote

AN ELECTION to determine
whether all announcers st KHMO
Hannibal, Mo., shall be represented
by IBEW Loeal 1272 (AFL) has
been ordered by the National Labor
Relations Board. The election will
be held within 30 days of the order,
dated Jan. 18. Two executives of
the station—Gene Hoenes, pro-
gram director, and George Allen
Jr., news and farm director—were
involved in the case. The board
ruled that Mr. Hoenes is a super-
visor and Mr. -Allen functions in
a non-supervisory capacity. Sta.
tion is licensed to the Courier-Post
Pub. Co., publisher of the Hannibal
Courier-Post.

¢ Telecasting



CALIBRE
LOCAL
TALENT SELLS!

ST

P -
: cLEVELARD'S 44/ sTaTION
CHIEF SAYS: "B o
Smart advertisers 5000 w. BASIC ABC
agree; top local WJW BUILDING CLEVELAND 15, OHIO
talent moves the !
lnercllandise! REPRESENTED NATIONALLY BY H-R REPRESENTATIVES, INC.

—and Cleveland’s top personalities are heard on WIW!
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CBS Affiliates

(Continued from page 25)

privately expressed the view that
a reaﬂignment of the CBS Radio
contracts was not essential to that
purpose. With all but 32 of its 207
radio | affiliates, they noted, CBS
Radio| has the right to make rate
changes substantially at will under
preseqt contracts.

CBS Radio network authorities
pointed out, meanwhile, that a
“‘considerable number” of those 32
stations with ‘“‘special” contracts
were J}mong the affiliates which al-
ready have signed the new forms.
They also noted that, of those 32,
only gbout 25 are located in Conti-
nental U. S., the rest being in
Alaska and the Philippines.

Another change which would be
invoked by the new contracts is a
staggering of the anniversary
dates of the agreements. Whereas
current contracts expire at various
times throughout the year, most
of them would run out on March 1
or April 1, and in some cases on
Feb. [I, under. the new arrange-
ment.

Although the new forms are not
designed to change either the net-
work rates or payments to stations,
they ‘do, in connection with the

schedules of payments to stations,
substitute percentage figures—per-
centages of “average gross sales
per converted hour”—for the dol-
lar terms by which these schedules
are expressed in current contracts.

Letters accompanying the new
contracts, as they are sent out to
stations, emphasize that CBS Radio
officials feel rate adjustments now
would be premature, on grounds
that no up-to-date data on radio
values is now available. The
change from dollars to percentages
in the schedules of payments to
affiliates, officials stressed, would
not affect the amount of payment
affiliates will reeeive.

At NBC, meanwhile, officials last
week still were trying to win over
enough key converts to its own
controversial rate formula to per-
mit an effectuation of the plan.

Text of the section of the new
CBS radio affiliation contract re-
lating to future TV affiliations is
as follows:

7. Columbia agrees that in the event
it desires to offer television programs
or program material or other programs
Or program material generally to tele-
vision, short wave or ultra short wave
stations, or to other stations not in the
regular broadcast band, it will offer the

L3
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Can gou guedd whech
1T's OBVIOUS, ISN'T IT?

IT’S JUST AS OBVIOUS that KHMO is again the
most listened to station in Hannibaland* This is proved
by the June, 1951 Conlan Study of Listening Habits.

*HANNIBALAND . .

. - st

o )

W?

240,470 radio families live within the rich Hannibaland *
area. The majority of these families are rural . . . these are

the people who have most of the money and who buy the
most . . . these are the people who listen most to KHMO.

For proof that KHMO is your best buy in Hannibaland *
write, wire or phone KHMO or Pearson today.

. the rich 41 county area surrounding

Hannibal, Mo., Quincy, 111, and Keokuk, Iowa.

5000 watts day @

Representative

John E. Peorson Company

[
Mutual Network

Hannibal, Missouri

1000 watts at night

same to any television, short wave oOr
ultra short wave statlon, or other sta-
tion not in the regular broadcast band,
located in the city in whieh the station
[this means AM station with whom
contract is made] is located, which may
be owned by or affiliated with the sta-
tion before offering the same to any
other such station located in the city
in which the statfon is located.

The station agrees that in the event
it becomes the owner of or affiliated
with any television, short wave or ultra
short wave station, or other station not
in the regular broadcast band, located
in the city in which the station is lo-
cated, no arrangements shall be made
inveolving the supplying to such station
of television program material until
Columbia shall have been advised of
the terms of any such proposed ar-
rangements and shall have been given
a reasonable opportunity to enter ‘into
similar arrangements with the station
upon terms as favorable to Columbia.

CBS, ELECTIONS,

ABOUT 175% of engineers and
technicians at CBS stations have
voted to retain the International
Brotherhoed of Electrical Workers
(AFL) as their bargaining unit,
turning down representation by the
National Assn. of Broadcast Engi-
neers and Technicians (CIQ). This
was reported Thursday in Chicago
where the National Labor Rela-
tions Board counted a vote of 616
in favor of IBEW, 177 for NABET
and 14 for neither.

Two votes were void and six were
challenged, bringing the total to
815 cast out of a possible 844. En-
gineers and technicians involved
are employed at CBS stations in
Chicago, New York, Los Angeles,
San Francisco, Boston, Minneap-
olis, St. Louis and Delano, Calif.,
latter where CBS short wave trans-
mitter i85 located. IBEW has rep-
resented CBS technicians since
1939 [BeT, Jan. 28].

A group of 30 professional engi-
neers employed at CBS general en-
gineering department in New York
voted against any union represent-
ation, with 17 for neither, 11 for
IBEW and none for NABET, The
votes were cast Jan. 24 in each lo-
cality.

Present at NLRB offices during
the counting were George Maher,
national executive secretary of
NABET, Albert O. Hardy, head of
the television, radio and recording
division of IBEW, Walter Thomp-
son, president of Chicago Local
1220, IBEW, and Freeman Hurd,
IBEW international representative.

NBC E&VATESTWI]

Steel, Clem Take Posts

TWO NEW appointments in NBC
radio’s advertising and promotion
dept. were announced Thursday
by Manager Jacob A. Evans.

Pat Steel, supervisor of audience
promotion, was named advertising
and promotion coordinator and
Clyde L. Clem, supervisor of sta-
tion promotion, was appointed to
the post vacated by Mr. Steel.

Mr. Steel has been with the net-
work since November 1947 and be-
fore that was with KPLT Paris,
Texas.

Mr. Clem, prior to joining NBC
in September 1949, served as sales
promotion manager of WSQGC Char-
lotte, N. C.

BROADCASTING ¢

DROPS MUTUAL

KOME Cites Ad Dispute

OWNER of KOME Tulsa, Dr. John
E. Brown, announced last week
that effective March 1 the affilia-
tion of the station with the Mutual
Broadcasting System will be can-
celled. Reason for the breach,
according to Dr. Brown, was in-
ability to operate KOME con-
sistently with its announced pur-
pose under the Mutual contract.
The refusal of the station to carry
advertising of alcholic beverages,
particularly beer, led to the break
with the network.

“We understand that Mutual
has sold a large amount of adver-
tising to a beer sponsor and we
have been told our affiliation would
be terminated unless we agreed to
accept this advertising. We can-
not be consistent with our an-
nounced purposes for KOME as a
station of the American home . . .
and carry beer advertising,” Dr.
Brown said.

Mutual spokesman stated there
had been differences for some time
between the network and its af-
filiate regarding certain kinds of
advertising. According to MBS,
KOME was notified Nov. 15 that
its affiliation with the network
would be cancelled as of March 2
when KAKC will become the Mu-
tual outlet in Tulsa. KOME will
continue operation as an independ-
ent station.

BAB POSTS

Gilmore, Pecorini Join

APPOINTMENTS of Rudolph Pe-
corini as research analyst and
Araby Gilmore as a presentation
writer on the staff of Broadcast
Advertising Bureau Inc. were an-

nounced Thursday by President
William B. Ryan.
In another BAB personnel

change, Meg Zahrt, assistant di-
rector in the local promotion divi-
sion, announced she had resigned,
effective Feb. 15.

Mr. Pecorini, who reported to
BAB Tuesday, has been free-lanc-
ing in market and opinion research
for the past year and a half, hav-
ing worked on projects for such
groups as Crossley Inc. and Opin-
ion Research Corp. of Princeton.

Miss Gilmore is resigning from
CBS Radio Spot Sales to join BAB.
She joined the network in 1936 as
a program assistant.

Miss Zahrt has been with BAB
and its predecessor, Broadcast Ad-
vertising Dept. of the National
Assn. of Broadcasters, since March
1950, specializing in retail adver-
tising.

Baron Operation

AMOS BARON, general manager,
KECA Hollywood, underwent an
amputation of his right leg Thurs-
day in St. Luke’s Hospital, Pasa-
dena. Surgery was Necessary as
result of a minor accident three
years ago.

Telecasting



THE NEW MANAGEMENT

OF

W CFL
CHICAGDO
50,000 watts on 1000 kc

under the personal direction of

ARTHUR F. HARRE

/OI/'OI/LCJ /% VOLI/LI@ ODLI/LYCQJ [-/LZ

alopointmenf o/

RADIO REPRESENTATIVES, Inc.

as i3 exc/miue
naﬁona/ m/oreéenfaﬁue
EFFECTIVE IMMEDIATELY

IN NEW YORK IN CHICAGO IN IN

Cdl call LOS ANGELES SAN FRANCISCO
PEGGY STONE JOHN NORTH call call
MUrray Hill 8-4342 FInancial 6-0982 HOllywood 9-5408 EXbrook 2-8033

-
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Why WFBR is

BlG

This is the top morning
show in the Baltimore
area. It got that way by
oﬂ'e!ring what listeners
warmth and a
fris_!ndly spirit in the
morning, plus music, news,
weather and birthdays
judiciously sprinkled
throughout.

want . . .

The audience loyalty to
t.luq show is something to
warm the cockles of a
sponsor’s heart.

|
Ask your John Blair man
or contact any account
executive of. . .
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What Taft Thinks of Radio-TV

(Continued from page 26)

New Deal, which still was a burn-
ing question in those days. Not
unexpectedly, Sen. Taft took the
negative side.

The public response to these
broadcasts, especially among con-
stituents of similar views, was so
gratifying that Sen. Taft became a
firm believer in the power of radio
as a campaign weapon.

In 1949, confronted with a well-
heeled and determined effort to
oust him from his Senate seat, Sen.
Taft began making weekly broad-
casts that were recorded in the
Joint Congressional Recording Fa-
cility in the U. 8. Capitol and car-
ried by 44 Ohio stations. He thus
bombarded the electorate of his
home state for 78 consecutive
weeks.

As the campaign intensified to-
ward the end of 1950, he opened up
with a paid weekly television show,
regularly scheduled on Wednesdays
in all Ohio TV markets. On the
eve of the election, he bought time
for 25 TV programs, again state-
wide, in a saturation campaign that
made it easy for voters to wonder
whether *Mr, Republican’ was try-
ing to annex another title, “Mr.
Television.”

According to one Taft adviser,
the whirlwind radio-TV campaign-
ing was an important factor in Sen.
Taft's re-election over his Demo-
cratic rival, Joe Ferguson, who was
labor’s choice to defeat the co-au-
thor of the Taft-Hartley Act.

“Radio and television were the
only way the Senator was able to
cut through the ‘censorship’ of the
labor bosses,” the adviser explained
last week. By broadcasting, Sen.
Taft could reach union members in
the sanctuary of their homes, spar-
ing them the possibly hazardous
effort of appearing in person at any
hall where he might be speaking.

Voice Improvement Noted

Sen. Taft, an admirer of prior
planning, can thank fate for its
hand in his current campaign. Last
December he had to have his tonsils
out, and since then, his advisers
happily note, his voice has im-
proved.

As one of his devoted lientenants
put it last week: “In his latest
broadcasts, the Senator has reached
his greatest delivery. His voice is
deep, powerful and resonant.”

On TV, his campaign advisers be-
lieve, the Senator will knock ’em
dead.

Even his most devout followers
confess that Sen. Taft is not always
treated kindly by the still camera,
but they assert that when he ap-
pears in full animation on the TV
screen, the true, real-life Taft
comes through. Indeed the candi-
date himself is confident that both
radio and TV can serve him as well
as the public handsomely.

“The Senator believes radio and
television have altered the tradi-
tional methods of political cam-
paigns,” an aide said last week,
“gnd that they are in the public

interest in that they .offer the
voters complete information on all
issues and the positions taken by
the candidates.”

Sen. Taft has had his run-ins
with radio commentators—as have
countless other Presidential candi-
dates and even Presidents.

His news-making difference was
with Frank Edwards, AFL news
commentator, who broadcasts on
MBS. Sen. Taft and his associates
were incensed by alleged continual
political attacks by Mr. Edwards
against Sen. Taft when the latter
was Standing for re-election in
Ohio in the now-famous 1950 cam-
paign.

Mr., Edwardse’ role in that cam-
paign came up again in a Senate
elections sub-committee probing
the 1950 campaign some weeks
past. In his appearance before the
subcommittee, Sen. Taft himself
pointed up the broadcasts by Mr.
Edwards.. The investigation was
conducted into campaign expendi-
tures of candidates Taft and Fer-
guson.

Sen. Taft has an indirect relation-
ship to the business of broadcast-
ing. While not himself actively
engaged in the business, Sen. Taft's
family has interests. His second

NARTB Ballots

(Continued from page 28)

WCOV Montgomery, Ala.; A. E. Spokes,
WJOY Burlington, Vt.; Gene race,
WBBW Youngstown, Ohio; and Charles
C. Warren, WCMI Ashland, Ky.

Director-at-Large for FM Stations:
R. M. Brown, KPOJ-FM Portland, Ore.;
Victor C. Diehm, WAZL-FM Hazleton
Michael R. Hanna, WHCU-FM
Ithaca, N. Y.; Gerald Harrison, WMAS-
FM Springfield, Mass.; James Hicks,
WCOS-FM Columbia, 8. C.; Edward A.
Wheeler, WEAW (FM) Evanston, Il ;
and Earl W. Winger, WDOD-FM Chat-
tanooga, Tenn.

District Directors: E. R. Vadebon-
coeur, WSYR Syracuse, N. Y., District
2; Harold Essex, WSJS, Winston-
Salem, N, C,, District 4; Henry B. Clay,
KWKH Shreveport, La.,, and F. C.
Sowell, WLAC Nashville, Tenn., Dis-
trict 6; Stanley R. Pratt, WSOO Sault
Ste. Marie, Mich,, District 8; Frank
Fogarty, WOW Omaha, Neb., and E. K.
Hartenbower, KCMO Kansas City, Mo.,
District 10; John Esau, KTUL Tulsa,
Okla., and Jack Todd, KAKE Wichita,
Kan., District 12; Willlam C. Grove,
KFBC Cheyenne. Wyo.. and Walter E.
Wagstaff, KIDO Boise, Ida., District 14;
and Albert D, Johnson, KOY Phoenix,
Ariz., District 16.

cousin, Hulbert Taft Jr., is vice
president of Radic Cincinnati Inc.,
operator of WKRC-AM-FM-TV
Cincinnati. The Cincinnati Times-
Star has half the voting stock in
the radio properties and Sen. Taft
has a small non-voting stock hold-
ing in the newspaper. He ig neither
active in the newspaper nor in op-
eration or policy of the radio prop-
erties.

TALENT MERGERS

Proposals Under Study

SCIENTIFIC study of merger pro-
posals, raised for all members of
Associated Actors and Artists of
America and to be executed through
labor research groups at Cornell
and the U. of California at Los
Angeles, were well in progress
last week, with researchers inter-
viewing leaders of all AAAA units
involved.

Meanwhile, constitution commit-
tee of Television Authority met its
Jan. 31 deadline for drafting a
document for merger of TVA with
the American Federation of Radio
Artists, TVA Executive Secretary
George Heller reported. Member-
ship meetings to discuss the draft
will be called by both unions dur-
ing February, he explained, with a
referendum of all radio and tele-
vision artists to be conducted be-
tween March 1 and April 1. When
the July 1 deadline for merger of
all AAAA members arrives, the
two broadeasting units will, in case
total merger plans collapse, be in
a position to effect immediate
juncture.

AWRT MEETING

Coy Expected to Attend

FCC CHAIRMAN Wayne Coy is
among distinguished visitors ex-
pected at the first annual confer-
ence of the western division of
American Women in Radio and
Television Feb. 9-10 in San Diego.

Delegates from 11 western states
and Alaska and Hawaii are to at-
tend the conference in Hotel Manor,
home of KCBQ San Diego. Con-
ference will open Saturday with a
dinner, to be followed by a business
meeting Sunday morning.

LAST CALL FOR

1952 SIGMA DELTA CHI AWARDS

FOR 1951 ACHIEVEMENTS

Deadline — February 11, 1952
¢ Radio Newswriting ® Radio-TV Reporting
® Public Service in Radio Journalism
® Public Service in Magazine Journalism
® Public Service in Newspaper Journalism
® Research About Journalism ® News Picture
* General Reporting ® Editorial Writing
® Washington Correspondence ® Editorial Cartooning
® Foreign Correspondence ® Magazine Reporting

No Nomination Forms — Send recording, script, details
FORWARD ENTRIES TO VICTOR E. BLUEDORN

SIGMA DELTA CHI AWARDS IN JOURNALISM
35 EAST WACKER DRIVE
CHICAGO 1, ILLINOIS

NOMINATIONS !
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No other network ... no other medium ... gives you the mass coverage of the

rich, fast-growing West delivered by NBC Wesiern Network !

How do you reach the most people... for the least money...in the fabulous Pacific Coast market?
There’s just one answer: buying radio thne on the NBC Western Network. Yes, costs per

thousand on NBC Western Network are lower than for any network serving this great market!
And the most reeent figures prove that —day or night —your advertising message on NBC

Western Network reaches more radio homes than are reached by any other network.

Sell your product or service to the fast-growing, fast-buying millions in the West over the

NBC Western Network. For complete details, consult your nearest NBC Sales Office today.

WESTERN NETWORK
NATIONAL BROADCASTING COMPANY

A Division of Radio Corporation of America
HOLLYWOQOD « SAN FRANCISCO » CHICAGO - NEW YORK
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WOR Merger Effected

(Continued from page 30)

this il:idicates continued, if not in-
creased, mass radio audiences for
New York radio for the future.

Titled “The New York Radio
Audience—Today and Tomorrow,”
the study is based on Pulse and Ad-
vertesf studies, with a special Pulse
survey made for WOR last Novem-
ber among 2,100 radio families in
Metropolitan New York.

Firlljlings reported by WOR as of
last Niovember, include:

@ 3,138,600 families (90.19)
listen o the radio each week, day
or night, with 2,961,000 (85.0%)
listening in the daytime and 2,-
828,600 (81.29%) in the evening
hours. |

D '84.5% of TV families lis-
ten to|radio each week, compared

to 98.49% of radio-only homes, with
78.6% TV and 94.9% radio-only
listening in the daytime, 71.3%
of TV and 96.0% of radio-only
listening at night.

® 2,455,900 families (70.5%)
listen on an average day, day or
night, with 2,166,700 (62.2%) lis-
tening during the daytime, 2,173,-
700 (62.4%) at night.

® 60.6% of TV families lis-
ten during an average day, day or
night, compared to 85.1% of radio-
only families listening, with 54.3%
of TV and 741% of radio-only
families listening during the day-
time, 52.3% TV and 77.4% radio-
only homes listening at night,

@ Pulse figures for October-
December 1951 showed 773,700 fam-

Advertisement

Radio Buying

Trends

Shown In New Study

Printers’ Ink report gives media
activity of 222 key advertisers

TwoO HUNDRED and twenty-two
companies set the pace for radio
adverfising during the past 15
years. These 222 firms alone ac-
counted for 90% of all the net-
work |time bought in that period!
{And, of course, they are blue-
chip accounts for national spot.)

What's more, they bought
59% of all the national advertis-
ing in the six media: network
radio, network TV, newspapers,
magazines, newspaper supple-
ments and farm publications.

These are some of the facts
revealed in a new study that we
published recently, called “How
The | 'Millionaires’ Advertise.”
(We call these 222 companies
"millionaires’ because each one of
them linvested a million dollars or
more |in six media in one or more
of the past 15 years).

What we did was to collect
the best available statistics and re-
search on these big advertisers.
Next [we sifted and analyzed this
information to see what trends
and facts would show up.

Then we put our findings to-
gether—in  simple charts and
text—to show (for example):
how these companies split their
budgets from 1936-1950; which
industries put the most money in
which| media; how their invest-
ments| vary over the years; what
the really significant buying trends
are.

In other words, you see who

EPrmters ink-

bought how much
—and where,

As far as we
know, the infor-
mation in this
study has never
before been pre-
sented or intet-
preted this way.
We prepared ‘How The ‘Million-
aires’ Advertise” as a service
to our readers (the buyers of ad-
vertising) and to our customers
(the sellers of advertising).

And since its publication,
we've had hundreds of requests
for extra copies of the issues in
which it appeared. (One radio
network bought a complete set fot
every one of the Division Man-
agers and Sales Managers of its
Radio Spot Sales Division.)

In fact, the demand has been
so great that we went out of print.

So, we've prepared reprints
of the entire series. It runs to 24
pages. And it sells for $1.00 (cash
with order, please).

Don't you think that you
and your associates and your sales
staff could find a wealth of in-
formation in this study to help
you sell more time to the 222 ad-
vertising millionaires of America?

Bob Kenyon

Have your secretary send us
your dollar today, so that you can
start getting the benefit of this
information right away. Ask for
“How The ‘Millionaires’ Ad-
vertise,

ROBERT E. KENYON, JR.
ADVERTISING DIRECTOR

.

205 East 42nd Street, New Yark 17, N. Y.
Chncago o Pasadena s At|anta s Boston ¢ Lendon

SRS LY
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ilies as the average daily radio au-
dience in metropolitan New York,
53% greater than the average
audience of 734,700 families in the
like period of 1946, when there
were less than 14,000 TV sets in
the area. Increase was attributed
by WOR to a 16% increase in the
number of radio families in the
area (which the station notes is
“a factor which ratings and sets-
in-use statistics fail to take into
account”) and to increased morn-
ing listening which in some part
offsets the drop in the evening au-
dience.

Over the last five years, the
morning radio audience (6 a.m. to
noon) has expanded 43%, the aft-
ernoon audience (noon to 6 p.m.)
15%, while the evening audience
(6 p.m. to midnight) has dropped
17%, WOR stated. However, the
station pointed out, the dip in the
early evening hours (6-8 p.m.)
amounts to less than 3%, and,
“even with a decline of 24% be-
tween 8 p.m. and midnight, New
York radio delivers an average au-
dience of 735,000 families in these
hours.”

The General Tire radio-TV prop-
erties include, in addition to the
WOR stations, the Yankee and the
Don Lee Networks. In the merger,
R. H. Macy & Co., former owner
of WOR-AM-FM-TV, received $3,-
850,000 plus a 10% interest in the
newly unified broadcasting com-
pany. Further, Macy interests have
not sold WOR land, buildings or
equipment, but is leasing them to
Thomas S. Lee Enterprises Inc.,
General Tire’s radio-TV subsidiary,
for 25 years at $315,000 per year.
After 25 years rental drops to $78,-
750 annually. Options to purchase
also are included in the agreement,
approved by FCC in mid-January
[BeT, Jan. 21].

AFA "MAGIC KEY’ FILM

Widely Shown in Oklahoma

AMERICAN Federation of Adver-
tisers’ film, “Magic Key,” which
shows the force of advertising in
free enterprise, currently is being
shown throughout Oklahoma.
Credit for wide acceptance of the
film reportedly may be traced to
Jim Willis, vice president, Okla-
homa City Adv. Club, and efforts
of the club.

In addition te showings before
schools and civic clubs, the film
was featured on a regular weekly
program, over WKY-TV Oklahoma
City. Mr. Willis, local time sales-
man for WKY-TV, has handled
bookings of the film.

Forms New Units

IN MOVE which separates ABC
Western Division sales service into
two units, Mae Dene Ellis, sales
service supervisor, has been named
sales service manager of ABC-TV.
Marion Russell, sales service as-
sistant, elevated to sales service
manager, ABC Radio.

BROADCASTING o

Radio Alert Plan
(Continued from page 30)

ceive the official concurrence of the
Secretary of Defense and the
chairinan of the National Security
Resources Board.

(2) The FCC (either the
Chairman or a duly designated
representative), Secretary of De-
fense and other government de-
partments or agencies may issue
appropriate rules and regulations
and take other action looking to-
ward effective operation of the
plan. The Secretary of Defense
and other agencies also may ap-
point designated representatives.

(3) The FCC is authorized to
appoint advisory committees to as-
sist the Commission in the per-
formance of its duties on the plan.

FCC has set Feb. 15 as the dead-
line for comments on its proposed
rules for RACES—Radio Ama-
teur Communication Emergency
Service. Specified frequencies were
issued by the Commission in Jan-
uary 1951.

FCC to Watch Budget

The FCC will be keeping a
watchful eye for the ultimate fate
of a requested $3,627,035 for field
engineering and monitoring activi-
ties for fiscal 1953. A $1 million-
plus increase is sought on the basis
of *“defense-related needs for a
strengthened radio-monitoring and
direction-finding program, includ-
ing control of electromagnetic ra-
diation” [BeT, Jan. 28].

President Truman’s original CD
blueprint, envisioning broadcast-
ers as alert “sentinels,” was is-
sued over a year ago [B*T. Sept.
25, 1950]. FCDA late last year de-
cided to split the communications
followup into two parts, because of
the delay on the broadcast phase.

The first of these, issued the
past fortnight, supplies data to civil
defense officials responsible for
planning, procuring and installing
public warning systems.

Because of the cost of installing
a high-intensity sound wave siren
system, FCDA said, it will be neec-
essary for people to condition
themselves to signals of only reas-
onable loudness. Recognition of
these signals can be developed only
by staging practice alerts, accord-
ing to the manual.

The booklet covers such topics
as location of warning devices,
maintenance, protection from sab-
otage, parts replacements and aux-
iliary devices and power. It may
be obtained from the U. 8. Govern-
ment Printing Office for 15¢.

Nelson Heads SCBA

J. NORMAN NELSON was named
managing director of Southern
California Broadcasters Assn. at a
special board meeting Thursday
night. He succeeds Robert J. Me-
Andrews, who resigned in December
to become commercial and promo-
tion manager KBIG Avalon, Calif.,
which starts operating in April
Mr. Nelson was ABC Western Di-
vision sales promotion manager.

Telecasting



ROBERT WASS News Director . , . Special Events
. fifteen years experience makes his news job

the most-listened-to in Cleveland . . . 15 years
(radio news)

WAYNE JOHNSON JERRY BOWMAN

Mewscaster . , . “voice of Newscaster . . . re.-write
the news” in Clevelond . . . man . . . 15 years
6 years (radio news) (radio news)

MARTY WHELAN BOB WEST

City Hall Reporter . . . Reporter . . . Feature Writer
local news man, charge of night news

17 Newscasts every day ® All news re-written & processed ® Associated Press & International News
Service ® Police-Fire Dept. Radio ®* Mabile unit ® Telephone ‘beeper’ system for .on-the-air interviews.

The O. L. T-’:lYIOI' COmPaﬂy_——National Representatives

5000 WATTS » 1300 KC
CLEVELAND, OHIO

VITAL TO NORTHEASTERN OHIO
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The past is but a

BROADCASTING
IN THE

PUBLIC INTEREST
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BROADCASTING

The emblem at the left symbolizes a
quarter-century of service . . . PUBLIC SERV-
ICE . . . which has ever been the watch-
word of the FORT INDUSTRY COMPANY since
its founding in 1927.

Although FORT INDUSTRY has grown
in size and number of stations, the funda-
mental concept remains as purposeful today
as 25 years ago . . . to serve the best interests
of the public. This has been accomplished
by plowing back nearly 75% of its earnings
to improve its radio stations and develop

television.

The response to and acceptance of

the FORT INDUSTRY stations proves the
soundness of this policy. “Broadcasting in
the public interest” will always be FORT
INDUSTRY'S number one responsibility and

greatest asset.

Telecasting
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Out on Bond

SEN. ED JOHNSON’S introduction of a
legizlative amendment that would remove many
of the anxieties connected with political broad-
casting comes at a most timely moment.

