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Like soda goes with scotch

That’s how fast, profitable results go with W-I-T-H in Baltimore! And
how the local merchants do know it! W-I-T-H regularly carries the advertising
of twice as many of them as any other station in town.

Here’s why: W-I-T-H delivers more listeners-per-dollar than any cther
radio or TV station in Baltimore. And this BIG audience, at such LOW rates,
produces low-cost results!

W-I-T-H can do it for you too. Get in on this natural combination—low-
cost, resultful advertising and W-I-T-H. Your Forjoe man will give you all

the details.
-I-T-H

TOM TINSLEY, PRESIDENT » REPRESENTED BY FORJOE AND COMPANY
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S0 DO HAVENS

FIRST STATIONS OF VIRGINIA

Up-up-up go sales of National Bohemian and
National Premium Beers in the rich Virginia
markets of which Richmond is the center.

And small wonder. National brews to a strict
policy of ““Not how much—but how well.”” It
knows its business well. And it knows how to
sell Virginians via Havens & Martin radio and
TV stations of Richmond.

WTVR (TV) and WMBG (AM) are sound buys for
any advertiser. Why? Their adherence to high
broadcast standards, their long-time reputation
for service, their pioneering progress have

won the affection of Virginians. Today WTVR,
now in its fourth year, is still the only

TV station in Richmond. And WMBG means
NBC for its millions. Here's a duo that's a sound
investment for a sound {and sight) advertiser.

WMBG -~ WCOD

Havens & Martin Inc. Stations are the only
complete broadcasting institution in Richmond.
Pioneer NBC outlets for Virginia‘s first market.
WTVR Nationally Represented by Blair TV, Inc.
WMBG Nationally Represented by The Bolling Co.

WTVR



NOT ONLY THROUGHOUT
THE PACIFIC WEST
but people in
EVERY STATE AND HALF AROUND THE WORLD
LISTEN TO AND ACKNOWLEDGE

Bornte @ Cidhiny. e

50,000 watt — Clear Channel
640 ke

A Southern California
institution for over

30

years

NBC for LOS ANGELES Represented by Edward Petry Co., Inc.

Published e Monda withY 'b kNumb (53d nd 54th i ) blhd February by B
Bll(fy Wl¥gt Ent da dassmt 14.1933 tPtOﬂi tW higt



the
human
side

of the
news

One of the survivors of the recent tragic collision between
the Destroyer "Hobson'* and the Aircraft Carrier
"Wasp'' was Fireman 2nd Class Joseph F. Arnold, of
Lebanon, Pennsylvania. Nineteen-year-old Arnold was a

witness at the Naval Inquiry investigating the collision.

In line with its policy of presenting the human side of the
news, WGAL-TV arranged for young Arnold to appear
before its cameras. Thousands of people in the area

heard Arnold's graphic, first-hand account of the collision.

It's a habit of long-standing, at WGAL-TV, to present
informative human-interest news programs such as the one
featuring Fireman 2nd Class Arnold. Bringing its

viewers the human side of the news is just one of the
many ways in which WGAL-TV fulfills its

. public-service obligations.

WGAL-TV

A Sfeinmon Staticn
Clair B, MeCellaugh, Frq.

Represented by
ROBERT MEEKER ASSOCIATES
New York Chicago San Francisco Los Angeles

}
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CLOSED CGIRCUIT

THOUGH TOP PLANNERS under NBC's
lewly re-integrated radio-TV command [BeT,
fune 23] say they’re still “in the casing and
slanning process” and have mapped no defi-
1ite moves, speculation persists that studies
ire in works to determine possibility of de-
7ising new discount structure which, without
nvolving “tie-in” sales, would give special
'redit to advertisers who use combination of
:adio and TV in certain volume. It’s said to
e under study as part of NBC’s new emphasis
m radio-TV as complementary media, follow-
ng appointment of Sylvester L. {(Pat) Weaver
Ir. as vice president in charge of both radio
ind television, and Frank White as vice presi-
lent and general manager of both.

JPCOMING is sale of WJMQ Cleveland in-
lependent, 1 kw daytimer on 1540 ke, to
lichard Eaton, operator of five stations in East
"WOOK Washington; WANT Richmond;
NARK Hagerstown; WSID Baltimore; WINX
Rockville}. Price understood to be $100,000
vhich includes current assets of perhaps $60,-
)00. Seller is W. J. Marshall, who established
itation in 1947. It’s presumed station, upon
CC approval of transfer, will cater largely
0 Negro population.

iDWARD G, SMITH, who resigned recently
1s manager of radio at ABC’s central division,
ind was formerly General Mills radio-TV direc-
or, will join WTCN Minneapolis as general
nanager. F. Van Konynenburg, vice president
ind general manager of Mid-Continent Broad-
asting, licensee of WTCN AM-FM-TV, ex-
ected to supervise TV activity after FCC
ipproval of stock transfer in which CBS ae-
ires TV station. WTCN, under proposed
1ew ownership, has applied for TV channel
‘BeT, June 9, May 26, April 21].

ANNOUNCEMENT shortly will be made of
lection of W. C. Swartley, station manager of
Nestinghouse Radio Station’s WBZ-AM-FM-
['V Boston, and Ralph Harmon, WRS chief en-
rineer in Washington, to Board of Directors
if Westinghouse Radio Stations Inc.

ACQUISITION by John (Mystery Man) Fox
f Boston Post, generated new reports last
wveek of his possible entry into Boston radio.
While emphatic denial came from CBS, spec-
tlation arose that Mr. Fox’s next acquisition
night be CBS-owned WEEI Boston, followed
'y application for TV. Forty-five year old
inancier is reportedly worth $26 million and
J0lds substantial interest in Western Union.

[INSIDE GOP headquarters there appears to
e smug reaction to claim Democrats have jump
in buying choice radio-TV time for post-conven-
tion network campaigning, with indication
Republicans have bought plenty but aren't
tipping hand to opposition.

FORD FOUNDATION about ready to reveal
details of 90-minute Sunday afternoon pro-
gram to start on CBS-TV right after election.
Series will reportedly attempt to reflect diverse
facets of contemporary life, using both live
(Continued om page 6)
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McDANIEL RESIGNS
AS RTMA PRESIDENT

GLEN McDANIEL resigned Friday as presi-
dent of Radio-Television Mfrs. Assn. “solely
because of personal considerations which re-
quire that 1 return to New York”™ [CLOSED
CIrRcUIT, Jan. 28). Resignation, effective Oct. 1,
drew expression of regret from RTMA board
in Chicago (see RTMA story page 34) along
with praise for his achievements since taking
office April 1, 1951,

A. D. Plamondon Jr.,, new RTMA board
chairman, named committee of past presidents
10 recommend successor to board. Members of
committee are Robert C. Sprague, retiring
chairman of board, chairman; Paul V. Galvin,
and Leslie F. Muter.

Mr. McDaniel lauded by board for long list
of major achievements on behalf of industry
and skill in presenting as well as solving prob-
lems. Staff has been expanded since he as-
sumed office and organization has grown. He
piloted trade practice proposals through Fed-
eral Trade Commission conferences. In letter
of resignation he thanked entire association
and staff for cooperation.

BURNETT GETS ALL
KELLOGG BUSINESS

LEO BURNETT Co., Chicago agency, takes
on remainder of Kellogg Co., Battle Creek,
business, adding seven products to current list
of five Oct. 1. New products represent annual
billings of $4 million, which switched from
Kenyon & Eckhardt, New York [BeT, June
23]). New products are: All Bran, Pep, Bran
Flakes, Raisin Bran, Shredded Wheat, Gro-Pup,
feed division, added to products already serv-
iced by Burnett: Corn Flakes, Rice Crispies,
Sugar Corn Pops, Corn Soya and Gold Medal
Macaroni and Spaghetti. In addition, Burnett
will handle Kellogg Co. Ltd. of Canada. James
E. Weber, vice president, is account supervisor,
working with three product men. Burnett
agency acquired initial Kellogg business in
fall of 1949. Client looking at syndicated film,
Superman, which would be spotted nationally
for children’s audience in fall.

YOUNG QUITS WORKSHOP

JAMES WEBB YOUNG has resigned as con-
sultant on mass communications to Ford
Foundation, effective Aug. 1. In announcing
his resignation, Henry Ford II, Foundation’s
acting president, said, “We are pleased . . .
that the Television-Radio Workshop, which
was established by the Foundation at Mr.
Young’s suggestion and with his guidance, will
continue along the lines envisioned by Mr.
Young under Robert Saudek, director of the
Workshop.” Mr. Young said: “Now that the
Workshop is established and is proceeding
with plans that Mr. Saudek and I worked out
together, I feel that it is time for me to turn
my attention to a number of personal affairs
that I have been neglecting during the last
year. I have enjoyed working with the Foun-
dation’s officers and hope to be of additional
service to them on some future occasion.”

BUSINESS BRIEFLY

TEXACO SPOTS @ Texas Co. (gasoline and
motor oil), through its agency, Erwin, Wasey
& Co., N. Y., considering spot radio campaign
in northeast section of country.

TEA ADDS MARKETS @ Tetley Tea Co,,
Greenwich, through W. Earl Bothwell, N. Y.,
adding small number of markets, effective im-
mediately, for six weeks.

SEEK 100 MARKETS @ Garret Wine Co,,
N. Y, through David J. Mahoney, that city,
starting to line up radio-TV spot campaign to
start Oct. 6, in 100 markets for ten weeks.

PREEN PARTICIPATION @ A. S. Harrison
Co., South Norwalk, Conn. (Preen Floor
Polish), looking for participation radio—seg-
ments and spots—to start after Labor Day on
New England coast, through Calkins & Holden,
Carlock, McClinton & Smith, N. Y.

STRIKE CANCELS SCHEDULE @ Ra-
dio spot schedule destined to start July 21 in
five sales districts for Lincoln-Mercury has
been temporarily cancelled because of steel
strike.

MC FARLAND COMPROMISE
EXPECTED SATURDAY

COMPROMISE between Senate and House
versions of McFarland bill (S 658) expected
to be reached Saturday by Senate-House con-
ference committee. Led by Sen. Ernest W.
McFarland (D-Ariz.) and Rep. J. Percey
Priest (D-Tenn.), committee met Friday, dis-
cussed several non-controversial sections of
bill and was scheduled to meet next day at 10
a.m, to iron out remaining differences.

General consensus among Capitol Hill
watchers is that final bill will include these
provisions, of those significantly in conflict:
(1), FCC will have power to issue cease and
desist orders in addition to revoking licenses.
However, fine provision of House bill may
be retained for non-broadcast services. (2)
Newspaper anti-discrimination provision will
either be rewritten to make it apply to any
lawful business or occupation or it will be de-
leted entirely on ground White House has ob-
jected to it, might veto measure because of it.
(3) Horan amendment will be accepted, but
section forbidding charge of premium rates
for political candidates will be rewritten to
take into account broadcast practices. (4)
Double jeopardy clause in Senate version will
be retained. (5) Forced purchase of equip-
ment of licensee who fails to get renewal will
be dropped.

DE ROCHEMONT MOVES

RICHARD DE ROCHEMONT, former exec-
utive producers of Mareh of Time, has joined
Transfilm Inc, New York, as producer and
consultant on new business matters, moving
his business film accounts to Transfilm in deal
said to involve more than half-million dollars
worth of commercial film production. Mr. De
Rochemont plans to release two topical TV
programs this fall.

for more AT DEADLINE turn page ’
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MOORE NAMED PRESIDENT
OF VIRGINIA ASSOCIATION

JAMES H. MOORE, WSLS Roanoke, elected
president of Virginia Assn. of Broadcasters
at business session held Friday noon, winding
up two-day meeting at Old Point Comfort,
Va. (see VAB stories pages 30, 51). Robert
H. Smith, WCYB Bristol, elected vice presi-
dent and Frank E. Koehler, WROV Roancke,
secretary-treasurer.

Resolutions supported NARTB get-out-the-
vote campaign and FCC plan to relax operator
rules. Bernard Koteen, Washington radio at-
torney, cited cases supporting NARTB effort
to have operator rules eased. NARTB Presi-
dent Harold E. Fellows spoke at Thursday
night session.