Without such a change in the existing law,
brosdcasters must face the approaching politi-
cal campaigns, which promise to be among the
more ferocious, of recent history, in the same
be-damned-if-you-de and be-damned-if-you-
dont status that they have uncomfortably oc-
cupied since 1934 when the Communications
Act|wag written.

A5 now composed, Section 315 of the act
prohibits broadcasters from censoring anything
—ineluding libel—out of a political candidate’s
broadcast, but it provides no protection at all
for whatever legal consequences ensue.

Sén. Johnson’s amendment would furnish
protzction by requiring candidates or their
spokiesmen to post a bond and by limiting any
libel suit that might subsequently be filed
against a broadcaster to damages in the amount
of the bond. The question as to whether it is
lawfully possible to write that kind of limited
liability for a particular class of citizen, in this
case the broadecaster, is one that attorneys may
want to argue. But in essence, we believe,
Sen. Johnson is certainly on the right track.

Every effort must be made to bring this
legislation to hearing (which would be con-
ducted before Sen. Johnson’s own Interstate
and Foreign Commerce Committee) as soon
as peossible, with the hope of correcting the law
before the full vigor of the 1952 campaigns is
deve]oped.

The Senator deserves the broadcasters’
thanks for introducing the needed legislation,
and, more significantly, their most complete
support in pushing it through the Congress.

Toward a Stronger ‘Voice'

THE TWIN phenomena of World War II—
for good or for evil—were the atom bomb and
psyciological warfare. The atom bomb ended
hosti]ities. The war of words has never even
abated; it has intensified.

Our psychological warfare program is
wrapped up, broadly, in the Voice of America.
Russia’s outlay for propaganda, we're told,
rung| $1.6 billion—or about 15 times what
we’rd spending.

This propaganda activity is a rough busi-
ness.| Everybody’s an expert. You can start a
talkathon in Congress by mere mention of it.
Just recently it has begun to take on an aura
of respect. That’s because the Voice and asso-
ciated activities have begun to penetrate and
irritate the Iron Curtainites.

While there’s still acrimony aplenty on the
Hill, the transition from what existed just a
couple of years ago is revealing. This turn
can be attributed to the work primarily of
one man—Edward W. Barrett, who has re-
signed as assistant secretary of state in charge
of Voice affairs after two arduous years. His
was a heroic accomplishment. He leaves the
State Dept.’s external operations far better
than |he found them. His legacy is approval
of a separation of the functions—an adminis-
trator of International Information who re-
ports|directly to the Secretary of State, and an
asgistiant secretary of state for public affairs.

There are those who argue for a separate
propdlfanda agency, responsible to the Presi-
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dent, with a head of cabinet rank. Unlike the
Soviet, where all originates in the Kremlin, it
would appear impossible in our democracy to
isolate the propaganda office from the “For-
eign Office” or State Dept.

What is needed is greater recognition by
Congress of the importance of psychological
activities. Atomic energy is handled by a high
level joint committee of both House and Sen-
ate. Secrets are kept. There’s no bickering on
the floor about its activities, no smears that
make a mockery of our efforts in the eyes of
those we're trying to sell abroad on our sin-
cerity and zeal for world peace.

There should be a Joint Committee of Con-
gress for Psychological Warfare, It should be
manned by senior members of Senate and
House—those handling appropriations and
ways and means.

Then, we think, most of our internal troubles
about our external operations would end.

Knockout Count

IT IS GRATIFYNG to observe that some peo-
ple have quit counting radio out and are begin-
ning to count it up.

It counts up to a pretty fabulous figure, as
the report of the Joint Radio Network Com-
mittee last week showed.

The committee says there are 105,300,000
radio sets in America, 9,300,000 more than
there were a year ago. These sets are dis-
tributed in some very interesting places.

Some 34,000,000 of them are secondary or
portable sets, in homes that also have primary
sets. Secondary set listening {in kitchen, bed-
room, ete.) isn’t affected much by television
(in those areas that have TV), and portable
set listening isn’t affected at all.

Some 23,500,000 of them are in automobiles.
Television provides no competition whatever
to car radios.

The 34,000,000 secondary or portable sets
plus the 23,600,000 car radios add up to 57,-
500,000. Just for the hell of it, let’s forget en-
tirely about the other 47,800,000 sets that make
up the 105,300,000 total and think for a moment
about those 57,600,000 that aren‘t in the same
room or even in the same vicinity with tele-
vision. (At this time, of course, a tremendous
number of other sets are in places beyond reach
of any TV signal, but we don’t know exactly
how many of these there are.)

It’s interesting to note that there are more
secondary, portable and car radios in use than
there are newspaper copies sold dsily in the
entire country. Editor & Publisher estimates
that total circulation of all U. 8. dailies is
around 654,000,000. In short, you can com-
pletely dismiss almost half of all the radio sets
in the country—the half that may be considered
“primary” sets—and radio’s circulation still
beats the newspapers’ by more than three
million.

Now of course it is impossible to ignore those
other 47,800,000 radio sets, no matter how
hard anyone tries. About 900,000 of them were
purchased within the past year by folks who
were setting up new households. Presumably,
they bought the radios to listen to, since radio
receivers have little other purpose that we
know of.

All 47,800,000 are in working condition, a
fact which strengthens our belief that people
are not letting their radios fall into disuse.

Five million of these sets are in institutions,
dormitories, barracks and “other places,” ac-
cording to the network committee, but the other
42,800,000 are the primary sets in the 95.6%
of all U. S. homes that are radio-equipped.
Anybody know what percentage of all U. S.
homes take newspapers or magazines? Any-
body want to bet against our statement that
in both cases it's a lot less than 95.6%

A~ our respecls fo:

NORMAN EARL

ASHLEY WILLIAM
THOMAS WINGER
HATTANOOGA is a city of feverish
activity these days, pointing up the

frenzied vitality of the Tennessee Valley
Authority and the great Atomic City at near-
by Oak Ridge.

But for two southern radio pioneers, TVA
conjures visions of another booming industry
sharply distinet from defense pursuits.

Looking back over 27 years of rewarding
association in the commercial radio field,
Pioneers Earl Winger and Norman Thomas
can take understandable pride in accomplish-
ments accrued to WDOD, of which they are
€O-0Whers.

While they are proud to be in the heart of
the TVA development, their next immediate
goal is to establish Chattanooga as the TV
center of the great valley. Like many another
restless broadcaster, Messrs. Winger and
Thomas eagerly await the lifting of the
freeze by FCC with which WDOD has, filed
a television application. 5

The city is video-less at present, but these
two pioneers, lifelong friends since the early
1900's, predict unlimited opportunities for the
burgeoning industry there.

In looking ahead to television, they would
like to tackle what they have already accom-
plished in radio—bring entertainment, in-
formation and public service to this growing
community.

The team of Winger and Thomas did, in
fact, literally “grow up” in Chattanooga
radio, with resulting profit to both, but this
is only part of the story. In the process they
schooled a host of radio executives, coast to
coast, reading 1like part of a broadcasting
“Who’s Who.”

The association of Earl William Winger
and Norman Ashley Thomas actually began
in Marietta, Ohio, nearly a score of years be-
fore commercial radio came to the American
scene.

Norm Thomas was born in Marietta Jan. 25,
1901, and Earl Winger in Pennsylvania May
b, 1899. The latter moved to Marietta in child-
hood and soon he and the other youth became
good neighbors.

It was then that the groundwork was laid
for two parallel radio careers. They .experi-
mented with wireless telegraphy, communicat-
ing with each other in their respective homes.

Mr. Thomas received his early schooling at
Marietta College and his friendship was tem-
porarily interrupted when Mr. Winger and
his family moved to Chattancoga, where the

(Continued on page 54)
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National Represeniatives
] FREE AND PETERS

BROADCASTING

About Arle Haeberle
of WTCN

T

Personally tries everything she
sells. .. more than foods, she covers
all fields of women’s lnierests . . .
sells clvic projects to housewlves
« « « from symphony . . . te Leglon
Auxlliary . . . to dolls for poor kids
+ 4 to Red Cross , . , to Hospital
Benefits . . . to flower clubs . .. te
all church groups . . . to community
theatres . . . to lunch clubs.

Over 50 groups ask her help and
get it. Their memberships get their
news from Arie. They try to make
her president of everything.

+++ And yet . . . 8 common sense
approach to advertising problems!

Products are like children:
Special Development Is Often Needed
To Bring Them Out!

In the Minneapolis-St. Paul Market the ability of
Arle Haeberle to “mother’” new products, to work
with Agency and the Advertiser’s sales force is
unique in Radio Selling.

Her morning show . . . Around the Town . . . on
WTCN Radio has built a list of 7000 housewives
who help Arle by trying products and “‘telling Arle
about them'!

More than a box-top miner . . . her interest ex-
tends beyond good delivery of a commercial. For
the advertiser who wants to pre-test a market,
Arle Haeberle delivers a whopping big bargain.

If this kind of plus sounds like what the doctor
ordered for your problem product.. . . ask our man
in your reception room to come in!

his voice: and so the friendship of a voice with many people was formed™

TCN-Radio

and WTCN-TYV

MINNEAPOLIS—ST. PAUL

Town Crier of the Northwest

Telecasting
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D. E. (TONY) PROVOST, vice president and general manager of Hearst
radio operations, elected director of KING AM-FM-TV Seattle. Hearst,
thrpugh the Seattle Post Intelligencer, holds 25% interest in KING
praperties.

NEAL SMITH, sales manager and aceount executive, WLW Cincinnati,
to WCOL Columbus, Ohio, as station manager.

TOM GARTEN, commercial manager, WSAZ Hunting-
ton, W. Va,, appointed station manager. JAMES H.
FERGUSON, program director, moves to WSAZ-TV as
director of sales.

HUGH B. LARUE, sales manager, Alocha Network,
Hawaii, named account executive at WNBC New York.

WILLIAM KIEWEL appointed station manager at
KROX Crookston, Minn., replacing GARY FOX, who
moves to station’s sales department.

Mr. Smith

PETER M. SOUTTER appointed an account exccutive in sales depart-
ment of DuMont Television Network, N. Y.

CLARENCE H. BRACEY, general commercial manager, WHOO Orlando,
Fla, to staff of ABC Television Spot Sales.

CHARLES BENNETT, program director, KCSB San Bernardino, Calif.,
promoted to station manager.

HERBERT MARTIN, Jr. named sales manager, WSGN and WSGN-AM
Birmingham, Ala.; B. W. RANDA appointed manager of general sales,
and OTIS DODGE has been added to the station’s sales staff,

WINS NOW

50,000 WATTS
Day and NIGHT!

Now WINS offers a powerful
50,000 watts around the clock.
This means still greater coverage—
an even better signal—

another reason why.:.

1010 WINS!

50,000 WATTS
it DAY AND NIGHT ... NEW YORK
CROSLEY BROADCASTING CORPORATION

- .
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AL HORRIGAN, news editor, WBYS Canton, Ill., named station manager
succeeding the late BILLY RICHARDSON who was fatally injured in an
automobile accident Dec. 10 [BeT, Dec. 24, 1951].

GEORGE P. MOORE, director of sales, WLWT (TV) Cincinnati, to
WLTV (TV) Atlanta as general sales manager,

PHIL BALDWIN, assistant manager, CKNW New
Westminster, B. C., elected director of Vancouver Ad-
vertising Club.

EDWARD BLEIER, program and audience promotion
department, DuMont TV Network, N. Y., to local spot
sales department of WJZ-TV same city, as account
executive.

STUART V. WEISSMAN, assistant to sales manager,
WOR New York, named to sales staff, Succeeding
Mr. Weissman as sales manager’s assistant is ROLLIN BOYNTON,
WQXR New York.

Mr. Moore

WILLIAM J. MARTIN, Look magazine sales representative, Phila.,
joins NBC New York-network sales department.

JOSEPH L. STANLEY, timebuyer, Raymond R. Morgan Co., Hollywood,
to KFI Hollywood as account executive,

F. W, H WELLWOOD named executive assistant to GEORGE C.
CHANDLER, president of CJOR Vancouver, Mr. Well-
wood was formerly management consultant for a
number of internationally-known companies including
E. B. Eddy Co., Hull, Que.; Belding-Corticelli Ltd.,
Montreal; Canadian Mareoni Co., Montreal; and Thomas
Nelson & Sons, New York.

WILLIAM H. DAVIS, assistant to sales manager,
WGN-TV Chicago, to CBS Television Spot Sales, same
city, as account executive.

CAPT. GLENN GILBERT, formerly WGAR Cleveland
sales staff member, shipped overseas with Air Force.

Mr. Wellwood

C. MERWIN TRAVIS, Howard G. Mayer & Assoc., Hollywood, to ABC
Western Division as sales promotion manager succeeding JOHN HAN-
SEN who moves to KECA same city, as account executive.

BERRY LONG, sales manager of WNBC New York, to KLZ Denver as
loeal sales manager replacing R. MAIN MORRIS who
will devote full time to post of assistant manager.

.

ety

KNOX LaRUE, manager, San Francizco office, George
P. Hollingbery Co., station representative, joins KONG
Visalia, Calif., as general manager effective Feb. 15.
He also will assist in KSTN Stockton management.
GEORGE LINDMAN, manager, KPOA Honolulu, suc-
ceeds him as George P. Hollingbery Co.’s San Fran-
cisco manager.

ROBERT WHITE has resigned as account executive at

Mr. Long MBS New York. Future plans are unannounced.

JOHN BRUBAKER, news editor, WCCC Hartford, switches to the sta-
tion’s sales staff. PAUL MARTIN, station manager, was incorrectly
identified as having assumed this position. [B®T, Jan. 28]

pﬂtjaﬂdl’ e o o

JOHN PATTISON WILLIAMS, executive vice president of WING Day-
ton, WIZE Springfield and WCOL Columbus, Ohio, re-elected to the board
of directors of Dayton Community Chest for three-year term.

ROGER W. CLIPP, general manager, WFIL-AM-TV Philadelphia, named
chairman of the radie-TV publicity committee for 1952 Heart Fund cam-
paign in Philadelphia area.

JOHN D. SCHEUER Jr., operations assistant to general manager of

(Continued on page 56)

POUGHKEEPSIE

WJZ New York celebrated sixth anni-
versary fortnight ago of its Farm
News Program with Phil Alampi,
WJZ farm news editor. Mr. Alampi,
a past president of National Assn. of
Radio Farm Directors, has missed only
one broadeast during entire period of
Monday-through-Saturday (6-6:30 a.m.
EST) programs.

REACHES
93,217
RADIO

FAMILIES
RerrEsENnTED BY DEVNEY
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There iIs
no such thing
as a

television
home

Proof? It's all in a startling new WNEW report,

along with evidence of just how big New York radio is —

of how fabulously big WNEW is today — after four years of television.
Copieé are available to advertisers and agencies upon request.

WNEW

7130/ON YOUR DIAL
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TIME
BUVERS!

when you buy

K-Nuz
you buy

plus values!

# K-NUZ places a regular advertising
schedule in the HOUSTON CHRON-
ICLE, Texas’ largest daily. Four ads
weskly on redio page plug in-
dividual K-NUZ shows, personali-
ties, and sponsors.

# Quarter-page  ods  monthly in
grocer’s publication, the Checking
Counter, plugging sponsors’ prod-
ucts. These ods have brought in-
creasing response from food
brokers throughout 1he greoter
Houston market area.

4 Over 50,000 pecple ecch year see
K-NUZ-advertised products in a
giant display ot the Houston Heme
Show heid in April. Samples and
promotional iiterature en your
product can be made available.

# Regular schedule of trade magazine
| ads, with frequent listing of spon
sors.

# Pointeof-broadcast disploys of yaur
products—in the showcoses and on
the billbeards ot K-NUZ Radio
Ranch. Many hundreds of visitors
are received daily.

For Information

Call FORJOE

National Representative,

or DAVE MORRIS

General Manager
at KEystone 2581

P. 0. Box 2135 T.W.X. HO 414
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We Pay Our Respects

(Continued from page 50)

latter attended Central High. After
graduation from Baylor in 1920,
Mr. Winger returned to Marietta
College and then attended the U.
of Chattanooga.

The formal schooling of the pair
came to an abrupt halt, however,
in due course. Having settled in
Chattanooga, they rented a one-
room downtown location and set up
a radio shop to repalr sets and sell
crystal sets.

It may be safely reported that
this fledgling enterprise made little
or no impression on the business
or financial leaders of the city. But
the boys continued to stick it out.

Then a rather daring thought
occurred to one of the youths (it
has never been established which
one): Why not put up a little
broadcasting station to run a few
hours a day and thus stimulate
the sale of radio receivers-—strictly
as a hobby or sideline, of course.

Without question, the advertis-
ing potentialities of radio—and
their mutual career pattern—were
undreamed of by the two young
promoters.

They soon rented a 20 by 20 ft.
room to house a combination studio
and office, with additional space
for a transmitter. Slim and agile
then, by their own admissions, they
shinnied up the outside walls in
the manner of Peck’s bad boy and
installed a tower from instructions
gleaned from a book.

Debuts as 50 w Outlet
The public took the youths to
its heart from the outset, manifest-
ing an eager interest in the early
operation of what was to become
WDOD. Those facilities repre-

. sented the “lock, stock and barrel”

investment of WDOD when it took
the air April 18, 1925, with 50 w,
the co-owners fondly recall.

The original schedule called for
three broadeast hours three eve-
nings per week, starting at 8:30
p.m. But listeners clamored for
more. Demand for receivers ex-
ceeded supply. The schedule was
stepped up until day and night
broadcasting became firmly estab-
lished.

WDOD moved to the top floor
of the Patten Hotel in November
1926 and boosted its power to 500
w. Radio fans were treated to
available local talent. Four years
later, power was jumped again.
this time to 5 kw daytime and
1 kw night. In 1930 WDOD counted
itself in among the first seven sta-
tions to affiliate with CBS.

Another power increase (to 5
kw nighttime) was granted in
1941, making WDOD the most
powerful voice in the Tennessee
Valley area. Studios were moved
to the Hamilton National Bank
Bldg. and the transmitter to its
present location near Baylor
School.

FM emerged as a' reality for
WDOD in 1949, with location atop
nearby Signal Mountain—today

the only FM outlet in the area with
network affiliation.

Norm Thomas and Earl Winger
embarked on a training program
for personnel as the station grew
and progressed and assumed a
voice in community affairs.

Among the alumni who got some
of their training under Messrs.
Winger and Thomas were Gene
Wilkey, WCCO Minneapolis; Arch
McDonald, Washington sports-
caster; Frank Lane, KRMG Tulsa;
Wayne Cameron, ABC network;

Carter Parham, WDEF Chat-
tanooga; Bob Sherry, CBS New
York; J. W. Birdwell, WBIR

Knoxville; Joe Eislein, RCA Elec-
tronics Div. Others include Allen
Stout, WROL Knoxville; Bill
Davies, WBLJ Dalton, Ga., and
Bill Corley of WBNS Columbus,
Ohio.

The two owners kept pace with
the station’s growth through the
years, taking an active part in
business and civic activities.

TAB Re-elects Winger

Mr. Winger recently was re-
elected for another term as an of-
ficer of the Tennessee Assn. of
Broadcasters. A past president of
the local Rotary Club, he is a
trustee of Baylor School and U.
of Chattanooga and a member of
the board of the Chamber of
Commerce. He also is active with
the YMCA and Boy Scouts of
America.

Mr. Thomas belongs to the
Kiwanis Club and is interested in
agricultural development of the
area. He also heads a housing
development for Negroes and was
instrumental in making possible
several aviation programs.

Both Mr. Thomas and Mr. Win-
ger are members of the Mountain
City Club and the Radio Pioneers
Club. .

By strange working of fate, both
also have parallel perscnal lives.
Each has five children and is a
grandfather., Even their hobbies
are similar, with Mr. Thomas pre-
ferring farming and fishing and
Mr. Winger gardening and golfing
to supplement his fishing activities.

They both pointed out that the
Valley would hold a great potential

GATES

Your ONE SOURCE Suppld o0
ALl Broadm

,vinced that television

sting

for television in a city now much
in the national spotlight. Aside
from TVA and the Atomie City,
the Arnoid Engineering Develop-
ment Center also is very much in
evidence with its wind tunnels and
supersonic jet machines.

“What marvelous opportunities
for growth await this area?” they
both ask, full well knowing the
answer.

Strictly Business
(Continued from page 16)

remained at Headley-Reed until
the fall of 1946, except for a year’s
stint in the Army Air Force, and
then joined John Blair & Co., rep-
resentative firm which at that
time handled only radio stations.
In February 1951, shortly after the
firm established a completely sepa-
rate television company, Jack
Davis became Chicago manager of
Blair-TV.

He supervises sales for nine TV
stations in most of the Midwest,
working with two salesmen. Con-
long ago
proved it sells merchandise, he be-
lieves the “only reason =z lot of
advertisers are not geing into TV
is because they need to be edu-
cated.”

Mr. Davis points to the increas-
ing number of 52-week contracts
in TV, rare in radio, so buyers can
keep their time franchise. He sees
a continuing need for film spots
and shows because of their flexi-
bll]ty, enabling them to “hypo”
sales in specific areas.

A sporting enthusiast, Mr. Davis
is an ace golfer, swimmer and
sailor and is currently teaching his
nine-year-old daughter, Dale Ann,
how to dive. Her brother, John
Will, is seven. The Davizs family
lives in north suburban Glenview,
where Mr. Davis heads the main-
tenance division for their ranch
house and for the brook in the
backyard. His wife is the former
Eleanor Winter of Evanston, Il

A unique suburbamte, Mr. Davis
is actively interested in village af-
fairs, working on zoning and polit-
ical committees and attending
most of the village board meetings.
He is a member of the Chicago
Television Council and Westmore-
land Country Club.

QUINCY,
ILLINDIS

$
Equipme nt NEED

THESE OFFICES
TO SERVE YOU

GUINCY, JLL. . . ,
HOUSTOMN, TEXAS
WASHINGTON, D. C.
MONTREAL, QUE. . . , ,
MEW YORK CITY . .

BROADCASTING: »

. TEL.

TEL. 8202

. TEL. ATWOOD 8536

. TEL. METROPOLITAMN 0522

TEL: ATLANTIC 2441
MURRAY HILL 9-0200
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Leading Independent

Radio Stations are Pushing

Sales Curves UP!

«ipn our 21 years of
pusiness, the pa.st two
years of continuous

S Sta-
advertising OVET =5~
tion KITE bave deft

) re for
nitely done mo )
us than any other me

dium of advertis'mg.”

jon
__To Radio Stat
gan Antonio, Texas

from Deason Radio
Company

San Antonio

It Will Pay You to do some INDEPENDENT THINKING

If you have been hearing dire predictions about the fate of radio
in general, just cast an eye at the leading independent radio stations!
Competition has kept them toughened up, made them today’s best
buy when you really want profitable results. You owe it to yourself

to get the facts. Just write to any AIMS member listed below.

3o
!

o i

WCUE —Akron, Ohio

WBMD —Baltimore, Maryland
wBNY —Buffalo, New York
wimo —Cleveland, Ohio
wvko —Columbus, Ohio
KMYR —Denver, Colorado
kcec —Des Moines, Jowa
wiky —Evansville, Indiana
wccc —Hartford, Connecticut
wxLw —Indianapolis, Indiana
wliXN —Jackson, Mississippi
ktms —Lincoln, Nebraska
wKYW —Louisville, Kentucky

e

Aim for BULL'S-EYE results...with the AIMS GROUP

BROADCASTING ® Telecasting

WMIE
WML
WKbA

wBOK —New Orleans, Louisiana
wwsw—Pittsburgh, Pennsylvania

KXL
WXGI
KSTL
WMIN
KNAK
KITE

They are all members of AIMS — Association of Independent Metropolitan
Stations—each the outstanding radependent station in a city.

THESE ARE THE LEADING INDEPENDENT RADIO STATIONS:

=Fifrmi FloHa KSON —S8an Diego, California

.

—Milwaukee. Wi . K¥A —San Francisco, California
i INAECERE D KING —Seattle, Washington
—Nashvilie, Tennessee KREM —Spokane, Washington

WACE —Springfield, Massachusetts
KSTN —Stockton, California
WOLF —Syracuse, New York

KFmJ —Tulsa, Oklahoma

WNEB —Worcester, Massachusetts
WBBW—Youngstwown, Ohio

—Portland, Oregon
—Richmond, Virginia
—St. Louis, Missouri
—Minneapolis-St. Paul
—Salt Lake City, Utah

[ tio
—San Antonio, Texas og\ A N 0,

R

L]
%2oniva® *
February 4, 1952 ®

KITE

Page 55



TAKE
A
GOOD
LOOK
AT

CHATTANOOGA

LB I B O B OB

Front Office

(Cntinued from page 52)

WFIL Philadelphia, appointed for second successive year to serve as
radio representative on the Committee on Nursing Resources to Meet
Civil and Military Nursing Needs, group sponsored by the Pennsylvania
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State Nurses Assn.

DONN B. TATUM, director of television, ABC Western Division, named
volunteer TV chairman for 1952 Los Angeles Red Cross fund raising cam-

paign.

ALLEN M. WOODALL, president of WDAK Columbus, Ga., elected
president of 1952 board of directors of Columbus Chamber of Commerce.

COLIN M. SELPH, vice president and general manager, KDB Santa
Barbara, Calif., appointed general publicity chairman for 1952 Red Cross

Campaign in Santa Barbara.

JOHN H. L. TRAUTFELTER, vice president and treasurer, WFBR Bal-
timore, elected president of Executives Assn. of Baltimore Ine. for one-

year term.

Feature of the Week

(Continued from page 16)

dio graduation, paid tribute to the
“ability, persistence, and courage”
of the graduates.

Also complimenting the station
for its work, Mr. Ernst reminded
the Friday TV audience, “through
television more friends can be
present at the graduation of these
boys and girls than can be packed
into the auditorium of any high
school in the country.”

WPIX first offered its facilities
to the New York Board of Educa-
tion in the fall of 1950, with an
ultimate plan for Living Blackboard
devised and inaugurated at 10:45
a.m,, Oct. 15, 1951, to give lessons
to city students confined to their
homes.

The 15-25 minute series—telecast
Monday, Wednesday and Friday—
was divided into three categories,
“Science at Your Fingertips,”
“Make It Your Business” and “Ad-
ventures in Understanding” for
ultimate broadcast directly to class-
room viewers but primarily for
pupils unable, because of illness, to
attend regular high school classes.

The video lessons were coordi-
nated with regular instruction the
students received from visiting
teachers  and by radio from New
York’s education outlet, WNYE
(FM) with some of the same in-

New York Judgeship

PRESIDENTIAL nomination of
FCC Comr. Frieda B. Hennock to a
New York federal court post last
year is now officially a past issue.
Miss Hennock's nomination was
pigeon-holed in the Senate Judi-
ciary Committee after extensive
hearings were held. Last Wednes-
day, President Truman nominated
David N. Edelstein as U. 8. Judge
for the Southern District of New
York, the judgeship which had been
earmarked for Miss Hennock.
Judge Edelstein received a recess
appointment last Nov. 1 after the
President announced that the re-
cess appointment had been offered
to Miss Hennock and that she had
declined the offer.

structors also appearing on the tele-
casts.

Opening the series last October,
Superintendent of Schools Dr. Wil-
liam Jansen explained the delighted
educator’s point of view when he
told the confined students, “through
the magic of television, we can
literally give you a picture.”

Success of the series was immedi-
ate, with support coming from
several city agencies and over a
dozen business organizations in
New York. WPIX was even tuned
in by hospitalized veterans who
wanted to finish their high school
educations, and nine other cities in
the area asked to coordinate their
projects for confined students with
the TV program.

Educators visiting New York
from other states and countries ap-
peared, to help the sick in body
grow in mind and learn adjustments
to their handicaps. Voice of Amer-
ica beamed audio versions of the
program to European audiences.

And today (Monday), any ques-
tions that might have been raised
about a commercial video station’s
wisdom in scheduling educational
programming are overwhelmingly
angwered: WPIX begins the second
semester of Living Blackboard at
12 noon.

More people, more jobs and
more buying-power continue
to moke Jockson o good mar-
ket. WIDX . . . the “Voice of
Mississippi’’ . offers o sure
way to tap profitably this up-
and-coming market.

BROADCASTING hd

SCHILE NAMED

Elected President of UBA

FLEDGLING Utah Broadcasters
Assn. last week more firmly estab-
lished its operating structure and
elected S.John Schlle,vnce president,
Rocky Mountain
Broadcasting Sys-
tem, as president.

Operating on a
temporary basis
the past year, the
first annual meet-
ing in Salt Lake
City last Tuesday
took steps to
strengthen the or-
ganization. Of 20
stations in Utah,
17 were represented.

The meeting completed Articles
of Incorporation which were filed
with the Secretary of State; also
drafted and approved a constitu-
tion and by-laws.

During the past few months, C.
Richard Evans, vice president and
general manager, KSL-AM-FM-TV
Salt Lake City, has been serving
as president. A new slate of offi-
cers was elected and installed. In
addition to Mr. Schile. They are:
Emerson Smith, KDYL-TV Salt
Lake City, vice president, North-
ern Div.; Harold Van Wagenen,
KCSU Provo, vice president, South-
ern Div.; Arch Webb, KVOG Og-
den, secretary-treasurer and mem-
ber of the board of directors. Other
board members were listed as Bob
Davies, KMUR Murray; Jack Rich-
ards KOAL Price, and Harold Tol-
boe, KOVO Provo.

Woolley Named

In addition, several committee
appointments were made, the most
important of which was that of the
legislative committee, headed by
Easton Woolley, KDYL.

Among resolutions passed was
an emphatic vote against the Ben-
ton Bill “as unjust censorship of
the broadcasting industry.”

UBA plans to have full member-
ship meetings twice a year and
meetings of directors as often as
“is necessary to insure complete
cooperation in solving the prob-
lems of the industry within its
jurisdiction.”

Mr.

Schile

REPRESEMTED HATIOHALLY
flay o
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How
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an

atomic killer!

Today, there’s a potential killer in labs
and factories — radioactivity!

But atom workers are safe — thanks to
the weapons of science.

Besides every precaution, workers get
daily check-ups with ion-chamber “guns”
and other radiation-detection instruments.
They catch the killer before it strikes!

With atomic industry booming, de-
mand for nuclear instruments is great.

Telecasting

Delivery must be certain — and it must be
fast.

That’s why, when shipping these and
other precision instruments, both shipper
and receiver stamp their orders: via Air
Express!

The world’s fastest shipping service
brings this vital equipment safe, sound
and foom to laboratories and defense pro-
duction centers everywhere.

W hatevet your business, ¥0# can profit
from regular use of Air Express. Here's
why:

IT'S FASTEST — Air Express gets lop
priority of all commercial shipping ser-
vices — gives the fastest, most complete
door - to-door pick-up-and-delivery ser-
vice in all cities and principal towns at
no extra cost.

IT’S DEPENDABLE — Air Express pro-

vides one-carrier responsibilicy all the way
and gets a receip? npon delivery.

IT’S PROFITABLE — Air Express service
costs less than you think, gives you many
profit-making opportunities.

For more facts, call Air Express Divi-
sion of Railway Express Agency.

GETS THERE FIRST
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KWK
| the best

adio buy
in St. Louis!

Globe-Democrat Tower Bidg.
Enint Lovis

Repredenlolioe

The KATL AGENCY
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On All Accounts

(Continued from page 12)

media department has already
given you a bad name throughout
the business.

3. The representative is entitled
to an honest answer as to why he
was left off a schedule, if he was.
No reasonable refusal can cause
hard feelings, but evasions can.

He is confident of radio’s ability
to weather the TV impact and re-
assume its proper place in the
media picture, but feels that much
thinking must still go into the
problem of radio flexibility.

“Many national advertisers now
have the dilemma of wanting net-
work radio, but of already having
heavy TV expenditures in some of
the same markets. Obviously,
some way must be found to enable
them to use all the markets they
want, without having to duplicate
in many. Right now, spot radio
seems to be the best solution,” he
observed.

“Strong, imaginative local pro-
gramming is the best sales aid a
station can have. National adver-
tisers are always interested in the
loeal show which has built up at-
tention.”

Just before the war, Norm
Strouse was account executive for
six years on the Shell Oil accounts.
He was assistant Pacific Coast
manager for the agency when he
“accepted a position” with Unecle
Sam in 1942.

Rises Through Ranks

Enlisting as a private, Mr.
Strouse went through the Medical
Administrative Corps officer school
and was commissioned in October
1942. After a few months with
the War Dept., he went to General
MacArthur's headquarters for more
than two years. His big job was
organizing and directing informa-
tion and educational activities. The
end of the war found him a major
and he was awarded the Legion
of Merit and an award from the
Philippine government.

Mr. Strouse never got far from
radio even in the Southwest Pacific.
His group set-up Armed Forces
Radio stations from Milne Bay to
Manila.

Returning to JWT in 1946, he
was made account executive on the
Ford account. He was made a vice
president in 1947 and Detroit man-
ager in 1948.

An interesting sidelight on this
busy executive is his love for rare
books and fine printing. For 25
years he has been collecting books
and has a connoisseur’s assemblage.
But he's not content just to gather
books of others. He prints his own.
He has a hand printing press and
over 30 fonts of type for small
books and pamphlets.

Mr Strouse is a member of the
Detroit Athletic Club, Oakland
Hills Golf Club, Bloomfield Hills
County Club and the Bloomfield
Open Hunt Club. In addition, he
also belongs to Detroit’s Adcraft
Club.

Texans Notice Weather

THEY DO things big in
Texas—even early in the
morning before the sun rises.
KFJZ Fort Worth offered a
free thermometer to listeners
of George Erwin's Dawn
Patrel at 5:40 one morning
and was deluged with re-
quests from 1,067 persons.
The breakdown covered 115
towns, 48 counties and six
states. Clyde Pemberton,
KFJZ commercial manager,
said he always knew Texans
were “weather-minded” but
described the results as al-
most unbelievable,

CALIF. GROUP TO ELECT

Session Set Feb. 7

NEW OFFICERS and directors
will be elected at day-long annual
membership meeting of the Cali-
fornia State Radio & Television
Broadcasters Assn. in Hollywood
Roosevelt Hotel next Thursday.
William B. Smullin, general
manager of KIEM FEureka, and
state broadcasters’ outgoing presi-
dent, is to preside. Report on past
year's activities of CSRTBA is to
be given by Paul Bartlett, associa-
tion secretary-treasurer, and gen-
eral manager of KFRE Fresno.

RCA SALES SESSION

Promotions Are Announced

THIRTY-TWO salesmen of the
RCA Engineering Products De-
partment were named members of
the department’s Sales Leaders
Club for exceeding quotas during
1951.

Eight members were named di-
rectors of the club for 1952. They
are D. S. Newborg, chairman; J.
W. Hillegas, J. C. Fields, 0. H.
Mackley, H. T. Schrule, R. L. Cleve-
land, D. R. Davis and E. E. Spicer.

More than 200 sales personnel,
including members of the depart--
ment’s Camden home office staff
and field salesmen from regional
offices throughout the country, a
fortnight ago attended week-long
sessions devoted to 1952 sales plan-
ning.

Nineteen field sales appoint-
ments, involving promotions or
additions to the field staff, were
announced as follows:

Broadcast Equipment—J. M. Barclay,
Dallas; W. G. Eberhart, Chicago; E. S,
Clammer, Camden; and R. J. Newman,
San Francisco.

Communications Equipment—C. J.
Hutcheson, Kansas City; H. R. Jones,
Cleveland; L. Morrow, Dallas; B. V.
Vick, Atlanta; R. C. Newcomb, New
York; W. L. Babcock, Los Angeles; and
J. M. Young, Atlanta.

Government Equipment—D. L. Pearl-
stone and L. J. Singler, Dayton, and
J. R. Dunn, Camden,

Industrial Equipment—R. H. Stim-
pert and G. B. Russell, Cleveland.

Visual Equipment—R. L. Donahue,
Cleveland and E. M. Keating, New
York.

Film Recording—J. V. Leahy, New
York.
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Clebar

the stop watch of

% split second accuracy

#650

1/5 second timer for
general timing, 7 jewels
Clebar quality, non-
magnetic, 30 minute
register-start, stop and
fly-back from crown.

There is a Clebar stop watch for
every precision timing purpose. Write
for new FREE catalog which illus-
trates more than a score of models.

CLEBAR WATCH AGENCY

521 FIFTH AVEMNUE, NEW YORK 17
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In New York—

America’s richest markef—
only three tv stations, three
 igh-priced tv stations, draw

mare nighttime audience

tan WOR-tv

channel 9

For the third month in a row, WOR-tv’s nighttime audience ranks fourth in
New York . . . topping a key network station and drawing more viewers
than any other independent tv station in the city”

WOR-tv is only a breath away from New York's third television station!
And now Channel 9 gives advertisers the best tv facilities available in any
market in any country in the world. Now Channel 9 is telecasting from its new

home, Television Square . . New York's first building erected especially for
television.

Everything about Channel 9 is bigger and better than ever! Audiences are

larger; power is greater. Studios are the best in television. Only rates have
remained the same still the lowest in television,

*Jan. 1952-Telepulse




to enlighten and aid...

In recent years, the An_lerican Business Clubs National Organiza-
tion became interested in the growing problem of cerebral palsy,
or spastic paralysis. A nationwide, continuing educational cam.
paign was undertaken at that time to stress the need for special
research and treatment. For the year 1952, an intensive campaign
was planned. The film “Search™ was produced for distribution by
local American Business Clubs. To assist the Lancaster club to
get the campaign under way in its area the facilities of WGAL-TV
were made available. A two-program series with a dual purpose
was presented early in January of this year. First, full information
was presented regarding the film “Search” and its availability for
showing before clubs, fraternal and service groups. Second, the

WGAL-TV programs sought to alert the public to the increasing
number of victims; to explain how to detect the disease; to outline
means of patient rehabilitation, and to help solve 'family adjust-
ment problems. In the Lancaster area the campaign has heen a
marked success, The film has had continuous booking. WGAL-TV
is pleased to be a part of this important nationwide activity.

In the photograph—(center) Wayne V. Strasbaugh, president Lancaster Chap-
ter, American Business Clubs, (left) A. H. Spinner, club member, and Dr,
James S. Martin, representing the Lancaster County Medical Society.

WGAL-TYVY

LANCASTER, PENNSYLVANIA

A Steinman Statien *  Clair R. McCollough, President

A
WGAL T Reprresented by
L ROBERT MEEKER ASSOCIATES + Chicago *  San Francisco « New York »  Los Angeles
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FCC QUERIES PROGRAMMING

mission did net appraise the re-
ports either quantitatively or
qualitatively. The sole yardstick
was some degree of programming
in education or religion as against
none at all in either field, the latter
situation resulting invariably in
the “temporary.”

There was no indication that the
Commission attempted to consider
in any manner the amount of com-
mercialization of TV stations but
rather was guided solely by the
stations’ own statements as to pro-
gram diversification.

It was recognized, moreover, that
there may be “vagaries” involved
and, whereas during the composite
week in question, no education or
religion had been telecast, the pro-
gram schedules for other periods
would show otherwise.

All stations will have an oppor-
tunity to answer, Mr. Coy said, in
response to letters to be sent to
each station involved. It was evi-
dent that the sample yardstick
used by the Commission was that
of “zero” showings in education or
religion, or both, during the typical
week, or some percentage of both
types of programs, however small.
Where ‘“goose eggs” were shown,
the temporary authorization en-
sued. Where there was some per-
centage of programming in both
categories, renewals for the one-
year period were issued.

There were certain exceptions,
however. In the case of WKRC-TV
Cincinnati, it was learned that the
Commission issued a temporary
authorization because of the pen-
dency before the Commission of
policy for specialized FM service
operation (Transit Radio, Func-
tional, etc.). WKRC Inec. is a Tran-
sit Radio licensee and stockholder.
Commissioner George Sterling
voted for a regular renewal.

In the case of KPHO-TV Phoe-
nix, there is the question of elari-
fication of ownership. KPHO (AM),
according to the records, is owned
by a different group of stockholders
than is KPHO-TV and apparently
the Commission records never have
been corrected.

A third “temporary,”’ departing
from the program balance issue, is
that involving KTTV (TV) Los
Angeles. It was learned that a
number of complaints had been re-
ceived by the Commission per-
taining to allegedly unauthorized

BROADCASTING o

use of pictures of certain individu-
als, probably stemming from the
panning of large groups at sport-
ing or other events. This poses an
entirely new guestion and the FCC
is desirous of looking into it.

Commissioner Robert F. Jones
voted for temporary extension of
licenses in all cases on the ground
that the FCC’s action, in his view,
was too hasty. He felt that the
Commission should give more de-
tailed study to the questions in-
volving each station rather than
place under a possible cloud those
stations which received temporary
authorizations. merely because of a
percentage point here or there on
educational or religious broadcast-

Continued From Pagé 23

ing. He expressed opposition to any
interference with programming
and felt that inquiries should have
gone to the stations in advance of
renewal action, rather than after-
ward.

Stations On Temporary

Among the stations put on tem-
porary were the Crosley outlets in
Cincinnati, Dayton and Columbus,
NBC stations in New York, Chica-
go and Washington, and Fort In-
dustry stations in Detroit and To-
ledo.

ABC stations in San Francisco,
Los Angeles, Chicago and Detroit
were among those granted regular
renewals for one year. {ABC-owned

Text of Announcement on the
78 Renewal Applications

FOLLOWING is the official an-
nouncement (Public Notice 72774)
of the Commission’s action renew-.
ing for one full year the licenses
of 62 TV stations and temporarily
extending for three months the li-
censes of 26 TV stations:

The Commission en bane, all Com-
missioners present, took the follow-
ing actions on January 30 with re-
spect to applications of 78 commercial
TV stations for renewal of licenses:

Granted renewals on a regular
basis for KECA-TV Los Angeles,
Calif.; KEYL San Antonio, Tex.;
KGO-TV San Francisco, Calif.; KHJ-
TV Los Angeles, Calif.; KMTV
Omaha, Nebr.; KNBH Los Angeles,
Calif.; KOTV Tulsa, Okla.; KPRC-
TV Houston, Texas; KSD-TV St.
Louis, Mo.; KSTP-TV St. Paul, Minn.;
WAAM Baltimore, Md.; WAFM-TV
Birmingham, Ala. WAGA-TV Atlan-
ta, Ga. WBAP-TV Ft. Worth, Tex.;
WBEN-TV Buffalo, N. Y.; WBRC-TV
Rirmingham, ‘Ala.; WCAU-TV Phila-
delphia, Pa.; WCBS-TV New York,
N, Y.; WCPO-TV Cincinnati, Ohio;
WDAF-TV Kansas City, Mo.; WDSU-
TV New Orleans, La.; WENR-TV Chi-
cago, Ill.; WEWS Cleveland, Ohio;
WFAA-TV Dallas, Tex.; WFIL-TV
Philadelphia, Pa.; WFMY-TV Greens-
boro, N. C.; WGAL-TV Lancaster,
Pa.; WHAS-TV Louisville, Ky.;
WHBF-TV Rock Island, I1l.; WHIO-
TV Dayton, Ohio; WICU Erie, Pa.;
WJIM-TV Lansing, Mich.; WKY-TV
Oklahoma City, Okla.; WLTYV Atlan-
ta, Ga.; WMAL-TV Washington, D. C.;
WMAR TV Baltimore, Md.; WMBR-
TV Jacksonville, Fla.: WMCT Mem-

Telecasting

phis, Tenn.; WNBF-TV Bingham-
ton, N. Y.; WNAC-TV Boston,
Mass.; WOAI-TV San Antonio, Tex.;
WOC-TV Davenport, lowa; WOI-TV
Ames, Iowa; WPTZ Philadelphia, Pa.;
WSAZ-TV Huntington, W. Va_
WTCN-TV Minneapolis, Minn.;
WTMI-TV Milwaukee, Wis.; WTVN
Columbus, Ohio; WTVR Richmond,
Va.; WWI-TV Detroit, Mich.; WBAL-
TV Baltimore, Md., and WXYZ-TV
Detroit, Mich.

Extended licenses on a temporary
basis to May 1, 1952, for KING-TV
Seattle, Wash.; KPHO-TV Phoenix,
Ariz.; KTTV Los Angeles, Calif;
WAVE-TV Louisville, Ky.; WBNS-TV
Columbus, Ohio; WBTV Charlotte,
N. C.; WDEL-TV Wilmington, Del.;
WGN-TV Chicago, Ill.; WIJAC-TV
Johnstown, Pa.; WJAR-TV Provi-
dence, R. 1.; WIJBK-TV Detroit, Mich.;
WKRC-TV Cincinnati, Ohio; WKTV
Utica, N. Y.; WLWC Columbus, Ohio;
WLWD Dayton, Ohio; WLWT Cin-
cinnati, Ohio; WNHC-TV New Haven,
Conn.; WNBQ Chicago, I1l.; WNBT
New York, N. Y.; WNBW Washing-
ton, D. C.; WOR-TV New York, N. Y.;
WOW-TV Omaha, Neb.; WSPD-TV
Toledo, Ohio; WTAR-TV Norfolk,
Va.; WTOP-TV Washington, D. C.,
and WXEL Parma, Ohie [Cleveland].

The above actions do not in any
way prejudice any action which may
be taken by the Commission in con-
nection with the presently pending
TV allocations proceedings (Dockets
8736 et. al.).

Commissioner Jones voted for tem-
porary extension of licenses in all
cases; Commissioner Sterling favored
a regular remewal for WKRC-TV.

WJIZ-TV New York is still a CP-
holder, operating commercially un-
der an STA.} Thus, this may be
considered the Commission’s an-
swer to the petition of Gordon
Brown, WSAY Rochester, N. Y,,
that ABC’s TV stations be set for
renewal hearing on the grounds
that ABC had damaged WSAY by
withholding affiliation [BeT, Jan.
28].

Some immediate feeling that the
temporaries were based on the le-
galities of FCC proposed change-
overs required under the new allo-
cations plans was dissipated when
it was noted that the 31 stations
involved fell in both parts of the
Commission’s announcement.

STOCK REPORTS

TY VYersion Packaged

A THREE-TIMES daily television
report on all stocks listed by the
New York exchange is planned by
Morse Productions, New York, in
a video package idea announced
last week. It was held that Wall
St. sees the program as a method
for drawing greater investment
capital into American business.

Plan calls for alphabetical list-
ing—of only those issues in which
there has been trading—over a
local New York television outlet
three times each business day. First
telecast would be at 10:30 a.m. for
a five-minute report on the first
half-hour of trading. Second re-
port, for 10 minutes, would be aired
at 12:30 p.m. for a summary of
mid-day activity. Late report, at
2:15 p.m., would last for 15 min-
utes, finishing a half hour before
the market’s close, thus giving
viewers time to contact their
brokers and close transactions.

On Saturday, when the market
closes at noon, there would be a
single program from 11:20-11:30
a.m. No listing would be given for
closing prices or for issues in which
there is no trading since these may
be obtained daily from the press.

Benjamin W. Morse, head of
Morse Productions, deseribed the
purpose of the program as being
to help the private investor who
cannot easily follow ticker tape
jargon or catch transactions of -
lesser issues on the board. All
issues would be listed, he explained, *

(Continued on page 70)
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CAN RADIO station owners in the
same city legally combine through
a single new firm to seek a scarce
" TV c¢hannel there?

Question stems from FCC staff
expressions to Washington radio
attorneys that such a course might
jeopardize the licenses of the radio
statipns involved.

Under the FCC’s duopoly rule
(Sec| 3.35), more than one station
in the same market cannot be owned
or controlled by the same person.
In vagrious decigions since the adop-
tion |of that rule, the Commission
has made it quite clear that “con-
trol” does not mean what it does in
the husiness world—majority stock
ownership—but “actual working
contyol in whatever manner exer-
cised” In many cases this inter-
pretation has been invoked to deny
licenses where substantial minor-
ity ‘ownership in one station and
majority ownership in another sta-
tion in the same area was involved.

Ohiservers who have checked with
Commission staff executives believe
FCC|may very well look at a com-
bination of two or more local radio
station owners from this angle:

The XYZ Corp., owned by two
local| AM operators, gets a TV
grant. Subsequently, the Commis-
sion | holds that the XYZ Corp,,
through its ownership, has two AM
stati Ens in the same market under
common control.

In| a recent letter concerning
just such a proposal, the Broadcast
. Burepu answered that although

there did not seem to be any objec-

tion [to such a maneuver for the

purpose of getting a TV grant, it

was |believed that other problems
- might arise.

The other problems, it has been
learned, are those involving the
status of the AM stations owned
by the owners of the potential TV
licenge.

|
PROPAGATION
© FCC Debunks New Theory

SCARE was thrown into the TV
allocations picture by a release
from| the National Bureau of
Standards last week reporting a
new theory of VHF propagation
and a statement that this theory
“increasingly complicated” TV
channel assignments, but it was
dissipated rapidly by FCC and out-
side ¢ngineers.

NBS release told of new hypo-
thesis accounting for greater VHF
coverpge than line-of-sight limits
usuaILy regarded as the rule. Sub-

stance of new theory is that the
‘bending of VHF signals beyond the
horizon, mnormally considered an
aberration, was so frequent and
so regular it had to be considered
part pf the rule governing VHF
propagation and not just an excep-
tion.

TV| engineers quickly pointed
out that all the data was known,
and had been taken into account
in making up the allocations as-
signments.
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One high Broadcast Bureau staff-
er warned that prospective TV ap-
plicants thinking of using the amal-
gamation idea better consider all
angles first.

Another high staff official ex-
pressed the belief that the Com-
mission would certainly object to
consolidations if they were for the
purpose of “freezing out” & third
party.

Problem Long Brewing

Idea of competing AM station
owners joining forces for a TV
station has been brewing for some
time. With imminent unfreezing
of TV, and its extension to smaller
markets, many broadcasters who
fear the heavy financial burden of
TV have thought of amalgamation.

Also, in the back of their minds
is the thought that consolidations,
may obviate the necessity of long
drawn-out hearings in their com-
munities.

The Commission itself has not
had the subject up for discussion.
Nor has the staff formulated any
recommendations on this problem.

Only hope held out by those con-
cerned with the subject is that the
Commission, after it considers all
sides, may decide that consolida-
tions do not conflict with the du-
opoly rules on a blanket basis, but
should be considered on a case-by-
case basis.

Only other alternative is for FCC

JOINT TV OWNERSHIP?  Proben for rcc

to change its joint ownership rule.

Meanwhile, Commission consid-
eration of the TV allocations was
interrupted last week by two days’
sessions on TV license renewals
and theatre TV issues (see separ-
ate stories, page 25).

The Commission had hoped to
complete its consideration of the
600-page report last Friday. Then
it was planned to give the staff

this week for rewriting the entire .

document, with the Commission
giving its final approval next week.
Another week was scheduled for
the establishment of procedures
and policies. With the necessary
days for mimeographing and col-
lating, issuance of the document
was set for Feb. 22 or Feb. 25.
Interruption has thrown that
schedule out .of kilter somewhat,
and it is acknowledged now that it
may be nearer March 1 than Feb.
25 when the report is finally issued.

Because of the mission of Comr.
Rosel H. Hyde to Mexico to con-
sider various allocation matters
[see CLosEp Circuir], the FCC did
not follow the precise geographic
pattern across the country origi-
nally contemplated. It skipped
from the Missisgippi Valley to the
West Coast and the border areas
and, it is understood, collided with
a number of allocations problems.
Assignments in Texas, New Mexico
and Arizona, as well as California,
were considered.

U. S. BREWERS Foundation held its

76th annual convention in New
Orleans Jan. 20-24 with Sylvester L.
Weaver Jr., NBC vice president in
charge of television, appearing as
one of the speckers. Examining ad-
vertising proofs during convention
lull are (I to r): Mr. Weaver; Carl W.
Badenhausen, president of P. Ballan-
tine & Sons and chairman of founda-
tion’s Advertising Committee; and
Henry Stevens, vice president of J.
Walter Thompson Co.

This week, it is expected, the
FCC will double back to the Missis-
sippi Valley area and complete its
city-by-city consideration.

TV applicants are being queried
by the Broadeast Bureau’s TV Fa-
cilities Division regarding antenna
sites specified in applications—
some of them almost four years
old. Commission staff wants to
know whether there have been any

(Continued on page 72)

GOLOR TV

PART of the fog hanging over the
government’s controversial ban on
color TV production' may be lifted
later this week when Defense
Mobilizer Charles E. Wilson meets
again with representatives of the
manufacturing industry.

The conference, first since indus-
try received its “greetings” last
fall and color TV went off to war,
is set for Friday, 10 a.m. new Gen-
eral Accounting Office Bldg., 5th
and G Sts., Washington. Actual
meeting place had not been set.

Mr. Wilson will meet with manu-
facturing representatives at a
meeting called by the National
Production Authority to “obtain
additional advice” on whether:

@ Its existing order (M-90)
“provides the type of control and
achieves the objectives” aired at
the color TV conference last Oct.
25 and—

@ The order requires “clari-
fication or amendment.”

There were recurring reports
last week that NPA, acting under
its parent-policy agency, the De-
fense Production Administration,
might consider revocation of the
directive.

H. B. McCoy, NPA assistant ad-
ministrator, has already indicated,
however, that formal lifting of the
color TV freeze would ‘still imply
for industry a limitation to manu-
facture of monochrome TV equip-

Wilson to Discuss Output With Industry

ment because of the continuing
acute shortage of cobalt and other
vital materials. His statement
seemed to scotch reports of a pos-
sible order revocation.

A more plausible view was that
electronic allocation authorities
had no clear idea whether or not
such a possibility might develop.

Chief criticisms have been that
the order conflicts with under-
standings reached at last October’s
session and is ambiguous in its
application to theatre color tele-
vision and other fields [B®T, Jan.
28, 21, 7).

Charge No Product Ban

Foremost critics have challenged
the order on the ground that it was
not the intent of the Office of De-
fense Mobilization to ban “end
products” as such and that it does
not spell out whether theatre color
projectors are to be included along
with home receivers.

One critic, Sen. Ed C. Johnson
(D-Col.), chairman of the power-
ful Senate Interstate & Foreign
Commerce Committee, branded the
edict as “just another crippling
blow aimed directly and specifically
at color television.”

Sen. Johnson indicated that his
committee will maintain a watch-
ful eye on Capitol Hill. He told
BROADCASTING ® TELECASTING: )

“The committee is watching that
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hearing with the greatest of in-
terest. I cannot predict what the
outcome of the NPA meeting will
be. But I am optimistic that the
matter will be clarified.”

He said the meeting could repre-
sent a “means of progress” in this
important science in the interests
of civilian and military applica-
tions.

Sen. Johnson said he did not feel
that production of color TV equip-
ment, or the scientific progress in
this field, should be curtailed, in
the absence of findings that such
a curtailment is necessary hecause
of the defense effort.

Presiding with Mr. Wilson will
be Mr. McCoy as assistant NPA
administrator, who announced the
conference a fortnight ago. Mem-
bers of NPA’s Electronic Divi-
sion—probably J. A. Milling, divi-
sion chief; Donald .S. Parris,
deputy director, and Leon Golder,
director of the Radio-TV Section—
also will be on hand.

Mr. Golder is formally in charge
of the administrative order which
laid the groundwork for contro-
versy in industry and even govern-
ment quarters. Mr. Milling also
heads up the DPA Electronics Pro-
duction Board.

Virtually the same firms which
sent representatives to last fall's
conference are expected to be in

(Continued on page 72)
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FREEZE LIFT

WHAT will thawing of FCC's tele-
vision station freeze mean to TV
broadeasters in terms of scarce ma-
terials for facilities?

This question came to the fore
last week on the heels of FCC
Chairman Wayne Coy’s prediction
that not over 20 new TV stations
would be granted by the Commis-
sion this year. (See separate
story.)

In general terms, the materials
picture does not augur for opti-
mism—either by the year's end or
in the foreseeable future. Defense
Mobilizer Charles E. Wilson has
indicated that the mobilization pro-
gram is being stretched from three
to four years.

Authorities conceded that this
could lengthen the shortage period
beyond mid-1953 — date estimated
earlier.

But, getting down to immediate
cases, for the 10 or 20 TV broad-
casters who are fortunate enough
to obtain grants by, say, the fourth
quarter, the outloock does not shape
up too dimly.

All indications point to the prob-
ability that they will have sufficient
materials to complete construction
or add TV facilities to existing
broadcast plants. What will happen

Will Materials Thaw Too?

to others who obtain grants in 1953
remains conjectural.

There's speculation that steel
will become more plentiful later
this fall, in the fourth quarter.
Copper, however, is expected to re-
main scarce. And aluminum is still
short, though not so critically.