Indication some UHF TV stations will be
granted soon after July 1 given by FCC Comr.
Rosel H. Hyde in question session after his
talk. He declined to get into discussion of
directional TV antennas. C. T. Lucy, WRVA
Richmond, discussed legislative activities as
chairman of committee handling that work.
Others taking part in floor debates were John

. Shultz, WMVA Martinsville; Charles P.
Blackley, WTON Staunton, retiring VAB presi-
dent; Richard F. Lewis Jr., WINC Winches-
ter; Philip P. Allen, WLVA Lynchburg, and
Robert M. Lambe, WTAR Norfolk.

Elected to VAB board were Fred L. Hart,
WLPM Suffolk; John L. Cole Jr., WHLF South
Boston: Charles R. Maillet, WFLO Farmville;
Earl M. Key, WKEY Covington; E. S. Whit-
lo|ck, WRNL Richmond.

COURT ORDERS KFDM
CASE REOPENED

REOPENING of 560 ke case concerning KFDM
Beaumont, Tex., and KWTO Springfield, Mo.,
was ordered by U. S. Court of Appeals in
decision Thursday (No. 10888). Court remand-
ed case to FCC to (1) hear testimony on
possible directional antenna design proffered
by KFDM and (2) compare amount of inter-
ference between what was estimated and what
.actually has occurred.

-

In 1947, FCC granted KFDM authority to boost
power from 1 kw to 5 kw. Short time before grant.
KWTO applied for power increase from 5 kw local
sunset and 1 kw night to 5 kw full time, thus
throwing interference into KFDM's exnanded rerv-
ice area. Commission then revised KFDM grant.
to condition it on acceotance of any interference
that might ensue if KWTO abblication granted. Jf
KFDM rejected condition, FCC said it would cet
both applications for comvarative hearings. KXFDM
acronted condition. In 1948, FCC held hearing on
KWTO applicationi, granted power boost. KFDM
appealed to Court of Appeals.

In other parts of decision, Court denied
KFDM complaints that (1) it was denied eom-
parative hearing and (2) that FCC violated
10% rule in granting KWTO increased power,
Court held that when KFDM accepted condi-
tion on its grant, it waived rights to compara-
tive hearing. Court also said that 10% rule
is part of Engineering Standards, and FCC
must have flexibility in deviating therefrom
in public interest.

AVCO REPORT

NET INCOME of Aveo Mfg. Co. for six months
ended May 31 totaled $3,542,928 against $5,-
547,211 in same period of 1951. Earnings in
first half of 1952 were 38 cents per common
share on 8,887,959 shares compared with 61
cents on 8,731,068 shares for similar period
last year. Dividend of 56% cents on corpora-
tion’s $2.256 cumulative convertible preferred
stock, payable Aug. 1, 1952, declared Friday.
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A summary of television station applica-
tions filed since the freeze was lifted
shows the average applicant expects
to spend $367,000 to build his station
and $292,000 to run it the first year.
Average anticipated revenue for first
year is $314,000.. Page 23.

General Telecasting System is formed by
General Teleradio Inc. (subsidiary of
General Tire & Rubber Co. and prin-
cipal stockholder in MBS) to produce
and distribute television programs.
Page 28.

This is the week that may settle the
immediate future of network-affiliate
relationships in radio. CBS Radio
affiliates meet with top network execu-
tives July 2 to straighten out differing
opinions over network rates. Page 24.

Monday isn't blue any more for Pomeroy's
department store in Pottsville, Pa.,
since it started using Sunday radio
advertisine. A special B®T report.
Page 26.

Despite summer heat, advertisers and
agencies are beginning to plan fall
schedules ¢on radio and television.
Page 27.

The President throws his support behind
educational television, tells FCC mem-
bers he hopes private foundations will
ante up the enormous sums needed to
build non-commercial facilities for
educational broadcasters. Meanwhile,
Emerson Radio & Phonograph Corp.
puts up $100,000 for educational sta-
tions. Page 51.

Detailed plans for radio and television
coverage—the most ambitious in his-
tory—of the Republican National Con-
vention next week. Page 25.

Harold Fellows, NARTB president, warns
against the dangers of ‘“organized
efforts at censorship” as he testifies
before the House subcommittee inves-
tigating morals of radio-TV. Page 29.

The 1953 NARTB convention is set for
Los Angeles starting either April 28
or 29. Puare 81.

National Production Authority relaxes
its ban against color television produc-
tion, but concedes that it won’'t mean
anything like mass production of color
will be possible. Page 58.

F'CC’s proposed relaxation of transmitter
operator rules draws violently opposed
reactions. Station operators, on the
one side, say engineer shortage re-
quires easier rules. Engineers and
unions say there is no shortage but
that stations want to hire cheap help.
Page 28.

Upcoming

June 30-July 2: National Industrial Adver-
tisers Assn., Palmer House, Chicago.

July 7-2: CBS Radio offiliates meeting,
Ambassador Hotel, New York.

(Other Upcomings page 73)

Closed Circuit

(Continued from page 5)

and film presentation in flexible format similax
to that of leading picture magazines. Under-
stood that series will be available for partici-
pating sponsorship.

WHEN FCC appears before House subcommit-
tee on Gathings investigation, it will be callec
upon to analyze complaints received from pub-
lic on radio-TV programming. These, as of
now, show roughly that main complaints have
been against liquor advertising (Hawaii anc
Alaska), running better than 3-1 over al
others. Poor runners-up are low necklines or
TV and blatant commercials.

UNDERCURRENT of opposition evident i-
FCC legal ranks over plan of General Counse
Benedict P. Cottone to hire outsider to fil
vacancy of Assistant General Counsel ir
charge of litigation. J. Roger Wollenberg, o
Anti-Trust Div., Dept. of Justice, is mentioned
Staff supports merit promotions from within
particularly on ground that litigation will re-
quire trained top personnel. Suggestior
strongly favored is promotion of Assistan
Broadcast Bureau Chief Joseph M. Kittner t¢
AGC for administration, with AGC Richarc
A. Sollomon promoted to litigation, and Pau
Dobin, who ably directed final TV allocation:
project, succeeding Mr, Kittner in Broadcas
Burcau. All salaries involved are at $10,800.

DON’T kiss off request of Sen. Joseph Mec
Carthy (R-Wis.) for list of State Dept. con
tacts with radio-TV newsmen. It's likely t¢
come up in election campaigning as basis o
charge State Dept. is using private industry
for propaganda.

USE of closed circuit TV for civil defense alert
ing believed to have stirred keen interest insid
White House after theatre TV demonstratior
for policemen last Thursday.

AMERICAN Civil Liberties Union is prepar
ing brief to support its petition asking tha-
hearing be held by FCC on alleged use of black
list by radio-TV networks and stations. Com
mission several weeks ago turned down ACLT
pleading asking that network stations be placec
on temporary license pending hearing [BeT
June 161, but left unresolved request for hear
ing on subject.

YOU CAN put this down as faet: Even il
Democrats remain in White House, formei
U. 8. Sen. James Mead will submit hig resigna.
tion as FTC chairman early next year.

WMAL EXECUTIVE CHANGES

WITH resignation of Ben Baylor as assistani
general manager and sales manager of WMAL-
AM-FM-TV Washington, Charles L. Kelly
program direetor of stations, becomes assistant
general manager. Kenneth H. Berkeley, gen-
eral manager of Evening Star Broadcasting
Co., also announced appointment of Mahlor
Glascock as director of radio and televisior
sales. Mr. Glascock, now with Kal, Ehrlich &
Merrick advertising agency, formerly director
of radio sales for WRC Washington, NBC-
owned capital outlet. Appointments effective
July 1.

CONVENTIONS TO WICHITA

KANS Wichita Friday completed arrange-
ments to bring conventions to Wichita by
microwave relay connection with WKY-TV
Oklahoma City. Station will set up 65 to 70
sets in Wichita Forum Bldg. Telecast will be
presented free as public service.

for more AT DEADLINE see page BS ’
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DES MOINES RADIO

Latest Hoopers show it again . .. KRNT, CBS Radio in Des Moines, delivers
the BIG audience—Morning, Afternoon, and Evening. You're right when
you buy that very highly Hooperated, sales results premeditated, CBS af-
filiated station in Des Moines. Katz represents KRNT, The Register and
Tribune station.
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To the radio advertiser

who inquired about an

under-the-counter deal

One of our boys recently put aside his rustic
clothes and haystrewn speech for a look at the
World. “Madison Avenue is a shambles,” he
reported. “All advertisers are equal only some
are more equal than others. Rate cards gyrate.
Counters for dealing under are everywhere. One
fellow even made me a Proposition!”

We calmed him down with a month’s vacation
and decided to make a Statement, to wit:

1. Our rate card No. 18 became effective
June 1, 1951,

2. If rate increases become necessary a new
rate card will be issued (with & year of grace
between announcement and effective date).

3. If rate decreases go into effect a new rate
card will be issued; everyone will know about
it and benefit from the reduction.

We’re old fashioned about rate cards. Qurs mean
what they say. Everyone is treated the same as
anyone. This saves time-buyers embarrassment;
they know where they stand; they don’t have
to be worried about bargaining.

We submit that WMT’s published rates offer a
fertile source of advertising value: 338,480
families who listen each week to WMT’s exclusive
regional and CBS programming. The Katz
Agency, our national representative, says amen.

5000 WATTS, 400 KC
REPRESENTED NATIONALLY

BY THE KATZ AGENCY

BASIC CBS RADIO NETWORK
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s it G0 what

they say about
television?

Yes, it is . that television has had a lusty,
chaotic infancy.

It’s equally . that television today has ma-
tured into a major medium sold and bought on
a comparative and competitive basis.

It’s also . that buyers of television time
need and want facts about television markets
to do an intelligent buying job.

It's. too, that the TELECASTING section
of the 1952 BROADCASTING-TELECAST-
ING Marketbook will contain the basic data on
all 63 television markets.

This data will be broken down into easy-to-read,
easy-to-refer-to information.

Tim ers need facts in a hurry. They will find
the quickly and easily in the Marketbook.

The 1952 Marketbook has the . on how
much spot or network television will cost on any
combination of stations throughout the country.

The 1952 Marketbook has the
rating services are available in each of the tele-

on what

vision markets.

The 1952 Marketbook has the
population of each of the TV markets.

on the

The 1952 Marketbook will contain a television
map of the United States. This will enable time-
buyers to chart coverage areas.

Because the 2 Marketbook has these and
man?’ other , 1ti that the Market-
book is the strategic buy for television stations.

It is. too, that regular rates apply.

The publication date of the Marketbook is August 18th. The deadline is July 20th.

Send in your reservation today.
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Sales-winning radio schedules for
the Great Southwest just naturally
include this pair of top-producing
CBS Radio Stations. Results prove
this! Write, wire or phone our
representatives now for availabilities

and rates!

National Representatives

JOHN BLAIR & CO.

~ CBS RADIO STATIONS
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ERBERT A. CARLSON resigns as vice president of Henri, Hurst &
MeDonald, Chicago, July 1 to enter public relations business on West

Coast.

DR. LAWRENCE DECKINGER, research director, Biow Co.,, N. Y,
appointed vice president in charge of research.

HELEN M. WHIGHAM, assistant account executive,

N. Y.

H. M. Conner & Assoc., Hollywood (now discontinued),
to Vick Knight Inc., that city, as media director.

JOAN M. KOOB, J. B. Lippincott Co., Phila., and WIL-
LIAM STEINER form new agency, STEINER & KOOB,

RALPH WEINSTOCK, account executive, Ted H. Ball
Co., Hollywood, to Consolidated Adv. Directors, L. A.,
as head of sales-merchandising department.

MARY ANDREW AYRES, account executive with Sul-

Dr. Deckinger

president.
president in charge of radio at ABC.

livan, Stauffer, Colwell & Bayles, N. Y., elected a vice
Her husband is CHARLES T. AYRES, vice
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ERALD L. (JERRY) SEA-
G MAN, radio-television direc-

tor of Bert S. Gittins agency,
Milwaukee, has the kind of a job
about which perhaps people dream.
In the line of duty this spring, he
spent four weeks visiting 11 South
and Central American countries.
Last year he toured 15 nations in
Europe and the Near East, and
next year he will fly to New Zea-
land and Australia.

Mr. Seaman has averaged 100,-
000 flying miles
vearly in the past 10
years, which prob-
ably makes him the
country’s fastest and
farthest-moving ad-
vertising-radio-farm
expert.