There's a hidden factor here, too.
A number of prospective TV appli-
cants have already begun construe-
tion planning and even stocked up
equipment, or will have easy access
to transmitters, towers and other
items. Some purchased products
before the pinch became a reality.

Officials of the Defense Produc-
tion Administration point out that
enough transmitters are in produc-
tion or inventory to accommodate
anywhere from 50 to 60 construc-
tion permits for new UHF-VHF
stations,

Certain-type towers are author-
ized as Class “B” products under
the National Production Author-
ity's Products Code and are avail-
able to TV broadcasters. Even
wooden structures could be used if
the situation gets really tight.

There’s another “loophole” in
NPA regulations—an “out” for
television broadcasters who would

EARLY TV THAW WOULD PLEASE TRUMAN

More Stations the Better for Informing Public, He Notes

PRESIDENT TRUMAN unoffici-
ally cast a strong vote for the
earliest possible thawing of the TV
freeze at his news conference last
Thursday.

The Chief Executive tossed video
a bouquet in answer to questions by
reporters, assembled in the old
State Dept. building adjoining the
‘White House.

Asked if he would like to say
when he thought the freeze would
be over, Mr. Truman said that he
could not answer that since he did
not know.

But he asserted that, in his be-
lief, the more television stations we
have, the greater likelihood there
would be of getting the truth over
to the people during the election
campaign.

With a smile, he commented that
this was no reflection on his pre-
dominantly-newspaperman audi-
ence. This brought a laugh from
the more than 100 newsmen pres-
ent.

The President denied, however,
that he had urged the radio-TV
section of the National Democratic
Committee to encourage as many
video stations as possible to be op-
erating in September.

There was no question as to how
Mr. Truman himself felt personally
about TV. Referring to his 1948
campaign, the President said he
went before the people and that
resulted in his winning.

‘He commented that while he did
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not believe television would revolu-
tionize campaigning as we know it
today, he unqualifiedly believed it
would play a great part in any
forthcoming campaign, including
the current one.

proceed on a minor scale. This is
the self-authorization provision,
under which, NPA authorities
freely concede, broadeasters could
get needed materials for other than
modest alterations, installations or
remodeling.

The provision enables broadcast-
ers to write their own orders for
25 tons of steel, 2,000 pounds of
copper and 1,000 pounds of alumi-
num “for a single project in any one
quarter.” While NPA is known to
frown on inventories, authorities
freely acknowledge that broadeast-
ers could accumulate enough mate-
rials for major undertakings.

Outlook at NPA

NPA says flatly that new con-
struction not already underway will
be denied in the second quarter, and
perhaps subsequent quarters. But
there’s a proposal in DPA-NPA
gquarters to set up a. new system:
granting building permits under a
priority system with a rain check
on future supply of materials as
they become available.

Another factor involves members
of Congress. Once the freeze is
lifted, processing starts and CPs
are granted, it’s a foregone conclu-
sion that senators and representa-
tives will make a piteh for con-
stituents and urge NPA to allot
materials.

With respect to steel, there are
chances for foreign imports and
NPA has approved creation of a
task force to study the problem of
decontrolling certain steel products
now in fairly good supply. The big
pinch remains on copper, partly be-
cause of a slowup in delivery of
scrap.

Copper will be limited further in

entertainment and commercijal con-
struction, but no such restrictions
will apply to the industrial cate-
gory under which radio-TV broad-
casting now falls. Dollar limita-
tions may be placed on industrial
projects—the sum of $100,000 is
currently under study as a value
ceiling for building equipment and
materials requiring so-called DO
ratings.

The problems of individual sta-
tion broadcasters and networks on
construction invite comparison.
NPA authorities have noted that
some networks have purchased or
leased theatre or other studio fa-
cilities for television operations.
But plans for new radio-TV centers
not yet underway appear hopeless
for the “duration.”

There is another phase, too. Ra-
dio-TV receiver output is expected
to hold up fairly well in 1852, due
to a number of factors, including
industry conservation measures
and ingenuity.

This represents one of the more
critical aspects at a lower level in
the chain of production—manufac-
turing of such component parts as
rectifiers, loud-speakers, capaci-
tors and resistors.

Film Writers to TV

EMPLOYMENT of movie writers
in television is 809% above a year
ago, according to Screen Writers
Guild. December tabulation showed
110 sereen writers employed on TV
and documentary films as com-
pared to 61 a year ago. Although
there was & fall-off in employment
of SWG members among major
film studios and independent movie
producers, this decrease was par-
tially compensated for by the
widened activity in TV, Screen
Writers Guild report showed.

ONLY 10-20

NOT MORE than 10 or 20 TV sta-
tion grants will be made this year,
FCC Chairman Wayne Coy told
members of the Cleveland chapter
of Sigma Delta Chi last Monday.

He also told the journalism
fraternity members that he be-
lieved the final decision on ending
the 40-month-old TV freeze would
be issued “in a month or quite
close to that,” and that after a 60
or 90.day waiting period for new
applications and the amending of
old ones, the Commission could
begin processing applications be-
tween May 1 and June 1.

But TV grants will not be com-
ing too quickly, he added, “unless
we are dramatically rescued at the
crucial moment and given rein-
forcements through greatly in-
creased appropriations.” The FCC
chairman pointed to limited staff—
“only seven hearing eXxaminers for
the entire country”—as being the
crux of the Commission’s TV prob-
lem [Be®T, Jan. 28, 14].

TV will be the dominant broad-
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cast medium, Mr. Coy told his
audience of newspapermen. He
forecast a nationwide system of
2,000 “or more” stations.

All events of interest to the pub-
lic ought to be made available, even
if new ways to sponsor them must

be found, Mr. Coy said, obviously
referring to subscription-type TV.
Favoring the Benton Bill (S
1579), Mr. Coy told reporters that
the proposed advisory committee
could protect broadcasters by
recognizing only respectable com-
plaints against the industry.
Perhaps 60% of the American
people will participate in the
Presidential conventions this year,
Mr. Coy estimated. “During the
last campaign, TV had an impact,”
Mr. Coy said. “Imagine what that
impact will be in this fateful year
of 1952 when there are 16 million
sets in use and perhaps 60% of the
American families looking in—
seeing and hearing and understand-

Seen by Coy in ‘52

ing more about what goes on in the
conventions than most of the spec-
tators right in the kall.”

In talking about color TV, Mr.
Coy commented:

“Some people feel that this delay
in the introduction of color in tele-
vision (stoppage of color TV set
production at the request of
mobilization officials) may be
turned to advantage if, as some
predict, a compatible system of
color television is ultimately shown
to be practical. Such predictions
heretofore have had a way of dis-
appearing into the limbo when
they have served their purpose of
blocking developments by others.”

Manufacturers should engineer
TV sets so that they can be adapted
or converted to color, “quickly and
at reasonable cost,” Mr. Coy said.

FM still has a future, Mr. Coy
predicted.

“The increasing crowding of the
AM band by more and more Ameri-

(Continued on page 72)
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NEGGTIATIONS for 13-week sponsorshlp on WWI-TV Derron of Dangerous
Assignment, starring Brian Donlevy, are completed by (I to r}: Arthur E. Wible,
vice pres., Altes Brewing Co., Detroit; Howard H. Colby, firm pres.; Hubert R.

SWIT&H of Break the Bank from
NBC-TV to CBS Television is made
final by Robert B. Brown, pres., Pro-
ducts |Div., Bristol-Myers. Standing
{I to [r): Donaid K. Cliftford, pres.,
Doherty, Clitford & Shkenficld, han-
dling jpccount; Bert Parks, pregram
m.c.; Fred Thrower, CBS-TV pres. in
harge of network sales.

BUYING tickets for Jan. 6 debut of
MEM Candy Carnival on CBS Tele-
vision [from Barker Gene Crane are
{t to r}: Kendall Foster, vice pres. in
chargel of TV for William Esty Co.,
agency; Harry Cmmerle, CBS-TV prog.
dir.; John McNamara, pres., M&M
Ltd.; and Charles Yanda, vice pres.,
WCAU-TVY Philadelphia, producer of
show originated by that station.

DoeriTg, McCann-Erickson, agenty; and Norman Hawkins, WWI-TVY sls. magr.

CARL N. CHISPIN, pres., Mutual
Motorists Ins. Co., signs for 52 weeks
of Marquis Childs’ weekly Washing-
ton Spotlight on WCPO-TVY Cincin-

nati. Also seated is Jules Leventhal,
station :zalzsman. Standirg: John
A. Hoermle (1), vice pres., Adv.

Council Inc., and Phil Haynes, spon-
sor's man on TV in Cincinnati.

C. H. MASLAND & Sons (Beautiblend
Broadlooms) takes alternate Friday
sponsorship of the adult science fic-
tion series, Tales of Tomorrow, .on
ABC-TV. Seated are Wiley Adams
(1), ABC-TV sales; and Vic Seydel,
radio-TY heod of Andersen & Cairns,
agency. Standing: Karl Knipe (1),
agency acct. exec., and George Foley,
program producer.

THOM S FRENCH & Sons plnns Rufflette draw-drape test cumpaign an

WBEN-TV Buffale. L. to r.:

: Mary Jane Abeles; Eric Thorpe, sponsor pres.;
Norman Jones, firm publicity dir.; Seymour Abeles; and Mrs, Thorpe.
Ab

The

eles conduct WBEN-TV's five mornings weekly Shoppers Guide.

TELEPROMPTE

Cue Device Firm Signs
With CBS Television

TELEPROMPTER Corp., New York, last week announced it had signed
a long term contract with CBS Television for the use of its cueing service
on TV programs, reportedly involving a guarantee of $400,000 for the

first two years.

At the time of this announce-
ment, TelePrompTer Director Irv-
ing B. Kahn also reported the com-
pany has established offices in
Washington and Hollywood. Mar-
garet (Mugs) Richardson will act
as Washington representative. In
Hollywood, company will be rep-
resented by a franchised group
known as TelePrompTer of Cali-
fornia Ine, under direction of
Stanley Myers, former National
Theatres executive; Lewis J.
Blumberg, president of United
World Films; and Richard Dorso,
former executive vice president of
United TV Programs.

TelePrompTer system, according
to Mr, Kahn, employs a roll of
paper on which is printed entire
script of program—ineluding musie,
where necessary—in characters ap-
proximately an inch high. The
paper is housed in a small cabinet
in which the roller moves at a
variable speed controlled remotely
by an operator. On an “average”
program, four of these machines,
electronically synchronized are
placed around the studio within
sight of actors but outside of
camera range.

Designed to ‘“reduce the neces-
sary hours of costly studio re-
hearsal time and to eliminate the

VIEWER CHOICE

Greater In Cincinnati

COMPETITION has given Cincin-
nati televiewers a greater choice of
programming than is found in cit-
ies many times larger, according
to James D. Shouse, board chair-
man, Crosley Broadcasting Corp.

Mr. Shouse advanced this opinion
at a meeting of Southern Ohio,
Northern Kentucky and Southeast-
ern Indiana Educators.

In no other city, declared Mr.
Shouse, including New York and
Washington, will you find the in-
tense competition, both business
and audience, that is found in Cin-
cinnati.

The Crosley executive then re-
ferred to the Xavier U. survey on
“Television and School Children,”
and voiced hope that other and simi-
lar research be done.

In the Xavier U. survey, it was
found that a child’s learning in
school is not affected by whether he
or she has a television set at home
[BeT, Dec. 31, 1951].

“‘Commercial opportunities which
accrue to the licensees of the tele-
vision stations in communities
would seem to carry with them,
equal obligation in this field,” Mr.
Shouse said.

Xavier survey and a similar study
earlier in 1951 by the U. of Cin-
cinnati were financed through fel-
lowships granted by Crosley.
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fear of forgetting . . . lines,” Tele-
PrompTer idea was originated by
actor Fred Barton, now an execu-
tive in the company with Mr. Kahn
and Hubert Schlafly, director of
research.

TelePrompTer equipnient was
said to have been used first a year
ago on CBS-TV, and has been em-
ployed since by stars including
Arthur Godfrey, Garry Moore,
Steve Allen and Ed Sullivan, It
was reported by a company spokes-
man that President Truman,
Secretary of State Dean Acheson
and the Defense Mobilizer, Charles
E. Wilson, have made use of the
system.

DUMONT SALES

Trans. Div. Expands

DESIGN for superior sales and
technical services has been com-
pleted by Allen B. DuMont Labs,,
Transmitter Div,, N. J.,, which an-
nounced Monday a comprehensive,
three-point sales reorganization
program to be undertaken shortly.

Plan calls for (1) regrouping
major sales areas and appointinent
of many new sales representatives,
(2) setting up sales offices in key
cities throughout the country, and
(3) launching intensified coopera-
tion between the division and its
field representatives in order to
provide detailed attention to cur-
rent or potential station customers,
James B. Tharpe, division sales
manager, said.

Transmitter sales areas are
being regrouped into three .main
districts: eastern, central and Wwest-
ern, each to be supervised by man-
agers yet to be announced. Each
district ultimately will be subdi-
vided into territories, to be covered
from key city offices by regular
field representatives. A fourth dis-
triect, the New York metropolitan
area, will be administered directly
from division headquarters.

Others to Be Named

Program also calls for naming
foreign and industrial sales repre-
sentatives who will take over South
American and overseas markets, as
well as American manufacturers
interested in industrial television.

Keyed to the steady growth in
the division’s volume and the forth-
coming lifting of the FCC station
freeze, the expansion is being un-
dertaken, Mr. Tharpe explained, in
answer to the constantly increas-
ing number of orders for, or in-
quiries about, new transmitters and
related equipment produced by the
DuMont division.
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the TV program that is changing the habits of the nation

20,000 mail requests from an advertiser's announcement at 8:20 AM
in the morning...and among these requests to Dave Garroway for a
free issue of Kiplinger’s ‘‘Changing Times” thousands of statements that

people are actually changing their living habits to watch “Today.”

See them change—just three pages ahead . . o

-l'-—;-; N,

11
Ml
i!~
' f
i
Fea
$ ]
{
§




SUNDAY MONDAY TUESDAY WEDN
ABC CBS DuMONT NRC ARC CRS DUMONT NBC ABC CBS DuMONT NBC ABC cBs
5 R
EUU Pu (aﬁ]js::,'_:) General
Space M. Foods
1 5 Patrol Imagination Roy %Ogel.‘u
5:30 geichhold P '\Se[gogz Ksell%%g
. hemical enera ce
—F:],,:,za . Leff,l,l?on Georgelown Foods Cadet L Cedet L
645 Meeting Show U. Forum Claudia
. L&F L
. ] RCA Natl. Biscuit}
7[]0 Goodyear Wrigley U. 8. Rubhe General Kukla. General ukla,
Paul Gene Stage Royal Foods Fran & Ollie] Foods Fran & Ollie}
. Whiteman Autry " Entrance Showcase Capt, it. Corp. o Capt. Bob ¢ Ray
J. 15 L Show L Video Gﬁn&. TheL Video Show
ldber,
Taiser- 3 GM- | ; GM- Chevrolet Bendix GM-
1:30 Frazer | American | General | yIeacite | Oldamobile Those Two | Oldsmohile Dinah Shore| Swanson | Oldsmobile
The Adven{ Tohacco Foods a YWood  News L P&G News L | talt. wks) | News
tures of | This Is Show Youn, s-f-"’en Chester field Camel Beulah Fatima Camel [The Name’s|[Chestcrlield
745 Ellery Queerd ~ Rusiness Mr. Bobbin ot Perry News F Stork News The Same {Perry Como
L & Como Caravan L Club Caravan L, L
. Setberling Crasl Mogen- | Flgin Amer.,
B_nn The Amazing] Lever S“’? leyl David Wine] F. Sinatra Whal's Pillshury
Mr. Malone Lux Pentagon (anw:fs) Chas. Wild {Feb. 12 only| (ke Story Toni (alt.)
Lincoln- (alt ) Bristol-|  Video Washingion | p vinchen |, Frivate With Waiter Godfrey &
8:15 Mercury Colgate Myera Theatre I yenen®’ | Detoctive Kiernan Texas His Frieuds
King's Dealers Comedy [Mr.D. A, L - Mahoney L 0il Co. | Paul Dizon
Crossroads Toast Hour Frank Texaco )
B:30 F of the C-pP-P Life Begins Lever- Johns Fircstone Mel. Sinalra Curlis Star Liggett
Town At 80 Lipton Hopkins Voice of Opera Show Publishing | Theatre & Myers
\ Godfrey's Seience Firestone Auditions 0. Godfrey &
8.45 L alent Review L L Keep Posted His Friends
uts
g:00 Arthur Clorets Skippy == T 3
o Murray Inc Gencrgl Chlorophyll Peanut Philip s Admiral United— Schick Se
Arthur Electric Gum and Butter Morris Lights Or Nol? Inc. rutan P&G The Ruggles | Colgate
3 Murray Fred |Indus. Tape| G229¥°0r | you Asked Out Crime Battleof | Fireside F Strike
13 Party Waring (Texcel) L+ For It [I Love Lucy L L Syndicated | ''*® 48% | Theatre It Rich
L KingDetect,| “His” |~ L
3 iileo
30 Bristol Larus & C-F-?' . General A Electric Quick on | Armstrong P.
Myers Bro. Co. Playhouse dn Our Time] Foods Johnson On Trial Auto- the Drew Circle Rendezvous | Lorillard
1 Film Break Plainclothes| F Sanka Wax L Lite with Theatre L ‘I'he
945 the Bank Man [er's News o alt. with Suspense | Bob Dunn L Weh
o Me 0-op S
10:00 | B: Grabam & paG | Bill Gwinn Westling rohaces Co. Blodk a Phbet
b Evan. Assn{ g o Red Skel Show Dw"‘ ) Robert D - P. Celanese Sal )Eo
Tour of ) ltonl  (oycopt enmnis  hontgomery|  Film fug Haods |y ociliard Corp. g
L Celebrity Show ,lP James 1M Y of i Celanese Pabst,
. Decision A WIZ-TV) . i Original
10:15 ¥ Time Crawford L L Westing- Denger Destiny Aenate Theatre Rlue
Clothes house Hondl |(alt. wks.) Lj Ribbon
T Young They Stand Co-op Studio B L Frigidaire Bouts
10:30 People’s Jules Accused |Regent Cige] Stud’s One Co-op SC"'CGW R. J. Pulitzer
1 Church Montenier Cameo Place Who Said yénphany Reynolds Prize e
J Youth on What's Theatre (except That \% J'Z""’.[P\‘r) My Friend Considine | Playhouse |~ General
1“.45 the lguch My Line L WJZI:TV) L i3 irmu Ifﬂ(‘)nuarl. L g Cgusr )
of Omaha Er O
I Norwich - Longtnes ngines
11:00 Sunday Chrono- (11:15-11:30) Chrono-
7 | News Spec. | scope Burlington Co—op scopre
1. M . Mills Wrestling
]]P' ]5 P Continental L
Il ]
SUNDAY | MONDAY - FRIDAY SATURDAY
ABC CBS DuMONT NBC ABC CBS DuMONT NBC ABC CBS DuMONT NBC ABC
|
9:30 2:00
T
945 215
10:00 1«1}-1f£1r:15 ) 2:30
CBS News Me‘lgif}dartm Rootic -
10:15 T £ Raceete W 2:45
,' E}m—if re-lx :
o P Hollywood .
]ﬂ“ﬂ roRice (¥ Ir's In the | Candy Co. 3:00
| S —— Bag (alt. whks.)
‘"]'45 L Ir. Circus L 3-]5
" tlold'erNewt .
Al Pearce cjfﬁ,‘fs
“Uﬂ - Ernie Personal The Interoatl. 3:30
Show Kovacs A e i Shoe Co.
ppearan Whistling .
| Show Theatre Wisard Kids & |
1].]5 L i - Company 345
. Dave
11:30 Dennis 1 c.p.p and | oo Brown 4:00
In The s (MWF) Charlie A Dale Shoe
P, Show Strik erEnese | with Judy Smilio’ Ed
1 ] :45 C;{J?.:::;ds ark (Mﬁl) lttrﬂiceh and L Mmclclgnnell 4.] 5
News Midwest
| R.Joe Inc.| Ranger Joe . : Hayride J
12:00 N Ranger Corp. Warner Egg & 1 Wg;;:; 4 %’;g;g:f Gﬁﬂﬁ’:l 4:30
_______q__.lue L _| Rapger Joef Hudni Ruth Lyons’ Bett,
12:15P Sweels Lo, (M-W-F) |Amer. Home| Noontime |*'0! Y0 Crochar 4:45 TV Tol's
M Tootsie Hi}z TBA 12:30-1 | All Products| News with L L National f Time
podrome Lever Bros. | Love of Life| Walter Raney airy F
12:0 Walter H. | (Tu-Th-F) T&G c Progs  The Big 500
Voice of M&M Litg,| Johmson 12-12:15 | Gearch for Take the C““ffo o s' Top | Super Circus
Prophecy Candy Cardy Co. ﬁfﬂl‘?‘})‘f& Tomoreow | groak with | The Bunch lealt i:“‘(:) (alt. sp.)
]2 45 I;f:;é‘;f‘ir Carnival %’é’;ﬁ Don Russell b Newastand 5] 5 Cu&a_g%o[))ry
Steve Theatre L g
] [m Allen Premier 5.30 Peter Shoe
. F.;olr?xlietr}': (Seo Products 5 . i
i Horizons of Fail Rumpus ars Inc.
]]5 L&F Footnote} PG Room with 545 PM 5:30-6)
s L T.&Th. Johnny . L
Steve Allen Olsen




NIN

G

ESDAY THURSDAY FRIDAY SATURDAY
DuMONT NBC ABC CBS DuMONT NBC ABC C85 DuMONT NBC ABC C8s DuMONT NBC !
*
Ameridl Co. 6:00 PM
!\g:eﬁel. the .
amp .
L B:15
Ks‘;,la[‘:ig Anthracite B 30
Cadet L BI;&'” Corliss Mer. Wirard
liomei‘Show Archer L 545
R Tatl. Disomit : .
General Kukla, General ukla, General mKnuslil%;me Lambert 1:00
réoods Fran & Ollie Foods [Fran & Otlie Foods T};nms.m.cal et Assembly ||
apt. e Capt. Capt. The "he Sammy hop .
VilIm ('roldll:ergs Yideo BO!:S’(lfufay Video Goldﬂ)ergs degle Pal Kaye Show 7]5
—P&G__ M- Theveolet [Greon Giant| . OV TEG 05
Those Two | Ggperal Otdsmolile Dinsh ShorofLinkleter F| Oldmobile Those Two | f Sylvasia Manlauan 1:30
Gl aft.} Bro ews eat ap
Camel HLone_ “Fatima Camel '(Shoe). Sarywl':.' Chesternield Camel The One Man's R
News i Stork News  [With Acting{ Percy News Clock Family 7:45
Caravan L Club Caravan L L Como Caravan L
Toni, i : General Nash- z
. Bishop B(,:;:.;,';n,'\'lcl’:n DeSoto- S"Slr_""“ Foods Mennen c Kelvinator 8:00
(alt.) Gl This I+ | Plymouth | ,o0€ Maxwell Co. REA | Whiteman
Reynolds [ Siop The alL) Music Groucho Mystery House Twenty Hictor TV Teen Anheuser Snow Crop
Metals Music “033}9""5}3' Marx ffheatte Coffee Questions Show Club Busch Pet Milk 8:15
B.TNBnbbiu L O ity F Mama L Budweiser Kellogg
orge . Tydol .
Kate | Letllard | pigi, | Hepdline | Borden | Genmeral | BRI Guroil | o Ken Answac | 8:30
Smith 'l'hp Brewing Clues T-Men in Mills Reynolds Not For R-"o_" ls Murray Revue
Mus?c Amos 'o" Broadway Action Stu Erwin [Man Against] Publication | We, The iy .
L Andy to L Crime People 845
Hollywood
Cluett- : Fati Packard 0Old Gold | American Pepsi-Cola 9:00
Hygts Penbody |, B0 | Shadow | Cigarsttes | (o004 own | Cig. & Cig.
Al | Fete | den Mool o e Clone| Dregeel | ST | s | Yew § B F8 Ress |15
T’Ie‘;:avwion L F Schlitz Benrus
t . =
L Armerican Lover Ford Kreisler, Pé?’éhngl::e Campbell Libby, 9:30
M‘;zi'm Rinso o f‘;ﬂs'::i 13:; Sf(:)ow MecNeill &
Big 3 S Aldrich Inter- joes On Libby
Champ T. Festival ales of Fami i i 9‘45
ow: ! ‘amily Collegiale Lche & Fink .
L i L Tomageow Basketbull Evershiarp
Gen. Mills
RV diae | How pia | Puilip Us. (alt, wha.) _ L Your Show
Pantomi They Get Morrig Author Meety Tobaceo Grove Gillette Co-op of Shows
Lip ”'1-2""8 That Wax? Racket the Crilies Martio Live Like a .]5
L&F Squad Kane Millionaire | Drug Store | Cavalcade Wrestling ID.
TV Prod. of Songs {rom
Ear Carter Cavalcacle Sports For Sale Chicago N
. Wrightson Toni Standard Pcarson of Siars American 1030
TV Recital Show L (alt.) Oil Pharmacal Jack Tobacco
Hall Carmel Crime Wayne Hollywood {Chescbrough, Brickhouse | Your ilit
Myers l’ho}t‘og» King O t_anlx;ng GFl:‘entMI arade
rapher ight ights
Tongines -
Burlington T(V Opera Chrono- [Word of Life
ills once a scope .
Continental month) SongL'l ime
11:15-30 pm L
TIME
UNDAY MONDAY - FRIDAY ATURDAY
CBS DuMONT NBC ABC CBS DuMONT NBC ABC CBS DuMONT NBC
American Explanation: Programs in Italles. Bustalning;
I"WL'!DU Tine, EST. L. Live; P, film:.K. kinescople re-
Garery cording; B, Eastern network; M, Midwestern; NI,
I\SI'(I’;)‘:_B non-interconnccted stations; 8, sustaining.
Batile l'oo(ts:l::w) ABC—1-1:30 p.m., Tues., Jessie's TV Notebook
Report patticinating), Clorox & Crosley (L}: 1-1:15
p.m,, Wed, Gaylord Hauser, Minute Mald
i - {Llso Frl, same tlme, sustalning)} (L}
Bohn Alum Firat 100
Big American Years CBS—1:30-2:15 D.m. Best Foods.G. E., Hansen's,
Question Foi::m Labs., P&G. Qkr. Ouats. Reynolds. Standard
Brands, Stokley-Van Camp. 0'Cedar. Corn
Johns- Pillsbury Prods. Garry Moore Show,
Manville Tlouse Party The Big Baskelball
Quiz MF%" 3/3 P(‘j' c;)ﬂ' 10-10:30 a.n., Fri., CBS News ls half houg in-
Kids cadows ; tead of 1 min.
USA“ l;"‘ké"& (M-\V-F) stead o min.
L __,J_ﬂ 10:30-10:45 a.m.. M-Tu., W, F. Gen. Mills sbon-
General (HM}N}T) sors The Bride & Groom; Hudson Paper ot Th.
Hall k Food alp
Al.v\luuuco au:l;ar (\%?F!; Edwards 3:30-4 p.m., Mon. Bert Parks Show 8.
ur. e il g
See It Now Chu]l:‘chll }gfrrklx “&_IET) 3:30-4 p.m., Tues. & Th., Mel Torme Show. 8.
Show* Bill Goodwin
NBC—Mon.-Fri., 7-9 a.m., Taday, Dave Gurroway.
Columbi [z L. Mon. $:15-8:20 am., Kiplinger; 8:20-8:25.
umbia
Workshop Meet Lhe - Pure-Pac.
Press inl;;s rs‘iﬂﬁ?éis *Quaker Qats—Maon. & Fri.; Peter Paul—Th
Minn Kn}e Smith 5:30-6 D.m,. M-F, Firms llsted sponsor Howdy
; Mining & Uniled four Doody In 15 min, segmenta.
What in Mfgg Nations _
the Weorid | — in Aclion
Jury {(Fim) ’M/
aker Lever I
| o —H  BROADEASTING
Man of the Zoo Parade L Wanis to The Newswa { Radlo and Television
Week L Gabby Know T CASTING
Dgihylf_oods Hayes* )
: le'mr..".:llig Mars, C-P-H Nature February 4, 1952 Copyrigh: 1952
alterpate Wlelch,s]h(log T},of
Lamp Unlo Those ni. Shoe _M_L.-_m .
My Feet Endearing Wander organ
Young HOWdi Ddy Beatly
Charms News




“today”—morning habit-breaker in action . . .
-

“Erngoying firsthand news— neglecting
the wash! It’s worth it! .. .”