Traveling in what
amounts to at least
a six-day and often
a seven-day week
(which people don’t
envy), Mr. Seaman
shepherds radio’s
oldest farm program
and the only com-
mercial show par-
ticipated in by the
U. S. Dept. of Agri-
culture, The Nation-
al Farm and Home
Hour on NBC from Chicago. A
Saturday show and Chicago’s first
network feature, it is presented in
cooperation with the USDA and
has been sponsored for 52 weeks
yearly since 1945 by the Allis-
Chalmers Mfg. Co.. Milwaukee.
Bert S. Gittins is the agency.

Mr. Seaman’s experience in jour-

BROADCASTING *

Mr. SEAMAN

nalism, agriculture and radic are
combined ideally for the account.
Born on a livestock farm in Iowa,
he completed work on bachelor’s
and master’'s degrees at Iowa
State College in agricultural jour-
nalisin. As an undergraduate, he
wrote freelance news for local and
regional farm papers and national
magazines, waited on tables in his
Delta Chi fraternity house, and was
a member of Alpha Zeta (agricul-
ture), Sigma Delta
Chi (journalism),
and Cardinal Key
(senior society).

After 12 months
as a graduate assis-
tant when he divided
his time between
teaching duties and
work on his master’s
thesis, he left the
campus for the out-
side world. In 1942,
he returned briefly
to receive his M.S.
after researching
and writing a thesis
on “The History of
Early Iowa Farm
Magazines,” cover-
ing the years from
“‘zero to 1900.”

Mr. Seaman worked as field edi-
tor of New Jersey Farm and Gar-
den, handling editorial as well as
advertising, and as a salesinan for
the daily Dhovers Jowrnal in Chi-
cago. Joining the North Dakota
Agriculture College at Fargo in
1938, he handled duties as publicity

(Continued on page 71)
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ARTHUR H. YOUNG, assistant sales promotion manager, Interstate
Department Stores, to merchandising staff, Young & Rubicam, N. Y.,
in charge of sales promotion and premiums,

MAXWELL M. HAMAN, overator of own direct mail agency, and
CHARLES S. HAYDEN, to copy writing staff and art department, re-
spectively, of N. W. Ayer & Son, N. Y. BRANTLEY LIPPINCOTT,
Ward Wheelock Co., to Aver’s Philadelphia office as staff member of
checking, audit and file bureau of media department.

WILLIAM C. RAUGHLEY, Al Paul Lefton Co., Phila.,, to J, M. Korn
& Co., that city, as account executive.

CLLAIRE COBHAM rejoins S. R. Leon Co.,, N. Y., in executive capacity.

JORDAN BEYER, salesman, General Electric Supply Corp., L. A, to
Ross, Gardner & White Adv., that city, as account executive.

LUSK ROBINSON to White Adv., Oklahoma City, as account executive
in charge of business development.

TOBY A. MILLER, manager director, Ted H. Ball & Co., Hollywood,
to The Edwards Agency, L. A, as account executive and merchandis-
ing director.

FADELL Co., Minneapolis, changes name to MIKE FADELL Adv.
JOHN J. POLIAN appointed account executive there. DORIS ANDER-
SON named media director. JOAN MURPHY added to radio-TV staff.

ALLAN A. DAVID has re-opened DAVID Adv., 20 W. Jackson Blvd,,
Chicago. Telephone is Webster 9-3788.

A. E. ALDRIDGE, A. E. Aldridge Assoc., Phila., elected vice president
of First Adv. Agency Group at Buffalo convention.

JACK WHITEHOUSE, office of public information, U. of Calif,, L. A, to
Martin R. Klitten Co., that city, as head of newly formed pubtlic
relations department.

GETSCHAL & RICHARD Inc, N. Y, changes tc GETSCHAL Co. Office
remains at 49 E. 51st St.

BERGIE BOE, manager of radio-TV department, Roy Durstine agency,
N. Y., to radio-TV staff, Needham, Louis & Brorby, N. Y. She is wife
of BOB WOOD, midwest manager of Storer Broadcasting Co.

GILBERT W. WERNER, copy-contact man, H. B. LeQuatte Co., N. Y.,
and previously with August Adv., Miami, to-copy staff of VanSant,
Dugdale & Co., Baltimore.

NORMAN C. KAL, president and treasurer, Kal, Ehvlich & Merrick Adv.,
Washington, D. C., elected business representative on board of Assn. of
Better Business Bureaus Ine.

THOMAS P. REILLY to media staff, Ted Bates & Co., N. Y., as space
buyer.

RAY VIR DEN, former president of Lennen & Mitchell, N. Y., who
was said earlier in B®T to be opening agency, reported last week that
it was office which he would use as base of operations, but not an agency.

ARTHUR PARDOLL, business manager, radio-TV department of Sul-
livan, Stauffer, Colwell & Bayles Inc., N. Y., father of girl, Martha Jean,
June 12.

EDWIN B. TYLER to Hermon W. Stevens Agency, Boston, as assist-
ant to president.

BROADCASTING ® Telecasting
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AP NEWS means

WEWS for WILK, Asbury Park, N. J.:

“We feature AP news every hour,” says
Station Manager Tighe. “It is the back-
bone of our local programming and time
sales. Our listener ratings show that a
local independent which does a good news
job can outpull networks in the local
market!”

Thomas B. Tighe, Station Manager
WILK, Asbury Park, N. J.

o
WEWS for KARK, Little Rock, Ark.

Commercial Manager Haas reports:

“Our 39 weekly 15-minute AP newscasts
are divided among 12 sponsors. All have
been with us at least four years. That's
proof that AP news with alert local and
regional coverage is good business for
sponsors and for KARK.”

Julian F. Haas, Commercial Manager
KARK, Little Rock, Ark.

More and more of the country’s finest stations are announcing with pride: “TH I S S TA ” 0 N I S A M E M B E R

HEW WERY gy wEesy
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G000
“Ewsf()l' MEYER’S BAKERY, sponsor of

WEWS for the FISCHER BAKING COMPANY, -

with seven 15-minute AP newscasts a week on WILK: "~

“Our long sponsorship of AP newscasts on WILK
shows (1) their effectiveness, and (2) our satis-
faction,” declares George J. Fischer. “These
newscasts accomplish two important jobs . . .
a public service in keeping our audience informed
... and an advertising job by promoting Fischer
Baked Products to a larger-than-usual audience!”

seven AP newscasts a week on KARK:

“We're in a highly competitve field,” says Charles
T. Meyer, President, “and we must maintain our
leadership as marketers of quality baked goods.
Qur AP newscasts on KARK help us do this by
providing a powerful selling medium plus the
public service credit and prestige which go with
sponsorship of AP news.”

OF THE ASSOCIATED PRESS.”

RADIVO

{1} Tue ASSOCIATE
I

50 Rockefeller Plaz

Associated Press . . . con-

stantly on the job with

« a news report-of 1,000,000
words. every 24 hours.

o leased news wires of 350,000
miles in the U.S. alone.

e exclusive state-by-state news
circuits.

e 100 news bureaus in the U.S.
« offices throughout the world.

o staff of 7,200 augmented by
member stations and news-
papers . .. more than 100,000
men and women contributing
daily.

AP NEWS WILL MEAN GOOD
NEWS FOR YOUR STATION AND
YOUR SPONSORS, T00! The
alert, comprehensive, authorita-
tive news coverage provided by
The Associated Press attracts,
holds, convinces audiences . . .
creates an atmosphere of
authenticity in which a spon-
sor's message takes on added
importance. Find out today how
the good news brought by AP
can mean good news for you
and your sponsors! Consult your
AP Field Representative . . . or
write, wire, or phone:

D\V\S\ON
p PRESS

a, New vork 20, N.Y-



GENE ARCHER

WRC’s Gene Archer, to
e exact. Gene's delight-
ful mid-day program
features the Cliff Quar-
tette’s individual music,
popular records . . .
plus Gene Archer's own
brilliant baritone styie.

Participation in this
choice time period (12:-
15-1:15 PM, Monday

othrough Friday) promis-
es business in Washing-
ton. An impressive list
of current national spots
amply supports Gene's
selling story.

Audience loyalty of
"Here’s Archer” offers
an immediate associa-
tion with a “Name Per-
former” in the Nation's
Capital.

A few choice availabili-
ties remain, contact WRC
directly or NBC Spot
Sales.

IN THE NATION'S CAPITAL
YOUR BEST BUY IS

FIRST in WASHINGTON

"WRC

5,000 Watts e« 980 KC
Represented by NBC Spot Sales

Page 14 ® June 30, 1952
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RUSSELL DARY, real

M estate and insurance firm

L owner, is putting his

ability at the organ to good use on
KMAN Manhattan, Kan.

Last March, Mr. Dary began a
quarter-hour Sunday afternoon
program on KMAN, featuring his
own organ music, The program,
Melodies at Home, is aired from
Myr. Dary’s residence.

In two months, Mr. Dary’s firm
had moved more than $150,000
worth of real estate alone. Con-
sidering that Manhattan is a com-
munity of only 19,000 inhabitants,
this was quite a feat, Bill Friday,
KMAN commercial manager
points out.

The insurance portion of Mr.
Dary’s business has increased to
the point where it now pays for
the entire overhead expense.

Mr. Dary gives KMAN credit
for helping to increase his busi-
ness as much as 30% over a two-
month period. Ten minutes after
his first quarter hour, a hitherto
unknown prospect phoned to com-
pliment Mr. Dary on his mausic
talent. This phone call eventually
resulted in sale of a $30,000 piece
of property, which had been men-
tioned in one of the commercials.

In addition to his advertising
over the radio, Mr. Dary partici-
pates twice weekly in a public

Mr. Dary, through KMAN, wirs
Melodies from his living room.

Kk &k %

service type program promoting
Safety First.

Mr. Dary is a member of the
Washington Committee of the Na-
tional Real Estate Board, a past-
president of the Kansas Assn. of
Real Estate Brokers and holds the
Kansas Assn. of Real Estate Brok-
ers “QOutstanding Achievement
Award” for 1951.

As a musician, and as a busi-
nessman, Mr. Dary knows that
radio brings the most harmonious
results from the broad keyboard of
advertising.
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president of Smith’s Trans-

fer & Storage Co., has added
a new expression to Washington’s
vocabulary through radio advertis-
ing.

The expression, “Don’t Make a
Move Without Calling Smith,” is
used by Mr. Smith as a slogan.
Children at play use it. Washing-
ton officialdom uses it. It has be-
come a household term.

More than incidentally, Mr.
Smith traces the phenomenal
growth of his moving and storage
business to radio use of that slogan,
which is whispered by the an-
nouncer.

So much, in fact, does he think
of that slogan that it has been
registered as a trademark. He
sold its use to a New York City
firm, which also is doing quite well
with it.

The whispered slogan actually
is the brainchild of Mr. Smith’s
advertising representative, Court-
land D. Ferguson, president of the
agency, Courtland D. Ferguson
Ine. Mr. Smith first used radio ad-
vertising in February 1943. Until

1- RTHUR Clarendon Smith,

Mr. SMITH

.+« his whispered slogan became
a household expression

that time he used newspaper space
spasmodically, radio even less fre-
quently.
In 1943, he decided to do more
(Continued on page 4$)
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CLEVELAND

“The Family Station’’

CLEVELAND'S
ONLY
NEWS STATION
ON THE AIR
24 Hours daily®
‘round the clock

WSRS

WILL BE AT THE
REPUBLICAN
AND
DEMOCRATIC
CONVENTIONS
FULL TIME
COVERAGE
DIRECT FROM
CHICAGO
OVEROUR OWN
EXCLUSIVE
FACILITIES

WSRS

LOCAL NEWS
EVERY SIXTY
MINUTES ON
THEHALF HOUR
‘'ROUND THE
CLOCK.

On the air
24 hours daily

® @ o o ¢ ¢ ©o ¢ ¢ & 0 @ ¢ O O O
® & & & & & & & & & > O O 0 s 0

“The Family Station’

WSRS

CLEVELAND

NAT'L REP. FORJOE & CO.

® Telecasting



This letter is typical.
WJBK is the “pay-off"
station for wise buyers.

WIBK=:DETROIT

Tops in Music—News—Sports

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 22, ELDORADO 5-24533
Represenied Nationally by THE KATZ AGENCY, INC.

STORER
STATION

BROADCASTING ® Telecasting June 30, 1952

Page 15



Network Story
EDITOR:

Thought your story on network
sales [“The Radio Networks’ Crisis
and Cures,” June 16 issue] was an
excellent job of reporting and writ-
ing.

It was one of the most realistic
appraisals of the situation I have
seen or heard.