WALLASTON, MASS.

“*s0 I flew to the TV. . . to dress, of all
places, in the dining room! . ..”
BROOKLYN, N. ¥
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““The pleasantest and most interesting ““glued to my TV set—as I have coffee
‘waker-upper’ I've ever seen , . .”’ on the floor. . .”
EASTON, PENNSYLVANIA NEW YORK, N. Y. .
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"TODAY" IS NETWORK TELEVISION FOR A SONG

MARKETS are reached on a national scale, with 30
stations already taking the show live.

RESULTS start the day your first commercial hits
the air and is seen by the entire family,
before the shopping day begins. '

PRICES start as low as $2,000 for a participating sponsor.

80 Rockefeller Plaza, New York 20, New York
A Service of Radio Corporation of America

“we are two old folks, 74 years. .. just care-
takersona farm...we'llbethereeach A.M.”

SOUTH LINCOLN, MASS.

[(EE N RN RN NN NN NN ARl N NN NN RN NN NN NN NN NN NN RN NN NN NN NN NN N N N N N N Y N Y N R R R R R e



Drys Drench S 2444

(Continued from poge 32)

not a prohibition bill in any sense of
the word. It does not prohibit any
legal or prevailing alcoholic practice.
- ... We are for it because we can-
not afford to be against it. . . . Also
we favor an amendment to include
beer and wine of any alcoholic con-
tent. We favor this to put some
‘teeth, some wisdom teeth, in the
proposed law.

George Riley, representing the
AFL, told the committee, however,
that the union looked at the bill
as a rearing up of prohibition, The
“ball game,” he said, referring to
prohibition, was “over” when the
21st Amendment came along.

This bill, Mr. Riley continued, “is
the first step to get the men back
on base and begin the ball game
all over again.”

It differs from the Langer Bill
only in that instead of all alco-
holic beverage advertising, it would
restrict the ban to liquor only, and
rather than all channels of media,
only radic and TV would be af-
fected. Otherwise, he said, it had
the same purpose.

Another witness, Charles A,
Sands, representing Hotel and Res-
taurant Employes and Bartenders

International (AFL), said his union:

members were against the bill be-
cause it would cast an “inference”
against the business in which his
450,000 membership was actively
engaged.

Sen. Magnuson pointed up dur-
ing the hearings that there is mo
liquor advertising on the airwaves
at present and that the legislation
is “preventive” rather than ‘“cor-
rective.” He noted that many wit-
nesses spoke in terms of liquor ad-
vertising now on the air.

Johnson Rebuttal

Chairman Johnson rebutted Sen.
Magnuson’s comments by asserting
that Hawaii and Alaska have liquor
firm sponsorship -of certain pro-
grams carried there. ‘“Then there
are several stations in the United
States that are indirectly adver-
tising distilled liquors, © So while
for the most part it is preventive
legislation, nevertheless it is not
altogether preventive legislation.”

Earlier, Sen. Johnson had out-
lined his thoughts on the bill, which
he co-sponsored with Sen. Francis
Case (R-8. D.), in greater detail.

Congress should protect the
American home from an “invasion
of whiskey salesmen” through ra-

dio and television.advertisements,

Sen. ‘Johnson said. Liquor adver-
tising is getting its “toe in the
door” in radio and TV. ‘“Mixed
drinks” have been mentioned in
restaurant advertising. He pointed
out that a distiller now advertises
on television that a beer company
is a subsidiary of his firm. (Under-
stood to be Schenley International
Corp. of which Blatz Beer is a sub-
sidiary; program said to be Amos
'w Andy on CBS-TV, Thursday,
8:30-9 p.m.).

If such advertising continues, the
Senator said, liquor firms “may get
their whole foot, and perhaps their
body in the door . .. The first thing

., you know, we’'ll have a $10 million

BROADCASTING »°

.in Hawaii and Alaska.

advertising program for liquor on
the television and radio.” It is up
to Congress to protect homes from
such advertising, he added.

Sen. Case, who appeared briefly
Wednesday, said such advertising
could reach the radio-TV “ecaptive
audience.”

According to Sen, Case, the prob-
lem of liquor advertising on the
airwaves could not be handled by
the states but must be federally
regulated. In radio and television
advertising, the Senator said, “we
have a different situation than in
advertising in newspapers or maga-
zines” for in the latter media, the
reader can “turn the page” if he
is not interested.

John L. Huntington, assistant
deputy commissioner of the Alcohol
and Tobacco Tax Division of the
Treasury Dept., told the committee
that his unit had asked members
of the distilled spirits industry “not
to use radio or television for adver-
tising.” Otherwise it took no part
in what was a matter of Congres-
sional interest,

Also read into the hearing rec-
ord by Sen. Johnson was the sec-
tion of the NARTB TV Code deal-
ing with the “Acceptability of
Advertisers and Products — Gen-
eral,” particularly that subsection
{1a) which reads: “The advertising

" of hard liquor should not be ac-

cepted.”

The day before the hearing’s
start, temperance leaders from all
over the nation met in the Capitol
Rotunda for a worship service.
Later a breakfast was held in a
Senate dining toom, where Sen.
Johnson spoke briefly.

At the outset Sen. Johnson de-
tailed in length certain correspond-
ence which he had with the FCC
and Treasury Dept. concerning the
advertising of liquor on radio and
television.

Correspondence with FCC in
brief was: A letter, July 26, 1949,
from the Senator to the FCC as-
serting that the distillers were pro-
posing to advertise alcoholic bev-
erages on American radio stations;
an answer from FCC to the Sen-
ator, Aug. 11, 1949, saying in effect
the Commission recognized the se-
riousness of the problems but
pointed out limitations of its au-
thority on the subject. -

A letter, Oct. 17, 1950, from the
Senator noting the beginning of
liquor advertising on radio stations
Answer
from FCC, Jan. 10, 1951, saying it
had limited power and reiterated its
position that the answer to the
problem was Congressional legis-
lation.

A further Johnson letter, March
31, 1951, enclosing a statement by
the old Federal Radio Commission
which set forth a policy against
liquor advertising on the air, stat-
ing that FCC had the authority at
one time. An answer to this, May
3, 1951, that the FCC has not had
this policy since the passage of the
Communications Act of 1934,

Still another letter, Jan. 23, 1952,

Telecasting

from Chairman Wayne Coy of FCC,
commenting on 8. 2444, said the
majority of the Commission feels
that “this bill presents questions
of national policy and it [FCC]
does not desire to express any
opinion with respect to the merits
of the proposal. Comr. [Paul A.]
Walker desires to state that he is
strongly in favor of the enactment
of sueh a proposal.”

WHY ONLY RADIO-TV?

Baylor Asks of Liquor Bil!

IF THERE is to be a prohibition
of liquor advertising on radio and
TV, why not extend it to all news-
papers and magazines which ac-
tually do carry such advertising at
the present time?

That’s the question posed to Se-
nate Interstate & Foreign Com-
merce Committee Chairman Ed C.
Johnson (D-Col.), whose group
now is holding hearings on a bill
to prohibit liquor advertising on
the airwaves. Questioner was Da-
vid M. Baylor, vice president and
general manager, WIMO (Cleve-
land, Ohio) Broadeasting Co.

In a letter to the Senator last
week, Mr. Baylor pointed out that
if such a prohibition is to be had,
it should be all-inclusive, “other-
wise, it is out and out discrimina-
ton against radio and television,
both of which have suffered more
than their share of disecrimination.”

Mr. Baylor said he was in part
agreement with the ‘“drys’” in that
there has been some ‘‘poor taste
used in the advertising of beer and
wine on radio and television” due
to the fact that radio has a greater
“remembrance impact on people
than has the printed word.”

WAVE-TVY TOWER
Ruled Subject to City Tax

KENTUCKY Court of Appeals in
Frankfort last week upheld a low-
er court’s decision that the tele-
vision tower of WAVE-TV Louis-
ville is not manufacturing machin-
ery and therefore is subject to city
tax.

The station had sought to have
the 570-ft. tower classified as man-
ufacturing machinery, which is ex-
empt from city tax.

Case was argued about the tower
but the court held that all WAVE-
TV property is subject to munici-
pal levies. No estimate was given
on the value of the WAVE tele-
vision equipment.

Hubert T. Willis, attorney for
WAVE, said he would await a thor-
ough reading of the appellate
court’s decision before deciding on
future action.

Russell Signed
BERTRAND RUSSELL, philoso-
pher and winner of the 1950 Nobel
Prize for literature, has signed
with NBC to make one film ex-
pressly for television. Plans call
for early spring release of a half-
hour program, to be called “eighty

“years of changing beliefs and un-

changing hopes.”

SAN DIEGO'S
st and Only

THIRD MARKET

Dollar Value

of
Agrucultural
Production
Placed
San Diego County

20'rh

Among the 3,069 Counties
in the entire United States
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PIED PIPER HEARING CODE

SYRACUSE

There’s a modern Pied
Piper charming youngsters
in Central New York every
afternoon on WHEN.

He’s our Bob Ehle whose
personal appearances in-
variably draw turn-away
crowds.

You’ll find Bob Ehle at
“THEBUNKHOUSE”

every weekday afternoon
at |5:00 P. M. on WHEN.

EN

Yay WL

TO YOUR NEAREST
KATZ AGENCY MAN
AND PUT BOB EHLE'S
“BUNK HOUSE” TO
WPRK FOR YOU!

WHEN
TELEVISION
SYRACUSE

CBS * ABC * DUMONT
A | EREDITH TV STATION

|
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BROADCAST and telecast cover-
age of any congressional hearing
or court trial at which witnesses
appear unwillingly was denounced
last week by the New York State
Bar Assn. when it-adopted resolu-
tions proposing a code for all Con-
gressional hearings.

The New York State Bar pro-
posals, carried in an oral vote of
about 200 ayes to several dissents,
was described as being intended
primarily to protect individual
civil rights, rather than to oppose
the function of public media. Louis
Waldman, New York labor lawyer
who, as chairman of the associa-
tion’s Committee on Civil Rights,
presented the resolutions, said that
the need for a code to guide Con-
gressional hearings exists, even
where there is no radio, television
or newsreel.

Only speaker against the res-
olutions was Stuart Sprague, coun-
sel to the television industry com-
mittee to negotiate with the Amer-
ican Society of Composers, Au-
thors and Publishers, who pointed
out that the Assn. of the Bar of
the City of New York, meeting the
previous 'week in the same room,
had rejected a similar stand [BeT,
Jan. 21]. '

Stressing that television should
not be on trial before the state as-

Stock Reports
(Continued from page 61)

in easy-to-understand abbrevia-
tions, rising vertically on. the tele-
vision screen, with background
music, business news, or appro-
priate interviews accompanying
the picture.

Business interest in the program
has been immediate and impres-
sive, it was reported, and Mr.
Morse said he hoped to announce
sponsorship of his program within
a week or two. A number of Wall
St. firms expressed interest in the
project, although it seemed last
week as though brokers—still
reluctant to advertise singly —
might sponsor the program collec-
tively as an institutional promo-
tion, perhaps later dividing it into
segments for individual backing.

Further announcement of spon-
sorship depends “in part,”” Mr.
Morse explained, on the winter
meeting of the board of governors
of the Assn. of Stock Exchange
Firms, held Monday through
Wednesday last week. The associa-
tion itself is expected to announce
any plans it may make for becom-
ing a video sponsor, however.

A major asset of .telecasting
market reports, it was reported, is
that such a program would educate
potential investors in the lower
and middle income brackets, in-
forming them of the advantages
of being share-holders in Ameri-
can business. Considered an ex-
cellent means of attracting new
capital to business, such action
also is described as strengthening
the capitalistic system “by bring-
ing Wall St. to Main St.”

N. Y. State Bar Assn. Asks

sociation, Mr. Sprague asserted
that the medium should not be
blamed if a legislator intrudes upon
a witness’ personal affairs or ques-
tions him improperly: “The remedy
is not to bar television but the
legislator who abuses his office. The
most effective deterrent is exposure
of this legislator to the public it-
self,” he said, asking, “are we, in
our zeal to protect an individual,
to withhold information from the
public?”
Resolutions Listed

First resolution prohibited radio
and television from Congressional
or executive hearings where a wit-
ness is compelled to testify by sub-
poena. Congressional hearings on
pending legislation — where wit-
nesses appear voluntarily — were
specifically excluded, however. The
second resolution called for a uni-
form code at hearings to assure
protection for the witness, while
the third article urged statutory
prohibition of broadcasting or

TV SPORTS AID

Is Cited by Promoters

THEORY that presence of tele-
vision at sports events is harmful
to gate receipts was debunked last
week by spokesmen for two Metro-
politan New York boxing centers,
writing to WOR-TV New York.

Addressing Bob O’Connor, WOR-
TV sports director, Andrew J.
Kiefer, president of Ridgewood
Grove, called attention to the
Jimmy Herring-Tony Gandolfo
middleweight bout of Jan. 19;

This show drew mere people and
had greater gate receipts than any
show we have had for the past three
years. The purpose in writing this to
you . . . is to impress upon you my
conviction that television is not in-
jurions to the attendance of boxing
or to any other sport.

H. Jordan Lee, director of Sun-
nyside Garden, wrote:

There i8 much to-do about televi-
sion affecting the attendance at box-
ing shows, but excellent atiendance
at our shows these past few weeks
made it evident to us that continual
good shows will bring out the public
. .. we feel only bad weather alone
can affect our attendance.

Plunni;g Aide

AN APPLICATION engineer to aid
Washington consulting engineers
in choosing equipment and planning
stations for TV applicants has been
added to the Washington staff of
the GE Electronics Division. He is
Jack H. Painter, who will serve
under Robert J. Brown, manager of
GE Electronics Division Washing-
ton office.

R ANGERTONE|

BEST FOR-IY FILMS

-~ USED BY

REEVES
SOUND
STUDIOS,
INC.

304 East 44th Street,
= New-York 20, New York

photographing at judicial trials.

Mr. Waldman conceded that “it
may perhaps be good” to telecast,
broadcast, .or make newsreels of
UN proceedings, Congressional ac-
tion on the floor, state legislature
meetings or even city councils, but
he considered cameras focusing on
a subpoenaed witness as the “third
degree.” He criticized TV coverage.
of the Kefauver crime hearings as
“a marvel of spectacle that put
Barnum & Bailey in the shade,”
deseribing the hearing room as
converted ‘“into a veritable studio
where even a polished actor would
forget his lines.”

Keith Lorenz, chairman of the
New York State Labor Relations
Board, said, in support of the pro-
posals, “television has a million
eyes, and they have no right to
scrutinize & man when he’s forced
to testify.”

The state bar's action followed
a report adopted by its committee
on Civil Rights in December oppos-
ing broadcasts and telecasts of
Congressional or executive hearings
while witnesses are testifying, “ex-
cept at public hearings on pending
legislation” [BeT, Deec. 24, 1951].

FILM RIGHTS SUIT

Republic Appeal Pends

WITH the way now cleared, notice
of appeal is expected to be filed by
Republic Pictures in the U. 8, Dis-
trict Court decision handed down
three months ago in favor of Roy
Rogers, film, radio and TV singing
cowboy star [BeT, Qct. 29, 1951].

The formal judgment was signed
and entered by Federal Judge Peir-
son M. Hall on Jan. 26. Republic
now can proceed with its planned
appeal. No action could be taken
until Judge Hall had signed the
formal judgment.

In his findings of fact and con-
clusions of law, covering 39 pages,
Judge Hall reiterated the view that
Republic cannot sell Roy Rogers’
old western movies to TV for com-
mercial or sustaining purposes,
maintaining that sustaining use
constitutes advertising for the sta-
tion. If Republic had any rights,
the judge stated, it waived them
by permitting the star his rights
to commercial tieups.

In a precedent-setting degision
which stymied several similiar
deals for video by producers, Judge
Hall last Oct. 18, after several
weeks of hearing, granted Mr. Rog-
ers a permanent injunction re-
straining Republic from carrying
out its announced release of the
films to TV.

SYNC-SOUND

RANGERTONE

73 WINTHROP 5T
HEWARK 4, H. ).
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thﬂ[]liﬁ to you, your family, your friends, - Compare WPIX’s potential set coverage
you, y Y.y P P ag,
and your neighbors — because and current base rate with any of the
during the months of, (Source: other stations telecasting from atop
The Pulse), September, the Empire State Building.
October and November Total TV Sebs in I-hour Class A
- COmbined you gave to WPIX . Metropolitan areak base rate
the third largest share of audience WPIX 2,630,000 1,500
8 WABD 2,630,000 2,200
in the New York market. WJZ-TV . 2,630,000 3,00
- WCBS-TV 2,630,000 3,750
h li d . (4 I (4
t a“ 5 to our local and national WNBT 2,630,000 3,750
advertisers — and their agencies #Source: NBC estimate as of 11/1/5) o
— for rewarding WPIX’s Advertisers and their agencies know
proven sales ability with an that once they buy time on WPIX to cover
increase this year of over the New York market (which represents
ONE MILLION DOLLARS. nearly 10% of national retail sales)

they will not be asked to release

their time to a network advertiser.

National Sales America’s TOP Independent
Free & Peters, Inc.

New York City
Chicago, Illinois
Detroit, Michigan
San Francisco, Cal.
Hollywood, Cal.
Ft. Worth, Texas

Atlante, Georgia America’s TOP Market

BROADCASTING ® Telecasting February 4, 1952 ® Page 71



Color TV

(Continued from page 62)

attendance again—or at least were
invited—for the Feb. 8 conclave
{BeT, Jan. 21]. Each representa-
tive—a- top executive of his firm—
will |be permitted to bring another
member of his company (probably
a technical authority).

Trade association officials, in
line (with usual government custom,
were not invited to the meeting.
NPA points out that the materials
question involves allocations to
manufacturers and not related in-
terests.

Much of the spotlight will be
focused on representatives from
Chromatic Television Labs (half-
owned subsidiary of Paramount
Pictures), which proposes to manu-
factyire the Lawrence tri-color
tube.

Though Defense Chief Wilson
did not amplify his statement cit-
ing Ymisunderstanding on the part
of ome company” as to the color
TV order, it’s generally acknowl-
edgefl that he had reference to
Chramatic.

Twentiethr Century Fox Interested

Twentieth Century Fox Film
Corp. also has a stake in the pro-
ceedl}ngs with its Eidophor theatre
TV system. In the event its of-
ficials received no invitation—as
was |the case in the first confer-
ence-—the limelight will shift to
General Electric Co., which pro-
poses to manufacture the Eidophor
equipment. Twentieth Century has
deferred in its action to two trade
associations—the Motion: Picture
Assny of America and Theatre
Owners of America.

Attorneys for TOA and MPAA
noted that ‘““the motion picture in-
terests were not invited to the
original conference or to the pro-
posed conference.” The firms, in a
seconﬁ letter to NPA Administra-
tor Henry Fowler, requested a
separate meeting. The statement
said:|

“Against this backdrop, and in
the light of both the importance
and the separability of the subject
of color TV for theatres, we re-
quest| that a separate conference
be arranged for those interested in

" this subject.

If possible, we would
like this prior to Feb. 8.7
Previously attorneys for MPAA
and - TOA held that the order as
presently written was meant to
apply wholly to home TV receivers
and not theatre color TV projec-
tors, which would consume rela-
tively small quantities of materials
because of their limited number.
There was no reply late Thurs-
day on the MPAA-TOA request.
It was indicated that these organ-
izations had given up hope for a
separate conference and would
await developments of the Feb. 8
conference before taking further
action. Possibility that the order
might be revoked or at least
clarified to exclude theatre projec-

Joint TV Ownership

{Continued from page 62)

changes in plans. If not, they want
to check antenna sites and tower
heights against FCC-CA A criteria
for aircraft navigation hazards.

If engineering does not meet
those criteria, Commission TV en-
gineers intend to refer such ap-
plications over to the Air Space
Study Group of the CAA for con-
sideration.

They recommend that new appli-
cants — or old ones planning
changes—might find it profitable to
check antenna sites and tower
heights with local CAA field men
before establishing transmitter-an-
tenna locations definitely.

They also emphasized that this
should not be considered process-
ing, and that there is no idea of
giving early applicants any benefit
in the way of prior consideration.

In a statement replyving to the
protests of three Illinois stations
against what they alleged was the
Joint Committee on Education
Television’s plan for semi-commer-
cialization of educational TV sta-
tions [B®T, Jan. 14, Dec. 10, 19517,
JCET last week avowed it never
had any idea of suggesting that
educational stations go commercial,

“It is erystal clear,” the JCET
statement read, “that the proposal

[TV)S

RoT

If your problem is how to get low-cost TV
film spots (with audioc} to fit your budget,
we can solve it for you just as we're doing
for hundreds of small budget advertisers
through-out the country.
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20

SECONDS

$80

Our 35 years of producing top-quality
film titles and messages for theatres

and advertisers is your assurance of.

the best professional work. You'll save
time and money if you get our prices
first.

O
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MIRUTE
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1331 So. Wabash Ave., Chicago ‘5, Iinois
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tion equipment was held out in
some legal gquarters.

NPA’s order as it now stands
prohibits the manufacture of color
TV equipment or such eguipment
as is used {adapters, converters,
ete.) to facilitate the reception of
color TV broadeasting. It permits
industrial “closed circuit” or de-
fense applications, as well as ex-
perimental uses and research and
test programs touching on further
developinents of color video sys-
tems [Be®T, Nov. 26, 1951].

DRAMA  SERIES

ALA, Pincus Bros. Plan

MAJOR authors, dramatists, screen
writers, and radio writers will con-
tribute to a new television drama
series—tentatively titled Theatre
of America-—as result of an ex-
clusive agreement between Irving
and Norman Pincus, New  York
packagers, and the Authors
League of America, parent body of
four writers’ guilds.

Announcement was slated for
today (Monday).

Material to be made available to
television for the first time, in what
was understood to be a big-money
agreement, specifically includes
Noel Coward’s Conversation Piece,
an Ernest Hemingway short story,
and originals by Gian-Carlo Menot-
ti and Eric Ambler. Exclusive dra-
matizations are also scheduled by
such authors as Vicki Baum, A. J.
Cronin, John Q'Hara, Rumer God-
den, James Hilton, Margery Sharp,
Charles Morgan, Pearl Buck, and
Clare Booth Luce.

Among authors committed to
appear gn each of the projected
shows are Tennessee Williams, J.
P. Marquand, Noel Coward, Louis
Bromfield, Dorothy Parker, Anita
Loos, John Hersey, Marc Connelly,
John Gunther, Christopher Morley,
and Robert E. Sherwood.

of the Joint Committee did not eon-
template the sale of time on any
basis whatscever. . . . It would be
unthinkable . . . for an educational
TV station to be classified as a
commercial station for any purpose
simply because it broadcast pro-
gram of the [political] conventions
this summer and which this vear
happen to be sponsored by West-
inghouse and Philco.”

First opposition to NBC’s pro-
posal that the FCC revise its own-
ership limitation rules to permit
one company to own at least five
VHF TV stations and an unlimited
number of UHF [B*T, Jan. 21,
14, 7] came from J. Patrick Bea-
com, president of WVVW Fair-
mont, W. Va. In a Jan. 28 letter to
the FCC, Mr. Beacom urged the
Commission to protect the “home-
owned” smaller applicant by main-
taining the present five-to-a-cus-
tomer limit. NBC has gotten sup-
port for its proposal from Fort In-
dustry and the National Appliance
& Radio Dealers Assn. [BeT,
Jan. 28].

BROADCASTING

Only 10-20 TV Grants
{(Continued from page 63)

can stations, as well as the rapidly
increasing number of stations in
the other North American coun-
tries and the resultant interference,
work on the side of FM,” he said.

Mr. Coy was bullish on facsimile.
Referring to the technological and
economics problems in electronies
that have been solved, and rising
newsprint and other production
costs, Mr. Coy stated:

“T am confident that there is a
radio newspaper in our future.”

Cites Important Cases

In discussing various Commis-
sion policy actions regarding “free-
dom of expression,” Mr. Coy high-
lighted (1) the network, duopoly
and ownership rules of 1941; (2)
the newspaper ownership investiga-
tion of 1941; (3) the 1945 WHKC
Columbus, Ohio, decision which
held that stations must give labor
organizations the right to buy
time to discuss controversial is-
sues; (4) denial of the Mansfield
Journal’s application for a radio
station in that Ohio city because
of the discriminatory practices of
its publisher—recently found guilty
of antitrust violations by the Su-
preme Court [B®T, Dec. 17, 1951];
(5) the Port Huron and WDSU
New Orleans decisions in 1948 and
1951, respectively, holding that
speeches by political’ candidates
cannot be censored by stations even
though libel is invelved; (6) re-
versal in 1949 of the pre-World
War II Mayflower decision which
forbade editorializing by stations,
and (7) the outcome of the Rich-
ards case in 1950-51, which saw
the licenses of the three Goodwill
stations renewed [BeT, Dec. 3,
1951].

‘TODAY’ RATES 5.3
NBC-TVY Cites ARB Report

AN AVERAGE of 1,129.000 view-
ers in 588.000 homes watched the
new NBC-TV morning effort,
Today, according to network
spokesmen who last week quoted
an  American Research Bureau
rating.

The 5.3 rating was described as
“amazing” considering it was for
first week for a new show in a new
time segment. Cumulative rating,
also for the full 7-9 a.m. program,
was 18.0 or 1,830,000 homes
reached, which NBC-TV said “puts
ear:y daytime TV clearly in the
big leagues.” The average view-
ing home, it was reported, spent
one hour and five minutes with the
program.

In a variation of the Sinatra-
Berle contest, CBS-TV also released
an American Research Bureau rat-
ing for its major morning entry,
Arthur Godfrey Time, seen 10:15-
10:30 a.m. Monday through Thurs-
day. Its national rating averaged
12.4 or 2,116,500 viewers in 1,245,-
000 homes during the week previous
to Today.

Telecasting



Completing arrangements for Ford
decaler tri-state campaign on
WSAZ-TV are (seated, ! to 7)
Messrs. Rogers and Rardin while
(standing) Messrs. Palmer and
Wiggert register approval. >

McFARLAND BILL

House Group Resumes Study

LAWMAKERS on Capitol Hill roll
up their sleeves once more on the
McFarland Bill (S 658) tomorrow
(Tuesday).

This is the legislation which
would amend the Communications
Act of 1934 by re-aligning the fune-
tions of the FCC in its broadcast
activities.

The House Interstate & Foreign
Commerce Committee, which re-
sumes its executive session study
tomorrow by agreement of its mem-
bers last week, adjourned its task
last Qctober as the Congress, itself,
adjourned after a prolonged legis-
lative year [BeT, Oct. 22].

At that time, the committee
chairman, Rep. Robert Crosser (D-
Ohio) had announced that the
group would take up the bill first
on the agenda upon resumption of
business this year. '

The Congressmen are only a few
sections into the bill, however.
Whether there will be a speed-up
in their consideration, as has been
predicted in the past few weeks, is
unpredictable.

The Senate passed the bill twice
last year, first in its original form
in February 1951 and again a month
later as a “rider” to the monitor-
ing bill {(which the McFarland Bill
had incorporated in its provisions).

SUBSCRIPTION TV

Suggested for Educators

AS A MEANS of finaneing “non-
commercial” educational TV sta-
tions, Bernard B. Smith, New York
attorney, suggests that the FCC
grant them eXclusive subsecription
TV rights so they could broadecast
up to three hours per day of mass-

appeal programs like top quality’

movies.

Mr. Smith advances his proposal
in an article in Harper’s magazine
for February. He estimates that
revenues from the three-hours-per-
day subscription telecasts would
support  the entire operation of
educational stations. Without such
revenues, he believes few if any
schools will be able to afford TV,

FORD DRIVE
Dealers Buy on WSAZ-TV

THERE’s more than one Ford in
the future of WSAZ-TV Hunting-
ton, W. Va.—thanks to one of the
largest cooperative advertising
campaigns in that region’s history.
Over 20 Ford dealers have banded
together to advertise their 1952
models on WSAZ-TV, the station
reports.

Representing the station on the
eontract were Lawrence H. Rogers
II, general manager of WSAZ Inc.,
and Charles 8, Palmer, station ac-
count executive.

The idea for the co-op campaign
was conceived and arranged by J.
C. Rardin, general manager of
Galigher Motor Sales Co., Hunting-
ton. It was directed and executed
by E. W. Wiggert, field manager
for the Ford Motor Co., with 23
dealers in West Virginia, Ohio and
Kentucky partieipating.

B&B APPOINTS

Names Kern, Potter, Selby

BENTON & BOWLES, New York,
has reorganized its media depart-
ment, dividing its accounts under
the supervision of three directors
who will be re-
sponsible for all
activity of media
on those accounts,
H. H. Dobberteen,
vice president in
charge of media,
has announced.

The three di-
rectors named are
George Kern; who
has been director
of radio and TV
time buying since 1941; Dan Pot-
ter, manager of publication media
since 1948, and Herbert Selby, who

as been handling Procter & Gam-
ble media since last year.

Under Mr. Dobberteen’s overall
supervision, each of the directors
is assigned a group of specific ac-
counts, including radio and TV
broadcasting, publication and out-
door advertising.

This is reportedly the first com-
plete organization of a media de-

Mr. Kern

Mr. Potter

Mr. Selby

partment based along account lines
instead of according to media func-
tion, it was pointed cut.

ROY MAYPOLE, writer-producer-m.c.
of KTTV (TV) Hollywood In Our
Times, is to receive plaque Feb. 16
commending his special events work
and interest in juvenile problems from
Roly P. Nall, president, L. A. chapter,
Optimists Internationsal.

BROADCASTING ® Telecasting
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FOREIGN TV

TELEVISION program service on
a more or less regular basis is be-
ing offered in 17 foreign countries
with an aggregate regular audience
of some 12.5 million viewers, ac-
cording to a report prepared by
Richard W. Hubbell, chief of the
television unit of the International
Broadcasting Division of the State
Dept.
eport was released Wednesday
at (a session on ‘“Mass Media and
Community Education’ of the Third
National Conference of the U. S.
National Commission for UNESCO
—United Nations Educational, Sci-
entific and Cultural Organization—
held Sunday through Thursday at
Huknter College, New York.
See DuMont Feature

Major feature of this session was
a @#b5-minute telecast, T'elevision:
o lfassport to Peace, prepared and
brqadcast by the DuMont TV Net-
work primarily for the several hun-
dred representatives of education-
al and religious institutions and
sogial and ecivie organizations who
watched the program on six Du-
Mont receivers in the college audi-
torium. Tracing the progress of
communications from the days of
junigle drums and town criers to
the present, the program incorpor-
atefl addresses by Allen B, DuMont,
president, Allen B. Dumont Labs,
and Thomas T. Goldsmith Jr., re-
search director.
Following the telecast, Lyman
Bryson, professor of education at
Columbia U.’s Teachers College and
a veteran of public service broad-
casting, moderated a panel on the
use of mass media. Panel partici-
pants were Dorothy Lewis, co-
ordinator of U. S. station relations
for| United Nations Radic; David-
son| Taylor, NBC general produc-

tion director for TV; Sevellon
Brewn, editor and publisher,
The Providence Journai; Arch

Crawford, president, National Assn.
of |Magazine Publishers; Spyros
Skquras, president, Twentieth Cen-
tury-Fox Film Corp.

Questions from the floor were
largely critical of newspaper for
“slanting” news stories in accord-
ané‘e with their publishers’ views

12.5 Million Now View

instead of straight reporting and
of motion pictures for presenting
a false picture of American life
abroad as well as at home. The
complete absence of any criticism
of radio and television from a
group of a type that in former
years was avidly critical of broad-

cast program content led Mrs. -

Lewis to comment that “for a rep-
resentative of radic and television,
today the millenium has arrived.”

In a meeting with the overall
theme, “The Citizen and the United
Nations,” and the purpose of con-
sidering “Ways to Improve our
Understanding of and Participa-
tion in World Affairs,” broadecast
media naturally were discussed or
at least mentioned at many of the
conference sessions.

At the Monday afternoon meet-
ing on “Communications in the
World Community,” for example,
Robert C. Angell, professor of so-
ciology, U. of Michigan, in discuss-
ing “development in international
communications,” reported “If all
those concerned were motivated by
a desire to bring about closer co-

SAG CONTRACTS

Twelve More Firms Sign

TWELVE more television film pro-
duction companies signed Screen
Actors Guild union shop contracts
within the past few weeks, accord-
ing to John Dales Jr., executive sec-
retary. They are Allegro Pictures,
Jimmie Allen Enterprises, Commo-
dore Productions & Artists Inc.,
Donlevy Development Co., Fantasy
Films, Sam Lerner Productions,
Krasne-Gross-DeWitt, Landmark
Productions, Mark VIII Produc-
tions, Scripture Films, Visual Dra-
ma (all Hollywood), Times Square
Productions (New York).

Other new independent film com-
panies signing with SAG include
Encore Films, Samuel Fuller Pro-
ductions, G. H. Productions, Paul
F. Heard Inc., Waiter Lantz Pro-
ductions, Mutual Pictures of Cali-
fornia, Joseph Kaufman (all Holly-
wood); Centaur Productions, Pali-
sades Productions, and Ted Bald-
win (all New York).
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operation among the peoples of the
world, there is no doubt that radio
would be an instrument of great
value.” Prof. Angell cited radio’s
informational value as well as po-
tential contributions to culture.
Caroll Binder, editorial editor,
Minneapolis Tribune, at the same
session: noted that
minded governments would close
larger areas of information to
American newsgatherers and cen-
sor outgoing dispatches more se-
verely if they obtain UN sanction
for such practices. That is why it
is imperative that the United States
participate in every UN activity

AFM FILM PACT

Negotiated by Petrillo

MUSICIANS reserved rights to re-
use film sound tracks for sub-
sequent television sale and dis-
tribution when a two-year contract
was signed Jan. 19 in Miami
Beach, Fla.,, between American
Federation of Musicians (AFL)
and negotiators for eight major
motion picture producers.

Television rights were not a sub-
ject of the negotiation, which
resulted in a 159% wage increase
for some 600-800 studio staff
musicians and for many other
parttime employes. Effective Jan.
15, expiration date of the previous
agreement, contract sets maximum
increase at $18.50 per week, with
all raises subject to federal wage
board approval. Recording sessions
of more than six continuous hours
will require an extra hour's pay,
with all work after midnight draw-
ing time and a half.

Two Night Sessions

Contract was negotiated in two
consecutive night meetings by
James C. Petrillo, AFM president,
and officers and members of the
union's  international executive
board, convening for its annual
mid-winter meeting. Amicable dis-
cussions, Mr. Petrillo was quoted
as saying, were conducted ‘“with an
eye on the position in which these
movie men find themselves—busi-
ness isn’t too hot. We want to keep
the business going.”

Pact was deseribed by Nicholas
M. Schenk, Metro-Goldwyn-Mayer
president, as “a very equitable
deal.”

Baptist Telecast

FIRST network telecast produced
by the Southern Baptist Radio
Comimission was slated to be
carried over 28 NBC-TV stations
vesterday (Sunday) and to be
kinescoped over 20 different NBC-
TV stations next Sunday. The pro-
gram, Frontiers of Faith, a half-
hour presentation, is a regular
weekly feature of the network.
Dr. S. F. Lowe, commission direc-
tor, hoped this telecast will mark
the beginning of active participa-
tion in TV by Southern Baptist.

BROADCASTING e

“Restrictive

in the field of freedom of infor-
mation. . . . It must try to prevent
the 1incorporation of restrictive
principles in draft conventions and
codes. . . .

Douglas H. Schneider, director
of UNESCO’s department of mass
communications, reported that dur-
ing 1951 some 600 radio stations in
74 countries used UNESCO re-
corded programs in 24 languages,
while scripts were sent to stations
in 58 countries, including 233 U. S.
stations — mostly educational —
which use these scripts each week.

Arno Huth, authority on inter-
national communications, speaking
from the floor, urged the creation
under UNESCO auspices of an in-
ternational radio and television
{and perhaps films as well) or-
ganization to parallel for these
media the operation of the Inter-
national Press Institute, which he
stated neither includes nor intends
to include them.

GARRICK OPENS
New Chicago TV Center

ADVERTISERS and agency per-
sonnel inspected the new Garrick
Television Center in Chicago Mon-
day and Tuesday evenings as the
Balaban & Katz theatre chain con-
ducted open house. The company,
which owns WBKB (TV), uses the
audience studio for its own origi-
nations and also plans to lease the
theatre to other stations and net-
works for a rental fee of approxi-
mately $400 for half an hour air
time, plus one hour for rehearsal.

The theatre, converted at a cost
of about $250,000 from a movie
house owned by B & K, seats 600
persons, is air-conditioned and of-
fers complete video facilities. These
include a 92-by-49-ft. stage, three
ramps for cameras, three cameras,
orchestra pit, individual dressing
rooms, stage switchboard and di-
rect-view control room from center
of the theatre.

CBS, if and when it acquires
WBKB under terms of the pro-
posed merger of ABC and United
Paramount Theatres, plans net-
work originations at the theatre.
The network is understood to be
considering use of the Garrick for
one-shot shows when its stars are
in the city.
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MR. SPONSOR:
Detroit Women Love “Ladies Day”

and SALES Proveit! - b

WJBK-TV, Detroit’s best television buy, has scored tﬁ J!{'?,'@,M
again. Their brilliant show, “‘Ladies Day'’, is cap- 5]
turing the hearts of women in the nation’s fourth
market. The ladies go for this mid-afternoon TV par-
ticipation program, and more than that, they go for
““Ladies Day’" advertised products. Response and sales
are terrific! Just look at these results:

/

1
i
h

) .'.

Detroit’s leading department store
-received more than 1000 phone
orders from only two hair curler
commercials—sold $2,400 of 25¢
cards of curlers in one week. After
just two weeks on “Ladies’ Day,”
with three spots a week, every
Detroit branch of the country’s two
biggest “five-and-ten” stores re-
ordered from three to five times.

Six spot announcements for a rug
cleaner resulted in reorders by

A s every department and chain store
30-piece sets of stainless steel cut-

lery, rerailing for $6.95 apiece,
sold 41 sets from the first com-

in Detroit which stocked the prod-
uct. The Sponsor contracted for
a full year.

!

mercial, 45 from the second. Re- ’;,' \sjb
sults were so tremendous the first 8 &
week that the store ran our of <

stock. We had to stop the com-
mercials until their supply could
be replenished. Net result: three-
spot-a-week contract for a year.

[ 4

-

Results like these can be yours, if you take advantage of the alert
programming and steady progressive leadership that has made WJBK-
TV tops in audience-response and sales results in the wealthy Detroit
market. WJBK-TV consistently leads in giving the audience the finest
in entertainment and the advertiser the best television buy in town.
Check your local KATZ man for all information. You'll find that
WJBK-TV really delivers the goods—your goods.

NATIONAL $ALES HEADQUARTERS:

WIBK -

The Station with a Million Friends
488 MADISON AVENUE, NEW

- AM
o FM

DETROIT

YORK 22, ELDORADO 5.2458

Represented Nationally by THE KATZ AGENCY, INC.
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Bless
our busy
little
channel!

After i, it’s the only one in town.
So we| dispense about everything
everybady wants to see and hear.
That “egverybody” is a vast 600,000
viewers. They just sit at Channel 13
and capture the best from all four
televisidn networks :

NBCeCBSe ABCeDTN

and bless our
faithful...

150,000

TOLEDO TV TUNERS

. but| we don't stop there. We toss
in--as |bonus coverage viewers in
Northwestern Ohio and Southern
Michiy:=n
Our advertisers are as faithful as our
viewers, We’ve got "em by the scads,
but thire’s always room for “just
one mare” Room for you, for in-
stance. |

Just say the word . ..

5,000 watts

TOLEDO, OHIOQ
A FORT INDUSTRY STATION

Rep. by The Katz Agency, Inc.

WSPD-TV

CHAMMEL - 13
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Tele Pulse Analyzes
Program Types in Use
(Report 201)
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‘DAYTIME VARIETIES, utilizing

99 quarter hours, was the most fre-
quently-used type of program, ac-
cording to Multi-market TelePulse
ratings as released by Pulse Ine,
New York, for week of Dec. 1-T.
Insofar as ratings were concerned,
boxing (23.6), football (21.5) and
comedy variety (21.2) proved to
be the most popular viewing fare:

No. of

Quarter Avg.

rs. Rtg

Daytime Vari 9 5.6
Dramo & 94 16.6
Comedy Vari 65 N2
Quiz-A 55 108
Kid Shows 54 107
Interviews 37 6.5
Musical Variety 37 12.6
Serial Stories 30 5.0
Foothall 25 n.s
Comedy Situation 22 13
Forums, dauuumns 21 7.3
Talent 20 152
Homomuknng-Sawln 19 35
Religion 12 2.8
Wraestling 12 9.0
News 10 1.8
Boxing 8 23.6
Westerns 8 167
Educational 7 2.9
Feature Films 6 10.0
United Nations 4 3.4
Film Shorts 1 2.5
Miscelluneous 4 6.3

Total 0

* % %

Two-Hour Palsy Telethon
Draws 39.2 Hooperating

FIFTEEN-hour telethon on behalf
of United Cerebral Palsy carried
on WIZ-TV New York starting at
9 p.m. Dec. 8, was reported last
week as having one of highest rat-

ings ever given two-hour program
segment when TV Home Hooperat-
ings for the month listed it at 39.2.
From 9-11 p.m., program got 51.7
share of audience, with three of
every four sets in use tuned to
WJIZ-TV. Percentage of sets in
use was listed at 75.8.

* % ¥

KHJ-TV Issues
Rate Card No. 2

KHI-TV Hollywood has issued
rate card No. 2, effective March 1.
Under new rate schedule, an hour
of Class A time (7-10:30 p.m.,
nightly) is $1,000; Class B time
(5:30-7 p.m., Mon. through Pri.;
12 noon-7 p.m., Sat. and Sun.;
10:30 p.m.-12 midnight, nightly)
$750; Class C time (1:30-5:30
p.m., Mon. through Fri.; 10:15-12
noon, Sun.) $500. One-minute spot
announcements for Class A time is
$180; Class B, $135; C, $90.

* % *

L. A. Rate Finder
Issued by The Mayers Co.

PROBLEM of quickly locating and
comparing rates on each of the
seven Los Angeles TV stations has
been simplified for timebuyers in a
bulletin titled “What Does TV Ad-
vertising Cost?” worked out and
distributed by The Mayers Co., local
advertising agency.

On an 11 by 17 inch center
spread, all stations’ rates from 60

minutes to 10 seconds, during all
periods of the day, are set forth.
Chart .also lists all participating
programs on each station, with day
of telecast, time class and cost.

In addition, bulletin contains
brief factual data on costs of TV
programs, commercials, merchan-
dising and promotion, tie-ins and
agency services.

Promotion piece also lists 63
products that have been promoted
via TV by The Mayers Co. clients,
approximately one-half of which
are filmed commercials produced by
the agency.

* * *

Weed & Co. Map

Gives Connection Data

TELEVISION map showing pres-
ent and planned television network
connecting lines of AT&T’s Long
Lines Div. has been released by
Weed & Co., radio and TV station
representative.

The map, prepared by Weed &
Co.’s TV research department, con-
tains all network connections, in-
cluding AT&T relay and cable
links and individual station relays.
Plans for 1952 show econnections
for all cities where TV outlets are
operating, with the exception of
Seattle, Phoenix and Albuquerque.
AT&T added about 6,500 miles of
channel last year to bring the total
to 24,000 miles, exclusive of private
station relays.
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City Qutlets on Air Sets in Area  City Outlets on Air Sots in Area
Albuquerque KOB- 13,000  Lowvisville WAVE.TV, WHAS-TV 130,076
Am“q l wol.Tr‘G 80,607 Matamores (Mexica), Browns-
Atlantoe WAGA-TY, WSB-TV, WLTVY 165,000 ville, Tex. XELD-TV 11,100
8altimore WAAM, WBAL-TV, WMAR 358,052 Memphis WMCT 115,083
Binghamton WNBF-TV 50,150 Miomi wTV] !
Birminghom WAFM-TV, WBRC-TV 81,100  Milwaukee WTMIS- 305,537
Bloomington WTTV 125,000  Minn.-$t. Pavl  KSTP-TV, WICN-TV 301,500
Bostan WBZ-TV, WNAC-TV 847,725 Noshville wS§ 54,784
Buffalo WBEN-TV 247,503 New Haven WNHC-TV 224,000
Charlotte WBTV 122,970 New Orleens  WDSU-TV 78,377
Chicago WBKB, WENR-TV, WGN-TV, WNBQ 1,077,817  New York WABD, WCBS-TV, WJZ-TV, WNBT
Cincinnati WCPO-TV, WKRC-TV, WLWT 325,000 WOR-TV, WPIX 2,750,000
Clevelond WEWS, WNBK, WXEL 567,692 Newark WATV
Columbus WBNS-TV, WLWC, WTVN 200,000 Norfolk WTAR-TV 97,606
Dallas- Oklochoma City WKY-TV 113,224
F. Worth KlI.Dl'V WFAA-TV, WBAP-TV 148,892 Omaoha KMTV, WOW.TV 115,664
Davenport C-TV 85,134 Philadelphia WCAU-TV, WFIL-TV, WPTZ 1,010,000
Quad Citles lnclud. Davenport, Moline, Rock [se., E. Moline Phoenix KDHO-TV . 55,100
Dayton WHIO-TV, WLWD 227,000  Pintsburgh WDTVY 342,300
Detroit WIBK-TV, WWIJ-TV, WXYZ-TV 705,323 Providence WIAR-TV 191,000
Erie wicu 81,765 Richmond WTVR 105,258
Ft. Worth- Rochester WHAM-TV 109,000
Dallas WBAP-TV, KRLD-TV, WFAA-TY 148,892  Rock Island WHBF-TV 85,134
Grand Ropids WOOD-TV 135,000 Quad Cities Include Duvenport, Moline, Rock Ise., E. Moline
Gresnshore WFMY-TV 97,605 Solt Lake City KDYL-TV, KSL-TV 70,200
Houston KPRC-IV 116,000 San Antonio KEYL, WOAI-TV 65,793
Huntington- Son Diego | KFMB-TV 124,000
h WSAZ-TV 72,649 San Francisco KGO-TV, KPIX, KRON-TV 315,000
Charleston ~ d Schenectady- .
Indianapolis WFBM-TV 212,350 Albany-Troy WRGB 193,700
Jacksonville WMBR-TV 52,000 Sseatile KING-TV 124,500
Johnstown WIAC-TY 132,732 $r. Lovis KSD-TV 363,000
Kalomazao WKZIO-TV 170,560  Syracuss WHEN, WSYR-TV 160,226
Kansas City  WDARTV 180,755  Ioledo WSFD-TV 150,000
Lancaster WGAL-TV 130,804 S e WKV Zﬁ'ﬁ’o’o
Lansing WIM-TV 80,000  Woashingten WMAL-TV, WNBW, WTOP-TV, WTIG 324,375
Los Angeles KECA-TV,. KHJ-TV, KLAC-TV, XNBH Wilmington WDEL-TV 89,982
KTLA, KT5L, KTTV 1,161,036

Total Markets on Air 64*
* Includes XELD-TV Matamoros, Mexico

Total Stations on Air 109*

Estimated Sets in wse 15,652,000

Editor's Note: Totals for each market represent estimated sets within telsvision arsa. Whers coverage arecs uv-rlap uf coynts may be

Nat. Snlles Hg. 488 Madison Avenue,
New York 22, ELdorodo 5-2453

ric »
Total uh in all ureus are

partially duplicoted. Sources of set estimates are based on data from doulers, distributors, TV cir
and moanufacturers. Since many are compiled monthly, some may d in
necessarily approximate.
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irom 200

to 124,000
in

29 months

On November 9, 1951, Mrs. C. C. Brown of Chester,
South Carolina, bought the 100,000th television
receiver in the WBTV area. A music teacher and
community leader, Mrs.- Brown symbolizes

124,000 (February, 1952) select Carolina families—
your clite prospects—whose sole source of

television is WBTV.

- GERVING THE CAROLINAY
LARGEST
TELEVISION AUDIERCE

. /kf.

4‘?40}_/_ 3
P - JEFFERSON STANDARD BROADCASTING COMPANY
- ' Represented Nationally by CBS Television Spof Sales
(4

BROADCASTING ® Telecasting Febrhary 4, 1952 ® Page 77



o
' o=
.

[(ELEVISION Dept. of Asso-
wiation Films Inc., New York,
lmnnounces the availability of
doculmentary film about blind chil-
dren, I See the Wind, free except
for ¢ransportation charges. It was
filmsl at Lighthouse Nursery
Schil in New York by Victor
Solow. The two-reel, 18-minute
film, |originally for Army overseas
reorilentation, is being distributed
domistically due to its effective
deépiction of the blind.
* * *

Perspnal bedside visits to GIs
wounded in Korea are being filmed
in lospitals abroad for daytime
Kate Smith Hour on NBC-TV.
Purpose of presentations is to give
American families intimate knowl-
edge of condition and treatment of
injured relatives.

Sales . . .

Two | one-hour Biblical television
flms |“That I May See” and “Hill
Numper One,”” produced by Jerry
Fairhanks Productions, Hollywood,
for Flamily Theatre, will be released
for Haster. Both films are offered
to sintions for local sponsorship,
provided the product to be adver-
tised \meets approval of the Family
Theanire group. Rates, percentage
of program time segment, to aid
fund for financing future presenta-
tions by religious group.
* &* &

Seidlitz Paint and Varnish Co,,
Kansas City, Mo., preparing to use
TV for first time, is producing a
seriex of 60- and 20-second spots
with |Sarra Inc., Chicago. Carter
Adv.same city, is the agency.

* * *

Sarra Inc, New York, has com-
pletad a series of films for the
Hudspn Motor Car Co., Detroit,
through Brooks, Smith, French &
Dorriance, same city. Open-end
commjercials will be used by local
dealeys.
* % %

{
Kling- Studies, Chicago, lists fol-
lowing among its current clients for
TV &ommercials: Wilson & Co,
Mitchell Mfg. Co., Hollingshead
Corp., Milnot, Peter Pan Peanut
Butter, Glidden Co. and Admiral
Corp.|
* &* *

Peerlgss Television Productions
Inc., Hew York, TV film distributor,
has acquired rights from Joseph
Auerhach to feature film, Parade of
the |Wooden Soldiers, starring
Laurel & Hardy. The film—re-

p-to-date
completely
squipped
f New York
.studios of

Office; &1 F, Sk 51, MY, 23
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T

film report
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leased by MGM in 1934—formerly
was called Babes in Toyland.

* * *

Five Star Productions, Hollywood,
to produce two TV cartoon com-
mercial film spots for S.0.8. Co.,
Chicago (Scouring Pads). Agency:
McCann-Erickson, S. F. Five Star
also will produce new series of TV
commercial film spots for Swift &
Co., Chicago (Swift’s Brookfield
Butter, Eggs & Cheese). Agency:
McCann-Erickson Inc., Chicago. In
production is commercial film spot
for Kellogg Co., Battle Creek (Corn
Flakes). Agency: Leo Burnett
Ine., Chicago.

Production . . .

Frank Wisbar Productions, Holly-
wood, shooting 10 half-hour tele-
vision films for Fireside Theatre
at Eagle-Lion Studies, Hollywood.
Frank Wisbar is producer-director.
First two films are Acquittal, fea-
turing John Hoyt and Marguerite
Churchill, and No Alibi, featuring
Lisa Farraday and Craig Stevens.
* * *

William F. Broidy Productions,
Hollywood, adds 26 half-hour film
series, Case. History, to 1952 tele-
vision film schedule. Series, based
on case histories of doctors prac-
ticing in different fields of medicine,
replaces previously announced Con-
sultation Room programs. In addi-
tion to Wild Bill Hickok, Trail
Blazers and Phantom Pirate TV
film series, two more 26 half-hour
features are planned. These are
Hawatian Paradise, musicals based
on folk lore and history of the
Islands, and Starr Dust, built
around Hollywood columnist Jimmy

Starr.
* *® *

Sphere Productions, Culver City,
Calif., starts 26 half-hour televi-
sion films, titled Top Secret, at
Hal Roach Studies. Roy Maypole,
writer-producer-m.c., XTTV (TV)
Hollywood, assigned star role of
foreign correspondent. Gayle Git-
terman is producer-director.

* * *

Rosamond Productions, Hollywood,
recently organized by David Chud-
now, who is president and executive
producer, will make 26 half-hour
TV films (as yet untitled) based
on case histories from the files of
French Surete, crime detection
agency. The first film will be made
in Hollywood this month, Remain-
ing 25 programs are scheduled for
filming in Paris. Akim Tamireff,
stage and film actor, signed to star
in the series. Robert Florey will
direct.
* * * s

Lindsley Parsons Productions,
Hollywood, starting 13 half-hour
TV films, Jeffrey Jones, to be dis-

tributed through CBS-TV Sales.
The series deals with cases from
files of detectives, portrayed by
Don Haggerty. George Blair and
Lew Landers alternate as directors,
George Bricker, Bill and Bob Ray-
nor and Warren Douglas have been
signed as writers.

* k%
Phildan TV Preductions, Holly-
wood, organized by Michael
Phillips, president of Demyrtha
Productions (feature films), plans
April production. of three TV film
series of 39 half-hour films each.
Dan Hadzick is associate producer.
William Hadzick is executive as-
sistant to Mr. Phillips.

@ * *

Dudley Pictures Corp., Beverly
Hills, starting three industrial pic-
tures in cooperation with the Philip-
pine Air Lines and Philippine De-
velopment Commission, Manila.
Films, planned for U. S. television
distribution, are aimed at creat-
ing broader understanding of
Philippine industries, Leaving this
week for Manila are Arthur Pier-
son, director, and Herbert Greene,
production manager. .
& * *

Ted Baldwin Inc,, New York, an-
nounced last week that production
is in progress for 10 Copies, Please,
first of Spotlight, U.S.A. films for
video. James Gravell directs,

* * *

Telemount Pictures, Los Angeles,
starts 26 half-hour TV film series,
Safecrackers, Feb. 15. Written by
Henry Donovan, Telemount presi-
dent, series deals with business in-
vestigator who tracks down safe-
crackers. Planned for local and re-
gional sponsorship.
* * *
Voglin Corp., Hollywood, newly
formed by Jack Voglin, president,
J. Ress Clark II, vice-president,
Herbert G. Luft, secretary, plans 26
half-hour TV film series, Railroad
Detective. Series, written by Rebert
Joseph, based on accounts from
railroad files in cooperation with
railroads. Irving Pichel directs,
Shooting starts this month at
Goldwyn Studios, Hollywood.
- * *

Krasne, Gross & Dewitt, Holly-

~wood, to produce TV version Big

Town series of 26 half-hour films at
General Service Studios, Holly-
wood. Patrick McVey plays Steve
Wilson with Jane Nigh as Lorelei.
Filmed series April 1 replaces live
version on CBS-TV N. Y., spon-
sored by Lever Bros. Co,, through
Ruthrauff & Ryan, both New York.
& * *
Cansolidated Television Sales, di-
vision of Consolidated Television
Productions, relocates at 25 Van-
derbilt Ave.,, N. Y. Halsey V. Bar-
rett continues as eastern sales man-
ager.

BROADCASTING *®

Film People . . .

Bob Stack signed by William F.
Broidy Productions, Hollywood, to
star in new TV film series, Phantom
Pirate. Hugh King and Bob Bailey
to write scripts.

* * *

Duke Goldstone completing diree-
torial assignment on last six of 26
Dick Tracy, half-hour TV film se-
ries to be released by Snader Tele-
scriptions Sales, Beverly Hills,

* * *

Sammy White to produce and star
in 38 half-hour TV film series,
Toots and Chick, for Pacific Can
Co., San Francisco. Series con-
cerns song and dance man and will
be filmed at Hal Reach Studios,
Culver City. Raymond Gayle as-
signed to write series,

L] * *

Knox ‘Manning and Kurt Martell
signed by Jerry Fairbanks Produc-
tions, Hollywood, to narrate TV
film commercials for Oldsmobile
(General Motors Corp.).