Carl George

V. P. & Gen. Mgr.

WGAR Cleveland
EDITOR:

Just a note to tell you how much
I enjoyed your story on the radio
network crisis. . . . It was beauti-
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EUSTACE T. FUDD AND CON-
GRATULATIONS ON FINE PRO-
MOTION PIECE.

MICHAEL R. HANNA

fully prepared, concise and most
enlightening. . . .

Robert H. Salk
The Katz Agency Inc.

New York GENERAL MANAGER
R WHCU ITHACA, N. Y.
1 . *® ko
Fudd’s Friends —
EDITOR: SEND IMMEDIATELY 50

PLEASE SEND 100 COPIES COPIES “RADIO IS NO DAMN

HAMILTON

0¥SEGD

Lawyeravilie
L J

Coble;

SCHOHARIE

e

Central Bridge

1l the neighbors listen in when
WENT is on the air, and you
can't argue with these facts:

RADIO
STATION

and talent.

SACANDAGA BROADCASTING CO.
Gloversville, N. Y.

C. B. S. Affiliate
GLOVERSVILLE-JOHNSTOWN, N. Y.

WENT serves a prospercus dairy-farming and resort region,
studded with manufacturing centers that include Gloversville,
Johnatown and Amsterdam. The shaded area includes the lower
Mohawk and upper Hudson Valleys below 1000-foot contour,
permitting clear groundwave reception of outstanding CBS pro-
grams, augmented by carefully planned schedules of local news

WENT is the only CBS Affiliate be-
tween Utica and Troy serving this
vast population.

250 w
1340 KC

WENT has the top 20 rated pro-
grams . . . a combination of top
CBS shows and local favoerites.

George Bissell — President

J. Charles — Resident General Manager

GILL-KEEFE-PERNA. INC.
National Representatives
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GOOD.” BILL US. WILL PAY
ANYTHING.
A. J. BAUEER
GENERAL MANAGER
WINK
FORT MYERS, FLA.

L I

[EDITOR’S NOTE: Because of readers’
demands, a new printing of the B.T
brochure containing radio success stor-
ies has been made. The brochure is
available at the following rates: Single
copy, 35¢; 25 copies, $7.50; 50 copies,
$15; Y5 copies, $20; 100 copies, $25. Plus
postage.]

Bonus

EDITOR.:

Thank you for ... that extremely
flattering picce you ran about me
in BROADCASTING May 12 ... Those
who I think of as my friends still
want to know what I had to do to
win such a bonus.

Carroll Carroll

Viee President
Ward Wheelock Co.
Hollywood

* * b3
Technical Tizzy
EDITOR:

Notice in the June 9 issue of
BroaDcAsTic ® TELECASTING that
the NARTB and Mr. [Richard P.]
Doherty [NARTB director of em-
ployer-employe relations] have suc-
ceeded in getting an FCC hearing
on their proposal to drastically
reduce operator requirements.

Even allowing for Mr. Doherty’s
inimitable use of doublethink and
scrambled semantics, the proposals
make very little sense from any
rational standpoint.

As for a shortage of licensed
operators, FCC figures show that
the number of first phone tickets
more than doubled between 1946
and 1950, . . . Concerning the same
operator requirements for a quar-
ter kilowatt AM station and a tele-
vision station, the truth of that
matter is that the former are not
too high, but the latter far too low.
UHF and color TV will further in-
crease technical requirements. . . .

Lewis C. Sheriock

Denver
Score an Assist
EDITOR:

It was with great interest that
we read the article in the June 23
issue surveyihg a typical cross see-
tion of the leading advertising
agencies and their ideas on the
handling of spot schedules which
are disrupted by the broadecasting
of the political conventions this
July. Having an advance look into
the situation will be of real assist-
ance to us in planning our own
procedure,

H. William Koster
General Manager
WPJEB Providence, R.I.

® Telecasting
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2500 SONG WRITERS
WORKING FOR YOU

MR. SHOWMAN:

Suppose you put the country’s 2500 leading song-writers on your
payroll to create the music your customers demand. Picture the
size of your payroll! But there is a simple way to get the same
result at a nominal cost. :

The way, of course, is through an ASCAP license, which gives you
ready access to the best-loved American musie . . , an unparalleled
catalog containing tens of thousands of compositions of the more
than 2500 leading American song-writers . . . the favorites of the
past half-century,

In brief, you get the MUSIC that has made the field of entertain-
ment one of America’s great Industries. MUSIC is the lifeblood of
radio and television, night clubs and taverns, restaurants and hotels
. . - wherever Americans while away their hours of relaxation.

The creative talent that makes MUSIC good business for you is
available at low cost. Look at it this way . . . the total roydlties paid
to writers and copyright owners last year through ASCAP by all
commercial users of music are only a fraction of a cent of each
dollar spent on entertainment by the American public.

An ASCAP license is the biggest bargain in entertainment!

This is the second of a series of
advertisements telling the story of ASCAP

AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS
575 MADISON AVENUE, NEW YORK 22, NEW YORK

BROADCASTING ® Telecasting JuneJlO,1952 ® Page 17



YOU'LL BE

INTERESTED
IN RADIO'S VERY LOW

Cost per thousand

‘ ON WESTERN NEW YORK'’S
NUMBER ONE STATION

| WHAM

date cost-per-thousand figures for its many

has available up-io-
‘ . peopular Participation Programs. .You’ll

find them of special interest in the selling
problems of seeking the largest possible
market at low, low cost. Your nearest

HOLLINGBERY representative will gladly

show you the faets.

The Stromberg-Carlson
Station

W ll AM [

T R K Ay B |

Basic NBC—50.000 watts—clear chamnel—1180 kc

GFORGE P. HOLLINGBERY COMPANY, NATIONAL REPRESENTATIVE

Pzée 18 ® June 30, 1952
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ALTEX Co., Burlington, Vt., looking for radio spot availabilities for
late fall start in hot cereal New England markets. Agency: Samuel
Croot Co., N. Y.

SHULTON TOILETRIES, N. Y., lining up possibilities for spot radio
campaign to start early fall in top 50 markets. Agency: Wesley Assoc,,
N. Y.

NESTLE'S CHOCOLATE Co., N. Y. {Semi-Sweet and cookie mix), pIan’-
ning radio-TV spot campaign in 25 markets starting early October.
Agency: Cecil & Presbrey, N. Y.

TEA COUNCIL, N. Y., beginning in fall will use TV spots in 23
cities for 20 weeks to promote consumption of hot tea. ‘Agency: Leo
Burnett Co., Chicago.

Network o o o

GENERAL MILLS Co., renews Betty Crocker Magazine of the Air, on
ABC for 52 weeks, Mon. through Fri., 8:40-8:45 a.m., 2:30-2:35 p.m. and
4:25-4:30 p.m. EDT, effective Sept. 1. Agency: Dancer-Fitzgerald-
Sample, N. Y.

SERUTAN Co., Newark, moves Battle of the Ages from DuMont to
CBS-TV starting Sept. 6, Sat., 10:30-11 p.m. EDT. Agency: Franklin
Bruck Adv.,, N. Y

TONI Co., Chicago, will sponsor five-minute program on ABC radio
twice a day, Tues. and Thurs. called It Happens Every Day, 2:30-35 p.m.
and 10:30-35 p.m., effective July 1. Agency: Tatham-Laird Inc., Chicago.

AMERICAN TOBACCO Co.,, N. Y. (Lucky Strike cigarettes), to spon-
sor Your Lucky Clue with Basil Rathbone as m.c., effective July 13, as
summer replacement for This /s Show Business, Sun., 7:30-8 p.m. on CES-
TV. Agency: BBDO, N. Y.

GENERAL FOODS, N. Y. (Instant Sanka coffee and Swans Down cake
mixes), will sponsor Footlight Theatre effective July 4, CBS-TV, 9:30-
10 p.m. for 138 weeks when firm will pick up Our Misg Brooks in same time
slot. Agency: Young & Rubicam, N. Y,

-ﬂgency -ﬁppointmanﬂ s e e

RUM & MAPLE TOBACCO Corp., N. Y. (cigarettes and smoking to-
bacco), appoints Rand Adv., that city, to handle radio and television
advertising.

DAYSTORM FURNITURE Corp., Olean, N. Y. {tubular and plastic fur-
niture), reappoints N. W, Ayer & Son, N. Y.

SCUDDER FOOD PRODUCTS Inc., Monterey Park, Calif. (mayonnaise,
potato chips, peanut butter}, names BBDO, L. A. Radio-TV is being used.

HOUDRY PROCESS Corp., Phila., appoints John Falkner Arndt & Co.,
that city.

HUDSON DEALERS OF SOUTHERN CALIF., L. A,, appoints Erwin,
Wasey & Co., that city. TV is being used.

COMPRESSED PRODUCTS Corp., Phila., appoints Lee Ramsdell & Co.,
that city, for new product, Delicate. GERALD F. SELINGER is ac-
count executive.

ﬂJF¢0F1¢ o e 0

HARRY W. CHESLEY Jr., vice president in charge of national sales,
Pepsi-Cola Co., N. Y., 10 Philip Morris & Co,, that city, as vice president
to coordinate and supervise company’s advertising, selling and mer-
chandising activities.

ROLLA E. McDONALD, vice-president and creative director, Hoffman
& York, Milwaukee, to Payne Furnace Div. and Day & Night Div. of
Affiliated Gas Equipment Inc., Monrovia, Calif., as advertising manager.
He succeeds JOSEPH J. MURLO, who has joined Free Sewing Machine
Co., Beverly Hills, in similar capacity, replacing ERVING BERG, named
sales promotion manager.

ROBERT P. CLARKE Jr. promoted to assistant director of advertising,
Mutual Life Insurance Co., New York.

BROADCASTING ® Telecasting



BROADCASTING *

Is it time for another Declaration of Independence ?

The men who wrote the first one
struggled to put new ideas into sim-
ple words. Humbly, they tried to set
down clearly certain rights of man
that could be called God-given, and
hard-to-say things of a spiritual
nature — truth, equality, freedom.

And the words came alive, and the
The idea that

each man is more important than

ideas shone clear.

his government; his independence
more precious than his security; his
spiritual strength more lasting than
his armies.

Telecasting

Upon these, a nation grew great.

There are always people who fear
such jdeas — even today, even in
America. These people feel that man
cannot be trusted with his destiny.
They are working to make govern-
ment the master — instead of the
servant — of the people.

Their distrust of the individual
has spread frighteningly in the past
few yeurs.

It can be stopped by ideas — the
same ideas spelled out in the Dec-
laration of Independence.

I’s time for all of us, privately
and in public, to declare once again
our independence —to speak up for
freedom, and against anything that
threatens it.

The trend toward more and more
government controls is a threat to
every business, every family, every
individual. That’s why this message
is published by America’s business-
managed, tax-paying ELECTRIC
LIGHT AND POWER COMPANIES*.

*Names on request from this magazine
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North Carolina rates more firsts
in recognized market surveys than
any other Southern state. More
‘North Carolinians, according to
BMB study, listen to WPTF than
to any other station.

Salesman

~ NORTH CAROLINA'S

Namber

also WPTF-FM
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'APPLICANT LIST GROWS

By LARRY CHRISTOPHER

AS NEW TELEVISION ap-
slications began to arrive at
7CC in ever increasing num-
sers last week—on the eve of
he July 1 commencement of
yrocessing — a study of the
L70 bids on file late Thursday
showed that these applicants
lan to spend more than $62
nillion in construction of
heir facilities, a per-station
werage in excess of $367,000.

Of these applicants, 169 estimate
irst year operating costs totaling
wer $49 million, an average of
292,000-plus per station. First
rear revenue estimates, of 162 ap-
licants reporting their income ex-
iectations, total nearly $51 mil-
ion, or almost $314,000 per outlet.

Of the 30 operating stations, re-
juired by FCC's Sixth Report to
hange their channel assignments
o conform with the new allocation
lan [B®T, April 14], 17 to date
iave filed applications” for such
hanges with the facility switch
ind new construction to cost them
i total of nearly $4.5 million, or a
rer-station average of almost $260,-
100,

Meanwhile, as nearly a score of
ast-minute petitions for reconsid-
ration of the Sixth Report hit the
Jommission on Monday, the FCC
ast week took the following actions
elating to TV 'and allocations:

@ Indicated it could determine
mly “in the light of the circum-
itances presented by a specific ap-
rlication” whether two or more AM
iperators in the same market may
egally prosecute a joint TV appli-
wation and still retain their com-
etitive and separate AM stations.
The pronocuncement, made in a
nemorandum opinion and order
tenying the petition of KFBI
Wichita for a declaratory ruling,
rag interpreted to mean FCC will
'onsider such joint applications on
1 case-to-case basis.