* * *®

James C. McCormick, sales rep-
representative, Frederic W. Ziv in
So. California area, to Jack Doug-
lag TV Productions, Hollywood, as
sales manager.

* * *
Tom Armistead, staff director,
KTTV (TV) Hollywood, to Bing
Crosby Enterprises, Culver City, as
assistant to producer Bernard Gir-
ard on Coronet Theatre, TV film
series,

* x *
Manny Wolfe, story editor, Revue
Productions, Hollywood, to Krasne,
Gross & DeWitt, Hollywood, in
similar capacity.

* * *
Winifred Shank, casting director,
Sel M. Wurtzel Productions, Holly-
wood, to Roland Reed Productions,
Beverly Hills, in similar capacity.

* * *
Irene Dunne, film star, at overall
salary of $84,500, signed to intro-
duce and emcee 26 half-hour as yet
untitled TV film series to be made
by Edward Lewis Productions,

"Hollywood.

*® *® -
Additions to the creative and pro-
duction staff at KLING STUDIOS,
Chicago, include Bob Lengini, Jack
Fenimore, Norman Tolsen, John
Collura and Mark Gelder.

*® & &*

William J. Lyons, radio and tran-
scription producer, BBDO, N. Y.,
to G-L Enterprises, N. Y., TV film
producer and distributor, as direc-
tor of sales.

No Relation

DOREMUS & Co., agency
for the Union Trust Co,
‘Washington, hurriedly tele-
graphed WTOP-TV in that
city to shift the time of the
Union Trust spot scheduled
for 10 p.m. Sunday. The trust
company did not want its an-
nouncement to follow the
CBS-TV program, Break the
Bank.

Telecasting

.



To the housetops comes a new world..

Here is the signpost pointing to a new era—a vast challenge to creative imagination.

Hours on end each day it offers a parade of news, tragedy, comedy—life as it passes, in uninterrupted flow.

To help the creative TV producer, writer, and advertiser achieve fuller flexibility in
production and greater versatility in programming, the Eastman Kodak Company provides a full line of
motion-picture films, motion-picture cameras, projection equipment, and lenses. From its

offices in principal motion-picture centers is available a highly specialized stoff of motion-picture

engineers and technicians ready to assist in any film problem.

For helpful information about your problems, write or phone the Motion Picture Film Department,
Eastmon Kodak Company, Rochester 4, N.Y.; East Coast Division, 342 Madison Avenueﬂ, New York 17, N.Y.;
Midwest Division, 137 North Wabash Avenue, Chicago 2, lllinois; West Coast Division,
4706 Santa Monica Blvd., Hollywood 38, California.




| OYD, LAWLOR, sales manager,
WWCA Gary, Ind, to WLOL
| Minneapolis as program diree-
torimd director of sales promotion.
RORBRERT E. PARKER, news editor,
WSIB Creston,
Iowa, joins staff
of South Dakota
State College,
Brookings, 8. D,
te direct building
of a radio depart-
ment: Mr, Parker
entered radio as
winner of WMT
Cedar Rapids,
lowa, Farm Radio
Seholorship in
1948,

DAYE ALLEN joins announcing staff
of HWK St. Louis,

MYRON GOLDEN resigns from radio
production staff at Grant Adv,, Chi-
cagn, to join NBC's Welcome Travelers
stull| as executive producer.

GRANT VAN PATTEN, audic en-
ginekr, WHEN (TV) Syracuse, to
WRGB (TV) Schenectady as tele-
visian director.

PATIL DIXON, disc jockey at WCPO
Cineinnati, to succeed DENNIS
JAMES for 11:30 a.m. to noon pro-
graiy on ABC-TV, Monday through
Friday, starting Feb. 18,

RUS% TROST, freelance, to CBS-TV
Hollywood as casting director.
ALICE PENTLARGE, production as-
sistant for DuMont Network’s Court
of Current I188ues, named to assist pro-
gram director BETTY COLCLOUGH
an America’s Town Meeting on ABC
radia-TV.

J0WN FRANKENFIELD, WBAL-TV
Baltimore directing staff, father of
boy, i.lohn, Jan. 22,

Mr. Parker
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OTT ROUSH, production manager at
WMC and WMCF (FM) Memphis,
promoted to program director.

NELSON CASE, host of CBS-TV Ken
Murray Show and announcer for
LOWELL THOMAS, has been signed
to serve as host of Pulitzer Playhouse
on WJZ-TV New York.

BERT SHIMP, WSAZ Huntington, W.
Va., preduction director, appointed
program director replacing TED
EILAND who moves to WSAZ-TV in
same capacity,. TOM BORDEN-
KIRCHER named TV production man-
ager assisted by HANK STOHL.
EILEEN BOECHER appointed TV
traffic director replacing ELIZABETH
CONATY, now supervisor of na-
tional sales and secretary to the gen-
eral manager.

BOB BENNETT te KTTV (TV) Holly-

wood as assistant sales service man-
ager.

RHONA CONNERY,
editor

special events
Malaya, touring
U. S. under the
auspices of Natural
Rubber Bureau,
Washington, to
study radic and TV
facilities in 26
cities.
GEORGE PHIL-
LIPS, musie diree-
tor, librarian and

of Radio

|
here’s More

SELL

on. '’

WRNL

RICHMOND

VIRGINIA

910 KC— 5 KW
ABC

AFFILIATE .

NATIONAL
REP.—
EDWARD
PETRY
&C0., INC.

staff announcer,
Miss Connery WSVS Crewe, Va.,

promoted to program director.

HANK WEAVER, news and sports-
caster, ABC radie-TV, Hollywood, as-
signed role in MGM film, “Pat and
Mike.” 5 .
FRANK TARLOFF, Hollyweood radic
writer, to CBS-TV Hollywood Meet
Corlisa Avrcher as producer and CBS
Radie version as director.

DAVE WIKEN, WISN Milwaukee staff
announcer, to WKNA Charleston, W.
Va., in same capacity.

CORRINE WINQUIST, trafic man-
ager, KLX Portland, Ore., promoted
to production manager.

WILLIAM F. LOADER, radio pro-
ducer, WHAS-AM-TV Louisville,
named promotion manager. He will

34
Mr. Loader

Mr. Thompson

be assisted by ROBERT W. THOMP-
SON who joins stations from R, C.
Riebel Adv., same city.

BRUCE GRANT, chief announcer,
WIEF Grand Rapids, Mich.,, named
production supervisor. JANE ANNE
WYKOFF, KCIL Houma, La., to
WIEF as women’s editor.

ARMAND LA POINTE, Hollywood ra-
dio announcer, to KLAC-TV Holly-
wood as staff announcer.

CECIL W, SANDERS, production staff,
WHAS Louisville, moves to WHAS-
TV,

JOE O’'NEILL,
music director,
KV0OO Tulsa, ap-
pointed assistant
program director in
addition to his
other duties.
LOUISE MARTIN
joins staff as
trafic manager.
CHARLES CON-
NER replaces
MARGARET
YOUNKIN in con-
tinuity department. BOB GEISS joins
KVOO as assistant to SAM SCHNEI-
DER, farm director.

BOB SMITH, former sports director
at WCOL Columbus, Ohio, and WIMB
Jackson, Mich,, assumes similar
duties at WKGN Knoxville, Tenn,
BOB CRAGER, program director,
WWCO Waterbury, Conn., father of
second girl, Jeri Lynn, Jan. 7.
LARRY KEATING, announcer, NBC
radio, Hollywood, assigned role in
MGM film, “Eagle on His Cap.”
HELEN SIOUSSAT, director of talks
for CBS Radie, scheduled as guest
speaker at annual banquet of the
American Assn. of University Women,
Blair County Chapter, Altoona, Pa.,
Feb. 12,

HOWARD DEMERE, announcer, KSD
and KSD-TV S8t. Louis, returns to sta-
tion after year's military leave.
NORM GERMANI, announcer, KXO
El1 Centro, Calif.,, promoted to chief
announcer.

MARTY ROBERTS, farm director and
hillbilly dise jockey, WDZ Decatur,
I1l., to WCKY' Cin-
cinnati to co-star
on Jamboree with
NELSON KING,
three time winner
of top hillbilly dise
jockey title in the
U. 8.

FREEMAN LUSK,
U. 8. Navy com-
mander and mod-
erator of KLAC-
TV Hollywood’s M- Roberts
Freedom Forum, asgigned role of Army
general in Paramount flm, “Mili-
tary Policemen.”

HOLLYWODD BB RIGHTS
KFWB Gets AM; TV Pends

KFWB Hollywood, for undisclosed
sum, last week acguired exclusive
radio rights to all Hollywood Stars
baseball games this year. KFWB
will carry home games live and re-
create all out-of-town contests.

Although negotiations are under
way, no deal has been consummated
for TV rights to the games, it was
said. Friendly suit instituted by
the baseball club against Earl Gil-
more, ball park owner, is said to be
holding up contract signing. Mr.
Gilmore is asking 75% of monies
received from TV as against
33% % last year.

Mr. Sanders

prm— e

WALTER GRAUMAN, floor manager,
KNBH (TV) Hollywood, elevated to
director.

VINCE HOSTETLER, production staff,
WBAP-TV Fort Worth, father of a
boy, David Vincent, Jan. 18.

MARVIN MILLER, announcer-actor,
NBC radio, Hollywood, father of a
girl, Millissa, Jan. 23.

/Vﬂu'! e o @

MORT L. LINDER, news director,
WSBT Scuth Bend, Ind., and director
of National Assn. of Radio News Di-
rectors, selected “outstanding young
man of 1861” by South Bend Junior
Assn, of Commerce. .

RANDY GOVER, news staff, KTTS
Springfield, Mo., to
KLRA Little Rock,
Ark., in same ca-
pacity. He replaces
JERRY REUTER,
resigned.

PHILIP N. JOHN-
SON, ' special fea-
tures director,
WCHS Portland,
Me., named news
editor. CHARLES
T. WADE, former
news editor, will
remain to handle special newscasts
daily.

Mr. Gover

IRE Houston Meeting

FOURTH Southwestern Institute
of Radio Engineers conference and
radio engineering show will be held
in Houston, May 16-17, at the Rice
Hotel, it was announced last week.
Keynote address will be delivered
by Donald B. Sinclair, president of
General Radio Co. and IRE presi-
dent-elect,

File Record Suit

COLUMBIA RECORDS Inec. and
musician Louis Armstrong insti-
tuted court action Tuesday in New
York Supreme Court to stop un-
authorized use of records they pro-
duced between 1925 and 1932.
Suits were filed against Paradox
Industries Inc. and its president,
Dante Bolletino who, the complaint
charges, produced “pirated” rec-
ords under label called *“Jolly
Roger.”

/Qoy Jompdon
WI‘I‘H 28 years .. , .

ADIO experience
and . . .

RADE know how, oper-
ates . ..

A LTOONA’s most com-

mounityconscious
station . . .

. - and from cammunity

service comes community
interest in your product.

Represented by Robert Meeker Associates

ABC
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Open Mike

(Continued from page 20)

and, for the sake of argument only,
assuming that all of the polls on
the issue of subscription television
have been scientifically and impar-
tially conducted, there still remains
the fact that the polls hitherto con-
ducted are not and cannot be in-
dicative of the public’s real atti-
tude to subscription television
because the public has not yet been
apprised of the true nature and
overall effect of subscription tele-
vision. . . . The public has not yet
been educated to what is really at
stake.

Mr. Leitzell claims that among
subscription TV advocates are “Re-
ligious, civic and educational lead-
ers who see Phonevision as the one
method of getting minority appeal
programs on TV....”

Admitting, only for the sake of
argument, that there are leaders
who hold such opinion, it must
readily be seen that they are in-
dulging in idealistic fantasy. Is it
reasonable to expect that subscrip-
tion TV will be conducted without
a view to profit? If profit will be
the moving motive, is it reasonable
to believe that subscription TV will
encourage minority appeal pro-
grams rather than mass appeal
programs? And who is to blame
the subscription people when they
gravitate to mass appeal programs
at the expense of minority appesl
programs if greater profits are to
result from such a move?

True our country needs more
minority appeal programs, but sub-
scription TV is not the way to get
them. Subscription TV will not
give us more educational, religious
and civic programs. On the con-
trary, it will result in depriving
the public of what it already
has. . ..
Jerome W. Marks
Chairman
Fair Television

Practices Committee
New York

ROBERT RUSSELL BENNETT, who
has orchestrated “Oklahoma,” “South
Pacific” and “The King and I1,” has
been signed to arrange Richard Rod-
gers’ symphonic gcore for Vietory at
Sea, NBC-TV’s history of the Navy
projected for next fall,

WFAK FORMAT
Stresses ‘Good Music’

WFAX Memphis, Tenn., has gone
all out on programming devoted
to classical and semi-classical
music and is cooperating with pri-
vate and public schools in present-
ing outstanding student musicians.

The station has been operating
with the slogan, “The Good Music
Station,” since it first went on the
air last Dec. 1. WFAK operates
with 1 kw day on, 1480 ke, with
Frank J. Keegan as owner-licensee.

A program of music appreciation
also is under study, with stress on
education of children in funda-
mentals of serious music. Station
also emphasizes news and forum
programs. Overall programming is
geared to lure those listeners who
keep their sets off much of the time,
station reports.

Mr. Keegan has been active in
radio management and engineer-
ing for almost 20 years and cur-
rently operates Keegan's School of
Radio and Television in Memphis.
Other officers include Thomas W.
Vinton, former banking official,
who is general manager, and Ben
Enochs, chief engineer.

MINUTE MAID DRIVE

Expands Spot Schedule

MINUTE MAID Corp., New York,
has started an ‘“ask your doctor”
campaign using its two network
shows and one local TV program,
as well as adding approximately a
dozen radio markets to its present
spot schedule.

The copy asserts that the com-
pany’s fresh frozen orange juice
is better for health than home-
squeezed juice.

The campaign is set for a one-
year period at least and will be
backed by an inereased advertising
budget, according to James Rayen,
advertising manager of Minute
Maid.

Minute Maid, through Ted Bates
Inc., New York, currently spon-
sors on & participation basis the
Kate Smith Show on NBC-TV and
Spade Coolie on KTLA (TV) Los
Angeles, plus its own fully spon-
sored Gaylord Hauser twice a week
on ABC-TV,

THE GEORGIA PURCHASE

only HEERSERE
a
combination
of

stations

can

cover
georgid's

ma jor
markets [

THE GEORGIA TRIO 2w

represented
individually and
as ¢ group by

THE KATZ AGENCY, INC,
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Conferring on WFAK policy for

‘good musi¢’ programming are

Mesgsrs, Enochs, Vinton and
‘ Keegan.

Picks New Site in N. C.
SECOND OF TWO projects de-
signed to project the Voice of
America into vital areas was an-
nounced by the Dept. of State last
Monday. Site for a powerful new
transmitter to transmit programs
to Europe and Latin America has
been selected in East Arcadia, N. C.

The new station will supplement
a proposed $7 million site in the
Port Angeles area of Washington,
where facilities will be erected to
beam programs to the Far East
and across the Pacific [B®T, Jan.
28].

Contracts for the East Coast out-
let have been awarded and con-
struction will begin immediately,
with completion expected by mid-
1952. This also is the target date

for the Port Angeles transmitter
in Dungeness, Wash.

Radar-Radio Posts

LESLIE F. MUTER, president of
Muter Co., has been re-elected
president of the Radar-Radio In-
dustries of Chicago at the organi-
zation’s annual meeting. Paul V.
Galvin, Motorola Inc., and Ray-
mond F. Durst, Hallicrafters, were
re-elected vice presidents. Richard
Graver, Admiral Corp., was named
to succeed Richard F. Dooley, also
of Admiral, as vice president. Re-
elected directors were James P.
Wray, Croname Inc., and Charles
Hofman, Belmont Radio Corp.
Robert S. Alexander was re-elected

treasurer and director; S. I. Nei-

man of Public Relations Affiliates
was named executive secretary and
Kenneth C. Prince, Prince &
Schoenberg, was named general
counsel.

RCA Scholarships

RCA scholarships for current aca-
demic year have been awarded to
11 university students from eight
states, Dr. C. B. Jolliffe, RCA vice
president and technical director,
announced last week. Undergradu-
ate students majoring in “various
fields of pure science or in branches
of engineering” are eligible to re-
ceive grants, Students are granted
scholarships of $600 each which
continue until graduation.

EXEMPTION FEE
Texas Stations Not Liable

RADIO stations have been held not
liable to pay a fee to be exempted
from the Texas chain store tax law.
The ruling was handed down by
State Attorney General Price
Daniel after the Texas Assn. of
Broadcasters and individual sta-
tion owners had protested payment
of the fee.

The chain store tax law carries
a provision specifically exempting
radio stations from the tax. How-
ever, it reguired some exempt
operations to pay a $5 fee to -ob-
tain an exemption certificate.

Attorney General Daniel ruled
that the phrase “goods, wares and
merchandise’” does not embrace ad-
vertising over a radio station un-
less the station actually sells goods
at either wholesale or retail prices.

The decision said that to re-
quire radio stations at which no
goods are sold to pay an occupa-
tion tax “for the privilege of not
operating a store or stores, while
exempting all other classes of
business from paying an occupa-
tion tax for the privilege of not
operating a store, would be an
arbitrary discrimination.”

The radio exemption is provided
in a tax law passed last year
(H285, 52d Legislature). Willard
Deason, secretary-treasurer of the
Texas association, sent copies of
the decision to all of the member
stations.

Bon Voyage!

. .. little Bismarck daesn't rea.
lize that candy and flawers
aften lead ta engagements
and shawers. It's a clear case
of increased sales in a bright
new market when you make
a date with KFYR. Any John
Blair man will tell yau why.

.....

' BISMARCK, N. DAK. |

5000 WATTS-N.B.C. AFFILIATE
Rep. by John Blair
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To| Up Budgets Five Times

CHAELES ANTELL Inc. and Na-
tional |Health Aids, New York and
Baltimore, plan to multiply their
advertising five times in markets
where regular distribution is be-

_coming effective, Michael David-

son, newly-appointed advertising
manager of the companies, told
BRoApCasTING ® TELECASTING last
week,

In New York, the firms have in-
creasard the budget for radio time
in the next 12 months on WMGM
to theI record sum of $200,000 for
sponsarship of college, pro basket-
ball and hockey. games.

The| WMGM schedule will in-
clude the New York Knickerbock-
ers’ professional basketball games
and the New York Rangers’ hockey
games, both home and away. In
addition the advertisers will under-
write #4 other programs a week,
compozed of their own 15- and 30-
minute shows, plus one-minute an-
nouncsments preceding all the
Brooklyn Dodgers’ home and away
games for the 1952 baseball sea-
son.

The  two advertisers began on
WMGM with three 15-minute
shows | a week using their own
transcribed programs.
sales [prompted the advertising
agency, Television Advertising As-
sociates, New York, to increase the
schedule to 12 quarter-hour periods,
effective Jan. 1. Recently, the deci-

| oy *
FOE rIH'EST TAPE RECORDING

KVOB

Alexandria, La.

=FIRST CHOICE
OF EMGIMEERS!

I:T:lnl'.i' Mognecordar offers ofl the flax-
abiility, high fidabity and Feothersr you
require—ot g price yau want to pay!

FITS EVERY, PURPDSE — EVERY PURSE! °
-
Tm PORTARBLE — LIGHTWEIGHT
#—h Refoedar e @ns care —

Amplifies in tha abzar. Eoay
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QUICKLY RaCK WOUNTID
Unirg cow be gomhingd far
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CEOMSOLE OR COMSOLETIE
Dpeeatian ovaibss's &F w=m-
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torder tubingtic
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January 23 Applications . . .

ACCEPTED FOR FILING
License for CP
KGMO-FM Cape Girardeau, Mo. —
License for CP, as mod., authorizing

new FM station.

WLVA-FM . Lynchburg, Va.—License
for CP, authorizing changes in FM
station.

, CP for CP

WIPR Santurce, P. R.—CP to replace
CP, as mod. authorizing change in
trans. location.

Modification of CP

WAWZ Zarephath, N. J.—Mod. CP, as
mod., authorizing increase in night-
time power, new DA, change trans.
location. ete., for extension of comple-
tion date. .

WISN-FM Milwaukee—Mod. CP, as
mod., authorizing new FM station,
for extension of completion date.

Application Returned

WKVM San Juah, P. R.—_RETURNED
application for special service authori-
zation to operate on 780 k¢ with 25 kw,
fulltime, not to exceed present license
period or extension thereof.

January 24 Applications . . .

ACCEPTED FOR FILING
Modification of CP
KWTO Springfield, Mo.—Mod. CP, as

mod., authorizing power inc¢rease and
change in DA-N, for extension of com-

Neb. — Mod. CP, as

. pletion date.

KSID Sidney,

sion was made to increase the
schedule to the sum of $200,000 for
the spectacular array of sports
programs.

“We have made several pur-
chases of sports time out of town,
but this venture marks our first
major step in the metropolitan
area into the more standard type
of radio programming,” Charles
Kasher, president of Charles Antell
Inc., said. “We have no intention,
however, of completely abandoning
our original advertising format,
which has been responsible for our
success. Our intention is to con-
tinue to supplement our regular
programming with sports events,
major network shows, spot cam-
paigns, both on radio and TV.”

Mr. Davidson pointed out that
this large purchase of sports pro-
gramming is prompted by the phe-
nomenal mail order business and
dealers’ sales achieved over WMGM
since the firms first started using
the station last fall.

Mr. Davidson also explained that
Boston is the next market in which
regular distribution of the prod-
ucts is being started and the ad-
vertising subsequently will be in-
creased five-fold.

CKNW Brief -

CKNW New Westminster, B. C,,
has filed a brief with the Dept. of
Transport, Ottawa, requesting
change in frequency from 1320 ke
to 1130, The brief, filed by Wil-
liam Rea Jr., CKNW president and
general manager, calls for move
to 1130 ke with present 1 kw and,
if granted, beginning of construec-
tion on a new 10 kw transmitter
on Lulu Island. Completion is set
for December 1952. Dept. of Trans-
port must act upon request along
with Canadian Broadcasting Corp.
board of governors.

(N S L N N S S N S S S S S S S S SNS S eSS NSNS

fCC actions ﬂ/ éx
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JANUARY 23 THROUGH JANUARY 31

CP-construction permit
DA-directional antenna
ERP-effective radiated power
STL-studio-transmitter link
synch. amp.-synchronous amplifier

ant.-antenna

vis.-visual
STA-special temporary authorization

cond.-conditional

D-day LS-local sunset
N-night mod.-modification
aur.-aural trans.-transmitter

unl.-unlimited hours
CG-conditional grant

Grante authorizing new stations, changes in facilities, and transfers
appear at the end of this department, accompanied by a roundup of new

gtation and transfer applications.

mod., authorlzing new AM station, to
change ant. system, trans., etc.

KCAR Clarksville, Tex. —Mod. CP,
authorizing new AM station, for ap-
proval of ant., trans. and main studio
locations.

KVOZ Laredo, Tex.—Mod. CP, au-
thorlzing new AM station, for approval
of ant., trans. and main studic loca-
tions.

KCBS-FM S8an Francisco—Mod. CP,
as mod., authorizing new FM station
for extension of completion date.

CP Amended

WARL Arlington, Va,—CP to change
trans. and main studio locations
AMENDED to make changes in ant.
system to include FM ant.

License Renewal

KGO-TV San Francisco—Renewal of
license,

Application Returned

WTAQ La Grange, II.—RETURNED
application for assignment of license to
Russell G. Salter, Charles F. Sebastial
and William A. Murphy, d/b as The
La Grange Bestg. Co.

January 28 Decisions . . .

BY THE SECRETARY
Granted License

KWTN Crystal City, Tex.—Granted
license new AM station: 1240 ke, 250 w,
fulltime.

WCPM Cumberland, Ky. — Granted
license new AM station: 1490 ke, 250 w,
fulltime.

WSOK Nashville, Tean.—Granted L-
cense new AM station: 1470 ke, 1 kw,
daytime,

WJAM Marion, Ala.—Granted license
new AM station: 1310 ke, 1 kw, daytime.

KOSY Texarkana, Ark.—Granted li-
cense new AM station: 790 kc, 1 kw
LS, 500 w DA-N; cond.

KRMD-FM Shreveport, La.—Granted
license new FM station: 101.1 mec. (Ch.
263), 11.5 kw, ant. 200 ft,

WFNC-FM Fayetteville, N. C.—Grant-
ed license covering changes in FM

statlon: 98.1 mc. 14 kw,
ant. 290 ft.

WLVA-FM Lynchburg, Va.—Granted
license covering changes in FM sta-
21830: 97.5 me. (Ch. 248), 3.7 kw, ant.
K ft.

(Ch. 251),

Granted CP

WTIVR (TV) Richmond, Va.—Granted
CP to change ERP from vis. 12.16 kw,
aur. 6.4 kw to vis. 2.3 kw, aur. 1.15 kw:
change trans. location and make ant.
and other equipment changes (ant.
800 feet).

WMCT (TV) Memphis, Tenn.—Grant-
ed CP to make changes in ant. system
gnsdkchange aur. ERP from 7 kw to

5 kw.

WMC Memphis, Tenn.—Granted CP
to remove FM ant. from top and mount
on side of N.W. AM tower; cond.

Extended Completion Date

WISN-FM Milwaukee—Granted mod.
CP for extension of completion date to
8-22-53,

KWTO Springfield, Mo. — Granted
mod. CP for extension of completion
date to 8-20-52; cond.

KWBW - FM  Hutchinson, Kan.—
Granted mod. CP for extension of com-
pletion date to 6-1-52.

WHAT.FM  Philadelphia — Granted
mod. CP for extension of completion
date to 8-10-52.

WCAR-FM Pontiac, Mich.—Granted
mod. CP for extension of completion
date to 6-1-52.

WAWZ Zarephath, N, J. — Granted
mod. CP for extension of completion
date to 2-21-52; cond.

ACTIONS .ON MOTIONS
By Comr. Paul A. Walker

WAYS Charlotte, N. ¢.—Dismissed as
moot petition to enlarge issues in pro-
ceeding re application of Lee County
Bestg. Co., Bishopville, S. C., since ap-
plication was amended and removed
from hearing docket.

KIRO Seattle, Wash.—Granted peti-
tion for dismissal without prejudice {ts
application.

Monona RBcstg. Co., Madison, Wis.—
Granted petition for continuance of

SERVICE DIRECTORY

Custom-Built Equipment
U. S. RECORDING CO.

1121 Verment Ave., Wash. 5, D. C.
Lincoln 3-2705

COMMERCIAL RADIO
MONITORING COMPANY
PRECISION FREQUENCY MEASUREMENTS
Engineer on duty all night every might
JACKSON 5302
P. O. Box 7037 Konsas City, Me.

e TOWERS »

AMeFM O TV ®

Complete [nstallotions
TOWER SALES & ERECTING CO.

6100 N, E, Columbio Blvd.
Portlond 11, Oregon

BROADCASTING

* VACANCY

YOUR FIRM'S NAME in this “vacancy™

will be seen by 15,300 readers—stu-

tion ownondnnd managers, chief en-
- . sachnie I

for AM, FM, Television and focsimile
$acilities.

R
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CONSULTING RADIO & TELEVISION

ENGINEERS

JANSKY & BAILEY

Executive Offices
National Press Building
Offices ond Loboratories
1329 Wisconsin Ave.,, N. W.
Washingten, D. C. ADams 2414
Member AFCCE *

JAMES C. McNARY

Consulting Engineer
National Press Bldg., Wash. 4, D. C.

Telephone District 1205
Member AFCCE *

A 4S-year backgreund
—Established 1926—
PAUL GODLEY CO.
Upper Moniclair, N. J.
MOntclair 3-3000
Laboratories Great Notch, N. J.

GEORGE C. DAVIS

501-514 Munsey Bldg.—STerling 0111
Washington 4, D. C.
Aember AFCCE ®

Commercial Radio Equip. Co.
Everett L. Dillard, Gen. Mgr.
INTERNATIONAL BLDG. DL 1319

WASHINGTON, D. C.
P. O. BOX 7037 JACKSON 5302

KANSAS CITY, MO.

A. D. RING & CO.
26 Years' Experience in Radio
Engineering
MUNSEY BLDG. REPUBLIC 2347

WASHINGTON 4, D. C.
Member AFCCE *

‘There is no substitute for experience

GLENN G. GILLETT
AND ASSOCIATES
982 NATL. PRESS BLDG. NA. 3373
WASHINGTON, D, C.
Member AFCCE *®

GAUTNEY & RAY

CONSULTING RADIO ENGINEERS
1052 Warner Bldg.
Washington 4, D. C.

National 7757

Craven, Lohnes & Culver
MUNSEY BUILDING DISTRICT 8215

WASHINGTON 4, D. C
Member AFCCE *

Mcintosh & Inglis

710 14th St., N.W.—Metropelitan 4477
WASHINGTON, D. C.
Member AFCCE*

RUSSELLP. MAY

1422 F St, N. W. Kellegg Bldg.
Washingten, D. C. REpublic 3984

Member AFCCE *

WELDON & CARR

WASHINGTON, D. C.

1605 Connecticut Ave.
Dallas, Texes Seattle, Wash.
4212 S. Buckner Blvd. 4742 W. Ruffner

Member AFCCE *

E. C. PAGE

CONSULTING RADIO
ENGINEERS
BOND BLDG. EXECUTIVE 5670
WASHINGTON 5, D. C.
Member AFCCE*

WILLIAM L. FOSS, Inc.
Formerly Colton & Foss, Inc.

927 15th St., N. W, REpublic 3883
WASHINGTON, D. C.

MILLARD M. GARRISON
1519 Connecticut Avenue
WASHINGTON 6, D. C.

MICHIGAN 2261
Member AFCCE *

KEAR & KENNEDY

1302 1B8TH ST., N. W. HUDSON 9000
WASHINGTON 6, D. C.

Member AFCCE *

A. EARL CULLUM, JR.

CONSULTING RADIO ENGINEERS
HIGHLAND PARK VILLAGE
DALLAS 5, TEXAS
JUSTIN 4108

JOHN CREUTZ

319 BOND BLDG. REPUBLIC 2151
WASHINGTON, D, C.

Member AFCCE*

GUY C. HUTCHESON

P. O. Bex 32 AR 4-8721
1100 W, Abram
ARLINGTON, TEXAS

ROBERT M. SILLIMAN

1011 New Hampshire Ave., N. W.
Republic 6648
Washington 7, D. C.

LYNNE C. SMEBY

“Registered Professionol Engineer”

1311 G 51, N. W, EX. 8073
Washington 5, D. C.

GEORGE P. ADAIR

Consuiting Radio Engineers
Quarter Century Professional Experience
Radio-Television-
Electronics-Communications
1833 M St, N. W., Wash. 6, D. C.
Executive 1230—Executive 5851
{Nights-holidays, Lockwood 5-1819)
Member AFCCE*

WALTER F. KEAN
AM-TV BROADCAST ALLOCATION,
FCC & FIELD ENGINEERING

1 Riverside Road—Rlverside 7-2153
Riverside, (0.
{A Chicage svburb)

WILLIAM E. BENNS, JR.

Consulting Radio Engineer
3738 Kanawha S1., N.W., Wash., D, C.
Phone ORdway 8071

Box 2468 Birmingham, Ala.
Phone 6-2924

ROBERT L. HAMMETT
CONSULTING RADIO ENGINEER
230 BANKERS INVESTMENT BLDG.
SAN FRANCISCO 2, CALIFORNIA
SUTTER 1.7545

JOHN B. HEFFELFINGER
815 E. 83rd St. Hiland 7010

Kansos City, Missouri

hearing from Jan. 28 to March 28 at
Madison, Wis.

By Hearing Examiner J. D. Bond

Springhill Bestg. Co. Inc., Springhill,
La.; Resort Bestg. Co, Inc., Hot Springs,
Ark.—Dismissed as moot amendment
of Springhill Bestg. Co. of Aug. 15,
1951, and letter of Jan. 7, 1952, trans-
mitting amendment, since they relate
to original application which is other-
wise amended by grant of petition of
Jan. 13, 1952, requesting 1300 ke, 1 kw,
day, in lieu of 590 ke¢. 1 kw, day: appli-
cation, as amended. removed from hear-
ing docket. Further ordered that ap-
plication of Resort Bestg, Co., Hot
Springs, Ark., be removed from Hear-
ing docket.

BROADCASTING

Chief, FCC Broadcast Bureau—Grant-
ed request for corrections in various
respects to transcript of testimony in
proceeding re application of WFEC
Miami, Fla.

WFEC Miami, Fla.—Granted petition
for extension of time from Feb. 1 to
March 3 to file proposed findings of
fact and conclusions of law re its ap-
plication.

By Hearing Examiner Basil P. Cooper

WIVY Jacksonville, Fla. — Granted
petition for continuance of hearing
from Feb. 1 to May 5 at Washington,
D, C., re its application.

By Hearing Examiner Leo Resnick

Lee County Bcestg Co., Bishopville,
S. C.—Granted petition of Jan., 15 to

Telecasting

amend application to request 1380 ke,
1 kw day, in lieu of 620 ke, 1 kw day,
and application, as amended, removed
from hearing docket; dismissed as moot
petition for leave to amend, filed No-
vember 19, 1951.

By Hearing Examiner J. D. Cunningham

KJEF Jennings, La.—Granted motion
for continuance of hearing, scheduled
for Jan., 29 in re its application and
that of WVOW Logan, W. Va.; hearing
continued to time and place specified
by later order.

By Hearing Examiner H. B, Hutchison

Chief, FCC Broadcast Bureau—Grant-
ed petition for extension of time from
Jan. 18 to Jan. 25 to file proposed find-

ings of fact and conclusions of law in
proceeding re applications of Greater
New Castle Bestg. Corp., New Castle,
Pa., and that of Sanford A, Schafitz,
Farrell, Pa.

January 30 Applications . . .

ACCEPTED FOR FILING
AM—690 ke

KSTL St. Louis, Mo.—CP to increase
power from 1 kw to 10 kw and install
DA.

AM—1360 ke

KCLS Flagstaff, Ariz.—CP to change
frequency from 1340 ke to 1380 ke and
increase power from 250 w day to 5 kw
fulltime.

License for CP

WMIN-FM 5t. Paul—License for CP

authorizing changes in FM station.

Modification of CP

WWSW-FM Pittsburgh—Mod, CP,
as mod., authorizing changes in FM
station, for extension of completion
date.

(Continued on page 91)
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Mr| Roger Bacon
Ruihrouff and Ryan
Datjas, Texas

Dpgs Rodge !

WWhin yuh wants a real market, keep
th’ hoiietown wy WCHS in mind. Yes.
str, Rodge,
Charieston A
West Virgin-
#y, 15 Lops any
way yuhk wants
ter look at st/
Jest seen th'
latest reports
from th’ Fed’-
ral 'Scrve
Bank of Rich-
mond, an’
Charleston has
th' biggest per-
cent uy gamm
in department
store sales over
whut they wus
a year ago wv
any wv th' 17
cities in th’
district! Yes-
sir, they's wup
nearly 30 per-
cent—an’ they
wgn't fest hay
a year ago!
Folks reely
spends money
‘round here,
on’ WCHSU
get vyer mes:
fage across ter
more lisseners
in this here
. area then ef-
| fen yuh used
all Yk’ other four siations in loton put
tergither!

| Yrs,
Algy

WCHS
Charleston, W. Va.

For somE
INTERESTING
INFORMATION
ON RADIO IN

OWA,

PLEASE SEE

PAGE 29
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SAWYER

WIZE Holdings Involved
In Quatman Suit

SUIT against Secretary of Commerce Charles Sawyer by minority stock-
holders of Radio Voice of Springfield Inc. (WIZE Springfield, Ohio) was

characterized as part of a “consistent campaign of annoyance . .

. to

force the purchase of their stock at high prices,” according to a statement

issued in Mr. Sawyer’s name by
Dayton attorney Hubert Esterbrook
last week.

Minority stockholders, in the
Court of Comnion Pleas in Spring-
field, Ohio, earlier last week, al-
leged that the radio station made
improper salary payments fo Mr.
Sawyer and his wife, and asked
that the court stop the practice and
recover $112,080.

Specifically, the minority stock-
holders claimed that WIZE paid
Mr. Sawyer $10,000 a year for the
last seven years for services which
“were negligible in amount and
cursory in nature.” It is also
charged that the station paid Mrs.
Sawyer $16,800 for the same time
as secretary although she “per-
formed no duties and rendered no
service of any kind whatsoever to
the company.” Stockholders also
sued to recover $21,000 paid for
rent in Mr. Sawyer’s Cincinnati
law office and $4,280 paid for the
services of a secretary there.

Mr. Sawyer owns 52% of WIZE.
He owns outright WING Dayton
and WCOL Columbus, both Ohio.

Plaintiffs in Suit

Plaintiffs include George B.
Quatman, president of the inde-
pendent Lima (Ohio) Telephone
& Telegraph Co.; his son, Lima
Probate Judge Joseph B. Quatman;
Richard B. Davis, restaurant own-
er; Frank G. Kahle, retired busi-
nessman; Louis Kramer of Day-
ton; Phillip L. Bradstock and Mrs.
Simon Maier of Elyria.

Both George Quatman and Mr.
Davis are members of the WIZE
board of directors.

In addition to Mr. Sawyer, the
suit was directed against John
Pattison Williams, executive vice
president of Mr. Sawyer’'s radio
properties; Charles Evans, WIZE
station manager; Adna Karns,
assistant station manager; Charles
Sawyer Jr. and Abe Gardner.

Mr. Sawyer’s statement is as
follows:
Secretly and without previous

inguiry of the management as to
salaries, dividend policies, prospects,
competition, etc., 8 group of stock-
holders, headed by George B. Quat-
man bought a minority interest in
‘Radio Voice of Springfield Inc. The
purchase was made with the specific
intent of creating a large nuisance
value. He persnaded others to enter
into this purchase, including two
women. Through his blandishments
snd through a voting trust, with 2§%
interest in the minority stock, he has
obtained complete control of the
minority stockholders. Since Mr.
Quatman and friends acquired these
shares, he has carried on a consistent
campaign of annoyance. New lawyers
for Mr. Quatman have moved in and
old lawyers have moved out of the
picture with confusing regularity.
The object of all this has been to
force the purchase of their stock at
a high price. No such buyer has ap-

%
peared. One of his representatives
has characterized the complaint as
“picayune.” His description was ac-
curate.

Station WIZE is a well managed
radio station. It will continue serv-
ing ever increasing listeners with the
same standards of fidelity and public
service it has in the past.

WILSON TALK

Sees Longer Production

ELECTRONICS, now undergoing
a revolution comparable to that of
jet aircraft, “must find the target,
direct the gun and pull the trigger”
under current development, De-
fense Mobilizer Charles E. Wilson
said last Monday.

Mr. Wilson addressed the 1952
Honors Night Dinner of the In-
stitute of the Aeronautical Sciences
at the Hotel Astor in New York.
He spoke on “A Revolution in
Technique.”

The Defense Chief observed that
the cost of electronic equipment
alone in some jet engines is more
than the entire cost of two B-29s.
The mobilization program, origi-
nally on a three-year basis, will-be
stretched to four years, with peak
production indicated from Decem-
ber 1962 to July 1964, Mr. Wilson
said.

“There will be no sudden and
violent upswing in military pro-
duction, with a corresponding dis-
astrous downswing in the civilian
economy. We are simply going to
maintain our production peak a

while longer than originally
planned,” the Defense Mobilizer
explained.

To Address IRE

CHARLES E. WILSON, director
of the Office of Defense Mobiliza-
tion, will be banquet speaker March
5 at the 1952 convention of the In-
stitute of Radio Engineers to be
held at the Waldorf-Astoria, New
York, March 3-6. In addition to
the technical papers to be pre-
sented at discussion sessions at the
hotel, IRE is sponsoring its largest
exhibit of latest developments of
electronic equipment at Grand Cen-
tral Palace, where 356 exhibitors
have signed for 57,000 sq. ft. of
floor space to show some $10 mil-
lion worth of apparatus, ineluding
newest in transmitting and receiv-
ing devices and parts for AM, FM
and TV, both VHF and UHF.

WFAA-AM-TV Dallas-Ft. Worth will
sponsor a 7,000-mile farm tour through
U. S. and Canada for Southwesterners
June 8-22. Murray Cox, WFAA farm
director, is in charge. Cost is about
$500 each.

SDBA SCHOLARSHIPS

Given in Radio Fields

TWO $100 tuition scholarships
have been given to the U. of South
Dakota by the South Dakota
Broadcasters Assn. for high school
seniors entering college to special-
ize in radio broadcasting and sta-
tion engineering.

This was reported last week by
Bryon McElligott, general man-
ager of KSDN Aberdeen and presi-
dent of the broadcasters’ group.
He said basis for selection will be
scholastic standing, speech activ-
ities, personality and character of
the broadcasting scholarship ap-
plicant, and science activities, per-
sonality and character for the en-
gineering student. Applicants must
prove a financial need.

Selected to screen applications
are Ray Eppel, manager, KORN
Mitchell, chairman; Bill Rohn,
manager, KSCO Sioux Falls; Max
Staley, manager, KIJV Huron, and
Henry Schmitt, publisher, Aber-
deen American News.

Applicants should write the uni-
versity registrar or KUSD Ver-
million. Winners will be announced
June 1.

ZIV IS HONORED
By VFW for Cvetic Series

CERTIFICATE of Merit was
awarded last week by Veterans of
Foreign Wars to Frederic W. Ziv
Co., New York, radio production
and transcription firm, for its
new series titled “I Was a Com-
munist for the FBIL,” starring Dana
Andrews. Series, based on inci-
dents in career of Matt Cvetic
who, as an FBI undercover agent,
joined the U. 8. Communist Party,
will make its debut on stations
coast-to-coast in March.

Certificate is signed by Frank C.
Hilton, VFW commander-in-chief,
and commends the Ziv Company
for “its role in making the Ameri-
can people more aware of the
methods and goals of Communists
in the United States, therefore
more conscious of the menace of
Communism to our nation.”

Rep. Changes Name

KEENAN, Hunter & Dietrich is
new name of Keenan & Eickelberg,
West Coast station and publishers
representative. W. Hubbard Kee-
nan has been elected president and
is headquartered in San Francisco.
George G. Dietrich Jr. is vice pres-
ident in charge of Los Angeles op-
erations. Other officers include
John W. Banister, vice president;
Maxwell J. Hunter, secretary-

tredsurer, and Laura Murtaugh,
assistant secretary.

KLIX

IS KLICKIN’

BROADCASTING ® Telecasting
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Here’s 1 brand new 1,000 watt transmitter
that sets the pace in streamlined simplicity. It’s

the Type 314-2 Transmitter, engineered with up-to-
the-minute features to meet the rigid requirements
of modern AM broadcasting.

Conventional high level modulation type of
circuitry is even more simplified and improved in

performance. Only three tuning controls are used.
Two of the new CONTINENTAL crystal oscillator
units are incorporated in the design of the 314-2.

Only two RF amplifiers, including the output stage, are
employed. These amplifiers utilize modern, high

gain tetrode type tubes that eliminate the necessity of
neutralization and require very low driving power.

A high quality push-puil audio amplifier,
utilizing fixed audio feedback, drives the
modulator, which employs the same
type of tubes used in the Power Amplifier.

The smart, two-toned
gray cabinet features the Transview

glass door styling used in larger CONTINENTAL Only 17 tubes of but cight types are
Transmitters, providing greater visibility and accessibility used in one complete set! Of these
of all tubes and parts. Unified, frameless construction permits eight types, four are the

vertical members and partitions to serve as panels

on which the transmitter components are mounted.
This arrangement lends itself ideally to the
forced air ventilation system used. reduced.

inexpensive radio receiver version.
Tube costs are sharply

above and beyond the usual standards

...call on

3 Availability dependent upon defense requircments.

HOME OF

CONTINENTAL ELECTRONICS R MANUFACTURING COMPANY

MANUFACTURING COMPANY

producers of

AM Transmitters ® Sompling Equipment for
® Custom-Built Phasing Equip- Directional Arrays

ment for Directional Arrays ® jsolation Coils

Antenna Coupling Equipment Radio Frequency Inductors

Arc-back Indicators FM-AM Isolation Units




their custody or returm.

Payable in advance,

No charge for blind box number.
BroADCASTING, 870 National Press Bldg.,, Washington 4, D. C.

arpLicaxts: If transeriptions ar bulk packages submitted, §1.00 charge for mailing. All transeriptions, photos, ete. sent
to box numbers are semt al owner’s risk, BROADCASTING expressly repudiates any liability or responsibility for

CLASSIFIED ADVERTISEMENTS

Checks and maney orders anly.

Situations Wanted 20¢ per word—$2.00 minimum ® Help Wanted 25¢ per word—g2.00 sminimum
_All other classifications 30¢ per word—34.00 minimum ® Display ads. $15.00 per inch

Send box replies to

Help Wanted (Cont’d)

First class eng’lneer-gﬁerator' needed
immediately for fulltime station.
WFAH, Alliance, Chio.

Wanted—First phone transmitter oper=
ator, Directional also FM. Contact D.
B. Trueblood, WGBR. Goldsboro, N. C.

Have immediate opening for first class
operator, studio and transmitter work.
Experience not necessary. Write WHDL,
?lean. New York, for further informa-
10n.

" Help Wanted Help Wanted (Cont’'d) Help Wanted (Cont’d)
Managerial Immediate opening experienced an- Technical
nouncer or combo man. Permanent.
Sales manager, upstate New York, large Box 146M, BROADCASTING. Combination announcer - engineer
market, 1000 watt independent station. N N wanted for chief engineer's job by sta-
Must be experienced in independent Combination announcer - engineer tion in Hawaii. Good, permanent
rove sales wanted. Forty hour week on Mutual position for the right man. Experience

operation and able to
ability, excellent opportunity for right
man. Gilve full experience,
reply. Box 6M, BROADCASTING,

Sug¢cessful 250 watt network station in
solyth midwest established six years is
100‘(i11g for a good efficient manager-
commercial manager with a proven
regord of small station-high standard
sudcessful and economical operation.
Wadnt friendly, sincere family man who
is hard worker and sold on radio
and not television, who can take hold
of p good station and make it produce
and maintain a high standard of com-
munity service, is man must be in
his| energetic thirties and must have
had at least ten years of working ex-
pelience in radio. Box 141M, BROAD-
CASTING.

icture in

station in southeast. Average or better
on announcing. Send letter with
qualifications and salary needed. Box
161M. BROADCASTING.

Good announcer with first phone, per-
manent position friendly western
Pennsylvania independent daytimer.
Seventy-five dollars for forty-four hour
week to start. Submit resume ex-

erience, photo, disc or seven one half
E?S tape first reply. Box 167TM, BROAD-
CASTING.

5000 watt CBS affiliate has immediate
opening for announcer - copywriter,
Rush {full information including pic-
ture, audition, salary required. XFBB,
Great Falls, Montana. .

Progmotion manager: Young, creative,
with flair for aggressive showmanship.
Send full details, experience, salary,
etc| Leading station in_ important
soythwestern market. Box 154M,
BROADCASTING.

Netspaper owned, modern, opening in
Mapch. Only station in enthusiastic
$13[0c0,000 market needs _versatile
manager and combination staff. WMFC,
Monroeville, Alabama.

Salesman

If lyou think sales, breathe sales, sell
salés, then you are the man for us.
Write Texas ABC station. Box 988L,
BROADCASTING.

Tie salesman. Salary blus commis-

sion. Good market. Texas. Box 989L,
BROADCASTING.

Salesman-opportunity commercial man-
aggr, single station rich central Towa
makket. Guarantee against 15% with
pexcentage increase with volume,
Grand opportunity to make real
mopey. Contact Manager, KXKASI,
Ames. Towarl

Salesman-announcer to sell own show.
High commission with accent on sales.
The right man should do very well.
Must own car. Call Roland L.
Fowler., WGAT, Utica, N. Y.

Announcers

Sequre future for aggressive, respon-
sibje man on staff of southern inde-
perdent. Excellent working conditions.
Three years experience minimum with
congole operation. Personal data and

auqition with disc jockey. News and
stratght commercials. With first letter.
Al replies confidential. Box 936L,

BROADCASTING.

Wanted, a combe man for Rocky Moun-
tain network station. Please reply im-
megliately, Send dise and particulars
Box 90L, BROADCASTING.

Immediatc opening experienced staff
announcer for 1000 watt indie full-
timF east Penna station. No board
work. Box 102M, BROADCASTING.

Chief engineer for kilowatt station in
Oregon’s Willamette Valley. Must have
ticket and excellent announcing voice
for board shift. Pay is above average
and depends upon announcing excel-
lence and technical knowledge. Air
mail audition disc, picture and ex-
perience to KGAL, Lebanon,

News man—Age: In twenties. Stress
is on reporti ability. Newspaper
background will be given preference.
We will work with you on air style.
Our preference is for man with basic
ability, desire to learn, mature, co-
operative. Contact: KWKH News
Bureau, (CBS 50 kw) P, O. Box 1387,
Shreveport, Louisiana,

Wanted—Announcer with hard punch-
ing commercial voice. Prefer south
easterner, Send_audition material to
WBRM, Marion, N. C,

First phone—announcer. $30.00 44 hour
week. WCTA, Andalusia, Alabama.

Staff announcer. Sportscasts, some
play-by-play and regular staff duties.
Mid February. Photo, disc, minimum
salary to PD, WENE, Endicott, N. Y.

Sportscaster, excellent opportunity for
experienced man who has sports
“knowhow.” Graduatcd pay scale, plus
talent. Send letter of qualifications,
salary expected, photo and audition to
Station WFDF, Flint, Michigan.

Wanted, announcer-engineer CBS affili-
ate, WGWC, Selma, Ala., experience
not necessary. Good salary.

Erie, Pa. experienced announcer, news

or DJ for only independent. Fast

paced daytime operation. Salary

based on experience. Send references,

rPecording and picture to WJET. Erie,
enna.

Immediate opening for announcer with
experience. Will consider beginner.
Send audition and full particulars in
first letter to WIMB, Brookhaven, Mis-
sissippi.

Anpouncer-engineer who can use type-
writer, write copy. keep traffic, logs
and other related work. Small network
station Texas. Send photo, sample of
work, and data. State salary expected.
Good pay. Box 13lM, BROADCAST-
ING.
Wantcd—Morning or afternoon man
with new ideas to create and .sell—
good salary scale, Experience not
?Istc:essary. Box 133M, BROADCAST-
e

Southwestern Mutual affiliate has im-
mediate opening for combo man, Ideal
all4year climate. Offer variety an-
noyncing with young, congenial staff,
Prefer young married man who will
be permanent. Address dise, photo and
details to Box 143M, BROADCASTING.

Combination man with emphasis on an-
nouncing. Radio Station WJMW,
Athens, Alabama,

Combination announcer-engineer, start
immediately. Emphasis on announcing.
Wire or phone WJON, ABC in St
Cloud, Minnesota, call 1240.

WRMN, Elgin, Illinois wants good an-
nouncer with first phone. Immediate
opening.

Announcer-engineer for 1000 watt day-
time station. A new modern station
just on the air. Salary $70. per week.
Car necessary. Contact Keith Moyer,
WTIM, Taylorville, Illinois.

in maintenance of speech and RF gear
essential. Preference given to experi-
enced small station chiefs, Send full
details plus audition tape to Box 765L.
BROADCASTING.

First class engineer, looking for de-
pendable technician, no anncuncing,

permanent, living conditions reason-
able in Texas station. Box 998L,
BROADCASTING. .

Engineer-announcing or operator will-
ing to learn announcing, above aver-
age opportunity for man who can meet
public, Box 37M, BROADCASTING.

affiliate,

Engineer, 1st phone, net
northern Indiana. $65.00 40 hours.
Combined studio xmtr operation., Paid
hospitalization life insurance and vaca-
tions. Box 111M, BROADCASTING.

Operator of stable temperament, good

character needed by station in Texas
}'e\,sg‘rt city, Box 158M, BROADCAST-
L . .

Young first class operator to assist chief
engineer in control room, transmitter,
installation of broadcasting equipment
and two way mobile radio units. Must
have car, be neat workman. Excellent
opportunity upstate New York. Give
draft status. Box TM, BROADCASTING.

We have immediate opening for engi-
neer-announcer. Opportunity to develop
announcin, technique. Southwestern
network affiliate in city 300,000. Must
be young, married man for permanent
%?ﬂb- Reply Box 144M, BROADCAST-

.

Combination engineer-announcer, first
phone, Good voice. Ability to sell on
commission, Sixty to start. Audition
required, Midwest. Send particulars.
Box 152M, BROADCASTING.

Rellable, experienced, technically pro-
ficient chief engineer wanted by station
in important Texas city. Box 15TM,
BROADCASTING.

Engineer-announcing. Above average
opportunity, south central Illinois. Box
168M, BROADCASTING.

Engineer-announcer combination, start
$57.75 forty hours, rapid raises. Will
consider man with good voice and no
announcing experience. Contact
Herbert Brandes, KDRO, Sedalia, Mo.

Studio engineer with first class license,
Send complete details including snap-
shot. Prefer man with relatives ?n
Rocky Mountain area, KFEL. Albany
Hotel, Denver, Colo.

Wanted: 2 engineer-announcers. Ist
phone for 250 watt Mutual outlet, $60.00
for 40 hour week. Contact Bill Murphy,
Station KIYI, Shelby, Montana.

Sunshiny southwestern CBS station
needs man with ticket. Good salary,
regular pay raises. good working con-
ditions. Send full particulars to Jim
Duncan, KSIL, Siiver City, N. Mex.

Immediate opening, combination man.
Must be engineer capable of chief's
job. Good pay, pleasant surroundings.
Give full details first letter. WACA,
Camden, South Carolina.

Engineer needed. Send information to
WRIP. Booneville, Mississiopi.

Engineer. First class. $240 month.
40 hour week. Time and half paid.
Raises. Excellent opportunity. Phone

or wire now. WCVA, Culpeper; Vir-
pinia. '

First class operator. Experience not
necessary. Prefer single man. $50.60

for 44 hour week.
burg, W. Va.

WEPM, Martins-

Engineer, first phone license, 250 watt
daytime, no experience necessary.
WJET, Erie, Penna.

Immediate opening for Ist class op-
erator. Contact WIKB, Iron River,
Michigan, now.

First phone man who has other talents;
perhaps you can write copy, traffic, or
record librarian. Good position for the
man with a ticket who desires ex-
perience and has ability for other
hases of radio. Send complete in-
ormation. WJET, Erie, Pa.

WLEC, Sandusky, Ohio, offers perma-
nent position for engineer. Fine va-
cation plan. $60.00 per 40 hour week.
Air conditioned modern station in
Ohio’s vacationland.

Need immediately, engineer-announcer
with first class license, WMJIM, Cordele,
Georgia,

Engineer first chone, some announcing,
$60.00 start, 6 day week, immediate
opening. LBS affiliate, WNER, Live
Oak, Florida.

Immediate opening for transmiiter,
operator. No experience necessary.
$50.00 for 44 hour week. Address reply
?adio Station WSIP, Paintsville, Xen-
ucky.

First phone transmitter operator.

WSYB, Rutland, Vt.

Engineer or announcer-engineer, ims-
mediate opening, WVOS, Liberty, N. Y,

Production-Programming, Others

Major eastern
Prefer young,

Excellent opportunity,
city. Top independent.

experienced, married man. Box 54M,
BROADCASTING.

Copywriter, experienced, immediate
opening in better class station. Box

109M, BROADCASTING.

Impersonate voices well known celeb-
rities. Crosby, etc? Do quick-witted,

imaginative DJ patter? pontaneous;
improviser? Ohio station. Box 110M,
BROADCASTING.

Wanted—One who writes strong com-
mercial eopy that really sells, has fast
production, handle traffic, able to meet
sponsors, make friends. Must have sta-
tion experience, possibly radio school
training. Ability counts. Pleasant
living, working. Complete details,
photo. samples. minimum salary. Man-
ager, WLEX, Lexington, Kentucky.

Wanted: Experienced newsman, obtain,
edit, deliver. 1st phone desired, not
essential. Friendly community. Im-
mediate opening. KOMW, Omak, Wash-
ington. .

Program director, full charge, some air
work, musical clock, local news, class-
ical music, community level station.
Long hours. hard work. Excellent
future for dependable man with ideas
and ability. Send complete background,
no recordings. WCRB, Waltham, Mass/

Television

Technical

Chiet engineer for eastern TV network
station. Construction experience and
administrative ability essential. One of
the best sitions in the industry,
Starting salary $8.000 to $10,000, Sta~
tion wi