@ Granted the application of
WXEL (TV) Cleveland for change
in frequency from Channel 9 (186-

Complete Data on Last
Week’s TV Applications

Starts on Page 52

192 mc) to Channel 8 (180-186 mc)
in accord with a Sixth Report show
cause order. WXEL is one of the
30 existing outlets required to
change facilities. Increase in effec-
tive radiated visual power from 7.5
kw to the maximum 316 kw was
granted, along with move of main
studio location from WXEL’S trans-
mitter site at Parma, Ohio, to
Cleveland. Change will extend
WXEL's Grade A service to about
45 miles, Grade B to about 63 miles.
Comr. Frieda B, Hennock dissented.

@ Denied the petition of West-
inghouse Radio Stations Inc., sup-
ported by KROW Oakland, Calif.,
for modification of the temporary
processing procedure to establish
city priorities on the basis of a
“television service factor” of popu-
lation divided by existing services
[BeT, June 9]. FCC held the West-
inghouse plan would substantially

R AAne

170 to Spend $62 Million

eliminate the precedence FCC has
given UHF in the Group B-2 cities
(those with one or more statiofis
and having only UHF channels
available).

@ Issued notice of"‘proposed
rule making to add UHF Channel
14 at Palm Springs, Calif., as re-
quested by Dr. Forbes Farms Inc.
in first such petition to be filed
[BeT, June 9]. Aug. 11 was speci-
fied as deadline for comments.

@ Amended its new station ap-
plication form 301 to add another
page to Section II on legal qualifi-
cations to obtain additional infor-
mation from applicants for non-
commercial, educational stations.

@ Advised WDRC Hartford,
Conn., that the term “principal
community” as used in Sec. 3.613
of its rules relating to main studio
location means city, town, village
or other political subdivision, not

“metropolitan district.” FCC ex-
plained the main ‘studio must be
within the corporate boundary but
noted the rule’s provision for case-
to-case consideration of “severe
and undue hardship” situations
where studios must be located out-
side such boundaries.

@ Amended its multiple appli-
cation rule, Sec. 1.364, to include
TV outlets with AM, FM and other
type stations. The rule provides
that while one application iz pend-
ing, FCC will not accept another
from the same applicant which
seeks new or additional facilities
for a station of like class to serve
the same community.

@® In spite of the concern of
certain Washington broadcast at-
torneys, FCC informally explained
the new “application acceptance”
policy ‘of the Brgadcast Bureau's

(Continued on page 32)

STRE’BERT NAMED General Telecasﬁng Head

NEW major TV program and sales
organization was launched last
week by General Teleradio Inc. with
formation of an associate video op-
eration, General Telecasting Sys-
tem.

The project is based on a new
concept of nationwide television
program distribution under the
General Tire & Rubber Co. banner,
with General Telecasting selling
and delivering programs to its own
stations and to affiliates and adver-
tisers, combined
with variations of
spot and co-op

broadcasting.
Theodore C.
Streibert, for-

merly president
of General Tele-
radio’s WOR New
York, is president
of General Tele-
easting, Dwight
Martin, who left
Crosley Broadcasting Corp. a week
ago to join General Teleradio
[BeT, June 23], becomes executive
vice president. He also is vice
president and general officer of
General Teleradio. John Poor, Bos-
ton attorney for Yankee, is sec-
retary. He is understood to have
handled incorporation of General
Telecasting under a Delaware char-

Mr. Martin

JROADCASTING ® Telecasting

ter. General Telecasting expects to
distribute programs by the best
available means, whether film, coax-
ial cable or radio relay. In the
early stages it was speculated that
its main effort would be concen-
trated on film programs but both
film and live product will be dis-
tributed.

John Sutherland, head of John
Sutherland Productions, Hollywood,
producer of commercial TV films,
is understood to have been retained
by General Telecasting as a produe-
tion expert to advise on procure-
ment of programs for distribution.
It is believed he will headquarter
in both Hollywood and New York.

General Telecasting’s plan is said
to contemplate arrangements with
many production companies for
procurement of film and live pro-
grams. It could not be learned
whether Mr. Sutherland’s firm
would produce films for the new
company.

It appeared clear that General
Telecasting does not plan to en-
gage in TV network business in the
accepted means. Instead it is ex-
pected to distribute programs any-
where by the most economical and
efficient sense. It was not clear
what arangements would be made
for time clearance on TV stations.

In getting under way General

Mr. STREIBERT

* * ¥

Telecasting will have a nucleus of
the General Teleradio stations, in-
cluding WOR-TV New York,
WNAC-TV Boston and KHJ-TV
Los Angeles.

While General Teleradio is ma-
jority stockholder of MBS, no ¢on-
firmation could be made of sugges-

(Continued on page 84)
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RADIO'S FUTURE

RADIO broadcasters were waiting
tensely last week for a meeting
this Tuesday and Wednesday which,
they felt, may go a long way to-
ward shaping radio’s future.

This is the meeting of CBS Radio
affiliates, first among themselves
and then with topmost CBS officials.
The center of the discussion is ex-
pected to be rates: Network radio
rates, and collaterally, the effect of
any change in those rates upon all
radio time charges.

Leaders of the affiliates—who
are expected to number about 125
at the meetings at New York’s
Ambassador Hotel—are marshall-
ing arguments against the night-
time rate cuts they fear are com-
ing, while CBS Radio officials are
preparing to “lay it on the line”
with a report on network problems,
including circulation and financial
data.

Some specific proposals toward
solution of current problems re-
portedly are being prepared by the
affiliates’ steering committee, but
committee representatives declined
to reveal them prior to the sessions.
Network authorities said they, too,
have been working—over a long
period—on a series of possible solu-
tions, but doubted that such pro-

May Be Affected by CBS Radio Affiliates Mee:

posals could be firmed in time for
presentation during the affiliates
conference.

"The one point which found net-
work and affiliates in harmony on
the rate question was the conclu-
sion that if CBS Radio cuts its
rates, the other networks will be
compelled to follow suit.

To speculation that CBS authori-
ties may decree as much as a 50%
reduction in nighttime rates—or a
40% cut, accompanied by a 10%
increase in day rates, which also
would make day and night rates
equivalent—one leading station
executive cited this example of the
effect upon an affiliate:

Assume that a station now has a
nighttime sales potential of $1,000
a night and is selling $650 of this.
Then assume the nighttime rate is
cut 50%. Even if the station then
sells a full 100% of his potential
at the reduced rate, it nevertheless
will be receiving $50 less than it
did in selling only 56% of its po-
tential at the old rate.

Many affiliates protest that rates
not only should not be cut but that
daytime rates should be ine¢reased
—at least to the point where they
stood before the general 10% re-
duction was put into effect by all

networks a year ago.

Affiliates contend network execu-
tives have been too prone to ration-
alize a need for rate reductions,
ignoring also the high level of
radio business which stations are
experiencing at the local and na-
tional spot sales levels. A number
of them also are openly critical of
CBS Radio for its recent renegotia-
tion of affiliation contracts, through
which the network gained the right
to change affiliates’ network rates
also at will. They contend they had
thought CBS Radio was seeking
this right in order that it would
be able to change rates quickly to
“meet competition,” in event an-
other network reduced rates first.
Now they fear CBS Radio is going
to use the right to initiate a reduec-
tion itself.

Half-Dozen Lacking

Network officials say all but a
half-dozen of their major affiliates
have agreed to the new contract.
The half-dozen includes: WJR De-
troit, WGAR Cleveland, WHAS
Louisville, WREC Memphis, KOIN
Portland, Ore., and KIRO Seattle.

Representatives of four of these
six are members of the affiliates’
steering committee which set up

the July 1-2 sessions: John F. Pati
of WIR and WGAR; Victor A
Sholis of WHAS, and Saul Haas of
KIRO.

The steering committee will meet
today (Monday) with the Columbis
Affiliates Advisory Board, headec
by I. R. Lounsberry of WGF
Buffalo, to discuss plans for the
Tuesday and Wednesday session
Tuesday’s session will be limited t¢
affiliates; on Wednesday they wil
be joined by CBS top officials, in.
cluding Board Chairman William ‘s
Paley, President Frank Stanton
CBS Radio President Adrian Mur.
phy, and Station Relations Viee
President Herbert V. Akerberg.

George B. Storer of Storer
Broadeasting Co., one of the
originators of the meeting, hat
been designated chairman for the
affiliates conference. Mr. Sholis
will make the keynote speech.

Members of the steering com-
mittee, in addition to Messrs
Storer, Sholis, Patt, and Haas are
William B. Quarton, WMT Ceda:
Rapids; John E. Fetzer, WKZC
Kalamazoo; Hulbert Taft, WKRf
Cincinnati; Kenyon Brown, KWF1
Wichita Falls, Tex., and Ray Hern-
don, KTRH’ Houston.

The Network Picture . . . . . . . . AN Eomorut

ALL EYES ARE on New York. CBS meets
Wednesday with its radio affiliates to attempt
td settle, amicably and across the table, the
troubled state of their business relationships.

Should radio rates be adjusted, day or night,
or both? un or down? That's the wrap-up
question. The only thing certain is that there
won't be any midnight action, without affiliates’
ccinsent, as was done in April 1951,

What has happened in the past solves noth-
ing. The 10-15% cuts didn’t stem the tide.

hat happens this week will set the pattern
for other networks. The profound affect it
will have cannot be overstated.

The pressure from the networks is for fur-
ther cuts, sharp enough to permit them to dig
in and build anew. Affiliates contend they
can't stand further cuts and that the networks
haven’t sold radio as the biggest and best buy
far the advertisers’ dollar.

We side with the stations, as we have from
the beginning. But we believe if current rates
are to be retained, a way must be found to make
sure they are observed. It is the under-the-
table deal that has brought about the present
crisis in network radio.

No one relishes the off-card deal. The ad-
vertiser accepting one is suspicious that his
competitor may be getting another that is
better. The agency, in between, must bicker
and bargain, else it stands to lose accounts to
another agency which lets the client know it
can get radio for him wholesale.

The whole buyer-seller fraternity of net-
work radic would be relieved if the sellers
went back to selling at announced prices.

It is to this problem that the CBS meeting
must address itself: How to get network radio
back on the rate card.
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A reawakening of old antagonisms won’t do.
It may be a fact that the networks got them-
selves into this mess by making concessions to
clients, but the affiliates cannot get them out
of the mess by doing nothing more than citing
this fact.

No matter who is responsible for creating
the problem, all hands must cooperate in solv-
ing it.

It may be the CBS meeting will result in the
fateful conclusion that full-scale revision of
network-affiliate relations is essential. Radio
is being sold on the local and national spot
levels in greater volume than ever before.
Network radio isn’t. There must be something
organically wrong.

There are favorable indications that a solu-
tion, or at least important steps toward one,
may come out of the CBS meeting. The nine
broadcasters responsible for the conference
with the network are among the most intelli-
gent and successful operators in the nation.
Other operators of equal ability will attend.

The fact that CBS is bringing in its first
team-—headed by Chairman William 8, Paley—
is significant and encouraging. An impressive
congregation of network and station brains
will be present. If, together, these leaders can-
not create a sound and prudent plan to restore
stability to network radio, no one can.

Ind:ed. if hopes are realized, the CBS meet-
ings could be a forerunner of a general revitali-
zation of neiwork radio, a problem that simul-
taneously is being worked on seriously at rival
networks too.

At NBC, Frank White has taken over as vice
president and general manager, fresh from a
three-year, hard-selling job at Mutual, and Pat
Weaver has been directed to apply his proven

talents in program management to the radic
network as well as television.

Mutual is beginning to function as an old-line
network under the policies and know-how of
its General Tire parent and the new ideas of
young, smart Tom O’Neil.

If ABC's merger with United Paramouni
survives the interminable scrutiny of the FCC
that network will be infused with new operat-
ing capital and showmanship experience.

And, though hampered by anti-trust stric.
tures within which it must operate, the all.
radio Affiliates Committee continues to do its
job. As a meduim for the exchange of infor-
mation among the outlets of various networks,
if nothing else, that committee would be well
worth the trouble to which its members have
gone.

What havpens this week in New York will
set the pattern for what is to happen generally
in network radio in the future. Adjustments,
admittedly, are needed. But we think they
should be principally adjustments in the atti-
tudes of the networks.

A network is an aggregation of affiliated
stations, hooked up by wires or cables. The
CBS affiliates are determined to keep it that
way, or maybe look for another way of doing
business.

We hope the meetings will produce a rela-
tionship in which both affiliates and networks
can prosper. as we believe there is every possi-
bility of doing.

Nothing but good can come from a full,
frank and open discussion of network-affiliate
problems. The zaffiliates group is to be com-
mended for making the effort, in broad day-
light, and CBS for accenting it. Reasonable
men, fully informed, usually find the answers.

BROADCASTING ® Telecasting



'HE CHICAGO POLITICAL SHOW

THE GREATEST show on earth”
-no longer the circus but the pass-
g political parade—will unfold
ith unprecedented drama and
ageantry before the greatest
iewing-listening audience in
soadcasting history with the open-
1g of the Republican National Con-
:ntion in Chicago next Monday.
With the emergence and growth
! television it is perhaps signifi-
int that the words “smoke-filled
woms” are passing from the politi-
»m’s lexicon to the limbo of
10ther age.

An estimated 60 million Ameri-
ms will have a front-row seat at
e 1952 conventions, with the as-
stance of American Telephone &
slegraph Co. and its associated
2]l system companies. And, of
urse, ‘‘everywhere you go, there’s
dio.”

It is apparent that television,
self, has traversed a long path—

progress and geographically—
nce the 1940 and 1948 nominating
nventions in Philadelphia. But
ere is .every indication, too, that
dio will not be outdone in point

painstaking preparations and
‘duous planning.

Network and independent station
verage gives promise of rivaling
ollywood’s own boisterous claims
the “never-never” land of fabu-
us deeds. Indeed, advance blue-
xints of the broadcast media
ggest that it would be folly to
ronicle ‘“the era of wonderful
msense” until radio-TV coverage
" “the greatest show” iz a poig-
unt political reality.

The claim of the GOP and Demo-
atic factions that each will be a
de-open convention, in full view
sound of America’s viewers-lis-
ners, iz perhaps not the least
tributable to these comprehensive

plans. Coverage will be wide open,
too, and both parleys will be tail-
ored to accommodate the audio-
visual media, especially television.
Anticipating the conventions,
AT&T managed a herculean task
by laying some 5,000 miles of new
radio-relay and coaxial cable to ac-
commodate at least 10 new cities
and a good 99% of the nation’s 17.5
million TV receivers. Even non-TV
cities will be availed of coverage by
means of closed circuit hookups.

Circuits also have been geared
to assure interconnection by long
lines of more than 1,200 radio sta-
tions, with many independent out-
lets accredited for direct pickups
on an economical pro-rated fee for
the first time.

Four years ago, the nominating
conventions filtered out to some
cities on a makeshift 16-station net-
work comprising Boston, New York,
Newark, Philadelphia, Baltimore,
Washington and Richmond. AT&T
estimates that live telecasts will be
offered, starting next week to 107
out of the 108 outlets in 65 cities.
Only Albuquerque, N.M. (KOB-
TV), is off the AT&T route.

Joining the AT&T-Bell network
for the first time will be Miami,
New Orleans, Dallas, Fort Worth,
Houston, San Antonio, Oklahoma
City, Tulsa, Phoenix and Seattle.
Residents in Denver, Fresno
(Calif.) and Portland (Ore.) will
view activities by special arrange-
ments in theatres and hotels.

Lest it be reckoned that the 1952
convention story is one of physical
facilities, it should be added that
the best laid plans of men—net-

- work and station, plus sponsors—

figure auspiciously, too.

Here are capsuled developments
in advance planning by networks,
station, national political commit-
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Is About Under Way

BELL SYSTEM TELEVISION NETWORK ROUTES

Netss No sotmarsolly aporand TY soen i Albsey.
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TEN new cities will be added to the Bell System’s interconnected TV network
by next Monday, the opening of the Republican Nattional Convention, avail-
ing “live’’ coverage of the GOP-Democratic meets to 99% of the nation’s
televiewers. AT&T and associated Bell companies are increasing network
span from 24,500 to 29,500 miles of radio relay and cooxial cable channels.
Map shows TV network routes as of July 7, hooking in every TV city save
Albugquerque, N. M.—or 65 cities with 107 stations. ““Connecting facilities,”
indicated by dots, refer to hookups provided by other than AT&T.

tees, sponsors, and Congressional
factions:

@ Unofficial estimated cost of
network pool operations runs be-
tween $35,000 and $40,000 per net-
work for TV and about $10,000 for
each in radio.

@ Small stations will be able
to cover both conventions by heavy
spending as in the past, thanks to
the National Assn. of Radio News
Directors, the Chicago News Broad-
casters Assn. and United Press.

@ Radio-TV representatives
will number about 2,000—more
than 15% above the number who
covered the 1948 parleys in Phil-
adelphia. They will cover more
than 300 network and individual
outlets, according to the Executive
Committee of the Radio-TV Gal-
leries on Capitol Hill.

@ ABC announced a tentative
pickup schedule for both radio and
video coverage of the Republican
and Democratic meets.

@ Upwards of an estimated $7
million will be spent by the net-
works to telecast the two conven-
tions, with virtually none expecting
to show a profit despite sponsored
coverage.

@ The Democratic National
Committee has named J. Leonard
Reinsch, on leave from the James
Cox Radio-TV properties as con-
sultant to Chairman Frank Me-
Kinney [BeT, May 19], and James
Sauter, widely known in broad-
cast circles, as co-chairmen of an
Entertainment Industry Committee
for its convention.

@ A host of special features
and tape-recorded programs will be
aired by the networks and local
stations, respectively, during the
political meetings. Regular pickups

will be aired at 12:30 p.m. and 9:30
p.m.

Both conventions will be held at
the International Amphitheatre on
Chicago’s south side, with addi-
tional activities to be broadcast
from the Conrad Hilton Hotel, con-
vention headquarters, and at other
points. NBC and CBS have pro-
vided sketches of their facilities
layout [see page 36, and also BeT,
June 23]. The Democratic conven-
tion opens July 21,

National radio-TV coverage and
sponsorship of both conventions
were negotiated under an arrange-
ment which called for the networks
to sustain installation costs and
permitted them- to sell sponsorship
on the condition that advertisers
be acceptable to both national com-
mittees.

Regional and local stations also
were asked to submit their sponsor
lists to vhe committees, which pre-
scribed general requirements on
advertising messages and other
phases.

NBC spokesmen estimate that
the network’s convention program
costs, radic and TV, will amount
to at least $500,000, covering hous-
ing, personnel, transportation, etc.
This also includes the $35,000 to
$40,000 pool contribution. The sum
does not include station compensa-
tion and pre-emptions. NBC was
able to save some money on pre-
emptions by cancelling certain pro-
grams 30 days in advance.

CBS gave no estimate on its
radio-TV convention program ex-
pense, but generally it’s expected to
approximate NBC’s estimated half-
million. ABC’s probably will run
somewhat less.

The above figures refer to com-
(Continuwed on page 86)
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HAT happens to Monday
W department store sales in

a town which has no Sun-
day newspaper?

In such communities, Monday is
the ebb day of the department
store week.

‘But in Pottsville, Pa., Monday
has become a lively merchandising
day for one department store. And,
for some articles it has become bet-
ter than any other day in the week.

The answer is radio.

In a continuance of its experi-
ments on the use of radio to sell
merchandise [BeT, May 5], Po-
meroy’s of Pottsville has found that
a properly planned Sunday radio
campaign can sell selected, sales-

That Selling Pitch

ONE of the significant as-
pects of the radio test being
conducted by Pomeroy’s of
Pottsville is that the station
(WPAM) completely controls
the writing of the advertising
copy. It not only sends its
own copywriters to the store
to inspect the merchandise
chosen for promotion, but
their copy is inviolate—ex-
cept for factual corrections.

Thus, the station is build-
ing up not only a roster of
success stories, but a staff of
experienced, merchandising-
wise radio copywriters. This
will stand it in good stead for
selling and servicing other
accounts in its service area
of 109,000 people (Pottsville
itself has 26,000 people).

WPAM has also deter-
mined, by trial and error, the
proper uses to be made of
announcers—whether a male
or female voice is best for a
particular type of merchan-
dise, or a particular type of
copy. It has also built a back-
log experience on the use of
hard-selling or low pressure
copy on different types of
nierchandise.

Station checks the pull of
its ‘copy hourly, has so geared
its operation that it can
change the script on an hour’s
notice—and continuc to tell
how it is pulling.
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priced items on Monday in a vol-
ume exceeding expectations.

Pomeroy’s is an Allied Stores
Corp. department store with a
sales volume of under $5 million
per year. Its ratio of sales to ad-
vertising runs 2-2% %. It had been
running about 16% of its space and
time advertising budget on radio
time purchases, but this lately was
boosted to 20%.

The campaign consists of a sin-
gle half-hour Sunday afternoon
program plus eight spot announce-
ments throughout the day on the
local WPAM (250 w on 1450 ke).

The program, which has been
operating for the past month with
a light classical music format,
opens and closes with a minute-
long commercial. During the show,
short, pithy sales plugs are given
preceding the playing of each mu-
sical selection for the single item
chosen as the sale merchandise for
the next day.

Outlay for the Sunday campaign
runs a mere $35. This is what has
been accomplished:

@ Sold six TV console receivers
plus two others {one higher priced,
one lower priced). Total sales, $1,-
600. Selling cost, 2.2%.

@ Sold six private brand re-
frigerators. Total sales, $1,400,
Selling cost, 2.5%.

@ Sold two brand name re-
frigerators (all that were in stock)
plus others, Total sales, $1,900.
Selling cost, 1.8%.

The results of a fourth test, a
Father’'s Day special on men’s
slacks, had not been collated at this
writing.

Essence of the Sunday radio ad-
vertising program in Pottsville is
this:

Radio can be used by depart-
ment stores in the same pattern as
they use newspaper advertising—
heavy Sunday displays to promote
Monday sales.

Generally, radio has been used at
a constant level through the week.
Retailers, however, have always
plunged heavily, newspaperwise, on
weekend promotions to build sales

and traffic for Monday openings.

Success of Pomeroy’s Sunday
broadcast tests can be measured by
the results of its TV receiver sales.

Pottsville has no TV station and,
because it is in a valley, TV sig-
nals from Philadelphia (90 miles
away) don't reach the 55,000 homes
in that Schuylkill County trading
center. Pottsville TV viewers get
their TV programs via privately-
owned Trans Video community tele-
vision system, which charges $135
installation fee and $3.756 a month
for service.

Therefore, the sale of six TV
sets in one day—any day of the
week—could be considered extraor-
dinary. That such a number of
video receivers were sold on a Mon-
day is considered even more ex-
traordinary.

Among previous radio tests was
one on the sale of a specially-priced
9x12 ft. Axminster rug. Newspaper
promotions had offered them at $59
—down from the original $89 list—
and had moved none. Pomeroy’s
was willing to sell them for $49,
but the radio people felt that was
too low. So the rugs were priced

at $69—$10 higher than offered in

newspaper advertisements. How-
ever, salesmen were given a §5
bonus for selling the rugs to cus-
tomers brought in by the radio pro-
motion,

Results? Sold $4,445 in two
radio spot campaigns. First was a
two-day sene‘i with 15 annbunce-
ments. It sbld 11" siles-priced rugs,
plus eight $89 rugs for a total of
$2,605. Second' was a three-day
campaign, with 67 spots. It sold 11
more sales-priced rugs plus five
$89 rugs for a total of $2,140.

Total cost for the 82
$155.80. Selling cost, 3.3%.

But, significantly, other mer-
chandise was sold to rug customers
—to the total of $2,060.

Another excellent result of radio
advertising was scored by the
Pottsville store when it engaged in
a saturation campaign to sell

spots—
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Here's the lineup of eager cus
tomexrs aweiting the opening ¢
Pomeroy’s one morning after th
word had spread by radie tha
good buys awaited the early birds

I

coupon books. This is a credit gim
mick, whereby good risks are per
mitted to take out credit in th
form of coupon books—availabl
for immediate use.

In a 10-day spot campaign pre
ceding last Easter, the stor
pitched 255 spots at the markel
increasing its coupon hook account
from 318 at the same period in 195
to 494 in 1952—an increase o
57.8%. Average value of the boo!
was raised from $31.64 in 1951 t
$36,04 in 1952. Total value of th
book was raised from $9,906 i1
1951 to $17,805 in 1952—a jump o
79.8%.

Costs? For time, $515; for give
away (a compact), $247—or a tote
of $762.

Selling cost, therefore, was onl
47% —or, including the cost @
giveaway, 9.56%.

Result of the coupon book cam
paign so impressed Pomeroy’s mar
agement that in the two week
preceding Father’s Day, it went a
out in a second radio spot sature
tion campaign on this item. Thi
resulted again in an 809% increas
in coupon book value,

Only one failure has so far bee
reported in these tests of radio’
effectiveness. That was an attem}
to sell a $7.95 defroster unit, whic
turns any refrigerator into an a1
tomatic defroster. Both the depar
ment store and radio. executive
probed the reasons for the failur
and then decided that the ite
needed to be more fully explaine
to the buying public.

This has been done by havin
WPAM’s daily woman’s comment:
tor mention the defroster and ho
it works every day for the past tw
weeks. There is no selling.

In another week or so, the static

(Continued on page 77)
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ROBERT B. GABLE

. . Pomeroy’s president, who wil
his brothers put WFPG Altoon
Pa., on the air back in 1924
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F AI_I_ S[:HEI]UI_ES Ac;v;rtisers Finalizing Plans

By FLORENCE SMALL

\DVERTISERS responded to the
irst week of summer with a sud-
len gust of action directed gener-
lly at fall TV and radio schedules.

Executives of Grant Adv. and
hose of one of its clients, the
Yodge Div. of Chrysler Corp., will
ieet in Detroit the week of July 7,
}*T learned last week, to plan
or the autumn season. A televi-
ion network show is expected to
qterialize as one result of that
lanning.

Regent cigarettes through its
gency, Hilton & Riggio, New
Tork, it also was learned, has not
enewed its sponsorship of a por-
ion of Today, early morning show
n NBC-TV, but expects to put its
dvertising budget instead into a
etwork television show to start in
ae fall. The agency currently is
wking over program formats with
aat in mind.

In another fall development,
ohn F. Dulaney (frozen foods),
Iready creditably represented with
ohn Reed King’s Dulaney Daily
Youble on ABC radio and a spot
ampaign in both radio and TV,
i planning to increase its fall
ilevision budget. A definite deci-
ion will be released about Aug. 1.
.gency is W. Earl Bothwell, New
‘ork.

Bab-O Plans

In a development of another
rt, B. T. Babbitt Co. (Bab-0),
‘hich recently left the William
Jeintraub agency, has studied
resentations of 21 agencies and
iduced to four the list of candi-
ates for its account. Company
ficials are expected to assay the
imaining four this week, with
efinite assignment of the new
gency affiliation anticipated
uly 7.

Meanwhile, Piel’s beer, another
zcount which recently changed
gencies—from Kenyon & Eck-
ardt to Young & Rubicam, both

'ou Can Bank on Radio

TEST CAMPAIGN of all
media was conducted during
May by the First National
Bank, Bridgeport, Conn., for
new loan accounts, with
WICC Bridgeport bringing
in 42 applicants and news-
paper ads accounting for 76.
Because the radio campaign
secured more than half as
many applicants as did the
newspaper for one-third the
cost of the newspaper ad-
vertising, the bank, accord-
ing to WICC, is completely
sold on its one-year schedule
which began on WICC last
February. Other media in-
cluded direct mail, ear cards
and Dbillboards.

New York—is understood to be
determining its fall radio and TV
schedule.

Ford Motor Co. (J. Walter
Thompson) and General Foods
{Postum, through Foote, Cone &
Belding and Log Cabin syrup
through Benton & Bowles) effec-
tive today (Monday) will sponsor
Robert Trout and the News on Sun-
days and Tuesday through Fri-
day at 10-10:056 p.m. and Mondays
at 10;30-35 p.m.

Among the frozen food adver-
tisers, one which celebrates the
seventh birthday of its trademark,
Teddy Snow Crop, is planning to
start its radio and television spot
schedule in late summer, about
mid-August. Maxon Inc., New
York, is the agency.

Birdseye frozen orange juice,
through Young & Rubicam, New
York, plans to start a three-month
spot radio and TV campaign early

in July in eight markets.

Another frozen food advertiser,
Seabrook ‘Farms, is continuing to
line up half-hour radio programs
in 110 markets [B®T, June 23]
through Maxon Inc.

American Tobacco Budgets

For the fall, American Tobacco
Co. [B®T, March 8], for its Tues-
day 9-9:30 p.m. period on CBS-TV,
has bought a film series owned and
packaged by Music Corp. of Amer-
ica and entitled Biff Coulter USA.
The firm continues to sponsor, for
Lucky Strike, This Is Show Busi-
ness (Sunday on CBS-TV) and
Robert Montgomery Presents
(Monday on NBC-TV). BBDO
New York, is the agency. During
the summer months Man Hunt will
be the summer replacement for
Your Hit Parade for the second
successive year, Saturday on
NBC-TV, which will return for
Lucky Strike early in September.

In scotching a report its budget

would be directed in part to pro-
moting a change in the length of
Lucky Strike. Paul Hahn, presi-
dent of American Tobacco Co., an-
nounced last week that the com-
pany “is not planning to change its
principal brand Lucky Strike to
king-size.”

‘““Sales records for the industry,”
he said, “show standard-size cigar-
ettes continue to be favored by the
great majority of the smoking pub-
lie, and account for about 85% of
the cigarettes smoked in the United
States. Sales of Lucky Strike ecig-
arettes have made good progress
since the first of the year,” he ob-
served.

“Pall Mall and Herbert Tareyton
cigarettes, both made by American
Tobacco Co., are the two largest-
selling king-size cigarettes on the
market,” he added.

P. Lorillard Co. (Old Gold cigar-
ettes), through Lennen & Mitchell
{soon to be Lennen & Newell),
New York, has signed the Fred Al-
len Quiz Show for its Tuesday 10-
10:30 p.m. period on NBC-TV,
starting in September. Meanwhile,

(Continued on page 34)

NBC’S KOA

NBC was more definitely than ever
in the market for a Los Angeles
radio station last week, after sell-
ing its 27-year-old clear-channel
KOA Denver for $2,250,000 to Bob
Hope, a group of prominent Denver
business and professional men and
associates of Mr. Hope [CLosED
Circurt, June 2, 23].

The G. A. (Dick) Richards es-
tate’s KMPC (710 ke, 50 kw), for
which the network has mnegotiated
intermittently for years; Earle C.
Anthony's KFI (640 ke, 50 kw),
and Harry Maizlish’s KFWB (980
ke, 5 kw) were understood to be
among stations being eyed by NBC
in its search for an owned station
to replace KOA (850 ke, 50 kw).
The KOA sale is, of course, sub-
ject to the customary FCC ap-
proval.

Long-Speculated Sale

Long-speculated sale of the Den-
ver station—which has no TV affil-
iate and could get none under NBC
ownership unless the network chose
to give up an existing outlet to
meet FCC multiple ownership rules
—tied nearly (1) NBC's reinvigor-
ated policy of stronger promotion
of radio and television as comple-
mentary media, and (2) its long-
standing desire for an owned radio
station in Los Angeles.

It also dovetailed neatly with
the Hope-Denver group’s TV own-
ership ambitions. TV-less Denver
ranks No. 1 on FCC’s priority list
for television grants and it was
reported that Metropolitan Televi-
sion Co., an avowed aspirant for a
Denver TV station, would be the
company operating KOA under its
new ownership. What other TV
aspirations the new owners may
have could not be ascertained im-
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SALE

Now Seeks L. A.- Outlet

mediately.

Although exact details of stock
distribution among the new owners
was not reported, it was said flatly
that the Denver group—composed
of 15 local business and profes-
sional men and one business con-
cern—would have working control
of the company. This group in-
cludes William Grant, president
of Metropolitan Television Co., and
Denver Mayor Quigg Newton.

Bob Hope and his associates will
own 50% of the stock. His asso-
ciates are James Saphier, and Mr.
Hope’s attorneys, Martin Gang,
Robert Kapp and Norman Tyre.

NBC’s desire for a radio station
of its own in the key Los Angeles
market—it is the only major net-
work without one—has kept net-
work officials in negotiations for
years, especially for KMPC. A few
years ago it appeared that a deal
had been made with G. A. Rich-
ards, but it fell through.

Latest talks for KMPC were
initiated several weeks ago with
representatives  of . the late Mr.
Richards’ estate, but these also
were subsequently reported to have
struck dead-end. Their renewal at
any time was seen as a strong pos-
sibility. The snag thus far: How
much? Talks to date reportedly
have centered around figures in the
neighborhood of $1 million.

NBC President Joseph H. Mec-
Connell emphasized in the KOA an-
nouncement that NBC will seek to
buy a radio station in the Los
Angeles area to complement its
local television station KNBH-TV
there. This somewhat unusual
public declaration of intent was
attributed, at least to a consider-
able degree, to a desire to kill—
before it could arise—any specula-

tion that NBC is easing itself out
of the radio ‘business.

Beyond that, however, is the
known fact that NBC has long
tried to buy—for the last 15 years,
one official noted-—a station in the
Los Angeles market. It intends
now to realize that ambition as
soon as it can, “provided the price
is right,” as a spokesman put it.

In further explanation of the
KOA sale, Mr. McConnell noted
again that NBC had declined sev-
eral offers for the station in the
past. But, he said, network offi-
cials finally concluded that radio
and television can operate better
together in a market such as Den-
ver, and decided to sell KOA and
seek an AM station to go with
their Los Angeles television sta-
tion.

Negotiations by Heffernan

Negotiations with the Denver-
Hope group for the $2.26 million
transfer of KOA were handled for
NBC by Financial Vice President
Joseph V. Heffernan. Principal
negotiators for the purchasers
were Mr. Grant and R. M. Davis
and Ralph Radotsky, all of Denver.

Other members of the Denver
group: William J. Ahearn, George
B. Berger Jr., Hugh R. Cather-
wood, Thomas [P. Campbell, Myron
Emrich, Arnold Gurdler Jr., Rob-
ert Kohn, Mayor Newton, Morrison
Shafroth, Walter M. Smith, Henry
W. Toll, David S. Touff and the
Hendrie & Boltoff Co.

KOA, founded Dec. 15, 1924, by
General Eleetric Co., ‘became an
NBC affiliate in February 1928.
NBC took over its operation and
management in Mareh 1930, prior
to acquisition of the station in
1941,
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OPERATOR PROPOSAL CommensFiood e

SUPPORTING letters—and pro-
tests—are beginning to ficod FCC
concerning the Commission’s pro-
posal to relax its transmitter oper-
ator rules and permit remote oper-
ation of certain AM and FM trans-
mitters [BeT, June 9].

The FCC’s proposed rule-making
proceeding, instituted upon peti-
tion by NARTB, would amend Part
13 of the Commission’s rules and
regulations so that (1) persons
holding leas than first class radio-
telephone operator permits would
be allowed to stand regular trans-
mitter watches at AM and FM sta-
tions employing non-directional an-
tennas and operating with power
of 10 kw or less and (2) remote
control of the transmitters of such
stations would be allowed.

FCC has specified Aug. 4 as dead-

line for comments and in its notice
outlined many questions on such
operation about which it desires in-
formation. Two of the questions
touch on fulfillment of emergency
operation under the Conelrad plan
{control of electronic radiation to
prevent enemy planes from ‘“hom-
ing"” on broadcast signals), while
ther questions concern the tech-
jical training and duties of trans-
mitter operators and their ability
to cope with technical problems
that may arise.

If adopted, observers have noted,
the practical effect of the changes
would be to ease the staff and
operating cost problems of virtually
all local channel stations, a sub-
stantial number of daytime-only
outlets and many other AM and
FM stations.

Shortage of Operators

In general, station operators con-

tend there is a shortage of quali-
ed first class operators and the
§a.w of supply and demand has
orced the wages of these men dis-
proportionately high, particularly
andicapping small market sta-

?ions. They further contend that
technical equipment today is stable
and does not need constant atten-
tion and adjustment by a first class
operator. Rather, they say, a re-
stricted operator can watch the
meters and make the log entries.
He would work under the super-
vision of a first class man, usually
the chief engineer, who thus would
be freed from sitting routine
watches and have time to do “pre-
ventive” maintenance and actual
repair.

The station operators argue that
by saving on engineering costs they
would be able to hire better pre-
duction personnel and hence gain
better programming and service to
their community.

On the other hand, engineers and
union representatives charge there
is no shortage of engineers. They
point out, however, there is a short-

ge of men who are willing to work
for “day laborer’s wages.”

The engineers are telling FCC
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‘cease and desist orders,

the operation of transmitters is not
as simple as management asserts,
charging that station owners are
seeking only another means to cut
costs and increase profits. They find
it hard to believe that much of the
savings would go . into better pro-
gramming.

Three state associations of broad-
casters already are reported on rec-
ord favoring the NARTB-FCC pro-
posal. They are the South Dakota,
Kentucky and North Carolina
Assns, of Broadcasters [B®T, June
23].

Several IBEW locals already
have passed resolutions protesting
the proposal while IBEW head-
quarters in Washington reports
numerous complaints from mem-
bers and non-members alike.

Resolution of Protest

IBEW Local 1224 at Cincinnati
already has put a resolution of pro-
test before the Cincinnati Central
Labor Council, written all member
and non-member engineering per-
sonnel of area stations and urged
other IBEW radio and TV locals
to take positive action.

“This matter is more serious
than most of our people think,”
Local 1224 wrote other IBEW lo-
cals, “and if put into effect our
operating standards will deteri-
orate at a rapid pace.”

Local 1224 suggested other locals
appear before their central labor
councils to have them pass resolu-
tions of protest, write the “various
Senators, Representatives and lob-
bies which they may have contact

with and urge the FCC to study it
at length before leaving the radio
communications system of America
unattended and at the merey of
saboteurs during the grave times
we are undergoing.”

In its open letter to “all breoad-
cast operating and engineering per-
sonnel,” Local 1224 wrote, “If you
value your job, act now!” Engi-
neers were urged to “stand up for
your rights” and write to FCC.
The letter pointed out:

Your letter of .opposition will he

filed with the petition as a note of
opposition to this movement. This is
definitely a move by the small oper-
ators of 250 w stations to increase
their revenue by throwing out engi-
neering personnel. We further urge
that You request a tightening of the
operating standards. This will in turn
increase the quality of the operating
personnel and help to prevent such
moves as this in the future.
. The various labor unions rebresent-
ing the operating engineers will be ac~
tively opposing this move. These peo-
Ple were active in the last fight
which came up a few Yyears hack on
the same subject. The case then was
decided in our favor.

On the other hand, this is how
a typical local station operator tells
the story. C. H. Simpson, part own-
er and general manager of 250-w
WKBI St. Marys, Pa., supporting
the NARTB proposal, wrote FCC:

.« o It 1s our opinion that radio
transmitting equipment has been re-~
fined and developed to the point where
today thé necessity to have a licensed
engineer with the equipment at all
times is not only unnecessary, but an
added expense which hangs like a
millstone sround the neck of many
smail. station. operators,. especially
those who, for one reason or another,
find themselves with studios and trans-
mitter separate from one another.

In earlier years, the primary goal

PAUL M. HAHN, president of th
American Tobacco Co., one of radi
and television’s largest advertisc.
takes his place in line as compar
employes are processed prior to coi
tributing blood to the Armed Force
A Red Cross Bloodmobile unit visite
the company’s New York office, 11

Fifth Ave,
was to {ry to stay on the air as mu
as possible. Stations proudly boast

0! extremely small amounts of tin
off the air due to technmical failur
Nowadays, constant operation witho
technical fallure is taken for grante
The necessily to have an experienc
techniclan hovering over the equl
ment walting for the equipment
fail is now obviated.

Having operated WEKBI without a f1
complement of first-class operato.
since last June, I think I can discu
intelligently the results, hoth favorabt
and unfavorable, that have result
therefrom. Qur lost air time sin
then has consisted of three interru
tions and the total of all of the
interruptions has bheen less than ;
hour. Two 0f these were electric pow
fallures. Our third-class operato
have been thoroughly schooled
operation of the equipment, keeph
of logs, safety regulations, and the li}
together with the importance of kee
ing a high-level of modulation, whi
r'd like to discuss more fully lats
The third-class men are studying f
their regular tickets under the c¢hi

{(Continued on page 76)

MCFARLAN

OBJECTIONS by broadeasters to
some provisions of the Senate and
House-passed MecFarland Bill (S
658) were enumerated by Ralph
W. Hardy, NARTB government re-
lations director, last week as Sen-
ate-House conferees met for the
first time on Friday in an attempt
to iron out differences between the
two bills [B®T, June 23].

Broadcasters want repeal of :

@® Equipment purchase section
of House bill. This would require
the successful applicant to buy the
equipment of an unsuccessful li-
censee if the latter’s license was
not renewed.

Besides putting the FCC into the
position of being “a condemnation
appraisal agency’’ the new licensee
might have to buy obsolete equip-
ment, the NARTB comment stated,
possibly from a station owner who
did not wish to remain in business.
Mr. Hardy also declared he under-
stood the FCC was opposed to this
provision.

@ Suspension and fine provi-
sions of House bill. NARTB de-
clared it would be satisfied if the
FCC was given authority to issue
which

B"-I- Industry States Obiection

“coupled with the power to revoke
a license . . . is completely ade-
quate.”  Senate version of bill
authorized the FCC to issue cease
and desist orders in addition to
the existing power to revoke li-
censes.

NARTB statement also asked
that—

@® Senate section removing the
double jeopardy clause now in the
Communications Act be reinstated.
House deleted this provision to
eliminate this section from the Act.
Section in present Act permits the
FCC to revoke the license of a
licensee found guilty of anti-trust
violations in radio or communica-
tions field.

® Reinstatement of provision
in Senate version of the bill pro-
viding that the Commission may
only issue declaratory orders upon
request. House dropped this in its
version of the bill.

@ Section of Horan amend-
ment regarding political broadcasts
which specifies that broadcasters
may not charge political candidates
more than the minimum rate for
other purposes, be clarified by de-

BROADCASTING =»

leting the word “minimum” a.
adding the following:

“For the purpose of this su
section, charges shall include ba
rates and all other terms and ¢o
ditions affecting charges.”

This would take care of the pre
tical problems raised by the amen
ment, Mr, Hardy pointed out. 1}
referred to the ‘“normal practic
of granting frequeney discounm
and additional charges over a;
above the time charges—lines, st
cial arrangements for studio equi
ment, personnel, rehearsal time.

Basically, however, the indust
is opposed to any government rai
making, Mr. Hardy pointed ot

Hillbilly for WINS

SWING to hillbilly musie in t
prime 8-10 p.m. time Mond:
through Saturday was announc
last week by WINS New York Ge
eral Manager Harry C. Foli
Beginning tonight (Monday), tk
two-hour block “will feature not
ing but square dances, folk song
hillbilly and cowboy songs,” the a
nouncement said.
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‘WE BAN I][' J[]B' NARTB Tells ‘Morals' Group

LET US police ourself. We're
sure we can do the job.

That, in essence, was radio-TV
broadcasters’ position when spokes-
men Harold E. Fellows, NARTB
president, and John E. Fetzer, TV
Code chairman, testified last week
before the House Interstate &
Foreign Commerce Committee sub-
lommittee investigating offensive
radio-TV programs.

Committee, headed by Rep. Oren
Jarris (D-Ark.), adjourned after
M%-hour session Thursday. It is
10t expected to resume hearings
mtil September, at which time it
nay sit in New York.

Grind of Congressional deadline,
ipcoming political conventions—
wnd broiling Washington heat wave
—was conducive to the decision for
« hiatus in the investigation.

Investigation began early in
fune, heard parade of witnesses
lecry what they claimed to be a
Vlethora of crime and horror pro-
rrams, indecent exposure in the
natter of dress and off-color hu-
nor and “business.” Majority of
vitnesses, - however, objected to
¢er and wine commercials and
winking scenes in programs. In-
-estigation was result of a reso-
ution sponsored by Rep. E. C.
rathings (D-Ark.).

Main tenor of Mr. Fellows’ tes-
imony was the “dangerously gen-
ralized” charges of immorality
nd offensiveness. He also warned
gainst “organized efforts at cen-
orship.”

Recalling his 24 years as a
roadcaster, Mr. Fellows, who came
> the NARTB presidency from the
wanagership of CBS-owned WEEI
‘oston, told the committee of an
rganized campaign which in sev-
ral instances produced complaints
f immodest dress against the
Zukla, Fran & Ollie children’s pro-
ram.

Previous witnesses “with very
aw exceptions” have failed “to
wake specific allegations of ‘im-
ioral’ radio and ‘television pro-
rams,” he said.

Local criticisms are respected by
roadcasters, he pointed out, but
a substantial number of so-called

"ARTB's
Mirector Hardy and TV Director
rown put their heads together . ..

Government Relations

Awaiting their turn to testify are Bishop Hammaker, NARTB President
Fellows, NBC Executive V.P. Denny and TV Code Chairman Fetzer . . .

national criticisms . . . tend all
too often to be dangerously gen-
eralized, and in many cases . . .
are inspired by organized cam-
paigns of minority groups having
an axe to grind.”

“What I do say is that it is vir-
tually impossible to adopt rigid
standards of program acceptability
that will meet the diversified tastes
of the American people. . . . The
definition of ‘offensive’ may, and

usually does, vary from community
to community depending on a wide
variety of factors.”

Disagreement with this position
was most vocal by Rep. J.. Edgar
Chenoweth (R-Col.), who declared:

“You have tried to please that
segment of the American people
who like wvulgar, vile and crude,
objectionable programs. . .. There
are serious, well-founded objections
to the types of programs coming

CONTROLS

Exemption Machinery Hums

On Capitol Hill

AN AMENDMENT designed to free radio and television from wage
controls consonant with their price exemption status was approved by
the House last week but its adoption may have had only passing
significance in the swelling demand for an end to all economic curbs.

The amendment was offered by
Rep. Paul C. Jones {(D-Mo.) and
okayed without objection last Wed-
nesday during debate on extension
of the Defense Production Act,
which would expire today (Mon-
day) unless extended.

Radio-TV employes and those of
other media are under wage con-
trols administered by the Wage
Stabilization Board which exer-
cises jurisdiction over AFM, TVA,
AFRA and other union contracts.

The House late Thursday voted
to end most price controls, under
which these media had been exempt,
and to retain wage curbs for anoth-
er year. The former was rejected
Friday, however, by a Senate-
House conference group set up
to iron out differences. Senate
voted to extend controls to March 1.

Rep. Jones explained that there
is no ceiling on prices charged by
radio-TV stations and networks,
newspapers, magazines, periodicals
and motion picture houses. Thus,
he felt, they should be freed from
wage ceilings, Enactment of this
proposal probably would have vary-
ing effects on different-size sta-
tions. )

Salaried performers in radio and
television come under the jurisdie-
tion of the Salary Stabilization
Board, which has drafted regula-
tions to be administered by each

ROADCASTING ® Telecasting

*
industry rather than on a manda-
tory basis by government.

Two other amendments of sig-
nificance to broadcasters and manu-
facturers were also rejected by
the House the past fortnight. These
involved bids to restore standby
controls on consumer credit (Regu-
lation W on installment purchases)
and to repeal the controversial
Capehart formula.

The House Banking & Currency
Committee had voted to delete con-
sumer credit curbs authority over
purchase of radio-TV receivers and
other appliances which the Federal
Reserve Board suspended last
month [BeT, May 12]. “The threat
of dangerous credit expansion has
been abated for some considerable
time,” the committee reported. The
Senate wants controls extended to
June 30, 1953.

The move to repeal the adver-
tising cost formula, authored by
Sen. Homer E. Capehart (R-Ind.),
was instigated by Rep. Abraham J.
Multer (D-N. Y.). He claimed
that prices are 11% higher than
before Korea because of the Cape-
hart and Herlong amendments.
Under the Capehart formula,
manufacturers may compute costs
incurred for advertising, selling,
administration and research before
July 26, 1951, and add them to final
selling prices.

1
into the American home.”
Similar attitude was expressed

by Rep. Joseph P. OHara
(R-Minn.), who warned that unless
programs improved ‘“something

will be done. [There have been]
strong criticisms, and not just
from one person, of what goes into
the home.”

But, Rep. Arthur G. Klein
(D-N.Y.) termed many of the
“thousands of letters” received by
the Committee as from the “